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Overview of the Nurturing Global-minded Changemakers (NGC) Program

In 2021, Hong Kong Baptist University implemented the NGC program, a three-
year knowledge-transfer initiative set to be completed in July 2024. The
innovative program aimed to cultivate a new generation of socially responsible
leaders equipped with the skills and knowledge necessary to address pressing
social issues. fostered social entrepreneurship and innovation through a dynamic
blend of experiential learning, interdisciplinary collaboration, and deep
community engagement. Funded by the Social Innovation and Entrepreneurship
Development Fund', the NGC program aimed to equip students with both
theoretical insights and the practical skills needed to apply their knowledge in
real-world settings, reflecting commitment to social impact and entrepreneurial
solutions.

Students as Partners of Social Enterprises

Central to the NGC program was “Fundamentals of Social Entrepreneurship and
Social Impact,” a flagship course designed to unite students from diverse
academic backgrounds with the objective of developing scalable solutions for
social enterprises in Hong Kong. This immersive course challenged students to
collaborate on developing innovative business plans for local social ventures.
Culminating in a high-stakes pitch competition, undergraduate and postgraduate
students had the unique opportunity to present proposals on behalf of their
partner social enterprises, vying for a substantial grant of HKD 150,000.

By combining traditional lectures with six guest lectures across various
disciplines such as social entrepreneurship, finance, marketing, and psychology,
this transdisciplinary approach aimed to provide students with a well-rounded
understanding of the complexities of social ventures and enhance their business
plan development skills by integrating diverse perspectives crucial for their final
assignment. At the end of the course, students presented their business plans for
the Capacity Building Fund during a funding committee meeting, where they
competed for the HKD 150,000 grant. The winning team would have the
opportunity to implement its project over the course of one year, achieving a
tangible impact on the community.
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Winner of First Cohort: Happeriod?®

Overview of Happeriod

Happeriod, the winner of the first cohort, is an innovative social enterprise based
in Hong Kong that specializes in menstrual education and related products. The
company’s mission is to create a supportive environment where individuals who
menstruate can share experiences, challenge societal norms, make informed
decisions about menstrual products, and foster body autonomy. Happeriod
offers a diverse range of eco-friendly menstrual products, engages in product
consignment and wholesale, conducts online and offline workshops, and
facilitates custom collaborations to enhance menstrual awareness and education
within the community.

Grant Utilization: “Master M” Campaign

The Capacity Building Fund grant, awarded to Happeriod for the period from July
1, 2021, to June 30, 2022, enabled the launch of the impactful Master M
campaign. This initiative aimed to educate the public about gender equality,
promote positive attitudes toward women’s menstrual health, and enhance brand
awareness. Throughout the campaign, Happeriod organized eight menstrual
education workshops for university students and the broader community.

Impact and Outcomes: Strengthening Networks and Visibility

A key highlight of the campaign was the “Be Your Own Master M Workshop?® (X £
M8 48 T {E35),” which focused on menstrual hygiene, stigma, and women’s body
autonomy. These workshops were conducted online and face-to-face in
collaboration with local universities in Hong Kong, attracting over 150
participants. Moreover, the “Master M Poster Design Competition” garnered 11
creative entries, which were showcased at the “Master M Poster Competition
Exhibition.”

The grant considerably strengthened Happeriod’s partnerships with universities
in Hong Kong and enhanced its engagement within the education sector. It also
expanded the company’s network within the LGBTQ+ community through
collaborations with organizations such as “Onebookhalf x Gender,” a key advocate
for gender equality. By leveraging effective social media strategies on platforms
such as Facebook and Instagram, Happeriod successfully reached an impressive
audience of 75,723 individuals and gained 909 new followers, which resulted in a
remarkable increase in the customer base by 545. This initiative not only raised
awareness but also empowered individuals to embrace and advocate for their
menstrual health and rights.
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Winner of Second Cohort: SoGlue* (D.E.C.T. Production®)

Overview of D.E.C.T. Production

D.E.C.T. Production, the winner of the second cohort, is a dynamic production
house dedicated to providing employment opportunities to teenagers who are
“not in education, employment, or training” (¥ #F & ). By offering production
services to social enterprises, D.E.C.T. Production aims to create meaningful work
experiences in video production, event photography, livestreaming, and
educational workshops.

Grant Utilization: Establishment of “SoGlue”

With the support of the Capacity Building Fund grant, D.E.C.T. Production
established a new social enterprise named SoGlue. This initiative aims to facilitate
partnerships between social enterprises, corporate clients, government and non-
government organizations (NGOs), and various stakeholders, effectively serving
as a “glue” to enhance corporate social responsibility initiatives. Throughout the
one-year grant period, SoGlue utilized the funding to register the organization and
develop a series of workshops. From March to May 2023, the enterprise organized
engaging workshops to connect social enterprise partners with potential
corporate clients. During these sessions, social enterprises had the opportunity
to showcase their services and capabilities to potential clients by contributing
through catering, production, and event support, as well as facilitating
professional expertise, such as expert tutors. Notable events included the
following:

