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FAIRCHAIN FOUNDATION‘
ABOUT FAIRCHAIN

ABOUT FAIRCHAIN

The FairChain Foundatioises 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 honourin
our planetary boundaries.

Our methodology helps transform innovative business thinking into demand- driven theorie
of change. By using cutting-edge technologies, we can amplify any impact roadmap into ir
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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THE FAIRCHAIN MISSICS

MISSION FAIRCHAIN IN A TWEET

We whole-heartedly believe that tomorrow’s
economies will be driven by inclusive business @ room
models that combine entrepreneurial competi O iy v

. S The FairChain Foundation uses cutting-edge
tiveness and social |mpaCt- technologies to facilitate inclusive business

models and shared value chains. With the
application of the right knowledge, skills

= el

We believe in a world dominated by businesse and technology throughout the chain, trans-
. parency will empower producers to become
that are able to look beyond corporate social the protagonists again. They get the power

T f profit.
responsibility to create shared value. o1 POt

32 Retweets 67 Likes M ﬁ @ e

Q 12 0 32 © 67

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.
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THE CHALLENGE THE CHALLENGE

THE CHALLENGE

THE POOREST HALF OF THE GLOBAL POPULATIG
BARELY OWNS ANY WEALTH AT ALL, POSSESSIN

JUST 2% OF THE TOTAL.
Over the centuriesnultinationals 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 commaodities 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.

IN CONTRAST, THE RICHEST 10% OF THE
GLOBAL POPULATION OWN 76% OF ALL WEALT
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WHY WE EXIST

AN UNEQUAL WORLD

WHY WE EXIST
AN UNEQUAL WORLD

AN UNEQUAL WORLD

The richest 10% of the global population currently takes 52% of global income, whereas the poore
half of the population earns 8,5% of it.

The hard truth is that inequality between countries

is still the same as in 1900.

In reality, global wealth inequalities are even more pronounced than income inequalities. The poore
half of the global population barely owns any wealth at all, possessing just 2% of the total. On the oth
hand, the richest 10% of the global population own 76% of all wealth (World Inequality Report, 202

Even though Africa and South America have more than 45% of the most important resources such ¢
gold, coffee and mineraglshese 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 imperialis
In the early 20th century. Indeed, there is still a long way to go to undo the global economic inequaliti
Inherited from the very unequal organization of the world production between mid-19th and mid-20
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.
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CLIMATE CHANGE IS AN INEQUALITY I

100 companies have been responsible for 71% of global emids poor countries tend to be exposed to higher temperatures,
sions since 1988 (Carbon Disclosure Project, 2017) and just 2Bey currently suffer and will continue to suffer the most from
companies were responsible for 35% of all energy-relatebigher temperatures. Because of larger temperature-driven re ~ =uUropean consumers are at the core of
carbon dioxide and methane worldwide since 1965 (Climate Aductions in GDP per capita in the poorest countries, itis estimat ~ global change. Their actions can make a
countability Institute, 2019). The ecological collapse we faceed that the ratio between the top and bottom income decilesis ~ Significant difference. Consumers need
today can be squarely blamed on the accumulation of vadikely to be 25% larger today than it would have been inthe ab  t0 be empowered to make sustainable
swathes of the world’s resources by a tiny elite, who drive clsence of experienced global warming (Diffenbaugh and Burke, Choices and be reassured that their rights
mate change with their greed and create a snow ball of systen2019). will be protected in all circumstances.’
atic poverty than enhances climate change.

To solve the climate crisis, it is urgent for brands and gevern
As global emissions have been rising almost continuouslyments to invest in supply chain’s equal distribution and invest
since the industrial revolution, Sub-Saharan Africans are justin traceability mechanisms that solve green washing activities
responsible for half of a percent of these (Our World in Dataas it is also demanded by the consurg800bn of the Europe
2019) even though these are the most affected countries byan Union’s COVID-19 relief fund will be dedicated to solve the cli
climate change. Tackling poverty and managing climatemate crisis. By 2025, the European Commission aims to ban the
change are deeply interwoven - if we fail one, we fail the otheract of Green Washing by improving transparency for consumers.

DIDIER REYNDERS
European Comissioner for Justice
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WHY WE EXIST

WHY WE EXIST

THE POWER OF BUSINESS

THE POWER OF BUSINESS

THE POWER OF BUSINE

As people demand more business engagement on societal challenges especially with climat
change and inequality, businesses must recognize that its societal role is here to stay while NGC

and governments need to overcome the decrease of trust in these institution due to lack ef transpa
ency and external oversight.

The share of wealth held by public actors is close to zero or negative in rich countries, meaning th
the totality of wealth is in private hands (World inequality report, 2022). This means that the privat
sector has tremendous financial power, and once channelled to the places it is needed most &

market mechanisms and business models, it contributes to making governmental development a
redundant.

So to say, trade is the way to empower and embark on self-sustaining mechanisms towards wealtl
GVIEXMSR x
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THE CONSCIOUS CON

The global pandemic, the #metoo and #blacklivesmatter movements, and climate char
have increased conscious consumption. Brands need to re-align their purpose and restruct
almost all aspects of their operations and use technology and supply chain shifts to impro
their products to create positive social and environmental impact.

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

47% of global consumers find sustainable production methods more important than befc
COVID-19. Developing a product with ethical credentials and values is no longer
"nice-to-have" but an absolute essential for this new consumer landscape. Transparency ¢
drives consumer trust, with 86% of consumers saying that if food manufacturers or retaile
provided access to complete and easy-to-understand definitions for all the ingredients,
would result in more trust. In addition, 80% said greater transparency leads to loyalty, and :
said they would be willing to pay more for products that offer high levels of transparenc
Growing hand in hand with consumer demand for transparency Is the increased demand
traceability. Research indicates that the food traceability market will exceed $18 billion |
2024, expanding at a compound annual growth rate of 9% (FMI & Label, 2021)
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COMPETE ON QUALITY @ TURNING MARKETING INTO
¥ NOT POVERTY gy IMPACT

FairChain is single-minded in its purpose: to Trade is not going to replace governmental aid Too often quality iIs seen as a first world Turning Marketing into Impact: Our studies show
create shared value with the countries whereovernight. But that doesn't mean it's impossible. word, while poverty as something reservedthat quantifiable and verifiable proof of impact
the majority of the world’'s raw commodities Take Ethiopia, a country FairChain is extremelyfor developing worlds. Admittedly, that's an based on a theory of change leads to brand
originate from. active in. As the origin of Arabica coffee, Ethiopia easy way for multinational corporations to value and sustainable growth.
has some of the world’s best beans. More to the justify their low prices.
Not just a little bit of sharing - our aim is an point, Ethiopia has enough premium coffee beans As consumer loyalty grows through transparency
even 50/50 split between producers in develop to be well-off nation with enviable quality of life. But quality begins with commodities. In and radical impact engagement, marketing spent
Ing economies and consumers in the West. But some cases, raw commodities are premiumbecomes more efficient and mindful.
just tiny shifts towards that goal will radically - If we could shift some of the value-adding-activi brands in and of themselves, such as Ivory
and positively - alter the world as we know it. ties - such as roasting and packaging - back to Coast Cocoa or Ethiopian Arabica. FairChain
Ethiopia, we would exponentially increase theis built around the idea of competing on-gual
countries earning capacity. ity not poverty. The way we do that is by
transforming how we think of bulk commodi-
ties. Not as anonymous and emotionless
items, but as diversified quality products.
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FAIRCHAIN TECH

FAIRCHAIN TECH

FAIRCHAIN TECH

“The FairChain Foundation uses cutting- edge technologies to facilitate
Inclusive business models and shared value chains with positive
externalities.

