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ustralia’s climate, country, fresh air
and sunshine and the inhabitants’ love of the
outdoors provide the ideal conditions for the
country’s natural product industry to thrive.

Australia — the fast

Australia has strict regulatory systems that gov-
ern the quality and safety of its natural prod-
ucts.

Comments Val Johanson of marketing con-
sultancy Johanson & Associates Consulting:
“Discerning buyers are looking for products
that they know are manufactured to high
standards and which come from a ‘clean and
green’ environment. Australian made natural
products meet these requirements. Buyers

want certainty about certification, manufactur-
ing standards, authenticity, product safety and
to be sure that the products work.”

Australia produces a diverse range of
natural products that include complementary
medicines, nutritional supplements, essential
oils and aromatherapy products, spa, skincare
and health and beauty products, wonderful
baby products, organic clothing, bed linen and
babywear, heat packs for sprains and injuries,

Launched in June 2003, The Fairtrade Association of Australia and New
Zealand (FTAANZ) aims to bring together all interested parties in
Australia and New Zealand to foster and promote a common understand-
ing of Fair Trade practices and those communities marginalized and dis-
advantaged through current international trade practices and rules, par-
ticularly in the Asia-Pacific region.

Fair Trade Fortnight is the biggest event promoting fair trade in
Australia and New Zealand and this year ran from April 29 to May 13.
Events included a speaking tour of coffee farmers from Papua New
Guinea and cocoa farmers, a trans-Tasman student conference, tastings,
public displays and exhibitions and morning tea sessions.

Called Building Trust, highlights of this years report include:

 Receipt of more than 400 applications from producer organisations for
Fairtrade certification in 2005

¢ An 18% increase in the number of Fairtrade certified producer groups
worldwide between 2004 and 2005

¢ The purchase of 1.1 billion Euros worth of Fairtrade products globally,
an increase of 37% compared with 2004

o 178% growth in sales in Australia & New Zealand 2004 to 2005, making
it the fastest growing Fairtrade market

est growing Fairtrade market in the world

e An 84% growth in sales of Fairtrade sugar

¢ Details on the move to ISO 65 compliance for Fairtrade Label

Organisation’s (FLO) certification and standard setting operations

e The establishment and work of the new FLO Producer Business Unit

e 29% growth in the number of organisations licensed to use the
Fairtrade Label globally from 2004 to 2005 (1483 in total)

¢ Products made from Fairtrade certified cotton sold for the first time in
2005, with demand outstripping supply

® Between 2001 and 2005 the number of Fairtrade certified producers
has experienced a growth of 127% and registered traders 132%

¢ The launch of the FLO Producer Certification Fund to help producers
pay certification fees

Sweet like chocolate

Every year in Australia people spend millions indulging in eating
chocolate But for many cocoa farmers in the developing world, the
reality of the chocolate industry is anything but sweet.

For Fair Trade Fortnight 2006, FTAANZ invited two representatives
from the Kuapa Kokoo cocoa co-operative in Ghana to come to Australia
and New Zealand to share with consumers here the reality of life on the
cocoa farm and why it is so important to them that consumers here
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functional foods, herbal teas, sports supple-
ments, nutraceuticals and organic foods. And
then more....

Johanson adds: “As well as being high
quality, Australian products are innovative,
often containing unique ingredients — natural
plants and herbs that grow nowhere else in the
world — and are professionally packaged and
presented.

“Natural product companies are established
and managed by Australians with a “natural”
philosophy resulting in companies that are pas-
sionate and innovative with great energy and
motivation. Overseas buyers love doing
business with Australia and love our products.”

With 30 years experience in Government,
research and the Natural Healthcare Industry,
Val Johanson, Principal of Natural Health
Matters, has gained a comprehensive
knowledge of the regulatory environment that
applies to natural healthcare products both in
Australia and internationally. In addition she
has established a wide network around the
world of contacts and colleagues in the
political, government, industry, research and
education areas. Natural Health Matters is
dedicated to ensuring that the Australian
natural healthcare industry is sustainable and
competitive in the global market and offers a
consultancy service to help achieve these ob-
jectives, as well as conversely companies from
the UK or Europe who are seeking to enter the
Australian and NZ markets.

Contact details: Phone: +61 2 61350180
Mobile: +61 412 887 857 email: val@natural-
healthmatters.biz website: www.naturalhealth-
matters.biz

choose Fairtrade chocolate. Agnes Abrafi and Erica Kyere (pictured
right) braved the winter chills to talk to school and university students,
mayors, chocolate producers, church congregations, journalists and
campaign groups around Australia and New Zealand, armed with warm
coats and a supply of Fairtrade hot chocolate.