+ Art and Inclusion: Arabic Calligraphy Cultural Art Workshop®

* Experiential Yoga Program for the Elderly

* The Healing Power of Nature

« Empower Women, Create Impact: Scarf Sewing Workshop’

Impact and Outcomes: Creation of Shared Values Among Social Enterprises and
For-profit Organizations and Academia

The workshops attracted senior management from publicly listed companies in
Hong Kong, as well as representatives from sustainable consulting agencies and
academic institutions. In the future, SoGlue plans to expand its operations and
attract additional local social enterprises as partners. The organization’s strategy
focuses on sustaining partnerships by introducing its services to corporations
through a series of online and in-person events. To enhance public awareness, the
SoGlue project team intends to refine its advertising strategy and shift its focus
from Instagram to LinkedIn to reach a broader corporate audience. This strategic
adjustment aims to maximize engagement with potential clients and the network
of social enterprises.
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Winner of Third Cohort: Snaildy Education®

Overview of Snaildy Education

Snaildy Education, the winner of the third cohort, is an innovative education
technology social enterprise dedicated to supporting students with special
educational needs (SENs). By fostering connections between parents, school
teachers, and frontline educators, Snaildy aims to create an interconnected SEN
service ecosystem known as “Snaildiverse,” promoting meaningful inclusion and
community participation.

Grant Utilization: SEN Inclusion Carnival

Snaildy Education was awarded the Capacity Building Fund grant for the period
of June 1, 2023 to May 31, 2024. Early in the grant period, the organization revised
its initial plans and shifted its focus from a traditional SEN exhibition to the
“SnailDay! SEN Inclusion Carnival 2024 (20243 & 44A A F5)°

Impact and Outcomes: Promotion of Culture of Social Inclusion

Held on February 3, 2024, at Ap Lei Chau Wind Tower Park, the carnival aimed to
promote the value of meaningful SEN inclusion and foster community
engagement. The event featured seven interactive game booths designed to
provide participants with firsthand experience and insights into the challenges
faced by individuals with disabilities and SEN students. The key themes were as
follows:

* SEN sports

« Virtual reality experience

* STEM education

* Nutrition

* Digital arts

Participants earned stickers that could be exchanged for various souvenirs, such
as keychains representing nine types of SENs, fai chun, and other stickers. This
interactive approach not only educated attendees but also encouraged them to
understand and develop empathy toward the SEN community. The event
successfully attracted over 500 participants, who actively shared their positive
experiences and event photos with friends, family, and their communities on
social media, further amplifying the message of inclusion.

Snaildy Education experienced a significant boost in its social media presence,
gaining over 100 new followers on platforms such as Facebook and Instagram
after the carnival. The event also garnered media attention from two digital
outlets, enhancing its visibility and facilitating powerful word-of-mouth promotion
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The enterprise will continue to raise awareness and foster sympathy for
individuals with SENs by organizing events and workshops in the community.
Through such initiatives, Snaildy aims to sustain and expand its impact, further
integrating SEN individuals into the fabric of society.

The NGC program exemplifies an innovative approach to education that fosters
social responsibility and community engagement. Meanwhile, the achievements
of the cohort winners—Happeriod, D.E.C.T. Production (SoGlue), and Snaildy
Education—demonstrate the transformative power of experiential learning, with
students acting as partners in addressing social issues.

Discussion Questions

1. How do social enterprises balance their social mission and business goals?
Provide examples from the cases where this balance was effectively managed.

2. Compare the three grant-winning projects (Happeriod, SoGlue, and Snaildy
Education) in terms of their missions, strategies, and impact, considering how
their approaches draw upon different fields of knowledge (e.g., business,
social sciences, education, design). How did the integration of multiple
perspectives contribute to their success in securing the HKD 150,000 grant?

3. Evaluate the role of cross-sector partnerships (e.g., universities, corporate
clients, NGOs, government agencies) in the success of social enterprises.

4. Focusing on Snaildy Education, analyze the effectiveness of their current
engagement strategies (e.g., the interactive carnival) within its specific cultural
context. Then, propose alternative approaches that could be employed in
different cultural settings.
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Empowering the Elderly at Gingko House and Beyond
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The authors may have disguised certain names and other identifying information to ensure
confidentiality.

Copyright ©2023, Dr. Connie Li and Miss Lau Ka Lam. First version: 2023-09-20.

Company Background

Founded in 2003, Gingko House' is a pioneering organization in Hong Kong
dedicated to promoting the employment of elderly individuals. As a social
enterprise, Gingko House operates various businesses and services, including
restaurants, necessity stores, farm products, and food manufacturing. Over the
past two decades, Gingko House has employed over 3,000 elderly individuals,
focusing on those who need support due to poverty, loneliness, and lack of
confidence.

The core mission of Gingko House is to assist elderly individuals who face poverty,
loneliness, and other related challenges. They also actively support those in need
through several initiatives, such as delivering free meals and soup to
impoverished elderly. Gingko House also organizes volunteer activities to foster
companionship among the elderly, which can help them combat the effects of
loneliness and isolation.