A new mindset is needed to rethink economics and tackle the 21st - cen
tury challenges of (re-) distribution of wealth and honoring our plane
tary boundaries’”

(NL) Founder/Chairman

SINCE NOVEMBER 2017

the FairChain Foundation has been working with Moyee Coffee on a radically transparel
value chain.

The more we worked with blockchain, the more important the technology became4in our Fai
Chain impact toolkit. At the same time we noticed a lack of focus on contributing to the SDG’:
by existing blockchain initiatives nor did we find any offering fitting our design principles.

To show, prove and reward impact and turn impact into brand value and customer loyalty. W
created a wordpress of blockchain that allows organisations of all shape, size and figure tc
work together and create impact driven consortia.




WE OFFER LOW COST, DIY,
TEMPLATE-BASED TECHNOLOGY




IMPACT

FairChain only works with organizations

that have a theory of change. We focus on

Inclusive business models, Shared value
chains and positive externalities.

BUSINESS

FairChain works demand driven and not
problem push. Our aim is to harness the
power of consumer procurement and
cascade their Iimpact commitments

throughout the supply chain.

TECHNOLOGY

FairChain is technology agnostic. We don't

sell tech, we use it to achieve our goals.

Based on the needs of our partners we are
developing a blockchain platform.



IMPACT FOUNDATION PRODUCTS:

FairChain’s field ops lay the impact foundation k  * Producer ID & Harvest Registration App }
onboarding producers, farmers and cooperatives« °* 7YTTP] '"LEMR 'SGOTMXX

the app, giving them a digital identity and the too  « Supply Chain Actors’ Scréén
XS VIGSVH XLIMV LEVZIWX EX - (EXE 'SPPIGXMSR 8SSPWx

We provide low cost, easy to implement technology to make supply chains fully tra Provenance
v ent, from producer to consumer and all the actors in between. The technology is po Farmer Dashboard & Database v
by blockchain, enabling organisations to prove claims about provenance and value Live Feed

HMWXVMFYXMSR ERH WLEVI XLl WXSV] MR E JYR E Value Distribution Diagrain XL XLIMV GYWXSQ

A

RADICALLY ENGAGE CUSTOMERS PRODUCTS:

We give your brand the tools to run an unparalleled loyalty campaign that contributes to their purpose, benefits their ~ * Impact Wallet

and at the same time activates and engages their customers in a meaningful way. Our Impact Action app allows br ¢ Farmer Dashboard & Database
tomers to reward local producers directly with a crop, seeds or training.Our tech confirms that rewards have indeed  « Impact-based referral to6l
XLIMV HIWXMREXMSR X » Impact-based loyalty rewards
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‘ RADICAL TRANSPARENCY

RADICAL TRANSPARENCY

WHY IS IT IMPORTANT?

LIVE FEED

Adding proof of payment functionality for Kenya and Uganda to that of Ethiopia
FARMER MAP,

Launch the new impact widget adding Carbon, EURD and treeplanting data to
the info about living income.



INSIGHT

Consumers want to see the real faces of the
producers that a brand works with. If a
brand is fair towards its producers, the mini
mum it can do is to publish the list or their
producers and how much they earn.

FARMERS
DASHBOARD

INSIGHT

Explaining to stakeholders and consumers
about the build-up and value distributio
across the supply chain is complex.

VALUE
DISTRIBUTION
DIAGRAM

INSIGHT

Consumers and governments demand th }
end of green-washing where trust is gainet
through radically transparent mechanisms.

OUR PROMISE

Show the real faces of the people who are
producing your product, how much they prc
duce, how much they earn and other relate
Information to local producers.

OUR PROMISE

Value Distribution Diagrarelps you ex
plain the entire supply chain, from harvest tc
consumer. It enables viewers to drill dow
per step and see the geographical origin, th
price paid and the total harvest, putin a co
text of non-fair chain supply chains.

OUR PROMISE

This layer of data gives your consumers an
stakeholders the evidence of the actual
transaction between the farmer and the nex
actor of the supply chain, including the price
paid.

HOW DOES IT WORK?

When a farmer is registered via the Farmer Reg
tration App, their information is being shown o
the map. Whenever they sell their products to u
their data gets updated.

HOW DOES IT WORK?

Through the Value Distribution Diagram, viewe
can drill down per step. of the supply chain to th
other, we collect the data that who has receive
what in that step. For example, we register ho
much farmers receive when they deliver the
coffee cherries to the washing station.

HOW DOES IT WORK?

Either before or after purchasing, consumers ca
see the entire value distribution throughout the
supply chain. When a transaction happens at
point of the supply chain, we collect the data b
our supply chain management system. The da
will be shown on this software. For example, w
register how much farmers receive when they d
liver their coffee cherries to the washing station.
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RADICAL ENGAGEMENT

WHY IS IT IMPORTANT?

Purpose-driven brands need meaningful ways to express and reinforce their purpose and engage with their |
consumer base to turn them into fans and ambassadors. However, at the same time, brands are pressured t
prove marketing spend efficiency, lead to lower cost of acquisition, longer customer lifetime value and loyalty.

NGOs are confronted with dwindling governamental support, churning donors, difficulty to reach out younger
ours and high costs to deliver impact events. At the same time, they are increasingly burned with high monito

and evaluation costs. Often NGOs are not equipped to effectively tap into emerging tech that help them acquire
engage donours more effectively.

HOW WE ACHIEVE IT?

INSIGHT

WE OFFER

. FairChain loyalty app connects directly to an e-wallet owned by a producer / farmer or cooperation and o
blockchain tech ensures full traceability of the reward from consumer to farmer and beyond.

. Effortless conversion with a web based app that consumers trigger by scanning the on-pack QR code.




