
 

                                                                       Page 1 

 

Salon II:  A Path to Conflict-Free Chocolate? 
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Full Transcript 
Dr. John Forrer (George Washington University Institute for Corporate Responsibility): Hello, 
thank you for coming. The Institute for Corporate Responsibility is hosting, and thanks so much 
to Dary, Daniele, and Han for coming. The dialogue is meant to work through some issues in 
this area of, more broadly in the area of Corporate Responsibility when it comes to purchasing 
commodities, and the impact supply chains have on social, economic, political, but we will be 
focusing particularly on cocoa. And we’ve been even more so trying to look at a particular 
aspect, which is the idea of conflict-free cocoa, and one reason for that phrase is that you may 
recall, in the United States, a bill was passed around conflict-free minerals as an approach to 
address at least analogous issues: supply chains and their impact on society, particularly on 
conflict, and we thought at least to start we would frame the issue around conflict-free 
chocolate, and to see if that really made any sense to frame it that way, or search for better 
ways to frame the issue of achieving what we want, which is to reduce the negative impacts 
that sometimes supply chains can have, socially, economically, politically, on people. So a way 
to inspire the group I have gathered to use that supply chain and the power of the purchasing 
and create change in the way that it is done. Hopefully that brings everyone up to speed a little 
bit. To start, I wanted to ask each of our guests to say a few things about themselves, in terms 
of how they come to this issue, and maybe just how they have been involved in it in the past. So 
Dary, if I might start with you, Dary Goodrich, Chocolate Products Manager at Equal Exchange. 
 
Dary Goodrich (Equal Exchange Chocolate Products Manager): Yeah, thanks John, Han, and 
Daniele. It’s great to be here today, so this should be an interesting conversation. My name is 
Dary Goodrich, I work for Equal Exchange. We are one of the pioneers of fair-trade coffee in the 
United States; it was founded in 1986, and our mission really is to more closely connect small 
scale farmers with the market, especially in the US. We’re trying to bridge that gap so that 
there’s more transparency, and more of the farmer story is being told in the US, and that more 
of benefits of trade are getting back to the small-scale farmers. As I said, we started in coffee, 
but we also do tea and chocolate, and I’m our Chocolate Products Manager. We have a line of 
over 15 different chocolate bars, we do hot cocoa mixes, we do sugar as well, and I’ve been 
doing that for about six years. We’re sourcing from Latin America and working with different 
production facilities around the world, and through cocoa and chocolate, we are really trying to 
make sure that farmers are actually benefitting from trading. Thank you. 
 
JF: That’s great. Thanks Dary. And I’m sure we’ll come back to some of those issues from your 
experiences in trying to implement certain standards for which these productions are grown. So 
Han, can I ask you to go next? Han de Groot, Executive Director for UTZ, Certified. 
 
Han de Groot (UTZ Certified Executive Director): Yes, thank you and good morning. My name is 
Han de Groot of UTZ Certified. UTZ Certified is a program for sustainable agriculture. We 
started about twelve years ago with the cocoa program, and I think five years ago, we added 
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tea and chocolate to our portfolio. The chocolate sector, our chocolate portfolio grows very 
fast. We are working in all cocoa producing origins, and we are actually a certification 
organization. We help farmers engage in better agricultural practices, a more sustainable way 
of producing. We have a standard which sets the guidelines, to make the cocoa marketable, 
and we trace the cocoa from the farms to supermarket shelves, and last but not least, we help 
to create markets for sustainable products, addressing coffee and chocolates, and helping the 
farmers to make commitments for a more sustainable supply chain. 
 
JF: That’s great, thank you. Thank you for that overview, Han. And our other contributor is 
Daniele Giovannucci, CEO on Committee for Sustainability Assessment. 
 
