AGOOD FOOD ON OUR TABL
DOES THE SUPPLY CHAIN OF RIMI
OPERATE? DO

TAI SI JA GURI LA
CORPORATE BRAND QUALITY MANAGER
SIA RIMI BALTIC




FROM OUR BREF/

Before you finish eating
breakfast in the morning,
youove depended
more than half the world.

Martin Luther King



http://www.google.lv/url?sa=i&rct=j&q=&esrc=s&source=imgres&cd=&cad=rja&uact=8&ved=0ahUKEwinxJjCnuDQAhXTJSwKHc1HCMQQjRwIBw&url=http://tviget.net/stop_being_poor/&psig=AFQjCNHVY78x65EG8nUT9VWvG-VB3tUBiQ&ust=1481136743940643
https://www.lidl.de/de/kaffee-tee-kakao/c15703
http://www.wegetarian.ru/a-bar-of-chocolate.html

LEADING COFEE PRODUCERS

Mrazil (33%)
Aietnam (15%)
Andonesia (6.3%)
AColombia (6%)
AEthiopia (5%)

AGreen (unroasted coffee) is the
wor | d'émost2trade commodity
after oil



LEADING TEA PRODUCERS

AChina (30,4%)
Andia (24,4%)
MAKenya (9,5%)
ASri Lanka (7,9%)
ATurkey(5,3%)

A The second-most consumed beverage in the world after water




COCOA PRODUCING AREAS

Cote dolvoire (Il vory Coast) We s t Afric
Ghana, West Africa: 21% (4% of GDP)

Indonesia: 13%

Nigeria: 5%

Brazil: 4%

Cameroon: 4%
Ecuador: 3%

Malaysia: 1%

Rest of the World: 10%
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SUSTAINABILITY ISSUES
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Land grabbing o End

. Child
Deforestation Slavery

Use of child labour and forced labour De
Climate change 2 @
Health & safety

Low yields arising from poor agricultural practices
90% of plantations are managed by smallholders __

Poor farming practices




CORPORATE RESPONSIBILITY AND
PRIORITIES




ACCORDING TO RIMI SUSTAINABILITY
POLICY

All products shell be safe,
funcional, environmentally and
ethically acceptible, have an
appropriate shelf life and shal
comply with and be labellec
according to relevant, approved
labeling systems.




QUALITY ASSURANCE & CORPORATE
RESPONSIBILITY AREAS
FOCUS: TO ENSURE A SUSTAINABLE VALUE CHAIN

Social Responsibility
Social

Transparency Cooperation
compliance with the Food bank
Environment
Health
- Renewable energy
Education, 3 .
Communication . Refrigerants
a W CO2 emissions from
Assorgﬂiggfgroedﬂg < : D goods transportation
Quality
Wy
r
Ethical trade
Highlight fair trade
products

Store standard
implementation

Quiality assurance in
stroes and suppliers

Qulity Management
systems: 1SO 9001,

14001; BRC, organic
certification etc.



HOW MUCH RETAILER CAN DO?

Part of the
value chain

Scope

Influence

Management

Production

Suppliers, supplier
brands, outsourced
transport solutions

=)

ICA Gruppen’s
operations

Own stores and pharma-
cies, own warehouses
and transport solutions,
private label products,
own properties

-

ICA retailers
in Sweden

Independent retailer
stores

R

Customers

End consumers

Some influence

Choice of suppliers,
contracts and stipula-
tions, choice of prod-
ucts, supplier audits,
choice of haulage
companies, transport
route requirements,
modes of transport,
ongoing inspections
and follow-up pro-
cesses.

Big influence

Choice of products, store
location, warehouses,
modes of transport and
energy sources, waste
management, regular
self-assessments, internal
training and professional
development, product
range strategy, e.g, range
of value-added products
such as eco-labelled,
organic, ethical labels
and Keyhole-labelled.

Some influence

To some extent,
choice of products,
contracts and part-
nerships, information
and lobbying, dia-
logue and collabora-
tion with stakeholder
groups.

Limited influence

Product offerings, loy-
alty programmes, dia-
logue and collabora-
tion with stakeholders,
communication and

consumer information.