For Agnes, a cocoa farmer for 36 years, this was her first taste of
chocolate. Almost all cocoa from Ghana (the world’s second largest
producer of cocoa) is exported overseas for processing. The tiny amount
of chocolate available in Ghana is far too expensive for cocoa farmers
such as Agnes — typically cocoa farmers earn just NZS400 per annum
according to Erica, a research and development officer for Kuapa Kokoo,
who says that low income levels is the biggest problem facing cocoa
farmers in Ghana. Income from cocoa farming is limited to the harvest
season and alternative sources aren’t there for the rest of the year.

In many villages in West Africa, access to clean water is limited and
electricity is rare. Villagers often spend several hours a day collecting
water form the nearest safe water well and waterborne diseases are rife.
The basic conditions in some of the more remote villages throughout
West Africa make it difficult to persuade teachers to work in some of the
more remote villages and in other countries in the region, farmer’s
children typically have to help with work on the farm, which means many
children miss out on education. According to the International Institute
for Tropical Agriculture, a third of school-aged children living in cocoa
producing households in the Ivory Coast have never attended school.

A few years ago, the farmers in Agnes’s village decided to join Kuapa

Kokoo, a farmer’s coop-
erative which sells some .
cocoa to the Fairtrade w
market. Members of the
Kuapa  Kokoo  co-
operative typically earn
about NZ$600 per annum
— 50% more than other
cocoa farmers in Ghana.
Kuapa Kokoo is working
with farmers to develop
alternative income
supplies, such as soap making and fabric printing. Through Kuapa, Agnes
has received training to breed grasscutters, a West African rodent whose
meat is considered a delicacy in Ghana. Agnes now has 16 grasscutters
and she is able to sell them for cash to supplement her income from
cocoa. Although Agnes herself only ever had access to primary level
schooling, the higher income she has received from Fairtrade has meant
she could afford to send her daughter to dressmaking school.

Investing in education has been a priority for the members of Kuapa
Kokoo, who have used some of the revenue from Fairtrade to invest in
projects such as building schools, educating farmers about fair trade and
sending teachers to the more remote villages. Kuapa Kokoo has also been
installing much-needed water wells and toilet facilities in the villages.

o Learn more about Fair Trade in Australia: e-mail aust@fta.org.au
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Fardon:
increasing
public
awareness
about harsh
chemicals

Loralie Fardon: why | tumed
to a more natural lifestyle

id you know that when you apply
something to your skin such as a moisturiser
or shampoo to your scalp, many of the ingredi-
ents make their way into your pores and
through your bloodstream?

“You need to understand what you are
putting on your skin and hair,” says Loralie
Fardon of Pure Earth, an Australian owned
company which makes natural and organic
products in Australia from the highest quality
plant and mineral based ingredients available.

That age old saying, “every cloud has a
silver lining”, never rang so true as it did for
Geoff and Loralie Fardon when they
purchased Pure Earth in 2003.

Loralie had been diagnosed with breast
cancer in 1996 and as with so many in her
situation, she needed to find some answers
and with that came a thirst for knowledge and
a review of her lifestyle to prevent a recur-
rence of this insidious disease.

“The more I read, the more I wanted to
know so I began studying Naturopathy with a
Human Health Science Degree, relocated with
my family from the hustle and bustle of Sydney
to lead a less polluted lifestyle in the country
and began distributing natural products for a
then little known company called Pure Earth,”
recalls Loralie.

Healthy alternatives

Pure Earth was founded in 1999 as a direct
home retailing enterprise when Loralie and
Geoff purchased the Gold Coast, Queensland
franchise in 2002 only to find the company
badly mismanaged and destined to fail.
However, they believed in the ideals and poten-
tial of Pure Earth to help educate the public
about healthy alternatives to the abundant
chemical cocktails prevalent in our so called
“enlightened” society today.

“So, as the saying goes, ‘We liked the
products so much, we bought the company!”
says Loralie.

And because of her personal situation,
Loralie has brought a lot of passion and com-
mitment to Pure Earth and breaks down the
harmful toiletries debate into simple terms.

She says: “A simple exercise you can do to
prove just how efficiently our bodies absorb
external preparations is to rub a freshly cut
clove of garlic on the sole of your foot. Within
moments you will taste the garlic. That's why
you need to understand what you are putting
on your skin and hair.”