Daniele Giovannucci (CEO Committee for Sustainability Assessment): Thank you for inviting us; 
I’m very happy to be a part of this discussion. For us, the topic of sustainability is obviously 
everything we do, and our perspective of this is a bit of a business perspective, if you will, a 
practical perspective. We think that there are a lot of different efforts being made, increasingly 
every year. There’s more consciousness around these topics, there’s more interest in 
consumers, companies, and NGOs as well. Not to mention of course, the farmers themselves. 
Despite all of this interest, we really don’t have a lot of clarity, or good scientifically based data 
to understand what the outcomes are. What is really working well, and what isn’t working so 
well, in terms of getting the results we all hope to have. So our effort for the last seven years 
has been to involve as many dozens, in terms of global institutions, partner institutions, in a 
series of methods that are standardized or common across the world and across different 
commodities to help understand the production of these products, in their inherent 
multidimensional way, so looking at the economic, social, and the environmental aspects in 
unison, as a holistic approach to understand where the tradeoffs are, and to better determine 
the optimal policies, best approaches that make these commodities viable for producers that 
are involved and unheard of. Thank you. 
 
JF: Ok, very nice. Thank you Daniele, and I do see that Alex has joined us, which is fantastic. Alex 
Whitemore, Co-founder of Taza Chocolate. Alex, I was just asking each person, and you’re the 
final one, just to say a few remarks about yourself and your organization, and how you come to 
this issue so people can understand your background and your perspective. 
 
Alex Whitmore (CEO Taza Chocolate): My name is Alex Whitemore, and I work for Taza 
Chocolate. We are based in Somerville, Massachusetts, and we came to this issue and this 
industry in a unique way because of the nature of the product that we make, which is a really 
unique stone-ground chocolate. We needed a really high quality cocoa bean, and that drove us 
to the work we have been doing. We work directly with producer groups in several countries in 
the Americas and the Caribbean to buy ultra premium quality cocoa beans. The work that we 
do on the ground level is to really cultivate long term, sustainable relationships to attain really 
high quality cacao for our production. In that process, we’ve tried to become pioneers in what 
we call ethical trading practices. We pioneered the direct trade approach, whereby we 
purchase at very high premiums of the market price, we make sure the product is certified 
organic, and we make sure all that premium money goes directly to the producer or producer 
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groups we are working with. We also annually publish a transparent article where we publish 
the prices we pay and the volume of cacao we purchase from each group, and that’s available 
all online on tazachocolate.com. We ask the families about school, about their healthcare, ask 
them if they have money. Those kinds of questions arise. 
 
JF: Thank you Alex. I wanted to start off with some topics here. I know the students are GW 
always pick up on an issue. The topic is the use of slave labor, or forced labor, particularly 
children in the production and growing of cocoa. I was wondering if I could just ask each of you 
and kind of go around, and we can talk about how big, if you will, of a problem or how much of 
a concern it is, that we might focus on, and look to rid it out of the supply chain. I wanted for 
each of you, from your own experiences and own perspectives, to talk about how you see that 
particular problem, but what I’m trying to aim for is to get it focused on what we might do to 
eliminate it to the extent, however small or large it is in that supply chain, and a part of the 
production operation. So Han, maybe I can start with you. 
 
The Use of Slave Labor 
 
HG: We see it as a big problem. Child labor is quite bad in the chocolate industry, especially 
West Africa. There are many displaced people, a lot of migration, not only today but also in the 
past. It leads to incomplete families, children who are looking to contribute as another source 
of income to the family, or they are sometimes looking for shelter. So it’s not only a chocolate 
problem, it’s a poverty problem. In the off-season, cocoa needs a lot of work, so then child 
labor is too easily available. What we do as a certification organization is that we eliminate child 
labor in our standards, and we see to it as auditors have a keen eye for occurrences of child 
labor. While saying this, I must also add that certification cannot be the only solution, so to a 
large extent we can help children working in certified farms. There is much more needed within 
the countries we are talking about, to help them really develop themselves out of poverty, and 
that bigger investments are made in education. Our work with ICI, International Cocoa 
Initiative; it trains people. We are there for immediate action, outlining, discuss problems, to 
make communities more aware of the effects of child labor, etc. So that’s more or less what we 
do. I think that now we are growing. 
 