FAIRCHAIN TECH

RADICAL ENGAGEMENT

IMPACT
ACTION APP

IMPACT
WIDGET

FAIRCHAIN TECH

RADICAL ENGAGEMENT

RADICAL ENGAGEMENT: FOR BRANDS &

INSIGHT

Purpose-driven brands need meaningf

ways to express and reinforce their purpose
and engage with their loyal consumer bast
to turn them into fans and ambassadors.
However, at the same time, brands are pre
sured to improve marketing spend efficien
cy, lead to lower cost of acquisition, longe
customer lifetime value and loyalty.

INSIGHT

Consumers want to know how exactly thei
consumption is making a positive impact.
When a company claims that they have re
duced their CO2 emissions by 200Kg,
doesn’t resonate with consumers, becaust
It doesn’'t show the effect of each consum
er's consumption. Next to this, what does
even 200 Kg of CO2 mean? It's difficult fo
consumers to relate to this sort of vague
numbers.

OUR PROMISE

We give your brand the tools to run an unpa
alleled loyalty campaign that contributes to
your purpose, benefits your producers ang
at the same time activates and engages
your customers in a meaningful way. Ou
Impact Action app allows your customers tg
reward local producers directly with a crop
seeds, training or tool. Our tech confirms
that rewards have indeed reached their des
tination.

OUR PROMISE

Personal impact widget shows the exact
amount of positive impact that a consume
makes based on their consumption and
tokens they've spent on impact -pro
grammes. Then it translates the impact intc
something relatable for consumers.

HOW DOES IT WORK?

As a brand, you decide which type of reward

most beneficial for your producers. We partne
with local organisations to translate the reward
Into tokens you want to offer to your producers
First, the brand decides on the impact- pro
grammes. Then, the brand decides how ma
tokens should be given to consumers based o
each purchase.

HOW DOES IT WORK?

Consumption based dat&or example, if
each bag of coffee leaves 4 euros in the
country of origin, a consumer with 10 bag
of coffee has left 40 euros value In the
country of origin. We connect the eeom
merce data with our database to calculaté
the impact numbers.

Impact Programme dat&or example, if a
consumer plants a coffee plant, he/she ha
reduced 25Kg of CO2. When a token
being spent on a programme, an item s Cr«
ated in the widget, for instance, a tree ite
Consumers can follow who receives thg
token from this block.
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IMPACT FOUNDATION
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RADICAL TRANSPARENCY

PRODUCER
AND HARVEST
REGISTRATION APP

SUPPLY CHAIN
COCKPIT/ ASSET
TRACKER

SUPPLY CHAIN
ACTORS’ SCREEN

()

DATA COLLECTION
TOOLS

FAIRCHAIN TECH

RADICAL TRANSPARENCY

IMPACT FOUNDATION:

INSIGHT

Farmers require a digital identity to be ableto o
board the FairChain programs for radical tran
parency and radical engagement.

Next to this, there should be a place for produc }

ers to announce how much of a product the
have for sale.

INSIGHT

As a purposeful brand, we need full traceabilit
across the supply chain, showing every transag
tion to every actor.

However our current ERP system does ng
enable us to do that.

INSIGHT

Every actor in the supply chain needs insight an
overview in the flow of produce to better meet
supply and demand and ensure the HQS
requirements are met.

INSIGHT

Collecting the correct data correctly is an impor
tant part of the process to measure the real out
come of a positive impact.

)

OUR PROMISE

The producer registration app gives producers |
the first mile of the supply chain a digital identity,
so FairChain can onboard them and allocate
their harvest.

Also, producers can announce how much-prod
uct they have for sale and receive an offer.

OUR PROMISE

Our Digital platform with an overview of ever
step in the value chain for full transparency.

From the platform, the supply chain manager ca
send a batch of products to the next step (for
Instance from washing to hulling to roasting to
packaging) and even get a pricing proposal fro
the actor in the next step.

OUR PROMISE

Every actor in the supply chain has its own vie
We create a different web app screen for eac
actor in the supply chain. With this app, an acto
can create a batch, process it and submit it.

OUR PROMISE

We choose the best existing data capturing
tools, such as FarmForce, depending on the typ
of the project to feed data to our system. We col
lect data to grasp the market baseline and living
Income standards and check the impact of
events.

PRODUCER AND HARVEST REGISTRATION APP, ASS

HOW DOES IT WORK?

A local guide with a smartphone registers the produd
er. This creates a digital identity for the producer in th
FairChain system. When a producer has some pro
ucts to sell, they can ask the local guide to submit th
amount on the app. Brands will see the availability a

bid an offer. If the producer accepts the bid, the deal i
done. For example, a coffee farmer gets registered v
the local guide. She says that she has 50Kg of coffe
cherries. The guide puts it on the app. Moyee places
bid and when the farmer accepts, the deal is made.

HOW DOES IT WORK?

The data that the actors put in the system via theli
screens end up in the FairChain database. The ass
tracker shows an overview of the data.

Once a batch is submitted at any step of the suppl
chain, the actor of the next step sees the batch an
can place a pricing proposal. The brand can appro
the price, and the process continues.

HOW DOES IT WORK?

An actor sees a batch is ready to be processed. T
actor makes a pricing proposal, and when the bran
approves it, the actor can start processing.

HOW DOES IT WORK?

We collect data through different software and-cha
nels, sometimes as simple as a spreadsheet. The da
enters our system and we will manage it there.

For example, when a tree is being planted, we capt
the data by a spreadsheet, uploading a real photo, t
geographical location and the person who received it
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‘ ACTIVITY REPORT 2025

ACTIVITY REPORT 2025

The Board of Directors is pleased to present the report that will be part of the financial statements of Stichting
Fairchain (‘Fairchain’ or 'the foundation') for the financial period ended 31 December 2024.

THE FAIRCHAIN OBJECT |MESn and vision is described in this document.

Structure of the Group and Governance: in this year the structure of the group remained the same. Fairchain is a
public benefit foundation ('ANBI') incorporated in The Netherlands.

Pursuant to the Foundation's Articles of Incorporation and its actual activities, no individual person or legal entity
shall have decisive control over Stichting Fairchain. Stichting Fairchain is the parent company and sole holder of
Fairchain Tech B.V, a limited liability company, tasked with the development of all technologies on behalf of
Stichting Fairchain. The Foundation is governed by a supervisory board.

The supervisory board regulations (reglement raad van toezicht) has been placed on the website.

The supervisory board met 5 times in 2024. Meeting minutes can be shared upon request.
The annual plan for 2025 was approved in the board meeting of 8th of December summarized in this document.

IN 2024 WE PUBLISHENEW WHITEPAPERS:

ACTIVITY REPORT 2022




‘ MAIN LEARNINGS OF THIS YEAR

WHATCFANGEINTHE GLOBATOMMODITY MARKED24—-EARL2026)
Global commodity markétare moved into a period where availability, imfldEs swings and climate-driven disruption donalaeison-making.
For agriculture commodities, this creates a Irgkgrocurement logic: secure volume, reducdysigdp then optimize for valussd narratives.