Over the past 50 years the use of synthetic
and harmful chemicals has increased dramati-

cally and so too has the incidence of childhood
asthma, behavioural problems, allergies and
even diseases such as cancer. Yet we are con-
stantly exposed to these toxic chemicals every-
where; cosmetics, personal care products,
households, environmental pollutants and
nowadays even in our food and water.

“Many of our Pure Earth customers suffer
from a host of allergies, skin disorders and
illnesses such as Chronic Fatigue Syndrome
and they are experiencing great relief from
their symptoms just by eliminating these harsh
chemicals from their lives,” says Loralie.

“My advice to consumers is look in your
bathroom cupboards, read the labels on your
shampoos, moisturisers, cleansers, soap alter-
natives and baby products. Look at all those
long chemical names — scary stuff! If we can’t
pronounce them, we're certainly not going to
use them.

“If we can increase public awareness, help
consumers to make simple changes away from
the harsh chemical alternatives abundant on
the market, then we are doing our little bit to
contribute to the environment and enhance
quality of life.”

Several years of research have contributed
to the Pure Earth formulations which are not
only completely safe but beneficial as their
unique herbal blends and natural proteins
actually nourish the skin, says the company.

Pure Earth offers an extensive range for all
the family including personal skin care
products for the face, hair and body, a baby
care range, household cleaning products and
aromatherapy, all fully biodegradable and in re-
cyclable packaging.

“We are currently testing a natural
sunscreen preparation for its SPF factor which
we are expecting to come in at around 25-30
and we're very excited about it’s imminent
release for sale” says Loralie.

Natural and organic toothpaste is also
being trialed at the moment and the cosmetics
range will shortly include eye makeup to com-
plement the existing foundation and lipsticks.

Consisting of certified organic herbs and
plant extracts in generous proportions for
greater effectiveness, their products are not
tested on animals nor do they contain any
animal derivatives. Pure Earth has been
accredited with Choose Cruelty Free and all its
products proudly display the internationally
recognised “rabbit” symbol as a guarantee of
their ethical stance against any form of animal
cruelty.

All Pure Earth’s products are suitable for
vegans except for its lipstick which does
contain beeswax but this formulation is
currently under review and it is hoped an
alternative will be offered in the near future.

There are no artificial preservatives or

colourings, no synthetic fragrances but only
the purest essential oils known for their
specific therapeutic qualities and no harmful
chemicals such as SLS and other sulphates,
PEG’s or parabens.

Pure Earth now has more than 85 distribu-
tors Australia-wide and representatives in New
Zealand supplying an increasing number of
select health food stores and pharmacies, clini-
cians, practitioners and this year they began
exporting to several overseas countries with
the assistance of Austrade.

“With Asia practically on our doorstep,
combined with their developing interest in
environmental issues, it was understandable
that they would look to Australia with our very
‘clean and green’ image for inspiration and
solutions to their increasing environmental
and health concerns so our ventures into
export began with several Malaysian and
Asian countries importing our products,” says
Loralie.

Tremendous interest

Following the UK and European Trade Expo in
London in April 2006 where Pure Earth exhib-
ited, there had been such tremendous interest
in their products that Geoff and Loralie envis-
aged a giant leap across the globe to supply
their products to the European market was
indeed feasible and warranted.

“Our familes are originally from the UK so
we've always felt those historical ties and
coupled with our bonds to existing English
relatives, who are not only interested in but
employ natural health alternatives in their
lives, it was a natural conclusion that we would
be doubly excited at the prospect of pursuing
our relationships both professionally and per-
sonally with Pure Earth as our vehicle.”

Pure Earth supports the local community
and charities Australia wide with its commit-
ment to raise awareness for those less
fortunate. “Our essential oil incense sticks for
example are made by handicapped people and
we are proud to contribute to the local services
of the fire brigade, police and ambulance
organisations who in turn provide us with their
expertise and assistance often under difficult
circumstances and we greatly admire their
contributions to the community,” says Loralie.

“It is enormously satisfying to help others
while trying to save the planet with our great
range of natural products,” says Loralie.

To find out more about Pure Earth
products or to check availability in the UK,
please contact angie.coleman@theremustbe-
abetterway.co.uk.

For more information or to order online in
the meantime, see the Pure Earth website
www.pureearth.com.au. or phone + 61 7 5576
3222 for your free catalogue.
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