JF: Thank you Han. I was wondering if I could follow up. It sounds like, you know, for a 
company, that might want to say the cocoa that we are purchasing, that may go into our 
chocolate products, if it’s certified, we would want to be able to say to our customer that if we 
buy a certified product of cocoa, say we guarantee we’re 100% sure there’s absolutely no 
chance of any forced child labor in this product, but if I’m hearing you right, is that in any 
certification program, not just your own of course but others, that would probably be too far of 
a stretch for a company to want to try to make that communication with their customers solely 
relying on certification.  Is that right? 
 
HG: Yes, what I think a company can do overall is make this happen together since there are 
more parties involved here. In recent times, I have seen the cocoa debates developing 
internationally. With that said, certification as an alternative has been growing fast, and market 
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wise developing a niche, so that makes companies aware of the problem and to permit 
themselves to eliminate child labor, and take other measures for sustainability. For instance, 
governments are taking greater acknowledgement of the problem, whereas a couple of years 
ago, it was hard to speak about child labor. For instance, the Ivory Coast, without facing a lot of 
political sensitivities, now, the First Lady, has made herself responsible for a program. I’m 
positive that more parties acknowledge it, but there’s still a long way to go. 
 
JF: Yeah, so you can definitely see a problem in large production, in large sourcing and large 
purchasing. Alex, let me ask you, as a smaller company, would you be able to make the claim to 
your customers that you are 100% sure, that there is not this problem within your supply chain, 
and you can represent your products as being slave free, forced-labor free, as a nature of just 
your size, and your ability to manage your operations more directly 
 
Sustainable Supply Chains 
AW: Yeah, that’s a great question, as a company we don’t as much trouble with this particular 
issue, working in the Caribbean and the Americas, and as much as you can be sure of anything, 
we do our best when we visit our producers at least once year, often on multiple occasions 
during each harvest period. We spend time in the communities, we spend time with the 
producers. We actually do a lot of work trying to evaluate the impact we are having in the 
communities, the impact our direct trade pricing is having from a financial standpoint, and also 
from a social standpoint. That means asking a question, how many school age children are you 
actually sending to school? Do you have money for the books? Do you have money for 
healthcare for your family? Those kinds of questions arise, and in some parts of the world, in 
Belize for instance, when the kids are off from school, during the weekends, we all go out and 
harvest the trees, as a family, so they are not being taken out of school to go help mom and dad 
help pull the pods down from the tree. So that’s an example of how we incorporate that kind of 
challenge into our process and our relationships even. I think it’s different in every culture and 
every place you go. The one thing we are watchful of is that we want to make sure that there 
are no indentured laborers are being used on any of the farms. We have seen this in the 
Dominican Republic, and we want to make sure that no displaced family members are being 
taken advantage of. 
 
JF: Great, that raises two really interesting points. When you are smaller, as people might 
imagine, it might be easier to draw the distinction in managing the day to day, whether it’s 
chocolate or child labor, or whether it’s just a family farm, operating that sort of takes that 
hands-on knowledge of what’s going on in the ground in order to draw those small little 
distinctions, and again because of your size, maybe you can choose areas where to source your 
cocoa from, that maybe don’t have such a tradition such as Han mentioned, that it’s not a 
cocoa problem, it’s a larger problem, but maybe you are working in areas that do not have such 
a problem. You can afford such a luxury, or target strategically to go to those areas.  
 
AW:  I would like to add one more point. I would like to at some point to take the model that 
we have, that we have been implementing in different parts of the world, where we have been 
operating in such as Dominican Republic or Bolivia, and bring that to other areas of the world 
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which have greater economic challenges on the ground, specifically West Africa, and even 
places like the Congo, where it’s really difficult to do business, but it’s important for an 
organization like that to add to local community growth. 
 