Coffee has been one of the clearest examplessatetiniricing and insecurity. Arabica prices clinibeelcord levels amid tight supply expectatidning

R 1K S X Nd@&veMPBdReam and increasing the need for btoydosk in supply rather than add new requiremigixternal evidence: Reuters on record
arabica pricesurge (Jan 2025)] This dynamic is directly relévantr FairChain’s proposition: when buyersi@ehtust “take what they can get,” the willingness
to pay for diffeentiated impact-tech layers canalpecially among mid-tier brands without deep @mopland impact budgets.

In a buyers’ market, brands can demand: trageaddyiith, extra audits, new data fields, sustairygh@iniums, farmer-level
interventions and detailed reporting. In a settesket, the same branof$en accept what is available and postpone ‘tibexe’ add-on$his isnot a
rejectionof impact inT V M REaNempPdrargeprioritization under scarcéamd price stress.

For FairChain, the critical implication is thapé#neeived urgency of ‘impact-tech as buyer diifgien’ weakens during scarcity cycles. Procuneieams treat
impact requirements as a second-order constrainsupply stabilizes and margins recover. As glggaomes scarce and expensive, commercial tetens of
push for continuity-of-supply and margin deferssedelaying new spend on impact systems.

In our2024 repdrwe flaggedhat externalegulatoryuncetaintyandmarlet conditions couleéduce thédikelinood that large coalitions/fundeveuld commit,
andit was a soundH | G MtéckibSéRo continue gsing concern with a clear monetization path akieeen.

FairChain’'s technology sits precisely at the edtos of (1) upstream digitization, (2) verifiegact KPIs, and (3) consumer engagement / toked-kakie
distribution. In the current market cycle, marsgraye buying what they can get, and fewer lang wilfund additional verification layers beyamat is strictly
required for compliance.

This effect is amplified when regulation is delaysanplified. If companies believe deadlines pao¥iee scope narrows, tltgey investments in impact tooling
and external consulting. [EU: Council/Parliameseragnt to simplifsudainabilityreporting/due diligence (Dec 2025)]

There where measurable signals that the ESG/ilsppaat momentum’ weakened across parts of the trmamk&inable funds faced net outflows during 2025
including record quarterly outflows, reflectingta@nviction and higher scrutiny of ESG claimsosiibenefit logic. [Morningstar: global ESGdutfidows Q1
2025]

In addition, the SME segment repéttsT V M Sugtisinabllityl initiatives due to cost pressuressistent with an environment in which ‘impactirbes politi
cally contested and financially constrained. [&dlit& sustainability deprioritization under cosspre] This does not mean sustainability is ‘de#kr it means
procurement and finance now ask harder questibasisimandatory, what is ROI-positive, and viest ldiyalty or risk reduction?

When legislative pressure slows, companies typleddty sustainability programs, restructure E#tofus, and reduce reliance on external consuleveral
market commentaries and practitioner analyses idessustainability layoffs and restructuring wawethis exact context—impact responsibilities get
absorbednto legal/compliance, procurement or communicafiorctions. o P X V duMaidabNitydayoffs/restructures analysis]

This shake up of the impact communwig diectlyrelevant to our FairChaipisposition as contactsnoved to other areas and projects where put o7 hsl
shake up of the impact commumigs directlyelevant to our FairChain’s propositioocceacts moved to other areas and projects wiaegold.

MAIN LEARNINGS OF THIS YEAR ‘

Development aid budgets are tightening. OECLipngj@adicate another decline in official devetagrassistance (ODA) not only caused by
the Trumo administration, reducing the total vohfnaenor-funded projects and increasing compefiiogrants. [OECD: cuts in ODA 2025
report]

For FairChairthisis notonlyafinancingssueit is a strategicopegatingrisk:donordependencgandestabiliz thetechnologyoadmapstaffing
continuity, and long-term parti@pps. Therefore, us shifting toward earned income streastrsicturallyational, and not mere#ctical.

Consumer surveys continue to show that sustayafiiliiences preferences, but inflation and delgtHeg pressures create a widening gap
between what consumers say and what they conlsigiaptfor. This reduces the upside of sustaityatiims as a standalone growth lever for
impact driven brands in the short term. [PwC ®fibe Consumer 2024 sustainability intent vedaitfdity reality]

Consumer pull mixed and price-sensitive (gap between stated preéeegn action). Large survsi show a segment willing to page
for sustainability, but inflation/cost-of-livingkesfollow-though uneven and reduces the size of the “paysedraént.

We notice that sustainabiligmainsmpotant, but incremental spend is scrutinized and ofigirected to loyalty/retention or core compdianc
or put on hold until market conditions normalize.

It also has become more difficult to reach the srafidhe consumers as commaodity prices for coffieecacoa are currently far above most
Living Income Reference Prices, creating thenlltigt farmer poverty has been “solved.” Inyraabiny farmers do not meaningfully benefit:
yields are often low due to climate stress, ageag, limited inputs and disease pressure, \Whilgiggest winners in price spikes are frequently
traders and intermediaries capturing a dispropatésshare of the upside. For consumers and pnoentéeams, however, the headline market
price reduces urgency: they assume farmers agpwielinBrands that try to explain the complexefalexel reality risk losing attention—because
the story becomes too nuanced, too technicalparithtd to translate into simple value.

For FairChairthisis notonlyafinancingssue—it ia strategicopeatingrisk:donordependencgandestabiliz thetechnologyoadmapstaffing
continuity, and long-term parti@pps. Therefore, us shifting toward earned income streastrsicturallyational, and not mereagctical.

The same forces that create short-term scardityaély strengthen FairChain's thesis: climatéliplaill continue to destabilize coffee supply,
pushing the market toward verified sourcing, maaletfarmer resilience, and defensible claimsarélig, impact investing continues to mature,
with stronger expectations for measurable outc@me<redible data. [GIIN State of the Market 2025]

As the market ‘re-institutionalizes’ sustainahiligy the backlash phase, the winners will h@dtferms that can prove value in three ways: com

pliance readiness, supply security, and custorgagement/loyalty. FairChain is structurally pasition that intersection and our plans 2026
focus on strengthening our current use cases aitithfang investing in impact companies via tly@lguof carbon and asset tokens.



FAIRCHAIN FOUNDATION

\VAR[®,: - Turn impact into marketing.

. FairChain develops the technology and platform to eneable puropse driven brands and t
value chain (COOPs/producers) to utilize this opportunity. Help build shared value chains

with Positive externalities.

IOl - -

. Focus is on the brands and value chains that do not have the scale and knowledge to
develop this inhouse. FairChain foundation provides them the tools to highlight the

fairness of their products and engage consumers to turn their quality into value. OU R STRATI: X Turn everyday products into
catalyst for change.