Gingko House’s Adaptation to the Pandemic

Gingko House faced significant challenges during the COVID-19 pandemic®. With
fewer people dining in their restaurants, their profits have decreased, resulting in
the suspension of their restaurant operations and forcing them to explore
alternative solutions. To find alternative income opportunities, in 2020, Gingko
House launched the “Gingko Handmade” program, which provides elderly
individuals with opportunities to utilize their unique skills, such as sewing and
embroidery, to create handmade products.

The business model of Gingko House is simple and elegant. The “Gingko
Handmade” program offers a seamless transition for elderly individuals who were
compelled to stop working in restaurants during the pandemic. Gingko House
cleverly utilizes the space within their restaurants during non-peak hours,
allowing the participants to craft seasonal handicrafts, including Christmas tree
decorations and blessing bags. These items are subsequently sold offline and
online through a dedicated website called “ElderShop by Gingko House.”

11
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According to the person-in-charge of the “Gingko Handmade” program, the
response to their handicraft products has been positive. However, they are
unable to handle mass orders due to the festive-based, seasonal, and handmade
nature of their products. Despite the demand and interest that their products
have garnered, the limited work hours and productivity of the elderly participants
have hindered mass production. Gingko House acknowledges the need to
diversify its product offerings to ensure consistent sales and revenue throughout
the year. To achieve this goal, Gingko House is determined to identify a signature
product that can be sold all year round, independent of festive occasions. This
sought-after item should possess broad appeal and market demand, allowing
Gingko House to increase its production and attract a larger customer base. By
concentrating on a flagship product, Gingko House aims to expand its market
presence and generate sustainable income for the elderly participants.

The “Gingko Handmade” program exemplifies how Gingko House leverages the
skills and talents of elderly individuals to create income-generating
opportunities®. By tapping into their abilities, Gingko House enables the elderly to
regain financial independence and improve their overall well-being.

Discussion Questions

1. Considering Gingko House’s operational limitations and target audience,
propose a flagship product that reflects both cultural relevance and market
viability. How might the production process itself be designed to minimize
environmental impact and promote sustainable practices?

2. Conduct secondary market research on the suggested product and explain
why you believe it would be a suitable fit for the operations of Gingko House.

3. Explore potential cross-sector partnerships (e.g., with local artisans,
community organizations, educational institutions, government agencies, and
ethical sourcing providers) that Gingko House could leverage to enhance the
reach, impact, and sustainability of their “Gingko Handmade” program.

4. Develop a framework for measuring the social impact of the “Gingko
Handmade” program, considering both quantitative and qualitative indicators.

12
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Promoting Community Tourism in Hong Kong:
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confidentiality.
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Company Background

Founded in 2016, Kaifong Tour® is a social enterprise with a mission to foster
community connection and engagement in Hong Kong through the concept of
community tourism. By organizing community tours and educational programs,
Kaifong Tour aims to create a people-oriented and sustainable environment for
community development.

Kaifong Tour believes that community tourism offers an ideal platform for
connecting kaifongs (neighborhoods) and local communities. Their tours not only
offer exciting travel experiences and in-depth explorations of the characteristics
and culture of each district but also raise social awareness and foster a sense of
identity and belonging among the participants.

Through community building and exploration projects, Kaifong Tour creates
opportunities for participants to delve deep into the urban landscape and engage
with various social topics. Apart from having over 40,000 participants to date,
Kaifong Tour has collaborated with more than 100 community partner
organizations, including social enterprises, NGOs, educational institutions, local
residents’ organizations, hospitals, district councils, and government
departments.

Kaifong Tour offers over 50 community routes and networks that span all 18
districts of Hong Kong. Participants can explore different streets and alleys to
gain a comprehensive understanding of Hong Kong’s diverse neighborhoods. This
extensive coverage also allows for a holistic exploration of Hong Kong’s cultural
and social fabric.

Empowering Cultural Ambassadors
»2

The “Re: South - The Heritage and Community Arts Project” project invited
Kaifong Tour to partner with the Warehouse Teenage Club to promote the cultural
significance of the Southern District through guided tours. This project recruited

14
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retirees and young people as trainees to become cultural ambassadors of the
district. These ambassadors embarked on tours to explore the Aberdeen and Ap
Lei Chau areas, which showcase the authentic side of the South District.

The project also aimed to empower these ambassadors by increasing their
confidence and sense of belonging to the district. Through the guided tours they
led, these ambassadors not only shared their knowledge and insights but also
discovered some corners of the district that they had rarely visited in the past.
This exploration process allowed them to reflect on their own skills, knowledge,
and strengths, thus fostering their personal growth and connections to their
community.

Impact and Sustainability

The “Re: South - The Heritage and Community Arts Project” facilitated group
discussions among the participants that promoted knowledge exchange and
fostered their sense of community. The ambassadors and participants engaged in
meaningful dialogue about the heritage and cultural significance of the district by
sharing their findings and experiences. The project also developed the tour
guiding knowledge and skills of the participants, thus transforming them into
trained community guides and leaving a lasting impact on the ambassadors and
the community®. One of the Southern District Cultural Ambassadors even joined
the Kaifong Tour team as a community guide, regularly leading community-guided
tours in Aberdeen. The project’s success showcases the potential for community
tourism to empower individuals, promote cultural preservation, and achieve a
sustainable community development.