CUSTOMER FOCUS




CUSTOMERS PUT DEMANDS ON OUR PRODUCTS

Packaging and Animal welfare Pricing Traceability and

waste management routines for
product recalls

Ingredients/ _
Work environments

contents .
and conditions
at the producer

Fair Trade

Organic products

Health and

allergens Transports

— . R

Attractive Local/global Eco- and

trends Biodiversity suppliers climate labelling

Rimi)




CUSTOMER DEMANDS

AConsumers have become more and more knowledgeable and interested in the
organizations behind the brands they consume. There is clear evidence that
consumers factor in CR when purchasing a product or service.

AIPSOS research shows that being seen as taking responsibility affects the
reputation of a company and the trust consumers have in relation to a brand.

AA company with a good reputation needs to spend less to break through to
consumers with its marketing communication i t h emaiketing efficiency 0
increases with better reputation. It is as if consumers screen out, or dilute,
[)nehssa_ges from organizations they consider questionable in terms of corporate

ehavior.

AQOur reputation pyramid includes awareness, familiarity, favorability, trust
and advocacy.

ATrust is our main measure of reputation
A Trust is familiar, it is something we seek to build in every relationship

A When you trust someone, you are more open to what they have to say, and more likely to give them the benefit of the doubt in
the face of contradictory information

A Trust is widely used to represent reputation in the research world and academic research points to Trust as the most important
dimension of reputation



Shared key areas to build trust across markets:
acting open/honest and having an

environmentally/organically labeled assortment

SHARED KEY AREAS TO BUILD TRUST Sweden Estonia Latvia Lithuania
Acting open/honest "H "H "H "H
Environmentally/organically labeled products " " " "
PRI R H H H H
High ethics/morals in business "

J H H H
Products with few chemical substances "H "H

Can easily buy locally produced products " "H

Q5 Whatareas would you say are the three most important for a company in the grocery retailing sector in order to create affeeipgnsibility and trust among consumers?

14




WHAT |IS ETHICAL TRADE?




ETHICAL TRADE PRODUCTS

FAIRTRADE

UTZ

Certified

®

Fairtrade is about better prices, decent working conditions, local sustainability, and fair
terms of trade for farmers and workers in the developing world. Fairtrade certification also
prohibits child labour. Fairtrade is one of the most well-known ethical trade systems.

The UTZ program enables farmers to learn better farming methods, improve working conditions

and take better care of their children and the environment. Né&@ Chi | d L ablZ Certdedp ol i cy.

brands include IKEA, Harris Coffee, and The Coffee Club.

It has more focus on the environment, but it also means that employees receive decent wages,
respectable housing and healthcare, and their children having access to education. Kraft Coffee is
integrating certified beans into its major brands, Mars has pledged to source its entire cocoa
supply from certified sustainable suppliers by 2020 and all of Lipton tea bags will be certified by
2015. The coffee used by Mc D o n aMc@atess also Rainforest Alliance certified.


http://en.wikipedia.org/wiki/File:Fairtrade.png

WHAT IS FAIRTRADE

What Fairtrade does ?
Fairtrade is about better prices, decent working conditions
and fair terms of trade for farmers and workers.

)
What is Fairtrade.mp4

FAIRTRADE




UTZ AND RIMI COFEE

The word UTZ is Mayan for 0Good I nsideo.

Find Your Rimi cofee origin

B https://www.rimi.lv/receptes-un-produkti/rimi-produkti/rimi-zimola-produkti/izseko-savu-kafiju

D e e Wy Ly

Miisu zimola kafija ir audzéta un pagatavota, izradot cienu pret cilvékiem un apkart&jo vidi, un ta ir pirma sertificéta mazumtirgotaja zimola kafija
Baltijas valstis!

Daudzi no mums izdzer vismaz vienu tasiti kafijas diena. Tacu cik daudzi no mums ir iedomajusies par to, no kurienes 5i kafija nak vai ka ta tiek razota, un
k to ir veicis? Visa pasaulé vairak neka 25 miljonu cilvéku ikdienas dzive ir atkariga no kafijas razosanas. Mums tas rip, un tiesi tapéc bridi, kad Tu
iegadajies Rimi, Selection by Rimi un Vespucci UTZ sertificéto kafiju, Tu vari bitiski mainit lauksaimnieku dzivi, ka ari aizsargat apkartéjo vidi un izsekot
savu kafiju lidz pat plantacijai, kura ta tiek audzéta.

