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Appendix 2 - Calculation 

 

● Hypothesis 1: Gender and frequency of consumption of Fairtrade products:  

 

H0: Gender and frequency of consumption of Fairtrade products are not related. 

H1: Gender and frequency of consumption of Fairtrade products are related. 

 

Table 2: Output from SPSS for the first hypothesis

 

    Source: own processing using SPSS  

 

 

P-value = 0.186 > 0.05 Thus there is no clear statistical evidence that gender has an impact on 

the frequency of consumption of Fairtrade products. H0 cannot be rejected. 

 

Gender and frequency of consumption of Fairtrade products are not related. 
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● Hypothesis 2: monthly family income and frequency of consumption of Fairtrade 

products:  

 

 H0: monthly family income and frequency of consumption of Fairtrade products are 

not related. 

 H1: monthly family income and frequency of consumption of Fairtrade products are 

related. 

 

 

Table 3: Output from SPSS for the second hypothesis 

 

Source: own processing using SPSS  

 

P-value = 0.005 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the frequency of consumption of Fairtrade products. H1 is validated. 

 

Monthly family income and frequency of consumption of Fairtrade products are related. 
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● Hypothesis 3: Knowledge of Fairtrade and frequency of consumption of Fairtrade 

products 

 

H0: knowledge of Fairtrade and frequency of consumption of Fairtrade products are 

not related. 

H1: knowledge of Fairtrade and frequency of consumption of Fairtrade products are 

related. 

 

Table 4: Output from SPSS for the third hypothesis 

 

Source: own processing using SPSS  

 

P-value = 0.004 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the frequency of consumption of Fairtrade products. H1 is validated. 

 

Knowledge of Fairtrade and frequency of consumption of Fairtrade products are related. 
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● Hypothesis 4: Gender and importance of consuming Fairtrade products 

 

H0: Gender and importance of consuming Fairtrade products are not related. 

H1: Gender and importance of consuming Fairtrade products are related. 

 

Table 5: Output from SPSS from the fourth hypothesis 

 

 

Source: own processing using SPSS  

 

P-value = 0.290 > 0.05. Thus, there is no clear statistical evidence that gender has an impact 

on the importance of consuming Fairtrade products. H0 cannot be rejected. 

 

Gender and importance of consuming Fairtrade products are not related. 
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● Hypothesis 5: monthly family income and importance of consuming Fairtrade 

products 

 

H0: monthly family income and importance of consuming Fairtrade products are not 

related. 

H1: monthly family income and importance of consuming Fairtrade products are 

related. 

 

Table 6: Output from SPSS from the fifth hypothesis 

 

Source: own processing using SPSS  

 

P-value = 0.016 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the importance of consuming Fairtrade products. H1 is validated. 

 

Monthly family income and importance of consuming Fairtrade products are related. 
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● Hypothesis 6: Knowledge of Fairtrade and importance of consuming Fairtrade 

products 

 

H0: knowledge of Fairtrade and importance of consuming Fairtrade products are not 

related. 

H1: knowledge of Fairtrade and importance of consuming Fairtrade products are 

related. 

 

Table 7: Output from SPSS from the sixth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.009 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the importance of consuming Fairtrade products. H1 is validated. 

 

Knowledge of Fairtrade and importance of consuming Fairtrade products are related. 
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● Hypothesis 7: Knowledge of Fairtrade and the most important dimension of Fairtrade  

 

H0: knowledge of Fairtrade and the most important dimension of Fairtrade are not 

related. 

H1: knowledge of Fairtrade and the most important dimension of Fairtrade are related. 

 

Table 8: Output from SPSS from the seventh hypothesis 

 

 

Source: own processing using SPSS 

 

P-value = 0.022 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the most important dimension of Fairtrade. H1 is validated. 

 

Knowledge of Fairtrade and the most important dimension of Fairtrade are related. 
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● Hypothesis 8: Gender and place of purchase of Fairtrade products 

 

H0: Gender and place of purchase of Fairtrade products are not related. 

