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Fairtrade News
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Impact research of Korean Fairtrade companies.

From raw materials grown by the producers to finished products ready to be purchased by consumers, Fairtrade International helps to
secure a better deal for workers and farmers by achieving better trading conditions and promoting sustainability. Over and above the
Fairtrade minimum price that farmers and workers receive, they also receive an additional sum of money to invest in social, environmental
and economic developmental projects to improve their businesses and their communities. They decide democratically by committee how
to invest the premium.

Using the premium information and detailed figures, Fairtrade Korea has created a ‘Producer Impact’ report that shows how licensees
in Korea have contributed to the Fairtrade system. The data collected from the producers show how and where the additional sum of
money is being used. The report will be beneficial for Fairtrade licensees who wish to raise awareness through producer stories. You will
find inspiring stories of their work and how they seek to build a better future for themselves and their communities. The ‘Producer Impact’

report will help to promote community involvement and other social contributionactivities both directly and indirectly.

Four Seasons Hotel Seoul, Divine Fairtrade Chocolate

It is hard to find Fairtrade products in hotels located in Korea but on a global level it is a different story. From Fairtrade welcome drinks
to hotel room amenity Kits, hotel guests are able to partake in social contribution activities indirectly through the consumption and use of
Fairtrade certified products. Last October, Four Seasons unveiled its first property in South Korea with the debut of the Four Seasons Hotel
Seoul. It is here that you will find Fairtrade certified chocolate from ‘Divine Chocolate’. Divine is a global ethical chocolate company based in
the UK. They are the only mainstream chocolate company 44% owned by the farmers who supply its cocoa — so they share Divine profits
as well as receiving the Fairtrade price for their cocoa. There are currently 5 types of Divine Fairtrade chocolate and 1 cocoa powder on
sale at The Market Larder, Prices range from 7000 Won to 14000 Won,
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<Hotel&Restaurant> teamed up with Fairtrade Korea to support hospitality industry’s ethical consumption.
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7 facts about Fairtrade Coffee
Coffee is one of the world’s most popular beverages. However, a closer look at the supply chain shows coffee is a complex and often an unfair

affair for the person behind every bean—the farmer. Fairtrade drives a fairer, more sustainable way of trading.

Fairtrade came about in response to the struggles of Mexican coffee farmers following the collapse of world coffee prices in 1988. /Fairtrade
currently works with 812,000 small—scale coffee farmers across 30 countries. Colombia is the largest producer of Fairtrade coffee. / An average
coffee farmer lives on £1.37 a day. With Fairtrade, farmers receive the Fairtrade Minimum Price, which aims to cover costs of production and act as
a safety net when market prices fall below a sustainable level. If the market price exceeds the Fairtrade Minimum Price level, then farmers receive
the market price. Over the last six months, the Fairtrade minimum price of coffee has been higher than the market price, showing the important
role Fairtrade plays. / In 2013—14, coffee farmers earned an estimated £39 million in Fairtrade Premium, on top of the Fairtrade Minimum Price (or
market price). The Fairtrade Premium goes into a communal fund for workers and farmers to use—as they see fit—to improve their social, economic
and environmental conditions. / Coffee farmers spend at least 25% of the Fairtrade Premium to enhance productivity and quality. Over the last
three years, Fairtrade—certified coffee products have won 28 Great Taste Awards. (Watch this video to find out more). / In 2014, 37% of Fairtrade

coffee was certified organic (that is 185 million tons of coffee beans) / Volatile international prices and climate change are the biggest challenges

facing coffee farmers. Fairtrade companies such as Percol go the extra mile to help farmers in Guatemala combat effects of heavy rainfall.

Fair Squared : FAIRNESS—QUALITY-ORGANIC-VEGAN
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Fair Squared : FAIRNESS—QUALITY-ORGANIC-VEGAN

Fair Squared is a German cosmetics brand with a Fairtrade, personal care range that covers all aspects of skin and hair care using natural
ingredients.Fair Squared products are certified Organic(Natrue), Vegan(The British Vegan Society), Halal(lslamic Centre Aachen), and Fair
Trade(Fair Label Organization—FLO). Ethical beauty is trending strongly andthis is definitely one company that covers all the bases. The brand’
s rangeincludes face creams, lip balms, body creams, lotions, hand creams, foot creams, shower gels, liquid hand soaps, shaving oils, an after—
shave balm and several shampoos. They also carry aFair Careset which comes in 10ml and 20ml bottles. This is great kit for weekend getaways
and ethically minded hotel guests!

If you want eco, ethical and fabulous body products, Fair Squared have it covered! For more info visit Fairtrade Korea B2B website at www.

b2bfairtradekorea.org
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