Future Directions

Recognizing the importance of education, Kaifong Tour decided to expand its
reach in the educational sector, particularly in primary and secondary schools. By
promoting education programs, such as design thinking and junior docent
training, Kaifong Tour aims to instill a sense of community engagement and
cultural appreciation among students.

During the pandemic, Kaifong Tour faced challenges as local tours and training
programs were put on hold. To sustain their business, a group of marketing
students at Hong Kong Baptist University explored business solutions for Kaifong
Tour, including developing a board game, and establishing a cultural exchange
forum.

15
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Solution 1: Developing a Board Game

Recognizing the challenges faced by Kaifong Tour during the pandemic, the
aforementioned marketing students proposed developing a board game that
incorporates the concept of community and the enterprise’s mission. This game
offered students a learning tool that allows them to explore different
communities regardless of time and place. Through this board game, Kaifong Tour
sustained their business while fostering community engagement and cultural
appreciation.

Solution 2: Establishing a Culture Exchange Forum

To allow students to interact with people from different cultures, these marketing
students proposed an online cultural exchange forum where secondary school
students could share their community stories and histories, thus fostering a
cross-cultural understanding. The forum’s discussions were recorded and
uploaded on the social platforms of Kaifong Tour for promotion. This initiative not
only enhanced the presentation and communication skills of secondary school
students but also promoted the values of Hong Kong’s communities despite the
postponement of physical tours.

After extensive discussions and a thoughtful deliberation, the marketing students
representing Kaifong Tour strategically decided to pitch their idea of developing a
board game as a social innovation solution in a business competition. Could this
innovative board game concept be the winning idea we have been looking for?

Discussion Questions

1. Analyze the cultural values, social dynamics, and learning preferences of
diverse university student populations. How can Kaifong Tour’s board game be
designed and adapted to resonate with these diverse groups, fostering
inclusivity and cross-cultural understanding?

2. What pricing models and promotion channels should Kaifong Tour consider
making this board game accessible and appealing to university students?

3. Beyond the board game, propose an alternative strategy for Kaifong Tour to
expand its business and reach a wider audience, such as corporate clients.
What might that idea be?

16
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1 Kaifong Tour, https://kaifongtour.com/.

2 Urban Renewal Authority, “Re: South — The Heritage and Community Arts Project”,
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3 Kaifong Tour, “Re: South — The Heritage and Community Arts Project”,
https://kaifongtour.com/project/the-warehouse-club-in-southern-district/?lang=en.
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“Inherit the Love, Empower in Sports”: Fostering

Inclusion and Empowerment in Hong Kong’s Sports
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Finding Vision

Inherited Sports?, a forward-thinking social enterprise based in Hong Kong, has
interwoven the compelling ethos of “Inherit the love, empower through sports”
into its core mission. Established in 2023 by a dynamic team composed of two
sports coaches and an educator, the enterprise aims to initiate systemic
transformation within the sports ecosystem. In the vibrant city of Hong Kong,
where ethnic minorities have historically been sidelined in sports? Inherited
Sports stands as a counterforce, striving to create a highly inclusive and equitable
environment for sports participation and coaching.

Hong Kong’s principal ethnic minorities are shown in the table below.

(2021 Population Census)
S ——

Indonesian 142 065
Filipino 201291
White 61 582
Indian 42 569

Pakistani 24 385
Nepalese 29701
Japanese 10 291

Thai 12 972

Other Asian 24 588
Others 70 124

18
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Barriers to Sports Participation among Ethnic Minorities

Historically, ethnic minorities in Hong Kong have faced substantial barriers to full
participation in sports and recreational activities. Inherited Sports was founded
to dismantle such barriers and promote equal opportunities in sports coaching.
The enterprise advocates not only physical health but also the transformation of
personal interests into sustainable careers by concentrating on sports such as
swimming, shoot boxing, fitness, stick mobility, and new sports.

Innovative Solutions for Empowerment

Inherited Sports has successfully secured grant funding from the Social
Innovation and Entrepreneurship Development Fund (SIE Fund) through the
Innovator Farm® organized by Fullness Social Enterprises Society (FSES). The
enterprise is committed to training a new generation of sports coaches from
ethnic minority backgrounds through its flagship “Sports Leadership Training
Program.” The program not only equips ethnic minorities with essential sports
skills but also supports them in obtaining official coaching certification, enabling
them to transform their passion into a professional career.

Hong Kong offers a unique market opportunity due to its demand for English-
speaking sports coaches. Inherited Sports’ initiative is strategically positioned to
meet such a need, which is to supply a consistent stream of qualified coaches to
international schools, non-Chinese-speaking residents, and citizens who share the
same ethnic background as the coaches.

Sustainable Development Goals* and Business Strategy
The business strategies of Inherited Sports contribute directly to the company’s
attainment of the following sustainable development goals (SDGs):

To foster good health and well-being (SDG 3):

Inherited Sports demonstrates its commitment to the well-being of its employees
and the broad community by promoting health and wellness through its sports
services.

To promote quality education and lifelong learning (SDG 4):

Inherited Sports provides essential skills development training and work
experience to ethnic minority youths, supports educational goals, and enhances
public relations narratives with impactful empowerment stories.