H1: Gender and place of purchase of Fairtrade products are related. 

 

Table 9: Output from SPSS for the eighth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.036 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that gender has an impact on the place of 

purchase of Fairtrade products. H1 is validated. 

 

Gender and place of purchase of Fairtrade products are related. 
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● Hypothesis 9: Monthly family income and place of purchase of Fairtrade products 

 

H0: Monthly family income and place of purchase of Fairtrade products are not 

related. 

H1: Monthly family income and place of purchase of Fairtrade products are related. 

 

Table 10: Output from SPSS for the ninth hypothesis

 

Source: own processing using SPSS 

 

P-value = 0.006 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the place of purchase of Fairtrade products. H1 is validated. 

 

Monthly family income and place of purchase of Fairtrade products are related. 
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● Hypothesis 10: Knowledge of Fairtrade and place of purchase of Fairtrade products 

 

H0: Knowledge of Fairtrade and place of purchase of Fairtrade products are not 

related. 

H1: Knowledge of Fairtrade and place of purchase of Fairtrade products are related. 

 

Table 11: Output from SPSS for the tenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.024 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that the knowledge of Fairtrade has an impact 

on the place of purchase of Fairtrade products. H1 is validated. 

 

Knowledge of Fairtrade and place of purchase of Fairtrade products are related. 
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• Hypothesis 11: Gender and Fairtrade awareness of French products 

 

H0: Gender and Fairtrade awareness of French products are not related 

H1: Gender and Fairtrade awareness of French products are related. 

 

Table 12: Output from SPSS for the eleventh hypothesis 

 

 

Source: own processing using SPSS 

 

P-value = 0.009 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that gender has an impact on Fairtrade 

awareness of French products. H1 is validated. 

 

Gender and Fairtrade awareness of French products are related 
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• Hypothesis 12: Monthly family income and Fairtrade awareness of French products 

 

H0: Monthly family income and Fairtrade awareness of French products are not 

related 

H1: Monthly family income and Fairtrade awareness of French products are related. 

 

Table 13: Output from SPSS for the twelfth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.003 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

Fairtrade awareness of French products. H1 is validated. 

 

Monthly family income and Fairtrade awareness of French products are related. 
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• Hypothesis 13: Knowledge of Fairtrade and Fairtrade awareness of French products 

 

H0: Knowledge of Fairtrade and Fairtrade awareness of French products are not 

related 

H1: Knowledge of Fairtrade and Fairtrade awareness of French products are related. 

 

Table 14: Output from SPSS for the thirteenth hypothesis 

 

Source: own processing using SPSS 

 

P-value < 0.001 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

Fairtrade awareness of French products. H1 is validated. 

 

Knowledge of Fairtrade and Fairtrade awareness of French products are related. 
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● Hypothesis 14: Monthly family income and information on product impact 

 

H0: Monthly family income and information on product impact are not related 

H1: Monthly family income and information on product impact are related. 

 

Table 15: Output from SPSS for the fourteenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.011 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the research on the information on product impact. H1 is validated. 

 

Monthly family income and information on product impact are related. 
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● Hypothesis 15: Knowledge of Fairtrade and information on product impact 

 

H0: Knowledge of Fairtrade and information on product impact are not related. 

H1: Knowledge of Fairtrade and information on product impact are related. 

 

Table 16: Output from SPSS for the fifteenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.014 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the research on the information on product impact. H1 is validated. 

 

Knowledge of Fairtrade and information on product impact are related. 
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● Hypothesis 16: Monthly family income and information on product origin 

 

H0: Monthly family income and Information on Product Origin are not related. 

H1: Monthly family income and Information on Product Origin are related. 

 

Table 17: Output from SPSS for the sixteenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.074 > 0.05 Thus there is no clear statistical evidence that monthly family income 

has an impact on the research on the information on product origin. H0 cannot be rejected. 

 

Monthly family income and information on product origin are not related. 
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● Hypothesis 17: Knowledge of Fairtrade and information on product origin 

 

H0: Knowledge of Fairtrade and information on product origin are not related. 

