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LETôS START FROM OUR BREAKFAST 

Before you finish eating 

breakfast in the morning, 

youôve depended on 

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


L E A D I N G  C O F E E  P R O D U C E R S  

ÁB r a z i l  ( 3 3 % )  

ÁVi e t n a m  ( 1 5 % )  

ÁI n d o n e s i a  ( 6 . 3 % )  

ÁC o l o m b i a  ( 6 % )  

ÁE t h i o p i a  ( 5 % )  

 

ÁG r e e n  ( u n r o a s t e d  c o f f e e )  i s  t h e  

worldôs 2n d  m o s t  t r a d e  c o m m o d i t y  

a f t e r  o i l  



L E A D I N G  T E A P R O D U C E R S  

ÁC h i n a  ( 3 0 , 4 % )  

ÁI n d i a  ( 2 4 , 4 % )  

ÁK e n y a  ( 9 , 5 % )  

ÁS r i  L a n k a  ( 7 , 9 % )  

ÁTu r k e y ( 5 , 3 % )  

 

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



C O C O A P R O D U C I N G  A R E A S  

Á Cote dôIvoire (Ivory Coast) West Africa: 38% (7.5% of GDP) 

Á G h a n a ,  We s t  A f r i c a :  2 1 %  ( 4 %  o f  G D P )  

Á I n d o n e s i a :  1 3 %    

Á N i g e r i a :  5 %  

Á B r a z i l :  4 %  

Á C a m e r o o n :  4 %  

Á E c u a d o r :  3 %  

Á M a l a y s i a :  1 %  

Á R e s t  o f  t h e  Wo r l d :  1 0 %   

 



S U S TA I N A B I L I T Y  I S S U E S  

Á L a n d  g r a b b i n g  

Á D e f o r e s t a t i o n  

Á U s e  o f  c h i l d  l a b o u r  a n d  f o r c e d  l a b o u r  

Á C l i m a t e  c h a n g e   

Á H e a l t h  &  s a f e t y  

Á L o w  y i e l d s  a r i s i n g  f r o m  p o o r  a g r i c u l t u r a l  p r a c t i c e s  

Á 9 0 %  o f  p l a n t a t i o n s  a r e  m a n a g e d  b y  s m a l l h o l d e r s  

Á P o o r  f a r m i n g  p r a c t i c e s  

 

 

 



C O R P O R AT E  R E S P O N S I B I L I T Y  A N D  
P R I O R I T I E S  



A C C O R D I N G  TO  R I M I  S U S TA I N A B I L I T Y  
P O L I C Y   

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



Q U A L I T Y  A S S U R A N C E  &  C O R P O R AT E  
R E S P O N S I B I L I T Y  A R E A S  
F O C U S :  T O  E N S U R E  A  S U S T A I N A B L E  V A L U E  C H A I N   

Ethical trade 

Social Responsibility 

Health 

Assortment of healthy 

& local products 

Education, 

Communication 

Highlight  fair trade 

products 

Environment 

Renewable energy 

Refrigerants 

CO2 emissions from 

goods transportation 

Quality 

Store standard 

implementation 

 

Quality assurance in 

stroes and suppliers 

 

Qulity Management 

systems: ISO 9001; 

14001; BRC, organic 

certification etc. 

Transparency Cooperation 

with the Food bank 

Social 

compliance 



H O W  M U C H  R E TA I L E R  C A N  D O ?  



C U S TO M E R  F O C U S  



C U S T O M E R S  P U T  D E M A N D S  O N  O U R  P R O D U C T S  

Attractive  

trends 

Eco- and  

climate labelling Biodiversity 

Local/global 

suppliers 

Organic products 

Transports 

Work environments  

and conditions  

at the producer 

Fair Trade  

Packaging and  

waste management 

Ingredients/ 

contents 

Animal welfare 

Health and  

allergens 

Pricing Traceability and  

routines for  

product recalls 



C U S TO M E R  D E M A N D S  

ÅC o n s u m e r s  h a v e  b e c o m e  m o r e  a n d  m o r e  k n o w l e d g e a b l e  a n d  i n t e r e s t e d  i n  t h e  
o r g a n i z a t i o n s  b e h i n d  t h e  b r a n d s  t h e y  c o n s u m e .  T h e r e  i s  c l e a r  e v i d e n c e  t h a t  
c o n s u m e r s  f a c t o r  i n  C R  w h e n  p u r c h a s i n g  a  p r o d u c t  o r  s e r v i c e .   