We help purpose driven brands to capitalize

SERVICE OFFERINCGE their impact and stand out against the

orthodox of fake.

Turn impact into marketing *

We have built transparency tools that
turn quantifiable and verifiable RADICAL
TRANSPARE

proof of impact into brand value.

We help purpose driven brands o " ° ° to the impact program of
choice and our tools cap

turn their impact goals into a
theory of change, we connect IMPACT FOUNDATION ture and monitor the+e
these goals sults and progress
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TPYW | MR JYVXLIV GSRIJMVQIH GSQQMXQIRXW FVMRKMRK *EMV'LEMR XS EEK
GSJJIl WIPPIVW QEVOIX WSJXIV )7+ MRZIWXQIRX JPS[W ERH HIPE]IH )9 WYWXEMF
IWXVE MQTEGX XIGL PE]JIVW WS WSQI EFSZI TPER YTWMHI ERH E JI[f] MRHMZMHYEP
-QTEGX RHEXB4SR [EW HIXIVQMRIH ERH MRHITIRHIRXP] ZEPMHEXIH F] 1IMA"ER 8ITM ¢
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'LMPH PEFSV HEXE GSPPIGXMSR JSV /IR]JE ERH )XLMSTME [EW YTHEXIH XLVSYKL XL|
SR 'LMPH OEFSYV *VII 7XEXYWS ERH XLVSYKL XLI SRKSMRK *&/ JYRHIH 0SGEP 'LM
/IR]E
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‘ ACTIVITY REPORT 2025 ACTIVITY REPORT 2025
BUDGET ACTUAL BUDGET ACTUAL

We improved on allocating cost and revenue to the periods
and prepared the budget actuals based on cash base.

The deviation between budget actual came from |&ReSré&ceipt
of the funding, local Inflation in Ethiopia and adapting the
organization tqrepare for break even in 2026.






CULTURE

POVERTY

PRODUCTIVITY

Nl 1N

*EMV'LEMR TYFPMWLIH E RI[] OMZMRK -RGSQI 61JIVIRGI
A4VMGI XLVSYKL )XLMSTME W GYMVIRG] JPSEX ERH [MRIOPBEBEMER/ XLER E PSER XS VITE] [/IV
EVSYRH FMVV OK JSV WYR HVMIH GLIVV] EF$ZIWIIH ERH XVEMRMRK JMVWX KVEHI F

0-64 [MXL TE]JQIRX TVSSJ RS[ VY)RRMRK SR XLI *" XIGLEVZIWX MR QSRXLW , OK TIV T
TPEXJSVQ W RI[ PMZI JIIH )8& MR LEVZIWX|KEWSYKLP] /)7 , IRSYKL XS GSZ
PSERW XS SYXKVS[IVW [EW MWWYIH ERH XVEGOIH WRIX3$P JIIW % WIGSRH KVS[MRK G]C
*' XIGL TPEXJSVQ [MXL VIGSZJIVIH XLVSYKL HIPMZ8YEX MRGSQI MWR X XSOIRM”IH SR X|

FYX MX W XLI RI\X WXIT

/) Y8 )XLMSTME W FMS GSQTSWX ERH
JYRHMRK MXW 'SQQMXXII HMVIGXP] /
VYRW E WITHPMRK RYVWIV] C
EPVIEH] MR XLl KVSYRH ERH WIIHF
SJ XLI [SQIR XS TPERX EX LSQI JSV\
[MXL E FYXXIVRYX VSXEXMSR GVST JS
QEXYVIW

)8 SJ E TPERRIH FIILMZIW [IVI FYMPX F] XLI /Y *SV XLl GSQMRK LEVZIWX *EMV'L
JEVQ W S[R WE[QMPP ERH LERHIH XS 'SQQMXXI| HMVIGXP] JVSQ XLI [SQIR W S[R XVIIV
[SQIR EPSRKWMHI E RYVWIV] ERH ZIKIXEFPI TPSX| I\GPYWMZQMSMEH®XWH REXYVEP LSH
KIRIVEXMRK VSYKLP] )8& E JIEV )MKLX [SQIR|] ERH EREIVSFMG XEVKIXMRK OK !
RS[ VYR XLI LSRI] ERH RYVWIV] EYWMRIWW HE] XS|HEIVSGIIHW EVI IEVQEVOIH XS GSZIV E
WEPIW LEZI WXEVXIH XLSYKL R$X ]JIX XSOIRMAIH $R XLW JSV XLI [SQIR MRZSPZIH 8LMW
* XIGL TPEXJSVQ W TPER MW XS HSYFPI XLEX|XSXVEHIH ZME XL|I *EMV'LEMR 8IGL TPE;
WM\XIIR ERH EHH QSVI LMZIW




FINANCIAL PERFORMANCE ‘

;
)W\

In202 Fairchain realized total income of EURPa W J Q F Y Neclin€@df drhpared to the budgeted
EUR  PThis was anticipated during the year, as the budget adjustments needed caused by the
hyperinflation in Ethiopia and the break-even focus fom28@@e us adjust expenditures as well.

Total iIncome includes income from technolbg$ H W J R X4 Bn@ Will continue to rise in 202
We received higher than-expected income from the projects done with private sectoh parties.
FYYWFHYJI F QTFS YT T[JWHTRJ YMJ YNRJ LFU TK JJUJHYJI

Expenditure incurred by Stichting Fairchain basically relate to the following categories:
programs(supporting it's objectives), new business development and management & administrati

We aim thathe expenses regarding new business development and management & administratio
costs are in reasonable proportion to those related to the Fairchain programs.

Fairchain's consolidated balance sheet shows positive reserves as at 13 DecembEERBR 3
The foundation is primarily financed through donations and sales of technology. Oper;
cashflows fo202 from technology are positive and amount to EUR

Fairchain aims to hold reserves that is reasonably necessary to guéraniescontinuity of
the planned activities relating to the objectives of the foundation.



‘ ACTIVITY REPORT 2025 ACTIVITY REPORT 2025
RISK ASSESSMENT RISK ASSESSMENT

STRATEGIC RISKS FINANCIAL RISKS

\ Fairchain has developed it's strategic plan that covers a period of 5 year. Part of the—, The primary risk currently is the level of generate enough income that contribute to the
\ plan is the identification of strategic risk that could harm the successful achievement toral funding required to achieve the goals set. FairChain is executing a detailed
\ of strategic objectives. The progress on implementation of the strategic plan and \ financial plan that is fully funded. Without sufficient income from operation
\ the associated risks identified in it are monitored and managed on a quarterly basis \ Fairchain will not obtain the growth targets, impacting our long-term feasibility.
\\ by senior management. \ Fairchain imanages this risk by seeking additional donors and contract activities,
P /. managing it's current donors and constantly monitoring it's liquidity position.
/ /
/ /
! The aim of FairChain is to prepare FairChain Tech for private sector
OPERATIONAL RISKS funding end 2023 to materialize in 2024 based on reaching the business
| case objectives
\ Fairchain operates in countries that are less stable. Its hard to predict if local |
\ organisation can work according to plan. The Fairchain foundation is organized on @
\ a very flexible way. Up and downscaling in relation to available budget is easy but at * .
O same time it also means that no stable long term team is formed. \
! ® Fairchain is exposed to foreign currency risk on expenditures that
! ! are denominated in a currency other than the Euro, mainly Ethiopian

birr and Kenyan Schilling. FairChain’s internal organization and quality

@ control policy ensures that the exposure in this area is kept to an
acceptable level.