H1: Knowledge of Fairtrade and Information on product origin are related. 

 

Table 18: Output from SPSS for the seventeenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.225 > 0.05 Thus there is no clear statistical evidence that knowledge of Fairtrade 

has an impact on the research on the information on product origin. H0 cannot be rejected. 

 

Knowledge of Fairtrade and information on product origin are not related. 
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● Hypothesis 18: Knowledge of Fairtrade and choice of the logo 

 

H0: Knowledge of Fairtrade and choice of the logo are not related. 

H1: Knowledge of Fairtrade and choice of the logo are related. 

 

Table 19: Output from SPSS for the eighteenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.001 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the choice of the logo. H1 is validated. 

 

Knowledge of Fairtrade and choice of the logo are related. 
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● Hypothesis 19: Gender and changing consumption habits 

 

H0: Gender and changing consumption habits are not related 

H1: Gender and changing consumption habits are related. 

 

Table 20: Output from SPSS for the nineteenth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.613 > 0.05 Thus there is no clear statistical evidence that gender has an impact on 

changing consumer habits with the emergence of Fairtrade products. H0 cannot be rejected. 

 

Gender and changing consumption habits are not related. 
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● Hypothesis 20: Monthly family income and changing consumption habits 

 

H0: Monthly family income and changing consumption habits are not related 

H1: Monthly family income and changing consumption habits are related. 

 

Table 21: Output from SPSS for the twentieth hypothesis 

 

 

Source: own processing using SPSS 

 

P-value = 0.002 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

changing consumer habits with the emergence of Fairtrade products. H1 is validated. 

 

Monthly family income and changing consumption habits are related. 
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● Hypothesis 21: Knowledge of Fairtrade and changing consumption habits 

 

H0: Knowledge of Fairtrade and changing consumption habits are not related. 

H1: Knowledge of Fairtrade and changing consumption habits are related. 

 

Table 22: Output from SPSS for the twenty-first hypothesis 

 

Source: own processing using SPSS 

 

P-value < 0.001 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

changing consumer habits with the emergence of Fairtrade products. H1 is validated. 

 

Knowledge of Fairtrade and changing consumption habits are related. 
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● Hypothesis 22: Monthly family income and impact of Fairtrade on producers  

 

H0: Monthly family income and impact of Fairtrade on producers are not related. 

H1: Monthly family income and impact of Fairtrade on producers are related. 

 

Table 23: Output from SPSS for the twenty-second hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.18 > 0.05 Thus there is no clear statistical evidence that monthly family income 

has an impact on the perception of the impact of Fairtrade on producers. H0 cannot be 

rejected. 

 

Monthly family income and impact of Fairtrade on producers are not related. 
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● Hypothesis 23: Knowledge of Fairtrade and impact of Fairtrade on producers  

 

H0: Knowledge of Fairtrade and impact of Fairtrade on producers are not related. 

H1: Knowledge of Fairtrade and impact of Fairtrade on producers are related. 

 

Table 24: Output from SPSS for the twenty-third hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.014 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the perception of the impact of Fairtrade on producers. H1 is validated. 

 

Knowledge of Fairtrade and impact of Fairtrade on producers are related. 
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● Hypothesis 24: Monthly family income and acceptance of higher prices for Fairtrade 

products 

 

H0: Monthly family income and acceptance of higher prices for Fairtrade products are 

not related. 

H1: Monthly family income and acceptance of higher prices for Fairtrade products are 

related. 

 

Table 25: Output from SPSS for the twenty-fourth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.005 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the acceptance of higher prices for Fairtrade products. H1 is validated. 

 

Monthly family income and acceptance of higher prices for Fairtrade products are related. 
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● Hypothesis 25: Knowledge of Fairtrade and acceptance of higher prices for Fairtrade 

products 

 

H0: Knowledge of Fairtrade and acceptance of higher prices for Fairtrade products are 

not related. 

H1: Knowledge of Fairtrade and acceptance of higher prices for Fairtrade products are 

related. 

