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About Wan-Ju Yu

Master of Anthropology in Food,
SOAS, University of London

Experiences :

Founder of Okogreen

Director of Taiwan Fairtrade Association
Columnist of Green Magazine
Marketing Manager of Jurlique

Law researcher of the Congress
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Behind Food
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Ecosystem
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BLUE GOLD

THE WAR OVER YOUR WATER IS ABOUT TO BEGIN
IN THEATRES DECEMBER 12
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Ethical Market

Ethical Production Ethical Consumption
Land Ethic Now Organic
Ecological Ethics Consevation
Social Ethics Fairtrade

FAIRTRADE Future
Production ConsumEtion
Standard Identification
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About Organic in Taiwan

1. 13 Certification Distributor.

2. About USD 60 millions sales volume 1n 2006.

3. USD 171 millions sales volume 1n 201 3.

4. Average annual growth rate 1s 16.1%.

5. 70% 1mportation.

6. Motivation 1s to avoid food additives and
chemical pesticides.— Self Concern

Okogreen want to create the market of Altruism.
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How We Achieve That ?

Retail sales volumne Fairtrade 2010 in Euro

7,667,236
W Japan
W South Korea
Taiwan
Thailand v 5,110,860 4 14,434,289
Taiwan 2,571,991
556,681
411,307 17,200
52,431
115,641
314,207 134,554
@ Vietnam m Malaysia OIndonesia O Philippines
m Singapore @ China m China HongKong
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Is Food " Culture " "Thing ?

1. 21™ Consumer Culture: Consumption behavior
becomes a kind of 1dealist practice.
Consumption 1s a way to 1dentify themselves.

2. A gap between producers and consumers. A
space where 1s manipulated by various players.

3. Can “Value” beat the “Price” ? Can “Nature™

beat the “Artificial” ?
—Reset the Mindset of Consumer !
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Social and Culture Norm 1n Taiwan

1. Democracy and diversity: ethnicity, culture,
ecosystem, religions and so on.

2. Active force of grassroots.

3. The growing awareness of social and
environmental 1ssues.

4. Inherited the core value of Chinese culture and
traditional philosophy.

5. Humanity and Hospitality.

6. Rich and fragile ecological environment.
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Pioneer & Social Enterprise

Int'l Taiwan

Local Fairtrade

MNetwork

Fairtrade Fairtrade

- Industry
Association s

MNetwork

Coffes

Coffee=Media | Tndustry &
Fairtrade

Traders
Chinese Speaking Community: Taiwan, Hong Kong,
China, Singapore
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Core Value=3F+1T

Fine=Quality+Skill

Fresh=Taste

Fair to Producers+Planet

Only Transparency create 3F Value
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Business With Social Value
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Social Reputation
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Network
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Campaign & Social Responsibility
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Challenge and Opportunity

The number of fairtrade traders

Consumer awareness

Free Rider and Green Wash

The role of government: social enterprise,

green procurement, sustaina

vle stategies

I'he myth of nation and food

' mileage

T'he networks of NGOs and NPOS
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Thanks for your attention

yuwanju@gmail.com

OKOGREEN / +886-2-2322-2225 / okogreen.com.tw
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