JF: So Daniele, how easily do you think we are able to take the practices of smaller producers, 
who are concerned about these issues, because of their brand reputation and their own 
corporate ethics, their own code of ethics, and translate those up to larger levels of production 
and operation? Do they translate, or will we have to develop whole other approaches at the 
larger levels of production, that Han was referring to that we they struggle with? 
 
DG: It’s a challenging question, but the first thing it’s important to congratulate people like Alex 
who go beyond the transactions, in order to understand what the farmers go through in their 
communities. A lot of the issues you brought up and most of the issues we will discuss today 
will ultimately come to abject levels of poverty among the producers of these commodities, not 
just cocoa of course. That being said, that challenge itself is the underlying basis of for a lot of 
the issues we are discussing, so the solution is as big as that challenge inherently. There is no 
single approach. There is as much complexity as much sustainability itself. The one thing we 
need is information itself. Alex mentioned that he looks at the farmers, and asks about 
schooling, and proxies are important indicators that things are going fairly well in a community. 
I know that because we have evaluated the impacts organizations such as UTZ are having on 
the farmers. They are trying to understand what is affecting the farmers at least where they 
operate. The challenge that has been there, in terms of scaling up, is not a lack of information. 
We know that these problems exist: the scale and scope is horrific. It isn’t just cocoa, its across 
the world in many commodities. The solution from our perspective is having a sound base of 
information. We have a lot of anecdotal evidence but it’s difficult to convince a donor, a 
government, even an NGO sometimes, much less a company that’s buying, and companies are 
obviously the big actors here. It is necessary to take action and invest in new approaches that 
are not evidently or clearly for them, leading to a positive outcome, and I think that has been 
one of the challenges, mostly the assessment to see what things that work, to see what Alex is 
doing, what Han is doing, and to see what is being promoted as something to really scale up. 
And conversely, when we see things that don’t work, big organizations have a commitment to 
alter this approach, and want to know when things aren’t working. We need to get good 
information in a consistent way. 
 
JF: So Dary, have you been listening in on our conversation? 
 
The Use of Slave Labor 
Dary: Yes, I have heard most of the information. I apologize, I am having internet connection 
issues at my workplace today. As everyone has mentioned, child labor is a major problem 
across various organizations, so I think in that context, there are hundreds of thousands of 
families across the world who work on farms. If I lived on a farm as a child, I would help my 
family out. I have done chores around the house as a kid. At Equal Exchange, we like Taza, work 
just in Latin America, so I’ve never been to West Africa, so I don’t have firsthand experience, 
but ultimately I don’t think its acceptable to have these issues going on in 2014. There needs to 
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be greater linkages between the people selling the product (Hershey’s, Mars, etc, who have to 
start seeing cocoa not as a commodity but as a livelihood for workers around the world) and 
that’s what we are trying to do, and tell that story in the US, and change that perspective for 
consumers in the US who really kind of know where their product is coming from, and have that 
traceability. No system is perfect, I do think that having certification systems, that you are 
looking for these issues, and you have a mechanism to recognize these issues, and have the 
mechanisms to react to these issues. And third, with the certification system, if coops don’t 
address the issue, the coop loses because of the values of the certifications. 
 
JF: Maybe we can shift the conversation and look at it from the point of view of the retailer of 
the business that is selling the product to their customer, and maybe I can ask you all what is a 
reason for that business to characterize to their customer the basic idea it doesn’t have 
indentured labor or slave labor. Is that a reasonable standard that firms should aspire to? Are 
we misstating what is realistic and sustainable in the local supply chains today? What is the 
most aspirational thing and reasonable thing retailers should try to communicate to their 
customers? 
 
Sustainable Supply Chains 
HG: If you go to a supermarket shelf, there are plenty of options. It is important for companies 
to put pressure on their supply chains, by demanding certified products. We are seeing that a 
lot now in supermarkets. This won’t happen overnight. This differs of course from region to 
region. In order to bring it to scale, supermarkets can do it by putting pressure on their chain. 
There are three categories: Taza, can really target a special market of consumers who are 
interested in the origin and want to pay extra, and perhaps you can really organize your supply 
chain, and there to reach a middle ground, internationally, they will have to connect to increase 
awareness of all these schemes like ours, who are across the sector. The chocolate value chain 
is really one of the narrow ones, and the narrow part of the chain is dominated by maybe 10-20 
international companies, and they can make a lot of differences. So that what organization 
seeks to do, target those who can have a big impact, rather than focusing on the retailer or the 
consumer. 
 