19
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To support decent work and economic growth (SDG 8):

Inherited Sports contributes actively to the region’s economic growth by
employing young individuals from diverse ethnic backgrounds. This practice can
create not only new opportunities but also an inclusive work environment that
aligns with the Environmental, Social, and Governance principles of social equity
and employment.

To reduce inequality (SDG 10):

The employment of ethnic minority youths in sports services solidifies Inherited
Sports’ dedication to reducing inequality, which in turn will enhance its social
impact and strengthen its corporate social responsibility reputation.

First Women’s Swimming Course for Ethnic Minorities

A landmark achievement for Inherited Sports is its introduction of the first
women’s swimming course for 48 ethnic minorities at the Kowloon Park Swimming
Pool. Swimming is a popular activity in Hong Kong, but access to this sport is not
straightforward for ethnic minorities, especially women. The act of swimming in
public pools can mirror complex societal issues. For instance, some ethnic
minority groups hail from cultures in which swimming is not common or
accompanied by distinct cultural norms pertaining to swimwear and the mixing of
genders in swimming spaces. Certain ethnic minority groups may have modesty
requirements for clothing that do not match typical swimwear standards, which
can lead to reduced participation in public swimming.

Thus, a comprehensive strategy that covers cultural sensitivity, language barriers,
targeted outreach, and programming is necessary to address such issues, as well
as policy modifications to ensure the accessibility and inclusivity of pools for all
community members. With financial support from the Wofoo Foundation® and
logistical resources from the Leisure and Cultural Services Department®, the
course represents a significant breakthrough by providing ethnic minority women
with a safe environment to learn to swim, facilitated by female coaches and
lifeguards’.

Future Development

With grant funding secured for a year, Inherited Sports must identify strategies to
sustain its business with a robust social mission. A prospective step is to develop
additional business-to-business courses targeting corporations that share the
company’s mission and strive to enhance the well-being of their staff through
sports activities led by ethnic minorities. For instance, Inherited Sports
introduced molkky?, an emerging sport, to older adults in wheelchairs and
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delivered shoot boxing courses for DBS Bank. Inherited Sports stands as a
testament to the potential of sports to be a conduit for social change. It is poised
to leave an indelible mark on sports participation and coaching in the community
by championing inclusivity and opportunity for all and continuing to break new
ground and expand its reach.

Discussion Questions

1. Develop a Social Lean Canvas for Inherited Sports.

2. What are some potential revenue models that Inherited Sports can adopt to
maintain its social mission while being financially viable?

3. Analyze how Inherited Sports’ strategies can contribute to the attainment of
specific Sustainable Development Goals (SDGs), considering the
interconnectedness of social, economic, cultural, and environmental
dimensions of sustainable development.

4. Develop a culturally sensitive communication strategy for Inherited Sports to
effectively convey its value proposition to diverse potential sponsors and
partners, including corporations, foundations, government agencies, and
community organizations.
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Feeding the Hunger for Dignity
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Challenges for Disability-Inclusive Development in the Asia-Pacific Region

“Ableism,” or the discrimination and prejudice against people with disabilities
(PWDs), has remained a pressing concern in the Asia-Pacific region for decades.
Despite increased awareness and international efforts?, this marginalized group of
over 700 million individuals in the region continues to encounter significant
barriers to their full integration into society?.

“[Dlisability is an evolving concept and that disability results from the
interaction between persons with impairments and attitudinal and
environmental barriers that hinders their full and effective participation in

society on an equal basis with others”’

PWDs (an estimated 15% of all national populations) often lack equal access to
rights, opportunities, and essential social provisions, such as employment,
education, social protection, financial resources, and healthcare®. The limited
access to education is particularly concerning, with approximately one-third of
children not attending school being children with disabilities. In the ASEAN
region, less than 10% of children with disabilities have access to education®. For
instance, in Cambodia, the completion rate for lower secondary education among
disabled adolescents was merely 4%, while their non-disabled peers achieved a
significantly higher rate of 41%°.

Moreover, the limited access to vocational training and employment
opportunities for PWDs results in a high incidence of poverty, especially among
women, youth, and those with hearing impairments. This situation is exacerbated
by the stigma associated with disability and a lack of understanding regarding the
abilities and aspirations of PWDs. In Hong Kong, for instance, employed PWDs
earn relatively lower monthly incomes compared with the general employed
population. Based on a 2021 report by the HKSAR Census and Statistics
Department, approximately 30% of employed PWDs earned a monthly income of
less than HKD 10,000 (USD 1,277)".
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Government programs aimed at supporting PWDs are insufficient. Existing
programs, such as rehabilitation, vocational training, and transportation,
primarily focus on physically disabled people, leaving a gap in comprehensive
support for others, particularly those facing mental challenges®. Companies also
frequently neglect to make necessary workplace adjustments to accommodate
disabled employees, indicating a failure to provide equal opportunities during the
hiring process. Trained professionals who can effectively work with PWDs are also
lacking, especially in the areas of training and development.

To foster social inclusivity, companies should prioritize the hiring of employees
with disabilities and create inclusive working environments that cater to their
needs. Collaborative efforts between employer services and vocational training
programs are necessary to provide effective job training and placement for
PWDs. Improving access to employment opportunities and establishing robust
social support systems are therefore crucial steps to address these challenges.

