
ANNUAL 
REPORT 2024
BUILDING INCLUSIVE BUSINESS MODELS THROUGH CUTTING-EDGE TECHNOLOGY  



FAIRCHAIN FOUNDATION

ABOUT FAIRCHAIN

FAIRCHAIN FOUNDATION

The FairChain Foundation uses cutting-edge technologies to facilitate inclusive business 
models and shared value chains with positive externalities. We are committed to rethink 
economics and tackle the 21st-century challenge of redistribution of wealth while honouring 
our planetary boundaries.

Our methodology helps transform innovative business thinking into demand- driven theories 
of change. By using cutting-edge technologies, we can amplify any impact roadmap into in-
teractive consumer experiences that resonate loudly across all channels and stakeholders.

We turn every product into a catalyst for change through radical transparency and equal 
partnerships.
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We whole-heartedly believe that tomorrow’s 
economies will be driven by inclusive business 
models that combine entrepreneurial competi-
tiveness and social impact. 

We believe in a world dominated by businesses 
that are able to look beyond corporate social 
responsibility to create shared value. 

We believe in a global society that embraces 
social entrepreneurship over development aid.

We believe in borderless communities that
actively empower entrepreneurs in developing 
countries to compete on quality rather than 
poverty.

THE FAIRCHAIN MISSION
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The FairChain Foundation uses cutting-edge 
technologies to facilitate inclusive business 
models and shared value chains. With the 
application of the right knowledge, skills 
and technology throughout the chain, trans-
parency will empower producers to become 
the protagonists again. They get the power 
of profit.



THE CHALLENGE
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Over the centuries, multinationals have discovered the art of selling 
premium products at colossal profits. The majority of their products 
are made from valuable commodities sourced at rock-bottom prices in 
developing countries. 

This system of buying low and selling high has created an enormous 
power imbalance, making it virtually impossible for developing econo-
mies to grow. Even countries blessed with valuable commodities like 
coffee, cocoa and tea have no prospect of ever catching up.

Development aid attempts to compensate for this imbalance, with the 
negative side effect that it actually masks the problem.

THE POOREST HALF OF THE GLOBAL POPULATION 
BARELY OWNS ANY WEALTH AT ALL, POSSESSING 
JUST 2% OF THE TOTAL.

IN CONTRAST, THE RICHEST 10% OF THE
GLOBAL POPULATION OWN 76% OF ALL WEALTH

INFORMATION SOURCE: WORD INEQUALITY REPORT
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The richest 10% of the global population currently takes 52% of global income, whereas the poorest 
half of the population earns 8,5% of it.

In reality, global wealth inequalities are even more pronounced than income inequalities. The poorest 
half of the global population barely owns any wealth at all, possessing just 2% of the total. On the other 
hand, the richest 10% of the global population own 76% of all wealth (World Inequality Report, 2022).

Even though Africa and South America have more than 45% of the most important resources such as 
gold, coffee and minerals, these are also the countries where the biggest inequality rates persist.  
Global inequalities seem to be about as great today as they were at the peak of Western imperialism 
in the early 20th century. Indeed, there is still a long way to go to undo the global economic inequalities 
inherited from the very unequal organization of the world production between mid-19th and mid-20th 
centuries. It is time to reinvent the social state in the 21st century. 

The 2020 pandemic and the growing awareness of the environmental crisis prove the need for
a new revolution to reduce inequality and bring more transparency to the supply chains.

AN UNEQUAL WORLD
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45% IMPORTANT
RESOURCES

IMPORTANT
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CLIMATE CHANGE
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100 companies have been responsible for 71% of global emis-
sions since 1988 (Carbon Disclosure Project, 2017) and just 20 
companies were responsible for 35% of all energy-related 
carbon dioxide and methane worldwide since 1965 (Climate Ac-
countability Institute, 2019). The ecological collapse we face 
today can be squarely blamed on the accumulation of vast 
swathes of the world’s resources by a tiny elite, who drive cli-
mate change with their greed and create a snow ball of system-
atic poverty than enhances climate change. 