JF: Right, let me ask the others about what Han mentioned earlier. We talked about the 
challenges that certification faces, in spite of the good efforts, it is not going to be a guarantee. 
So we are trying to understand, what is it that a firm can claim, while we are trying to remove 
the child labor or we hope there isn’t any of it. But that’s not a very persuasive message when it 
comes to marketing the products to people, and some of those people would like to be able to 
say “I know I’m buying this chocolate,” and how do we move that certification to a greater 
level? Or are we saying it in a way that is not very realistic? 
 
Dary: I think if you’re talking about the biggest scale, you need to talk about how we’re doing 
things differently and how trade is done, by working with producers, by paying a higher price, 
but that’s kind of the mission of our company. We are talking directly to the producers, we 
want to educate consumers so they understand where they’re food is coming from, the 
challenges and issues in the supply chain, and the challenges and issues small farmers face. I 
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think the retailers can educate the consumers, but the challenge is not to overstate the reality. 
There are a lot of companies saying they are doing a lot more than they are doing. It’s 
important to look for certification, but it’s important to go deeper than that. That’s just really 
the first layer of the onion, and people need to understand why companies are doing what they 
are doing, and are companies doing it because there is a market there or are they doing it 
because they are mission driven? The challenge is to push larger companies to do this for the 
right reasons, not just because the market is telling them to do that, otherwise, we won’t get 
the kind of change we are looking at. Again that’s our role at Taza and Equal Exchange and to 
really push the consumer movement. 
 
JF: So Alex, what do you think about that? It sounds like you are trying to push the market in a 
certain way, and through transparency, you are trying to have, if I may, an authentic product 
that says what you do. Is it reasonable to go to the marketplace and say it’s our aspiration to 
have conflict free chocolate that doesn’t involve slave labor? Or is that the wrong way to 
position the nature of the product to the customer?  
 
AW: It’s a great question, and I agree with Dary. We are a specialty chocolate company, and we 
spend a lot of time explaining our mission. We spend a lot of time and money working on that. I 
think we can go really far, but it’s a select few who understand what’s happening in the cocoa 
industry. It’s hard for me because I’m so emotionally invested in the product, and a lot of 
consumers do not really understand what it is. When people are spending their money on 
chocolate, they do not want to think about this stuff. So conveying a lot of these complex issues 
in the marketplace is hard, because at the end of the day, people just want to eat their 
chocolate and enjoy themselves. And that’s a really hard area to get beyond, and I think a lot of 
the work we put into the sourcing efforts and transparency reports is pushing the industry but 
not really making an impact in the consumer realm, but hopefully that will change over time. 
 
JF: It seems like we have a tale of two cities, which comes down to the consumer. On one hand, 
there is a lot of attention to the products, corporations are facing a lot of pressure to claim that 
their products are sustainable, it puts their brand at risk. But as Alex just mentioned, a group of 
consumers don’t know and don’t care. It puts the corporations in a difficult position to know 
what is the best way to make and represent their product. 
 
