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aving a purpose is great; finding a

iche to employ that purpose and
utilizing it to educate others is alto-
gether another.

For Vancouver-based Fairware, the raison détre
is social awareness and environmental conscious-
ness; it was built into the company’s DNA when it
was founded by partners Denise Taschereau, Andrea
Haurris and Sarah White.

Together, the three women envisioned a pro-
motional product company with a core focus on
premium, value-added service through the util-
ization of environmentally sustainable products
manufactured in accordance with socially accepted
principles.

The idea came about in 2005 when Taschereau,
who, asthe director of sustainability and commun-
ity at Mountain Equipment Co-op (MEC), noticed
that companies committed to social and environ-
mental responsibility were getting caught in hot
water because of their detrimental choices when
sourcing promotional products.

At the time a non-profit organization committed
to human rights work put their logo on T-shirts for
a campaign they were running but ended up taking
a lot of bad press because of an activist movement
that was targeting the company they sourced from
because of unethical labour practices.

“Another similar thing happened with a large
financial institution at that time,” recalls Taschereau
who started asking herself: “is there no one offering
promotional products that reflect environmental
issues and workers rights and managing the risks
that that can bring to a brand if they are not care-
ful?™

She would also get numerous calls from cus-
tomers looking to putlogos on MEC products, but,
because the company was not set up to handle that
level of promotional business, the idea to create a
socially responsible company in the imprintables
industry was born.

Having launched with a very targeted niche,
the concept was to source from companies deeply
committed to corporate social responsibility and to
educate companies, government agencies, Wot-For-
Profit organizations and academic institutions on
products that reflect shared values and reinforce a
desired message.

The company model is simple: take unique, high
quality promotional items which meet social and
environmental standards and combine them with an
in-depth level of knowledge. Then, cleverly deliver

them within cohesively branded campaigns targeted
to organizations who share the same corporate val-
ues and cannot afford to give away products that
don’t embody those standards.

This model has rocketed Fairware to triple-digit
growth in three years while amassing an impres-
sive client base consisting of household names like
Mational Geographic, Ben & Jerry’s, Aveda, Penn
State University, Eileen Fisher, BC Hydro (the list
goes on and on...and on!)

“For a small promotional company out of
Vancouver, we have quite a significant reach across
North America, and companies come to us exclu-
sively because of our niche and depth of research
we doy” says Taschereaw, who adds that 40 per cent
of the company’s business is in the U.S.
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The three partners’ roots in social and environ-
mental issues are what brought them into this busi-
ness. White was deeply involved with community
art initiatives; Harris continues to work actively in
community leadership through alocal credit union
in Vancouver while acting as a strategic partner to
the company. Taschereaus worl with MEC {a com-
pany also devoted to social change) allowed her to
speak at conferences and amass numerous contacts
with companies that share these values. Currently,
she is actively involved in speaking and just com-
pleted a three city tour for the Social Investment
Organization in which she spoke about green mar-
keting, consumer habits, product development and
ethical product sourcing,

“We do alot of education around real issues. We
can explain the technical composition of products
and we help a lot in our client’s campaign develop-
ment through coaching, consulting and incentive
focus,” explains Taschereau. “We also do alot of pro-
tessional development and our high level of exper-
tise makes it easy for us to tee up with clients”

Fairware iscurrentlycollaborating with Amnesty
International- an international a non-governmental
organization focused on preventing and ending the
abuses of the rights to physical and mental integrity
while promoting all human rights.

Taschereau explains it is critical to clients like
these to know that they are dealing with a company
that understands the issues and shares the same
values. Essentially, without that conversation, an
organization’s brand is seriously at risk.

The company also puts together pelicy docu-
ments and how-to guides for its clients in order to
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help educate them on what to look for when sourcing
in the future and the importance of an overall com-
mitment to improving global supply chain manage-
ment in the socio-environmental context. In doing
this, Fairware has effectively established trusting and
solid relationships with its extensive client base.

Execvtion i€ Control

If knowledge is power, then being able to apply
it to a focused strategy and execute it according to
a client’s objective is control.

Fairware malees its mark by helping companies
understand the links between products and effect
by coming armed with various strategies directly
aligned at fulfilling any given objective. It could be
that a corporation wants to reduce its carbon foot-
print, or an organization wants to get away from
using plastic water bottles at meetings; Fairware will
put together programs that combine educational
elements with products directly aimed at accom-
plishing that objective.

A good example of execution was Fairware’s
work with New York based women's clothing com-
pany Eileen Fisher. Having been awarded recipients
of their Grant for Women Entrepreneurs in 20086,
Fairware was given the opportunity to work on a
Gift with Purchase program to celebrate Earth Day
2007,
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