ÅI P S O S  r e s e a r c h  s h o w s  t h a t  b e i n g  s e e n  a s  t a k i n g  r e s p o n s i b i l i t y  a f f e c t s  t h e  
r e p u t a t i o n  o f  a  c o m p a n y  a n d  t h e  t r u s t  c o n s u m e r s  h a v e  i n  r e l a t i o n  t o  a  b r a n d .   

ÅA  c o m p a n y  w i t h  a  g o o d  r e p u t a t i o n  n e e d s  t o  s p e n d  l e s s  t o  b r e a k  t h r o u g h  t o  
c o n s u m e r s  w i t h  i t s  m a r k e t i n g  c o m m u n i c a t i o n  ï the ñm a r k e t i n g  e f f i c i e n c y  ò 
i n c r e a s e s  w i t h  b e t t e r  r e p u t a t i o n .  I t  i s  a s  i f  c o n s u m e r s  s c r e e n  o u t ,  o r  d i l u t e ,  
m e s s a g e s  f r o m  o r g a n i z a t i o n s  t h e y  c o n s i d e r  q u e s t i o n a b l e  i n  t e r m s  o f  c o r p o r a t e  
b e h a v i o r .   

ÅO u r  r e p u t a t i o n  p y r a m i d  i n c l u d e s  a w a r e n e s s ,  f a m i l i a r i t y,  f a v o r a b i l i t y,  t r u s t  
a n d  a d v o c a c y.   

ÅTr u s t  i s  o u r  m a i n  m e a s u r e  o f  r e p u t a t i o n  

ÁTrust is familiar, it is something we seek to build in every relationship 

ÁWhen 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 

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

 



S h a r e d  k e y  a r e a s  t o  b u i l d  t r u s t  a c r o s s  m a r k e t s :  
a c t i n g  o p e n / h o n e s t  a n d  h a v i n g  a n  
e n v i r o n m e n t a l l y / o r g a n i c a l l y  l a b e l e d  a s s o r t m e n t   

14 

SHARED KEY AREAS TO BUILD TRUST  Sweden Estonia Latvia Lithuania 

 

Acting open/honest 

 
ᾜ ᾜ ᾜ ᾜ 

Environmentally/organically labeled products 

 
ᾜ ᾜ ᾜ ᾜ 

High ethics/morals in business 

 
ᾜ ᾜ ᾜ 

Products with few chemical substances 

 
ᾜ ᾜ 

Can easily buy locally produced products 
ᾜ ᾜ 

Q5 What areas would you say are the three most important for a company in the grocery retailing sector in order to create a feeling of responsibility and trust among consumers? 



W H AT I S  E T H I C A L T R A D E ?  



E T H I C A L T R A D E  P R O D U C T S  

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. ñNo Child Labourò policy. UTZ Certified 

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 McDonaldôs McCafe is also Rainforest Alliance certified. 

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


W H AT I S  FA I RT R A D E  

What Fairtrade does ? 

Fairtrade is about better prices, decent working conditions 

and fair terms of trade for farmers and workers. 



U T Z  A N D  R I M I  C O F E E  

Find Your Rimi cofee origin 

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

 

The word UTZ is Mayan for òGood Insideó.  

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


T R A C E A B I L I T Y  

https://www.utzcertified.org/?option=com_traceabil

itymember&view=memberinfo&id=307&lang=LV&

members=CF12712518,CF13769322,CF2511475

0,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
https://www.utzcertified.org/?option=com_traceabilitymember&view=memberinfo&id=307&lang=LV&members=CF12712518,CF13769322,CF25114750,CF56134648,CF56862461


R A I N F O R E S T A L L I A N C E  

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


O N E  O F  P R I O R I T Y:  TO  H I G H L I G H T  
E T H I C A L T R A D E  P R O D U C T S  

Organizations Cares about 

Á Forbidden children labour. 

Á Safe working conditions 

Á Environmental protection. 

Á Farms increase productivity and profitability  

Á Traceability and publicity 

Á Helps to enter new markets  

Á Trainings 



E T H I C A L P R O D U C T S  I N  R I M I  