What is the model that can help firms make that change? 
DG: This is the evocative issue, the issue of child labor, but it is only the spearhead. For the bulk 
of chocolate, it is nearly impossible to tell where the chocolate came from and what the 
conditions were. Increasingly with certifications, you can overcome these problems through 
direct relationships with the producers. But traceability is increasingly, has always been a 
problem in this case. I don’t think its easy for any company to make this claim. Some companies 
have spent millions of dollars trying to figure that out, and increasingly we are getting close. 
There are technologies that are able to penetrate further upon the supply chain to get clearer 
information, to get information about the farms, but it will probably be a decade till we can 
actually gather this information. For the moment, we are dealing with levels of trust, essentially, 
and because of the complexity of the supply chain, many companies have made the bet that 
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their ways of handling the risk is in certifications. And while many people have said, and Han 
will be able to agree, it is not the only answer, and it is certainly not the perfect answer for the 
farmer, but it is one of the best solutions available right now to increase transparency. It is 
certainly one of the best proxies available in terms of a market mechanism, both to transmit 
value from the consumer and hopefully all the way down to the producer. And hopefully the 
farmer gets the right price for his inputs, and that is a big if. We oftentimes see the money gets 
routed in many different directions, and the farmer does not the full benefit. So that’s a bit of a 
challenge still, but the approach is useful, we have this market mechanism that can do it, its not 
fully optimized yet but its on it way, and up the supply chain it conveys traceability, so there is a 
reasonable measure of assurance. There is no magical solution to this, and it takes investment, 
and it takes the supply chain shifting its priorities, and ultimately it is the solution. If it is not 
sustainable in the end, farmers will increasingly get out, so cocoa will increasingly cost more 
and more. Half the world’s cocoa comes from one country Cote D’Ivoire, which has its own 
internal political socioeconomic problems. We are seeing a lot of substitutions, a farmer opting 
to pick rubber or palm oil or something else, and as that continues to happen, you begin to see 
that cocoa will go up in price. That certainly does not benefit everyone, but that is certainly the 
kind of outcome that will occur if we can resolve these problems now. 
 
HG: I think we need to realize that the consumer, you called it a sort of dichotomy. There is a 
dichotomy between what the consumer expresses to researchers and what he does in the 
supermarket as a consumer, making purchases within a split second. We think that the 
conscious consumer at max has maybe 5-10 percent market share, so we need to find ways to 
convince to companies to get involved.  
 
JF: So Han, taking that observation, maybe we should give consumers a break and see if there is 
a business case to be made for purchasing for what we call sustainable cocoa without having to 
convince the consumer directly. So Alex, can you think of a case in which the product is 
sustainably produced without explicitly saying that to the consumer? 
 
AW: There are a lot of things at play that makes cocoa cheaper than it should be. Over time, we 
need to teach consumers that chocolate isn’t just candy. There are a lot of affiliations in the 
consumer’s mind that chocolate is just cheap candy. I think the way that’s going to happen is 
that cocoa is going to get really expensive, and that needs to happen, and it will happen, as 
producers start producing the same amount of less cocoa, the world demand will continue to 
increase, and the market will correct itself. And everyone needs to get behind cocoa at a much 
higher price. 
 
JF: So Dary, do you think a business case could be made to increase sustainability in a way that 
doesn’t compel the consumer to understand the whole story? 
 
Dary:  Prices need to go up, so it brings a lot of externalities of what the pricing really is, and 
enables the consumer to understand the value of what that chocolate bar really is. The reality 
of this stuff is that it was smart business decisions for a long time, and businesses are starting to 
realize what the complexities are.  
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JF: Is there something that can be done now? We have talked and it has been a very helpful 
discussion. But a simple solution and simple policies don’t add up because of the complexities 
in the supply chain. But if there is one thing that should be adopted as a policy that would 
substantially improve the conditions within the supply chain, what would that be? 
 
HG: Government has not been discussed in this conversation, I think Northern and Southern 
governments have been absent in this discussion. As long as farmers do not have alternatives, it 
will be harder to flee higher prices. Better agriculture infrastructure is needed, maybe 
alternatives such as rubber or palm oil, better educational opportunities. It is very much a 
governmental problem, and I think we should be able to have a dialogue with governments in 
origin countries. It has not been very sexy to support agriculture in the past few years. Only 
recently has it become part of the agenda. One of the initiatives we are taking is that we are 
open to talking to governments to adapt national standards to see what is there. 
 
JF: Alex, if you had a magic wand, what would you point towards? 
 
