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Overview

e Part 1 - Value Chain Management + DPP
o Why this topic now + what are value chains?
o WFTO lens on Value Chain Management
o Core questions and FAQs of buyers
o Minimum Viable approach + WFTO members’ advantage
o Digital Product Passport - Background & readiness
« Part2-CSDDD
o Background and overview
o What is the relevance of WFTO members/SME’s?
o Being a pioneer while strengthening your profile
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1. Why this topic now?

Why are we talking about value chains?

* EU rules like CSDDD are changing how buyers manage
responsibility

 Buyers are asking clearer questions about value chains

« WFTO members are affected indirectly, through buyer
expectations

@ This is about market access, not regulation

per say
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2. What is a Value Chain?

A value chain includes all the people, activities,
and steps involved in bringing a product from
materials to making, selling, use, and end of life.
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Supply Chain

Focuses on logistics
and flow

B - al - m

Sourcing Production Delivery

Transport

The supply chain is about

moving products.

Value Chain

Focuses on people,
processes, and value creation

Shills and {
crafesomship /

.0
»
Environmental

and social
\_Impact

Fair pricing and
relationships

The value chain is abow value
created — and for whom.
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3. What Value Chain Management means
(WFTO-lens)

Value chain management means understanding and
responsibly managing your own role in making a
product

— and being able to explain it transparently.

You are not expected to manage the entire
chain.

T
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4. What this is not

* Becoming a corporation
* Perfect traceability
« Expensive digital systems

« Managing what you don’t control

Start where you are. Improve over
time
o G
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5. The 4 core questions at the heart of

value chain management

What happens at
each step?
(making, finishing,
packaging, shipping)

Who is involved?

(workers, suppliers,
sobectourators, buyes)

THE FOUR
CORE
QUESTIONS

here are the main "~ .. ...- 4
risks or sensitivivies? : What proof or
: records exist?

— 2 (policies, logs, invoices,
= photos)

(peak orders, subercuctning, wages, chemicalsh
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6. What buyers ask more often

Typical buyer questions today

* Who makes the product and under what conditions?

* Where do key materials come from?

* How do you prevent child labour and discrimination?

* What happens when production peaks or is
subcontracted?

 Can you show basic records?

R 5
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6. The “Minimum Viable” Approach
— your due diligence pack

e 1-page producer profile

* A simple supply chain map

* A few short policies

» Basic production and wage records
* A grievance mechanism

Simple, clear, and human-readable is enough.

@ You don’t need everything, just the
basics
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7. Why WFTO members are ahead

 Transparency and fair trading are already core WFTO
practices
 Long-term relationships reduce risk

« WFTO GS and audits already cover many expectations

@ YOll are not starting from zero!
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Value Chain Question

Who is involved in production?

How does production happen?

Where are the main social risks?

What proof or records exist?

How are trading relationships managed?

How is environmental impact addressed?

What WFTO Members Already Do

Identify workers, artisans, members,
governance, and any subcontracting

Describe production steps, locations, and
working conditions

Prevent child labour, discrimination, unsafe
work; manage peak orders

Keep policies, wage records, and
documentation reviewed during audits

Apply fair pricing, pre-payment, and long-
term partnerships

Use responsible mat~-ils, reduce waste, and

N

improve practices o me

WFTO Guarantee System Principles

P1 Creating Opportunities for Economically
Disadvantaged ProducersP2 Transparency
Accountability

P4 Fair PaymentP7 Good Working Conditio
P5 No Child or Forced LabourP6 Non-
Discrimination & Freedom of AssociationP3

Good Working Conditions

P2 Transparency & AccountabilityGuarant
System Monitoring & Verification

P4 Fair PaymentP9 Promoting Fair Trade

P10 Respect for the Environment
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8. Digital Product Passport: What it is

* A digital record linked to a product (often via QR code)
* Stores product and sustainability information

 Information is shared differently with brands, consumers,

and recyclers
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9. DPP: Different Roles, Different Levels

 Producer-only:
You provide clear product & material information to a buyer or
platform.
 Producer + Brand:
You may manage a light DPP yourself using simple digital tools.
 Brand-led partnerships:
Buyers may invite you into their DPP system and guide the
process

@ Start at the level that fits your role and scale.
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10. Do DPPs have to be expensive?

