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“Differentiate or Die”= The Commodity Trap

The Economist: Commodity price index
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Why Gls need to engage with Sustainability 4@

* A key component of differentiation Brands

 Crucial for developing countries to be competitive

» Key for rural development and social stability

* Consumer and Market demands
* Brands issuing Sustainability Reports according to their own priorities
* Distribution channels requiring Ethical Sourcing Policies

 Market Access: Certifications and Labels

* Gls should have a say on their own priorities
* Brands and Retailers are making of Sustainability a point of market Access and differentiation
e Sustainability: “more of a pathway than a state to reach”

* Top down (vs/or/and) Bottom up approaches



Sustainability is embedded in Gl concepts 4’@

Brands

PARTNERSHIPS
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Terroir — preservation of local resources
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Endogenous development, stewardship
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Market tool combined with public goods



A Collective approach to Sustainability implied in Gls has 4_
significant benefits and opportunities .

Brands
* Ability to represent a large number of stakeholders in a territory

* A strong and representative Gl governance to agree on priorities (Bottom
up Sustainability)

* Possibility to create alliances for sustainability with key actors (local
government, NGOs. Cooperation agencies, brands)

 (Capacity to influence policies and actors as they represent pride and
identity in the territory

« Management and impact indicators associated with a specific territory that
can be easily linked to the SDG framework

e Scaling up for impact with a large number of producers

* Possibility of Reviewing code of practice that can adapt to sustainability
requirements

Governance is a key success factor for Gls and sustainability



of the United Nations Sl n C e 20 1 7

r Identification of framework to assess Gl sustainability
O rlG I N . SAFA best noted from the benchmark analysis

Q\% FAO and oriGIn partnership 40
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Preparation and adoption of the sustainability strategy for Gl (SSGI) during
the oriGIn General Assembly in 2017
e support members in the prioritization of issues locally, assessing
and improving their systems
e provide knowledge and tools
* more systematically communicate sustainability to stakeholders

Pilot: Marcala Coffee DOP, Honduras
* Toolkit for the prioritization and engagement of stakeholders into Gl
sustainability strategy

Developed Sustainability Priorization Guide and Toolkit

Developing Associated Sustainability indicators and Improvement Guide —
Defining Pilots



SSGI — Sustainability Strategy for Gis
Principles

o
\\W/ Food and Agriculture Organization O r I G I n
of the United Nations

Assessment should consider the Gl specific challenges and
contribution to sustainability

* Sustainability is a pathway and not a state

* Importance of producers commitment

« All Gl systems should benefit from the tools — self assessment
should be possible

* Importance of a sound approach — No greenwashing!! .

Brands
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The Sustainability Strategy for Gls (SSGI) Brands
Components was

ASSESS IMPROVE

the needs and opportunities for action,
developing appropriate action plans to
confront the identified priorities

the Gl performance by measuring and
adapting to evolving realities

COMMUNICATE

Keeping allies and producers engaged with objectives

while communicating origin purpose, narratives and challenges for customers and consumers

Approved by oriGIn’s General Assembly in Treviso (2017)
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The Sustainability Priorization Toolkit
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Mission Statement
10,0

Waste Reduction & Disposal Sustainability Management Plan

Gl Prepare for
practi'tioner Validation of N’;e/'XttStips' Freeclom from Stress Stakeholder Dialogue
: revnevxf Eirst Round Stakeholder Tesatsu::lnri
reparation Topics by GI Engagement L
and Board opport.unmes Air Quality Transparency
Background e for Alliances
gt practiGtIioner Stakel:iolder Selection of
Selection by SAFA Priority Water Withdrawal Legitimacy
P sec Gl Board and thi
Priorities Engasement subt"_'e-mes
under SAFA Plgangb o : with | |
subtheme ractitizner stal.(eholder Grievance Procedures Gender Equity
framework R input
Long Ranging Investment Land Degradation
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Consists of a manual and a Spreadsheet presented in simple language to help Gl
staff develop a prioritization process
It is designed to be used by non sustainability experts bty ettty

It can be used for different (food) products involving agricultural production and
processing

It creates an opportunity for Gl Boards and Gl stakeholders to reflect on key areas
of work to make the Gl viable going forward



The Priorization
Toolkit consists of 16
steps

It helps Gls select a
number of priority
SAFA subthemes as
focus for their
sustainability
strategies

It is suggested that
out of 58 potential
topics (SAFA
subthemes), mature
Gls select a
maximum of 20
priorities.

A manageable
number of
subthemes would be
around 12, of which 5
are default
governance
subthemes

Phase 1:
PREPARATION AND

BACKGROUND
RESEARCH

Phase 2: TOPIC
PRESELECTION

Step 1: The Gl Practitioner reviews and
familiarizes with SAFA and the SDGs

Step 2. Start an internal review of information
Step 3: Review sustainability/CSR policies of
actors in the value chain

Step 4: Engage producers

Outputs:
Background
information to
prepare for the issue
prioritization process

Responsible:
Gl Practitioner

140

Step 5: Internal review of Environmental,

Brands

Phase 3:
VVALIDATION OF
TOPICS &

IDENTIFICATION OF

STAKEHOLDERS

Phase 4:
STAKEHOLDER
SELECTION AND
PLANNING

Phase 5:
STAKEHOLDER
ENGAGEMENT

Social and Economic topics Outputs: . Respon:s_lble:
Step 6: Internal review of Core Governance Ple_selected list of Gl Practitioner
topics topics J—
Step 7: Internal review additional
Governance topics
Outputs: Responsible:
Step 8: Validate topics with Board Sel_ecmd list of Gl Practitioner
topics Gl Board —

Step 9: Identify Stakeholders

—p Stakeholder
groups and sub-
groups

Step 10: Select stakeholders
Step 11. Prepare engagement plan

Outputs:
Stakeholders
> Engagement Plan

Responsible:
Gl Practitioner
Gl Board

Step 12: Engagement
Step 13: Consolidation of results

Outputs:
Topics identified by
> stakeholders

Responsible:
Gl Practitioner

Phase 6: SELECT &

PRIORITIZE ISSUES

Outputs:

List of prioritized
issues

Step 14 Select
Final Issues
Responsible:
Designated Gl and
Board

Outputs:

Phase 7: PREPARE FOR

Action Plan for
addressing prioritized

NEXT STEPS of th \esues
STTEG?’ - — Responsible:
. . Gl Practitioner
Step 15: Issue Maturity Test Gl Board

Step 16: Alliances -
Communicate with
Stakeholders
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The Toolkit gives emphasis in Gl producers and Gl Board
involvement in selecting priorities and identifying possible allies

Distribution of the Average, Minimum and Maximum Scores assigned by Board Members
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In sum 4,0

Gls have a significant potential to contribute to SDG’s -
ranas

Usually they are significant players in their territories

Thelr strongest asset. their credibility and abllity to create alliances to meet
sustainability targets

Leveraging or Consolidating virtuous circles of product sustainability, consumer
differentiation and rural well being

The learnings from Implementing FAO-oriGIn’s SSGI in different
products and geographies will provide significant lessons for bottom up
sustainability exercises that can achieve significant impact in their
territories.



Thank you

l< ) Luis F. Samper
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