“}\\ICH,q >

FAIRCHAIN FOUNDATION

&,

nprsS




‘ ACTIVITY REPORT 2025
RISK ASSESSMENT

LAWS AND REGULATIONS

\
\

ACTIVITY REPORT 2025
RISK ASSESSMENT

REALIZATION OF OBJECTIVES

Fairchain has operations in developing countries, which are subject to the laws ano—

In 2020 we have found sufficient proof that our mission and vision resonates and the
regulations existing in these jurisdictions including related to employment, data

\ experiments with Moyee and UNDP ("ToB') has led to a substantial list of express o
\ protection, governance, our offerings, health and so forth. Our failure to comply \ Interest. A lead list of companies has been generated who will be contacted in our
\\ with these laws and regulations may expose us to litigation, harm our reputation \ business plan validation phase) . In 2021 this has been externally validated by
. and affect our ability to operate our platforms in these markets. \ Next 2Company, a consultancy firm know by the Dutch Government for
® To prevent such exposure, we work with local lawyers that advise and check our /. vglldatlng UEinEss pl!ans.related 0 governmen'tl SIENS Sl eI Eles
/ compliance with local law and regulation. The effect was limited in 2022 as we / I &1 CIReFIS @ s “lslsnees e nmpes: [Blem
// did not engage in new activities, countries and supply chains. FairChain is {
y formal party in the on the ground activities. In 2023 we will have to spent more ti We are confident that building shared value chains with positive
® on this in those project where Fairchain tech will engage with new actors and W externalities is possible and quantifiable and verifiable proof of impact does
\ start using blockchain value distribution to full extend. | lead to customer engagement and brand loyalty. We have written a white
\ | paper on this and shared publicly.
\ [ _

CREDIT RISK

If the donor fails to meet their contractual obligations - is considered limited,
because of the short/mid-term creditworthiness of the main donor, is the Dutch
government. The cash balance as per the end of December 2022 amounts to EUF
32,092. Anticipated income from donations in 2023 is EUR 750,000, managemeni
has forecasted a break-even operating result for 2025 is anticipated as well, until
then FairChain is highly dependent on the continuation of the support by EKN. )
// Management is able to manage the level of activities based on the amount of \
y funding that is available, to a certain extend. Based on this, management believes

/ that sufficient liquidity is available for at least the next 24 months based on the EKN
O grant decision 4000000563.




‘ ACTIVITY REPORT 2025 ACTIVITY REPORT 2025 ‘
GOVERNANCE GOVERNANCE

The Board of Directors, entrusted with the management of Fairchain consists of GPJ van Staveren van Dijk
(Chief Executive Officer) and Sander Govers (Chief Operating Officer). The Board of Directors is responsible
strategy, long term planning and managing the back office, operations, managing FC tech and funding. Furthern
It is responsible for implementing and maintaining an adequate risk management and control framework.

Fairchain has a Supervisory Board in place consisting of 4 persons: Arne Mosselman, Anne van der Veen, [
Cazacu, and Haijo van Beijma. The Supervisory Board has the duty to oversee the Board and the general cou
affairs in Fairchain.

Also the Board assists management by giving advice and high-level guidance and monitors that the organiza
operates in accordance with vision and strategy. To enable the performance of its oversight duties during 202
Supervisory Board meetings took place. In addition on regular basis feedback and input was given on specific
requests.

Fairchain updated its Code Of Conduct, outlining the standards of behaviors that are expected of all staff and
defines ethical values and norms. It clearly articulates a Fraud and Anti-corruption prevention Code and a
Whistleblowing policy, as well as a Child Protection Policy and a Conflict of Interest Code. The rules and guidelines
contained in the code, together with the policies and procedures and the terms and conditions of employment
provide a framework within which all Fairchain officials need to conduct their business.

Full ORIA document can be found on the website.



ACTIVITY REPORT 2025

@ =
PERSONNEL

STAFF

Both Stichting FairChain and FairChain Tech BV do not employee any staff.
Both members of the board and specialists are hired on service agreements.

REMUNERATION OF MANAGING AND SUPERVISORY DIRECTORS

The emoluments, including pension costs as referred to in Section 2:383(1) of the Dutch Civil Code, charged in the
financial year to the entity amounted to EUR x (2021: EUR x) and contributed in kind x (2021: EUR x) for managing
directors. The board remuneration relates to services provided regarding Fairchain programs and new business
development. No remuneration have been paid with respect to board activities.

(Voluntary) supervisory board members and former supervisory board members have not received emoluments in
2021 and 2022.

RESEARCH AND DEVELOPMENT

Main tech developments have been described in the section Activities during the year above, and take place in
Fairchain Tech B.V.

Furthermore, to support the Fairchain tech development research is done on consumer behavior and on how to best
turn (sustainable development goals ('SDG's') into quantifiable and verifiable impact events.

Linking customer interest in specific impact to relevant impact event and find way on how these events can be
guantified and verified is the main goal of this research.

SUBSEQUENT EVENTS

There are no other subsequent events that should be addressed here.

PERSONNEL




‘ ACTIVITY REPORT 2025 ACTIVITY REPORT 2025 ‘
OUTLOOK 20 OUTLOOK 202

In 2022/23 we digitized thousands of farmers with a focus on collecting living income data. In 2024 we added data on Carbon, EUDR and participated in anti-labor interventions. FairChain Foundation participa

projects with the aim to facilitate funding through its technology platform, linking consumers in Europe to these impact projects. Our aim to work with the existing customer base ta bveakik\ashust 202
organization to this goal, end the EKN project, and continue based on being profitable.