Project Dignity and its Innovative Programs

Project Dignity is a Singaporean social enterprise founded by Koh Seng Choon in
2010 with a mission to restore dignity to disadvantaged individuals, particularly
those with disabilities and special needs®.

“What | see are their abilities, not disabilities.” - Koh Seng Choon

The enterprise operates on a unique business model that leverages vocational
training, skill development, gainful employment, and greater inclusion to address
the unemployment issue of this marginalized group. Key projects undertaken by
Project Dignity are detailed below.

Dignity Learn

Project Dignity positions itself as a provider of vocational training programs and
offers a range of cooking courses to equip disadvantaged individuals with
culinary skills, including food preparation, cooking techniques, and menu
planning. Course participants can gain practical skills that enhance employability
and promote financially independent living.

Project Dignity also offers a comprehensive train-and-place program focused on
training participants in vocational skills for the food and beverage (F&B) and retail
industry, ranging from food preparation, cooking, and customer service to
restaurant management and cashiering. Upon completion of the training, Project
Dignity assists in placing individuals in suitable employment positions, bridging
the gap between their skills and job market demands.
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Dignity Kitchen

One of Project Dignity’s notable initiatives is Dignity Kitchen, a social enterprise
operating a hawker-style food court open to the general public in Singapore. It
provides practical experience and employment opportunities for differently
abled individuals. Participants gain hands-on involvement in real-life food court
settings, applying their vocational skills, interacting with customers, and
contributing to the business’s success. This experience helps them build essential
skills and confidence. In 2021, Project Dignity achieved a revenue exceeding HKD
17 million (equivalent to USD 2.21 million) in Singapore.

Dignity Outreach

As an integral part of Project Dignity’s social mission, Dignity Outreach offers
team event activities that are customizable to corporate objectives and needs.
These activities provide bonding opportunities while immersing participants in
the underappreciated side of the community through cooking and rediscovering
heritage culture. Project Dignity has collaborated with over 2,000 corporations,
government agencies, and educational institutions, fostering community
engagement and promoting social awareness®.

“Through the Hawker for a Day program, our Management Trainees—some
of whom may become leaders of the company—were able to build stronger
bonds and even learn how to cook. Seeing the smiles on our friends from
AWWA made it a worthwhile experience” - Lee Shijie, Group Talent
Management, CapitalLand

Dignity Mama

Initiated in 2012, Dignity Mama empowers caregivers and young adults with
special needs to start small businesses. The project collects donated books, sorts
them, and offers them at reasonable prices. It promotes entrepreneurial skills
development with caregiver support. Dignity Mama has expanded to four stalls
located in Singapore hospitals, promoting a culture of giving and reading among
Singaporeans.

To date, Project Dignity has trained and empowered 2,900 disabled and
disadvantaged individuals, placing 2,500 of them in gainful employment
positions'®. The innovative approach and significant social impact of Project
Dignity have gained recognition and awards in Singapore over the years. In 2019,
Project Dignity expanded its Dignity Kitchen operations to Hong Kong, aiming to
create a more equitable and supportive environment in both markets. This
expansion highlights the scalability and replicability of their programs, furthering
their mission to empower PWDs across various regions.
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Empowering PWDs in Hong Kong

In Hong Kong, the number of PWDs has increased steadily. As of 2013, there were
578,600 PWDs, accounting for 8.1% of the total population, a 60% surge from
2007. Unfortunately, PWDs in Hong Kong face higher challenges in the job market,
with an unemployment rate of 6.7% among those actively seeking employment in
2013. This rate was almost double the rate of the general working-age
population.

Recognizing this situation, Dignity Kitchen has emerged as a prominent
organization committed to empowering PWDs in Hong Kong. It strives to create
an environment that fosters equity and support for this marginalized group.

Dignity Kitchen

Located at 618 Shanghai Street in Mong Kok, Dignity Kitchen occupies the second
floor of a restored pre-war tenement building. The vibrant food stalls are painted
in a classic dark green reminiscent of the street food scene of Hong Kong in the
1950s and 60s. Adding to the unique ambiance, artist Apple Tong, who was born
with a congenital hearing impairment, created mural paintings depicting old Hong
Kong while nostalgic red lampshades adorn the space.

Dignity Kitchen takes pride in its diverse workforce. It currently employs around
67 individuals, 54 of whom face various forms of physical or intellectual
disabilities. This inclusive team encompasses individuals from different age
groups and backgrounds, fostering a rich and supportive work environment®. In
2021, Dignity Kitchen achieved a revenue of over HKD 9 million (equivalent to
USD 1.17 million), demonstrating its success in creating meaningful employment
opportunities.

