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they needed to take on a holistic vision if they wanted to
effectively address health and social justice within their com-
munity. The types of health problems they were seeing were
directly related to an environment void of

indigenous communities engaged in sustainable agriculture

and reforestation, “In the beginning our focus was organic,

fair trade and shade grown, but we have evolved and grown,
and with that growth we have felt the need

grocery stores and access to healthy foods.
People’s Grocery has developed a
number of programs that focus on enter-
prise development, urban agriculture and
community outreach and education. Some
of their projects include a Peer 2 Peer
program in which fellow middle and high
school students educate each other about
food justice and eating healthy, job training

“Our main belief is that
you cannot uncouple
social justice and
envirormental issues.”
—Brahm Ahmadi,
People’s Grocery

to look at not just sustaining whal we are
doing currently but also towards reparation
of lands that have already been dam-
aged,” says Pierre Ferrari, Guayaki's VP of
Marketing. “The most important thing we
communicate to our customers is that the
price they pay for their Yerba Mate is for
more than what they hold in their hand.”
Currently, Guayaki has a team of five

that provides community
members with skills to
be competitive in the
warkplace and a modi-
fied CSA (community
supported agriculture)
program called The

Grub Box. The Grub

Box allows residents to
subscribe to a seasonal,
culturally-appropriate,
affordable bag of organic
fruits and vegetables
from the Sunol Farm and
{:”I'I'Ir'l'lL]l'lI‘t}" gard{:nﬁ on a
weekly or bi-monthly ba-
sis at an affordable price.
Through these programs
People’s Grocery has
been able to make a
significant impact within
their community and
they have big plans for
the future. They are in
the process of develop-
ing a program called
Community HANDS
(Health and Nutrition Demaonstrators), which trains commu-
nity members to deliver demonstrations and educate other
community members in exchange for compensation. They
also are in the early stages of building a fully equipped gro-
cery store in West Oakland, “We hope that through our proj-
ects we can help build a new food system” shares Brahm.

ocal, community-based food movements gave birth to
the concept of integrated food systems, but in today’s
global economy it is equally important to recognize the im-
pact that our food choices have on communities worldwide.
Guayaki Yerba Mate hegan as a senior project of two
students, Alex Pryor and David Karr, from Cal Poly University
in San Luis Obispo. Their goal was to provide organic
and fair trade yerba mate teas through an innovative busi-
ness model called Market Driven Restoration. Through
this business model, Guayaki serves as a bridge, linking
consumer purchases of healthy Yerba Mate products with
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Guayaki’s reforestation team works with local farmers to repair rainforest land
and establish sustainable farming models.

employees dedicated
lo reforestation projects
in Argentina, Paraguay
and Brazil. The leam
provides technical as-
sistance and support for
farmers by mainlaining
nurseries of indigenous
plants while providing
technical assistance in
the process of succes-
sional transplanting. In
addition, Guayaki brings
experts on organic
farming and local mate
growers together in
various seminars to talk
about the best possible
practices. The seminars
are open to the entire
:;:mlmunil}r, thus encour-
aging many farmers lo
adopt organic practices.
Guayaki’s bigges!
enceavar, 2000 by 2010,
is an ambitious project
that aims to establish the
restoration of 2000 acres of rainforest land by the year 2010,
In order to achieve this goal, they have launched a wide
variety of new products. “Getting people to try something
new that they may never have heard of before can be quite
a challenge” says Pierre, “but passion and awareness are
infectious, The more you hegin to learn about the benefils
of Yerba Mate and the impact we are making on the areas
where it is grown, the more you see how your choices
impact a community thousands of miles away from you.”

Amidst the conversation with each of these individuals
there lies a comman thread; each member views their
choice to grow and produce organically as an integral
part of their overall mission. Giving back is not an after-
thought, it is an extension of personal values that are
carried through every action and decision they make as
successiul business people, ®
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