Determine LIRP f@202

. . - 2T S JYbdlw platform tree planting application
(Eé Elga(rgblc\)ln>/(lt_l|\§|Mmaﬂ1 unwarsty research and validate inlats Ethiopia addingcarbon calculation

_ Start tokenize of farmers Avocado in Mizan, Ethiopia
Updated child labor KEIEWJXZQY \MNYUFUJW

(TSY NigiEa 1 ot B Unand Start tokenize of farmers beans in Kerichu
10l armers in oun gOﬂ gan a ) ) . )
2TSJYN J 6KNJQI +( 9JHM UQFYKTWR TS JINXYNSL HzXxY THaijpkenize of bee hives in Mizan

Phase . farm mg?:t tool collecting living wage data of seasonal workers on Start tokenize of chicken in Kerichu
Norwegian Bac Farm and FC Agro Mizan Farm in Ethiopia

Digitize 0.000 coffee trees in Ethiopia

Adjust size of organisation to break even level
Reduce external reporting pressure by closing EKN project

1 F Z b of payment functionalipr Kenya and Uganda to that of Ethiopia

No new brands / projects signed up focus on deepening relation with
existing customers and monetize existing trees, carbon, farmer data

Launch the new impact widget adding Carbon, EURD and treeplanting data to
and token campaigns

the info about living income

Start monetize farmer digitalization en Kenya and Ethiopia
to actively participate in data enriched coffee trade.

No new projects. Partners linked to Farmerlink R

<

UnpreS



GUIDO VAN STAVEREN VAN DIJK
(NL) Founder/Chairman

Guido has more than 15 years experience in setting up and investing in companies. His investment
strategy is based on transforming undervalued companies and implementing new business models in
traditional markets. Guido developed the FairChain principles and started Moyee Coffee to prove its
validity. Guido studied Public Administration at the Leiden University and studied at the Moscow State
University, London School of Economics and the Chicago Graduate School of Business.

SANDER GOVERS
(NL) Secretary and Finance

With a background in corporate finance Sander worked as Managing Partner for over 15 years in various
industries. Sander has accumulated expertise in international buying and sourcing, supply chain
management, project and company finance and day-to-day general management. At FairChain he works
operational growth and manages operations. Sander enjoys working in an international environment,
creating impact by using business as a force for good.

KILLIAN STOKES
(IR) Fairchain Governance and Donor Relations

Killian, is a lecturer in Business and Global Development, at the University of Dublin, co founder of
Moyee Ireland and current CEO of Proudly made in Africa, a social enterprise working to help African
communities and businesses thrive on equal terms with the rest of the world by responsibly

and sustainably capturing and creating value from their own work and resources and trading fairly within
the global economy. His role is to support FairChain on subjects of governance and external relations.



ARNE MOSSELMAN
(NL) Chairman

FairChain Co Founder. Sociologist turned brand builder. Experience in PR, advertising, start-ups, medi
TV, social media, politics and sports. Arne helps companies and organisations deliver business KPIs by
crafting, telling and distributing great stories. You can wake him up for talks on content, technology,
sports, media and marketing. The traditional business models of publishers, media agencies,
advertising agencies and producers are challenged by the internet. This playing field is his expertise,
from a multinational shar- ing stories on Facebook to a 17 year old live streaming his drone camera
via Periscope. Arne helps create and monetize these stories.

HAJO VAN BEIJMA
(NL) Secretary

Hajo is an entrepreneur who operates as an international leader in the field of technology and human
behaviour. He combines a commercial focus with user centred design principles growing projects and
organisations from basic ideas to internationally scaled-up successful enterprises. His passion and
purpose is building creative teams around new tech driven ideas with the goal of influencing people’s
lives. Expertise in: Mobile tech, mobile payments, loyalty programs, content & technology, start-ups,
behaviour change, international expansion, emerging markets, growth strategy, multi stakeholder
partnerships. Skills: Business development, closing deals, pioneering, change management, leading
virtual teams, strategic thinking, team-building, risk-taking, networking.

DIANA CAZACU-JAMIESON
(NL) BOARDMEMBER

Diana has twenty years of multi-cultural involvement in the banking, microfinance industry
and Rural/Agri finance program design, including cashless payment systems for small
holder farmers She worked in Africa, Eastern Europe, Asia and Central America. Diana hold
multiple Supervisory Board Member positions and is an Advisor for microfinance and social
Impact investors. With a strong back ground in IT, operation and executive management she
strengthen the team with a focus on assessment, management, monitoring and mitigation
of operational risk.



NANDO NGANDU
(KE) Managing Director

Nando is a young leader who has strong interpérskifia and a unique capacity for empathy. As a
talented person, he is comfortable and effectitreather clients, sponsors, contacts and staff mebe
After his studies he co- founded starters valukewas involved in all FairChain projects usingditam

in Kenya and Uganda. Being part of the team $i48en2 is now managing FairChain Technology

BINEYAM SILESHI
(ET) Fairchain Ethiopia GM

Bineyam takes care of things, full stop. Working in rural areas in Ethiopia requires huge an amount o
endurance, creativity and persuasion skills. Bineyam worked closely with international coffee brands
sourcing from Ethiopia and implemented the first ever blockchain project in Ethiopia.

He has 5 years of radical transparent harvest collection experience and implemented the first
blockchain based provenance flow from Limu to Addis to Amsterdam. Currently he is scaling up this
experience with 12.000 farmers of the Bench Maij Coop in Ethiopia.

VINCENT ONYACH
(KE) Finance and Accounting CFO

Vincent is a seasoned and experienced Finance Manager with a demonstrated history of working in th
accounting industry. Skilled in Tax Preparation, Internal Audit, Analytical Skills, Communication, and
Microsoft Excel. Strong finance professional with a Bachelor of Business Administration - BBA focused
in Accounting from University of Nairobi. Next to that he has this a-typical (for an account archtype)
hands on mentality. Fixing a flat tire? No worries. The ability to support our partners on export
documentation, governmental issues, international tax advise is a huge asset in achieving our customer
happiness targets. And yes everybody loves him for his strict monitoring and evaluation updates of the
projects FairChain is involved in.

JOHN WEICH
(NL) Brand Director

John worked as editorial director, writer and creative content thinker for big emotional brands, lead- ing
creative agency and and pop culture publications like Wallpaper. In recent years he has become some-
what of a specialist in connecting what brands want to say with what people want to hear. Some call it
'‘branded content', others ‘content marketing', but for most people its the beautiful gray area in communi-
cation called content and storytelling. Along the way he has written a few books, the latest called 'Story-
telling on Steroids:10 stories that hijacked the pop culture conversation'.

BERNHARD HUBER
(PL) Chief Technology Officer

Bern is passionate about configuring, maintaining, and supporting IT infrastructure and architecture

with a proven track record of success to date. He has spent the better part of his career addressing

end-user requirements and mastering the art of endlessly improving the organization’s cloud-based

database offerings. Promoting diversity, equity, and inclusion among technical teams and stakeholders

has been a key component of success in his career. Bern has founded our tech partner Primotely but
stepped down as active member of the management to lead FairChain technology.