“| prefer an office-based role due to my physical challenges, but | have
struggled to find a suitable job. Here [at Dignity Kitchenl], | receive
extensive training in the catering industry and [I] am thrilled that | can work
as a clerk in the office or double up as a cashier during busy hours.” -
Alison Fung, Trainee, Dignity Kitchen

Project Dignity leverages its expertise in the hospitality industry to create unique
dining experiences at its Dignity Kitchen. By collaborating with hotels,
restaurants, and event organizers, Dignity Kitchen can tap into a vast customer
base and open doors for expansion. Dignity Kitchen has initiated pilot schemes to
expand its impact. For instance, in early February 2022, they partnered with
Cordis Hotel to launch a food delivery service staffed by individuals in
wheelchairs.
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Dignity Avatar

A new initiative aims to create job opportunities for paraplegic individuals who
may be homebound. These individuals can serve as ambassadors, introducing
various stalls, guiding customers, and assisting with cashier duties.

Hong Kong Food Culture

Food unites people across cultures, and Hong Kong is no exception. Hong Kongers
share a deep passion for their street food culture. From spicy fishballs and
crunchy eggettes to chewy cheung fun and pungent stinky tofu, these affordable
street food delights satisfy hunger pangs without denting wallets. Since the
1950s, the city’s comfort food has been characterized as ready-to-eat snacks and
drinks sold by street hawkers from mobile food carts. During its peak in 1949,
there were an estimated 70,000 or more street hawkers in Hong Kong*. This food
culture has not only provided livelihoods for many unemployed individuals®, but
it has also created a vibrant culinary scene. As hawker licenses expired, street
hawkers transitioned into permanent restaurant spaces, ensuring the
continuation of beloved local street food in a more permanent setting.

With 12,000 restaurants and a large number of bars, Hong Kong has long been
recognized as a global culinary capital®® (Exhibit 1). Locals greatly value high-
quality F&B offerings and enjoy dining out with friends, families, and business
associates. Given the long working hours and limited kitchen space in many
homes, eating out has become prevalent in Hong Kong. The convenience, variety,
and competitive pricing of dining options cater to the preferences of consumers.
The city’s significant influx of 56 million visitors annually likewise generates
substantial demand for its culinary delights. In Hong Kong, the love for food
transcends boundaries, making it a destination where culinary experiences
flourish and bring people together.
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Exhibit 1. Number of licensed restaurant in Hong Kong
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The Rising Trend Toward Healthy Food, Delivery Services, and Social
Responsibility in Hong Kong

Healthy Food

Consumer preferences are shifting toward healthier and more conscious food
choices, including functional and organic options. The Hong Kong government
continues to promote healthy living campaigns, reinforcing consumer awareness
about the importance of a nutritious diet. Coupled with increased media
exposure, consumer health consciousness is expected to remain strong, driving
the demand for healthier food options.

Moreover, a growing number of consumers are adopting a “flexitarian” diet, where
they reduce their consumption of meat, dairy, and eggs for health, environmental,
and ethical reasons. A 2021 survey revealed that approximately 65% of
respondents in Hong Kong have tried plant-based alternatives to animal-based
products™. This has led to a significant 36% growth in the plant-based F&B sector
in 2020.
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Figure 1. Plant-based Alternatives (Source: Statista)

Most popular plant-based alternative types in Hong
Kong, by age group (Nov. 2021)

Delivery Service

The popularity of food delivery services has surged in Hong Kong, driven by
smartphone use, user-friendly apps, and the desire for convenience. The COVID-
19 pandemic further accelerated this trend, with major players like Foodpanda
(https://www.foodpanda.hk) and Deliveroo (https://deliveroo.hk) dominating 97%
of the city’s food delivery services™.

Social Responsibility

Consumer inclination to support socially responsible businesses is growing.
Enterprises such as Project Dignity can capitalize on this trend by offering high-
quality products and services while emphasizing their mission to empower PWDs.
This approach can attract socially conscious customers and businesses seeking
socially responsible partnerships.

Moreover, a growing number of consumers are adopting a “flexitarian” diet, where
they reduce their consumption of meat, dairy, and eggs for health, environmental,
and ethical reasons. A 2021 survey revealed that approximately 65% of
respondents in Hong Kong have tried plant-based alternatives to animal-based
products®®. This has led to a significant 36% growth in the plant-based F&B sector
in 2020.

“Hong Kong people have a big heart. Some customers pledged their entire
government cash subsidy received in 2020 to work with Dignity Kitchen in
packing and distributing meal boxes for the poor and needy. [Additionally]
many corporations engage their staff in volunteering work to fulfill CSR
responsibilities” - Koh Seng Choon, Founder, and Executive Director
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What’s Next?

Looking ahead, Project Dignity is embarking on an exciting journey of growth,
expanding its business model and operations into new markets across the Asia-
Pacific region. Building upon its success and impact in Hong Kong, Project Dignity
is determined to establish its presence in diverse markets by forging strategic
partnerships. It aims to extend its empowering mission, creating opportunities
and fostering dignity for PWDs to flourish. The future holds immense potential as
Project Dignity paves the way for greater inclusivity and empowerment
throughout the region.

Discussion Questions

1. Evaluate the expansion strategies adopted by Project Dignity in Hong Kong.
What are the key economic, cultural, and social factors that contributed to the
success of Project Dignity in Hong Kong?

2. In your opinion, what are some potential untapped markets or regions that
Project Dignity could consider expanding into in the Asia-Pacific region?
Discuss the factors that make these markets attractive for the organization.