As global emissions have been rising almost continuously 
since the industrial revolution, Sub-Saharan Africans are just 
responsible for half of a percent of these (Our World in Data, 
2019) even though these are the most affected countries by 
climate change. Tackling poverty and managing climate 
change are deeply interwoven - if we fail one, we fail the other.

As poor countries tend to be exposed to higher temperatures, 
they currently suffer and will continue to suffer the most from 
higher temperatures. Because of larger temperature-driven re-
ductions in GDP per capita in the poorest countries, it is estimat-
ed that the ratio between the top and bottom income deciles is 
likely to be 25% larger today than it would have been in the ab-
sence of experienced global warming (Diffenbaugh and Burke, 
2019).

To solve the climate crisis, it is urgent for brands and govern-
ments to invest in supply chain’s equal  distribution and invest 
in traceability mechanisms that solve green washing activities 
as it is also demanded by the consumer. €800bn of the Europe-
an Union’s COVID-19 relief fund will be dedicated to solve the cli-
mate crisis. By 2025, the European Commission aims to ban the 
act of Green Washing by improving transparency for consumers.

CLIMATE CHANGE

WHY WE EXIST

CLIMATE CHANGE IS AN INEQUALITY ISSUE

“European consumers are at the core of a 
global change. Their actions can make a 
significant difference. Consumers need 
to be empowered to make sustainable 
choices and be reassured that their rights 
will be protected in all circumstances.”

 DIDIER REYNDERS
European Comissioner for Justice
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The global pandemic, the #metoo and #blacklivesmatter  movements, and climate change 
have increased conscious consumption. Brands need to re-align their purpose and restructure 
almost all aspects of their operations and use technology and supply chain shifts to improve 
their products to create positive social and environmental impact.

Conscious consumers have strong moral principles and pay attention to the political, social 
and environmental landscape. As Gen-Z, the most mindful and activist consumer ever, enters 
the market, radical transparency needs to be embraced.

47% of global consumers find sustainable production methods more important than before 
COVID-19. Developing a product with ethical credentials and values is no longer a 
"nice-to-have" but an absolute essential for this new consumer landscape. Transparency also 
drives consumer trust, with 86% of consumers saying that if food manufacturers or retailers 
provided access to complete and easy-to-understand definitions for all the ingredients, it 
would result in more trust. In addition, 80% said greater transparency leads to loyalty, and 54% 
said they would be willing to pay more for products that offer high levels of transparency. 
Growing hand in hand with consumer demand for transparency is the increased demand for 
traceability. Research indicates that the food traceability market will exceed $18 billion by 
2024, expanding at a compound annual growth rate of 9% (FMI & Label, 2021)

THE  CONSCIOUS CONSUMER
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THE SOLUTION

WHY WE EXIST

We think that with the rise of new (transparent) technologies, open-minded companies 
and vocal global consumers, the time has come to systematically tackle traditional global 
trade challenges. The stars are aligned, so to say, to bring an end to unfair trade and intro-
duce inclusive business models that actively create shared value and promote open entre-
preneurship. In this light, FairChain is a disruptor. FairChain envisions the future of busi-
ness not as purposeless corporations, but as social enterprises. Enterprises that leave 
behind a greater share of the value they create in the countries that produce the commodi-
ties their businesses need to survive. Like, for example, paying fairer prices for these com-
modities.

This can, quite literally, be introduced overnight. That’s all it takes to shift the balance in a 
value chain.

But the fact is, there are not a lot of options open to businesses with social enterprise am-
bitions. That’s why we created FairChain. FairChain is a proven value chain shifter. With 
FairChain, businesses have a roadmap whose end goal is to leave behind up to 50% of the 
value created in the countries of origin. And that begins by paying a fair price for the com-
modities coming from those countries. 

THE SOLUTION:
INCLUSIVE BUSINESS MODELS

FAIRCHAIN FOUNDATION
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