JORGE EDUARDO SUESCUN-POZAS
(UG) Project Lead Uganda

With a background in International Development and experience with project development and social
enterprises in Europe and Africa, Jurrian brings the knowledge and enthusiasm that is needed on the
ground. In Uganda he is responsible for finding coffee’s true price, a farmer’s living income

and community building. Besides, Jurrian is a photographer, bringing the beauties and struggles of the
African context back to the Netherlands. Radical equality and Dutch ‘nuchterheid’ are his most
important values, which he will apply in every aspect of his working and personal life



MALGORZATA DUDEK
(PL) Project Manager

Gosia, our dedicated Project Manager. Gosia not only keeps projects on track but also insp#es and em
powers our team to achieve more—all with an incredible sense of humor! Working with both
corporations and smaller companies has taught her to organize processes and projects efficiently.
Running her own business taught her to look at problems comprehensively and find solutions even
where it seems impossible, skills that she uses daily in managing IT projects.

NIDESH PERUMAL
(NL) Software engineer

Passionate software developer with around 4 ye&RACLE) industry experience specializing in prod

YGX HIWMKR HIZIPSTQIRX XIWXMRK HITPS]QIRX ERH GYWXSQI
MRK WOMPPW ERH I\XIRWMZ| LERHW+SR I\TIVMIRGI MR HEXE WXVY

Scrum MasterTM 1, exhibiting expertise in Agileasietogies and dedicated to creating efficient, col
laborative, and productive teams.

| W

BARBARA WOJTCZAK
(PL) Head of product and UAT

Barbara is our go to person for setting project goals and coming up with plans to meet those goals;
Maintaining project timeframes, budgeting estimates and status reports; Coordinating project team
members and developing schedules and individual responsibilities; Implementing IT strategies that
deliver projects on schedule and within budget; Using project management tools to track project
performance and schedule adherence; Organizing meetings to discuss project goals and progress.
What a legend.

ABEL KIBREA
(ET) Tech Lead Ethiopia

Experienced technology manager with a demonslvigtedy of working in the coffee industry. Skitied
Management, Business Intelligence, Coffee, Agelsasand project management. Strong education
professional graduated from Bonga Universitydiesire to help poor people in Ethiopia becarfreusel
ficient and realize their potential to Prosper] Bhesponsible for scoping the projects withpawiners,
identifying the success indicators and leadingl#te collection and digitalisation work in Ethiopia



‘ FAIRCHAIN TEAM FAIRCHAIN TEAM SR
FAIRCHAIN TEAM TECH KEY STAFF FAIRCHAIN TEAM TECH KEY STAFF %>

LIDYA EYOB TOMBA PAAGMAN

(ET) Finance and Accounting Ethiopia (NL) Impactindicatorresearcher— EURDDirectives

As Finance and Admin manager at Fairchain Agro. Plc- Lidya is responsible for Controlling financial Tomba as Student assistant for the Bachelor’s eonrkand and Water Engineering and the Master’s
Transactions and doing cost analysis. Since 2017 our local implementation partner is experimenting course in Water Systems Design for Water Use futiipl&/Sources. She also was a student assistant
with blockchain harvest collection and data collection for the FairChain provenance flow. for the Master course of Climate Smart Agricultassisted with the preparation and implementation
This experience was pivotal for us to experiment, learn and prepare our service offering for scaling up. the course program and assisted the students mathassignments and group work. Student

And exactly that is what is happening at the moment with our Bench Maij Coop collaboration. Not only assistant for the Master course of Climate Smart#re. | assisted with the preparation and

Lidya works with Barry on the M&E requirements but she is a huge help to the team in the field and our implementation of the course program and assie@dttidents with their assignments and group work.

product development team to identify the functional requirements for low cost DIY data collection.

JAKE MIDGLEY BARRY BOOTS

(ET) Impact indicator researcher on biodiversity, agroforestry, and carbon credits. (SP) Supply Chain and Finance Controller

Before starting his role at FairChain, Jake dedicated his time to fostering a healthy relationship with With 9 years, 4 months and 3 days of experience within one the leading champions in supply chain
food production. Both academically as well as in his personal time, he dives into the intricacies of global control, Barry decided, in a leap of faith, to offer his skills to FairChain. And how happy we are. As young
food production. Now he is working on helping smallholder farmers in southwest Ethiopia gain access and growing organisation we have to balance our can do mentality and focus on getting things done with
to financial capital for agroforestry practices and selecting the best certification framework and the proper reporting expectations of our stakeholders. Together with our Auditor Reanda we made a
indicators for this. Using a wide range of tools, he is building an understanding of the various huge jump in controlling our project budget and reporting discipline. Together with his colleague in
agroecological conditions of Ethiopia to be able to provide assistance to farmers. Kenya and Ethiopia we have a solid defence team in place that give our field players the support needed

Jake leads the carbon credit token projects. and our supervisory board the Governance setting required .



ZEGEYE ASFAW
Minister of Agriculture

Zegeye Asfaw was Minister of Agriculture after the Revolution in 1974 and later Minister of Justice, until
he was detained in 1980. He was a prisoner of conscience from 1980 to 1989 under the Dergue govern
ment headed by Lieutenant-Colonel Mengistu Haile-Mariam. After the overthrow of the Men- gistu gov
ernment in 1991, Zegeye Asfaw was appointed Minister of Agriculture in the Transitional Gov- ernment,
but left the government in 1992. After this career in the law and service as a Government Minister,

Zegeye founded the NGO 'HUNDEE-Oromo Grassroots Development Initiative' which has significantly

contributed to food security, human rights education, women empowerment and child welfare.

JOHAN TRAA
(NL) Partner finance and technology transformation Boer & Croon

Johan Traa leads the Blockchain Technology Advisory practice within EY Netherlands with a Master of
Science in Informatics & Economics. Throughout his career, he has served a large diversity of (in- ter)na
tional clients and projects in the field of management consulting and specialized on the follow- ing
areas: 1. Emerging Technology, 2. Finance and IT transformation programs, 3. Financial consolida- tion
and management reporting.

RONALD JANLOUW
CTO of FairChain

After 11 Years at Capgemini manager he founded and successfully sold his own technology company.
As partner in Waterwatch he helpsedbuild a Global Vegetation Database that will benefit 600+ million
farmers worldwide better growing their crop. Combining remote sensing from space, aerial sensing with
drones and agronomic models we will be able to achieve our mission: feed 9 Billion people by 2030. His
roll as CTO of FairChain tech gives him the opportunity to use his personal force for good to make a
difference and to achieve the UN Sustainable Development Goals: end poverty and zero hunger.

I[ULIAN CIRCO
(SA) Exponential Technology | Social Impact | Frontier Markets

Marco spent his career in frontier markets, building, turning around or taking to scale large, complex
enterprises with impact at their core and a commitment to innovation. Over the years he led unique,
action-packed operations in some of the world’s most challenging environments. He has been at the
center of initiatives that turned around traditional non-profit platforms into industry-leading innova- tors
and has successfully founded and scaled up technology start-ups focused on unlocking entirely new
categories of impact financing and delivery models.
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