 

Table 26: Output from SPSS for the twenty-fifth hypothesis 

 

Source: own processing using SPSS 

 

P-value < 0.001 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the acceptance of higher prices for Fairtrade products. H1 is validated. 

 

Knowledge of Fairtrade and acceptance of higher prices for Fairtrade products are related. 
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● Hypothesis 26: Monthly family income and perceived impact of Fairtrade on French 

agriculture 

 

H0: Monthly family income and perceived impact of Fairtrade on French agriculture 

are not related. 

H1: Monthly family income and perceived impact of Fairtrade on French agriculture 

are related. 

 

Table 27: Output from SPSS for the twenty-sixth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.015 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the perception of the potential impact of Fairtrade rules on French agriculture. H1 is validated. 

 

Monthly family income and perceived impact of Fairtrade on French agriculture are related. 
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● Hypothesis 27: Knowledge of Fairtrade and perceived impact of Fairtrade on French 

agriculture 

 

H0: Knowledge of Fairtrade and perceived impact of Fairtrade on French agriculture 

are not related. 

H1: Knowledge of Fairtrade and perceived impact of Fairtrade on French agriculture 

are related. 

 

Table 28: Output from SPSS for the twenty-seventh hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.003 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the perception of the potential impact of Fairtrade rules on French agriculture. H1 is validated. 

 

Knowledge of Fairtrade and perceived impact of Fairtrade on French agriculture are related. 
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● Hypothesis 28: Knowledge of Fairtrade and knowledge of Fairtrade brands 

 

H0: Knowledge of Fairtrade and Knowledge of Fairtrade and knowledge of Fairtrade 

brands are not related. 

H1: Knowledge of Fairtrade and Knowledge of Fairtrade and knowledge of Fairtrade 

brands are related. 

 

Table 29: Output from SPSS for the twenty-eighth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.001 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the knowledge of Fairtrade brands. H1 is validated. 
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Knowledge of Fairtrade and Knowledge of Fairtrade and knowledge of Fairtrade brands are 

related. 
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● Hypothesis 29: Gender and perception of quality differences between Fairtrade and 

other products 

 

H0: Gender and perception of quality differences between Fairtrade and other products 

are not related 

H1: Gender and perception of quality differences between Fairtrade and other products 

are related. 

 

Table 30: Output from SPSS for the twenty-ninth hypothesis

 

Source: own processing using SPSS 

 

P-value = 0.004 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that gender has an impact on the perception 

of quality differences between Fairtrade and other products. H1 is validated. 

 

Gender and perception of quality differences between Fairtrade and other products are related. 
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● Hypothesis 30: Monthly family income and perception of quality differences between 

Fairtrade and other products 

 

H0:  Monthly family income and perception of quality differences between Fairtrade 

and other products are not related. 

H1:  Monthly family income and perception of quality differences between Fairtrade 

and other products are related. 

 

Table 31: Output from SPSS for the thirtieth hypothesis 

 

Source: own processing using SPSS 

 

P-value = 0.003 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that monthly family income has an impact on 

the Perception of Quality Differences between Fairtrade and Other Products. H1 is validated. 

 

Monthly family income and perception of quality differences between Fairtrade and other 

products are related. 
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● Hypothesis 31: Knowledge of Fairtrade and perception of quality differences between 

Fairtrade and other products 

 

H0: Knowledge of Fairtrade and perception of quality differences between Fairtrade 

and other products are not related. 

H1: Knowledge of Fairtrade and perception of quality differences between Fairtrade 

and other products are related. 

 

Table 32: Output from SPSS for the thirty-first hypothesis 

 

Source: own processing using SPSS 

 

P-value < 0.001 < 0.05. Consequently, the hypothesis of independence between the two 

variables is rejected. We can therefore conclude that knowledge of Fairtrade has an impact on 

the perception of quality differences between Fairtrade and other products. H1 is validated. 

 

Knowledge of Fairtrade and perception of quality differences between Fairtrade and other 

products are related. 

 

 