Lai uzzinatu, no kuries nak Tava kafija:

1. lzvélies kafijas veidu no saraksta
2. lzvélies deriguma terminu, kas noradits uz iepakojuma.
3. Uzklikskini uz ,Skatit”.

lzvélies kafiju =
RIMI Beans 1000g

Izvélies datumu RIMI coffee Beans 250g

RIMI Espresso Beans 1000g
RIMI INCUP R&G coffee 250g
RIMI R&G coffee 250g

RIMI R&G coffee 500g

RIMI R&G DECAF coffee 250g

Sie soli Tevi aizvedis uz UTZ Certified majaslapu, kur Tu vigelection by Rimi - Brasil ground coffee 250g ik par lauksaimniekiem un kafijas
plantacijam Selection by Rimi - Colombial ground coffee 250g
Selection by Rimi - Ethiopia ground coffee 250g

Kas ir UTZ Certified? Selection by Rimi - GUATEMALA Beans 1000g

5 _ Selection by Rimi - Java coffee beans 1kg ~ 3
UTZ Certified ir neatkariga bezpe|nas organizacija, kas va|\/aspycci Beans 1000g Erammu par atbildigu kafijas razosanu. UTZ
Certified nozimé ilgtspé&jigu lauksaimniecibu un labakas f\/aspycci Espresso Beans 1000g &tai. UTZ programma sniedz
lauksaimniekiem iespéju atklat labakas lauksaimniecibaqv/espycci R&G coffee 250g B r saviem bérniem un apkartéjo vidi

Vespucci R&G coffee 5000

Ka darbojas UTZ Certified?

Nopelnit UTZ atzinibu nav viegis uzdevums. Lauksaimniekiem ir jaizpilda stingras prasibas, kuras parbauda un uzrauga neatkarigas tresas puses. Sis
prasibas ir nepieciesamas, lai izveidotu:

« labakas lauksaimniecibas metodes — efektivu zemes un Gdens apsaimniekosanu, pareizu stadisanu utt;

« labakus darba apstak|us un lielakas ripes par nakamo paaudzi — drosus un veselibai nekaitigus darba apstak|us, labus dzivesvietas apstak|us, b&rnu
nodarbinatibas partrauksanu, medicinisko apripi matém un bérniem utt

« lielakas ripes par dabu — maksligad méslojuma un pesticidu lietojuma samazinasanu, cienas izradisanu pret augiem un dzivniekiem aizsargaj
zonas.

mas
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TRACEABILITY RIMI

Where does your coffee come from ?

UTZis an ind ent not-tor-pro sation which was estaplished in 1959. Now |

Click on the blinking dots below to see who has grown your coffee
------------ mormn Turkey  + 2
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https://www.utzcertified.org/?option=com_traceabilitymember&view=memberinfo&id=307&lang=LV&members=CF12712518,CF13769322,CF25114750,CF56134648,CF56862461
https://www.utzcertified.org/?option=com_traceabilitymember&view=memberinfo&id=307&lang=LV&members=CF12712518,CF13769322,CF25114750,CF56134648,CF56862461
https://www.utzcertified.org/?option=com_traceabilitymember&view=memberinfo&id=307&lang=LV&members=CF12712518,CF13769322,CF25114750,CF56134648,CF56862461
https://www.utzcertified.org/?option=com_traceabilitymember&view=memberinfo&id=307&lang=LV&members=CF12712518,CF13769322,CF25114750,CF56134648,CF56862461
https://www.utzcertified.org/?option=com_traceabilitymember&view=memberinfo&id=307&lang=LV&members=CF12712518,CF13769322,CF25114750,CF56134648,CF56862461

RAINFOREST ALLIANCE
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CARTS®

©2012 Nokia Terms of use, CartoDB attribution

http://www.rainforest-alliance.org/impact



http://www.rainforest-alliance.org/impact
http://www.rainforest-alliance.org/impact
http://www.rainforest-alliance.org/impact
http://www.rainforest-alliance.org/impact

ONE OF PRIORITY: TO HIGHLIGHT

ETHICAL TRADE PRODUCTS

Organizations

® ™\
FAIRTRADE

Cares about
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Forbidden children labour.

Safe working conditions

Environmental protection.

Farms increase productivity and profitability
Traceability and publicity

Helps to enter new markets

Trainings

~

/




ETHICAL PRODUCTS IN RIMI

GGGGG D COFFEE

KILIMANJARO