Short answer: No.

A Digital Product Passport is about structured
information, not a specific software.

Many small brands already do “DPP-lite”
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Mifuko example

DIGITAL PRODUCT
PASSPORT

Scan te lecrn more cbout this product
Discover the mokers, materials,
responsibility, and the story behind your
Mifuko product.

Group number

2
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Mifuko example

Helsinki, Finland

Mifuko

Kiondo shopper basket | Brown M

ARTISAN GROUPS

Group 4
# Mumo wa manyala
19 Women

Group 8
Umanyi wa muketani
23 Women

Group 18
Ikya kw'oko
25 Women

Group 32
Utanu wa kavilani
20 Women

- Other Groups
View all artisan stories

Manufacturing and Origin

About your product About your product

Social Responsibility and Certificates Social Responsibility and Certificates

Environmental Impact Environmental Impact

povered by OVIIO poversaty OVIIO

Group 4 - Mumo wa manyala X

Mumo wa Manyala Group - Group 4

The Mumo wa Manyala Group is located in the Mavindu
sublocation. The name Mumo wa Manyala means “grace”,

reflecting the values of care and support within the group.

Founded in 2016, the group has 22 artisans. The members
specialize in basket weaving alongside soap making, and
work with recycled plastic, sisal, brown paper, wool, and
banana fiber. Their weaving focuses on rib, stripe, and twill

patterns, mainly in M sizes.

Working with Mifuko provides the artisans with stable
employment and income. The group is known for its strong
mutual support, table banking, and regular weekly
meetings, where quality and progress are reviewed and
achievements celebrated.

View all artisan stones

About your product

PRODUCT DETAILS

SKU 3410L
RETAIL PRICE €99,00
PRODUCT GROUP Shopper basket
ITEM NET WEIGHT 7209

COUNTRY OF ORIGIN Handmade in Kenya

DESCRIPTION

The Mifuko Classic and Bestseller - the M-sized paper
shoulder bag is a perfect blend of style, functionality, and
sustainability. Handwoven by skilled artisans under Fair

Trade principles, this bag is both eco-friendly and ethically

made. Spacious yet lightweight, it's ideal for shopping,
picnics, or a day at the beach, carrying all your essentials

with ease. The long leather straps ensure comfortable wear

over the shoulder, making it the perfect everyday
companion. Handmade with purpose - choose ethical
fashion! - Handmade- 100% Certified Fair Trade* Certified
B Corporation Member+ Empowering women artisans-
Sustainable materials

HOW TO TAKE CARE OF YOUR PRODUCT

RECYCLING /"

Social Responsibility and Certificates
Environmental Impact

Powered by ov]do

over the shoulder, making it the perfect everyday
companion. Handmade with purpose - choose ethical
fashion! - Handmade+ 100% Certified Fair Trade- Certified
B Corporation Member+ Empowering women artisans*
Sustainable materials

HOW TO TAKE CARE OF YOUR PRODUCT

RECYGLING 7

Social Responsibility and Certificates

Environmental Impact
ENVIRONMENTAL FOOTPRINT

THE FIGURE SHOWS THIS PRODUCT’'S GREENHOUSE
GAS EMISSIONS UP TO MIFUKO’S WAREHOUSE IN
FINLAND (2024). IT INCLUDES MATERIALS,
MANUFACTURING, AND INBOUND TRANSPORT AND
LOGISTICS

2,08 kg CO,

This product is handmade using sustainable materials and
fair trade practices, minimizing environmental impact while
supporting local artisan communities.

