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What Is the problem




DOES RETAIL HAVE SURHuteR3 In

Of the children and young people
who were interested in agriculture
(4%), they wanted to own and run
their farming businesses.

None of them wanted to be farmers
or workers, but look to employing
them.



BoYsiews on becoming a farmer

Boys (13 — 16 years):

v | don’t like weeding, slashing, and the long hours

v" Weeding, slashing and irrigation, the pumps don’t work, we have to do it
v" Working for free, they pay other workers

v' Don’t want to do the weeding and the irrigation

v" Too much labour, relies only on family labour for long period of harvesting
v Itis boring, standing in sun for so long, no shady areas

v Snake bites, cuts, walking

Boys (8 — 12 years):
v' | want to be a policeman because it is hard to live from and feed from working in sugar
v I don’t like watering and weeding

v It's a hard job and | don’t like watering and planting
v Not enough money



Girls views on becoming a farmer

Girls (13 — 16 years):

v'hard working in the field, irrigating and harvesting takes time

v Itis along process harvesting

v" There so much work on the fields, | do not get any money for the work | do

v This work is for a man, not for me

v | dislike irrigation, weeding, getting dirty, harvesting, | don’t even like the taste of it

v Girls (8 — 12 years):

v Carrying food

v Irrigating

v Helping out with my big brothers, they are not nice to me - | have to go and come for them
v" The workers always shout at me

v" | am hungry and need water all the time when | am there



ISNT THERE AN EVEN BIGGER P




CLIMATE CHANGE

ARErmersableto producenthefuture?

Economieseworsening
AdaptatioandChangequirenewskills

Hardships Lesattractiveto nextgeneration



Externaboclalandgenvironmentalosts

Carmweafford to not payfor externalcostsandoepaidor
externalbenefit®

Globakupphchaingiemanidr globalresponsibility
Sociletaimpact®ecomingoreacute
Environmentadésource®ecomingorescarce

Abilityfor Aotherd to payis diminishing



STEPS INTO THE RIGHT DIRECT!
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PRINCIPLES MATTER

FAIRNESS

to achieve more balance in opportunities, resources and pow
by making sure that in any change the weakest part takes mo
CO teE v#RvatvBEG mevii K Qv

Sustainability

BYWhichreatmentareSUPPLIER&bleto do amrexcellentand

loNdastingjob?Howlo WAantthe powebalancéo be&” The
mirror isourbestfriend

11



ACTIONS MATTER

TO create positive impact through THEHoektions OF
Zlat=D1Z] ml )tlia rvet @CI

policy
Consumers
Competitors
Investors
Technology

Bettertimes

é and\NEEfdopdoingvhatisclearly not fairandsustainable
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SOME BEST PRACTICES!!
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Investingvith power Irust

é withsupplierslonglastingrustful relationsandblans
written contracts pricingconsistensourcingagainst
agreeftertifiedstandards

é withproducersnvestmenn capacityuildingand
organizationalevelopmemtgrononiZlimat@rogrammes
Decenworkprogrammaesgith expertorgs informatioranddata
(incl Pricejransparency

é withconsumershoiceditingconsumexducatioyprice
incentives

é withthepublic Corporatpoliciesnirroringsdgs, Measure
andmanagexternalities Transparecommunicati0GRI);
adocacieg EU UgéRforcemenbilateraltradeagreemenys
enhanctheretailerd voluntarySupphchainnitiative
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RETAIL DOES A LOT

Netherlands Plus: PHBr postconflict stabilizatiorthrough
Fairtradebananaourcingnowextensioto manynore
categoriemcl climateneutral coffee

GermanyEdeka: WjgdRrnershigor organid’roducts

GermanyAldiandLidl:growingshareof varioususTainability
labels

UK SainsbunWAITR@SE oograirtradecommitment
UK M&S: Plan A

é
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Coop (CH)
Corporat@oliciesSustainabilitys broacandnclusive
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Migros
Corporat®oliciesFocuareagn all 3sustainabilityareas

TMarket performance TEmissions TLabour
TMarktability TBiodiversity tSocial responsibility
tDevelopment potential TNatural resources THealth & Well-Being

Migros-Genossenschafts-Bund / Direktion Nachhaltigkeit und Qualitdtsmanagement / Partnerkonferenz FT MH 12.06.2015