AW: We believe in transparency; the work that is being done, to shorten supply chains, 
increase visibility not only for the manufacturer but also for the consumer, will actually help 
make the supply chain more sustainable and more honest. There are people who are making 
money by keeping a gap between the producers and the manufacturers, and by getting rid of 
that, you can get rid of a lot of the inefficiencies in the system, and bring a lot more value to the 
producers at the ground level. 
 
JF: I like it, getting rid of the middlemen who are sort of creating the discontinuities in the 
markets. Daniele, what would you do if you have a magic wand? 
 
DG: My experience is that the issue of transparency, there is no simple solution. As we get 
more information, once the consumer sees it, or a producer or anyone involved in the business, 
when you actually see what is actually going on, then people tend to make the optimal choices. 
The more transparent it becomes, the more sustainable and viable it becomes. In terms of the 
long term future of cocoa, there are social and environmental issues that need to be dealt with 
in a more holistic way. The market can be quite powerful in that way. 
 
JF: Super, Dary, what about you? 
 
Dary: Yes, I think going back to the core / root issue, that being poverty driving a lot of these 
issues. I think transparency is important, so opening the book up so everyone can look at what 
is going on, as well as a floor price to make sure farmers are getting enough, and a key thing is 
empowering farmers. The reality is that they need to be a part of these discussions and be an 
equal player, so they can become an economic and political power in these countries. So 
shortening the chain, and making sure the farmers are moving up the chain. 
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JF: That’s great, thanks to all of you. I think we are winding up our webcast here, but I did want 
to go around and for all of you right here, if there are any last comments you would like to 
make? Daniele, I will go to you first. Do you have any observations or last comments you would 
like to make? 
 
DG: Yeah, one comment. I think that a lot of the companies that are the leaders in the 
chocolate world, there are some great people in all of these companies, and they are all 
involved to some extent. I think that they are waiting to hear more and more from their own 
consumers, but a lot of these companies are taking initiatives in spite of not hearing consumers 
explicitly express concern with these challenges. So that pressure is one of the most important 
things we can do in terms of getting clarity on what corporations should do, and hopefully that 
is what something like this webinar can do, so thank you for that opportunity. 
 
JF: Thank you very much. Alex, do you have any last thoughts that you would like to share? 
 
AW: Yeah, kind of on the lines of what Daniele was saying about market forces; they are 
incredibly strong, and at the end of the day, if there isn’t a market for a product, then there is 
no way the business is going to be sustainable. So getting the world cocoa price to be at a price 
where it should be will make it viable as a commodity as well as a specialized product. If a large 
enough portion of the market pushes this issues in a larger way than they already have, we can 
then have these larger companies to bend their practices for this future vision we are talking 
about today.  
 
JF: Great, Dary, how about you? 
 
Dary: Yeah, I think it is a complex issue, and its exciting to have this discussion. We at Equal 
Exchange are trying to constantly innovate, and consumers play a major role in pushing 
companies to try more and do more, and the chocolate movement in the US is continuing to 
grow.  
 
JF: Han, any last comments or observations? 
 
HG: If you look at the average age of the cocoa farmer, it is pretty high, it is beyond the pension 
age in West Africa. We need to act now. That is not only a problem for chocolate lovers, it is also 
for people who like a good product. Looking at those statistics really teaches that we need to fix 
it. 
 
JF: That’s great. Thanks to all of you joining us today, and thanks to our speakers. I think we met 
at least some of the goals; as you have pointed it’s a very complex issue. At the Institute for 
Corporate Responsibility, we are always looking for ways to describe and understand how 
corporations can be more responsible, and we always look for ways for collaboration in which 
multiple groups can come together and help develop those solutions and implement it, and in 
doing that you find that certain ideas and certain solutions are a little too simplistic, if you will, 
to really get implemented, and you get an unnecessary back and forth with people fighting with 
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their words and ideas, and not really trying to understand what is going on - on the ground.  So 
my thanks to all of you for helping us get a better understanding.  So with that we’ll sign off and 
thank you very much for joining us again, and thanks so much for today. 
 