CARBON FOOTPRINT REPORT 7

Powered by O\/ldo
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Level 1 - Light/DIY

(Often enough for now for small producers § brands)

QR code linking to: Tools:

e Product page e Google Docs / Drive
e Materials & care info e Canva + QR code

e Maker story e Website

e Certifications / values
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Level 2 - Purpose-built & accessible platforms
(Used by ethical & mid-size brands)

Platform

Ovido

EON

Fairly Made

Best for Ease

Small producer-brands, storytelling

Growing ethical brands

Fashion brands with traceability needs
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Level 3 - Buyer-led or consortium systems
(Likely scenario for many WFTO members)

e Brand or retailer selects the DPP solution
e Producer provides structured inputs

e Data governance handled by brand/platform

R 5
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11. DPP Readiness: 3 simple layers

A realistic starting point

1. Product facts
(name, photos, materials, care)

2. Materials information
(origin, supplier, invoices where possible)

3. Proof & records
(production batch, dates, basic QC)

R 5
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12. How it all connects

VALUE CHAIN
MANAGEMENT
you know the answers
CSDDD
buyers ask better %
questions n ‘
Who is What happens
O ? involved? at each step?
9
w é Risks and What proof
sensitiivies? or records exist?

Ac Fo

DPP

answers become structured
product data
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KEY TAKEAWAYS

You are better prepared than you think

Small steps create real readiness

These tools help buyers value your work

QOO
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2.1: What is the CSDDD?

e KEstablishes a duty of corporate due diligence to
o Identify and address
o potential and actual adverse human rights and
environmental impacts
o Own operations + subsidiaries and business partners

e Covers BIG companies placing products on EU market
o >5,000 employees and > €1.5 billion turnover

R 5
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2.1: What is the CSDDD?

A clear precedence!

e Human Rights and Environmental Due Diligence is
acknowledged as corporate obligation in law.

e Manifests certain rights through law (e.g. Living Wage)

e A directive: Some hope for “gold plating”

R 5
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2.2: Timeline (understanding the background)

July 2024: Dec 2025: 2031:
CSDDD N.e\.m July ?028: Betic aid
agreed for political . National Nt
the 1st time agreement laws ready CHanges

| ‘ m

I

i1 _— July 2027: July 2029:
Political negotiations Detailed Rules start
guidelines applying
|
Feb 2025:
CSDDD
reopened
via
"Omnibus”
Courtesy of FTAO

o FAIR ,
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2.3: How the CSDDD affects SME’s

SME’s are not covered (directly) but:

e Opportunity to push this obligation further (pioneering
practices)

e Opportunity to strengthen profile towards buyers

(reliable partner already living up to high Due Diligence
standards)

R 5
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2.4: The WFTO lens on CSDDD

Important to go beyond compliance

e Integrate into core business model and practices

e Demonstrating that Due Diligence is not just viable, but
an advantage

e Show-casing the types of business model that facilitate
Due Diligence

GATEWAY  s2fs,
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2.5 Recent updates (Omnibus)

Revised text agreed in December 2025

e Room for national improvement on disengagement Art.
11(77) and stakeholder engagement Art. 13

e Risk factors aligned with OECD frameworks and risk
assessment must cover full chain of activities

e Scoping of risks based on reasonably available info

e NGO’s removed from definition of stakeholders

N
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July 2028: 203F;

z Review and
National
maybe
laws ready
changes

2.6 Detailed Guidelines

July 2027: July 2029:
Detailed Rules start
guidelines applying

Opportunity for improving the directive

Especially on interpretation on best practice, e.g. on Living
Wages and Living Income

o FAIR .
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2.7 Living Wage and Living Income

Advocacy to include in the Detailed Guidelines:
e Living Income Gap as adverse human rights impact

e Steps companies should take to close LW/LI gap
(inspired by FT practices)
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2.8 Disengagement

Key safe-guards lost in recent version

e Termination requires no stakeholder engagement

e Suspension remains last resort and harms must first be
assessed
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2.7 Pioneering + strengthening your profile

Key FT practices address Due Diligence obligations
in CSDDD

e You are already amongst top of class
e Help us show-case this to improve policies

e Use this awareness to strengthen your profile as supplier
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Questions?
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