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Harnessing Consumer Purchasing Power  
 to Alleviate Global Poverty 



Theory of Change: 
Solving Problems Through Market Innovation 
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The Global Social Challenge 

1.4 billion  
live on less than $1.25/day 

400 million 
informal workers live in poverty 

70%  
of these informal workers are women 

The Challenge:   
How can we build commerce as a tool for empowerment for 
women in the informal sector? 

Artisan at Tara Projects 
Tara supports thousands of women in rural India to gain economic 
independence and pursue their dreams. 



Dream of a Solution the size of  
the Problem 
Build a bridge of opportunity to connect women in the US through their 
purchasing choices to women in communities around the world 

Convenient: Easy choices for consumers through branded programs with mainstream retail 
outlets and make it easy for retailers to implement. 

Trend Right: Excellent quality and style of product across a wide range of categories with 
custom programs designed for different retail environments. 

Trustworthy:  Ensure trust for the customer that you can buy with confidence and learn about 
the impact your are making. 
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A Platform 
Brand that 
Resonates with 
Consumers 

Product Design, Sourcing 
Relationships, Ethical 
Organizing System 

Online and Offline 
Partnerships with 
Retailers including 
Whole Foods & eBay 



The world’s first online marketplace 
that allows social change consumers 
to discover products that align with 
their personal values 
•  25,000+ products in 15 categories 

including Jewelry, Health & 
Beauty, Home & Garden 

•  Hundreds of ethical sellers 
•  Hundreds of millions of 

impressions through eBay 
marketing levers 



Strategic Partners 

1200 locations around 
the US including 

12 foot World of Good Section on Carnival Cruises through LVMH-Starboard Division 



•  Each item is hand crafted and fair trade 
•  Each one carries on the tag the story of the 

community and the impact 

•  Signage in store tells the story of the origin   

Social impact & Story telling 



WoG Sales: 
OG + future brands 

All Sales on 
WorldofGood.com 

Market Shift 
Wage guide, 
certification 

systems, other 
companies 

following suit 

Net Impact: 
5% of $55B = 

$2.75B 

Social Impact 

Developme
nt Grants 



World of Good Social Impact  

Sale of product results in direct 
economic empowerment for over 
20,000 women in 70 countries and 
provides their children with better 
education and nutrition 

Computer lab in South Africa Primary school in North India  Fresh water well in Kenya 

Artisan at Tara Projects, which supports thousands of 
women in rural India to gain economic independence 
and pursue their dreams. 10% of Net Income donated to 

development projects 