3. Discuss the potential benefits and risks associated with expanding a social
enterprise to a different country in the Asia-Pacific region.

4. How can Project Dignity ensure the sustainability and scalability of its
business model as it grows into new markets? Explore strategies from
business, environmental, and social perspectives to support sustainable
growth.
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Beautiful Coffee: Seeding the Beauty of Fair Trade
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Like millions of agricultural producers globally, Wayne Allum dedicates his days in
Australia to cultivating crops such as tomatoes, cabbages, and spring onions. A
nearly ideal growing season would typically be cause for celebration among
farmers like Allum. However, he frets about his financial future. “It is a hard game
sending your stuff to the market and not knowing what you are going to get for it.
It is stressful and disheartening,” says Allum. “Prices were terrible compared to
what it costs you to grow them, get them picked, grade them, and send them to
the markets.” Unfortunately, Allum’s experience is far from unique.

At the 2003 World Trade Organization ministerial in Cancun, Lee Kyung Hae, a
farmer and activist, tragically took his own life in protest. “Uncontrolled
multinational corporations and a small number of big World Trade Organization
(WTO) members are leading the undesirable globalization that is inhumane,
environmentally degrading, farmer killing, and undemocratic,” Lee declared
before his death. The agricultural workforce has long been among the most
marginalized and exploited, treated as a resource to be used for profit. According
to the Food and Agriculture Organization of the United Nations', nearly 80% of
farmworkers worldwide live in poverty, earning less than USD 1.25 per day, and
lack access to basic social security and protections.

Multinationals, such as Kraft Foods, Unilever, and Nestle, hold significant market
power, allowing them to create a global oligopoly. These corporations often drive
up their selling prices while pushing down the buying prices for farm producers,
extracting substantial profits from the food economy. Given the power imbalance
between these food giants and agricultural producers, small and medium-sized
farmers, with limited negotiating leverage, struggle to obtain fair prices and
incomes for their crops. Consequently, these farmers receive lower payments in
wholesale markets and face difficulties in covering their expenses, frequently
resulting in poverty and hardships.
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Fair Trade in the World

Engaging in fair trade is a simple yet powerful act that can help lift farmworkers
out of poverty and significantly improve the lives of some of the world’s most
marginalized and exploited populations. The World Fair Trade Organization
(WFTO) defines fair trade as “a trading partnership based on dialog, transparency,
and respect that seeks greater equity in international trade” Fair trade is a global
movement aimed at promoting ethical and sustainable consumption while
ensuring that small-scale farm producers can access export markets that offer
fair prices for their products. Common fair trade certified products include
coffee, tea, cocoa, bananas, wine, and cotton. In 2017, global sales of fair trade
certified products reached nearly USD 9.2 billion, with around 1.7 million
farmworkers from 1,599 producer organizations (Exhibit 1) across 74 countries
participating in fair trade’. Most of these farmworkers are located in low-income
and lower-middle-income countries in Africa and the Middle East.

Although the global fair trade market is still relatively small, constituting less than
0.1% of all goods traded internationally, it is gaining momentum in the Asia-
Pacific region. An increasing number of advocates, nonprofit organizations, and
social enterprises are demonstrating their commitment to the cause. For
example, Beautiful Coffee is a fair trade pioneer in South Korea.

Beautiful Coffee: Beautiful Foundation Offshoot

Founded in 2002, Beautiful Coffee (http://beautifulcoffee.org/) is one of South
Korea’s pioneering social enterprises that fully incorporates fair trade principles
across its business and supply chains. Driven by a mission to be the passionate
1% community striving to make the world a better place, Beautiful Coffee has
been actively involved in the fair trade market by offering fair trade certified
products and enhancing public awareness about fair trade through educational
initiatives. This enterprise supports small and medium-sized agricultural
producers, providing them with opportunities for self-sufficiency and improving
their standard of living.

Originally, Beautiful Coffee began as the fair trade bureau of Beautiful Store
(http://www.beautifulstore.org/), which operates as an extension of Beautiful
Foundation. Beautiful Foundation® (https://beautifulfund.org/), established in
2000, is a leading citizen-led nonprofit organization in South Korea that
champions philanthropy. The foundation values the power of sharing and aims to
integrate this ethos into daily life to foster a thriving society. It believes that a
just and prosperous society is founded on the passionate contributions and
concerns of individuals who help the underprivileged. The foundation’s notable
“1% Sharing” campaign has successfully raised charitable giving in South Korea by
promoting the joy of giving and offering various donation channels embedded in
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everyday life, such as contributing 1% of income, birthday donations, and sharing
skills and talents.

In 2014, Beautiful Coffee legally separated from its parent organization, Beautiful
Store, becoming an independent social enterprise dedicated to cultivating a
sustainable world by transforming trading structures and social practices®.

Business Domain of Beautiful Coffee

Beautiful Coffee adheres strictly to the fair trade principles established by the
WFTO. By maintaining a long-term cooperative structure, Beautiful Coffee
ensures that small farm producers receive fair wages and a social premium,
guaranteeing their sustainable livelihoods. Committed to its mission of “changing
trade to change the world,” Beautiful Coffee is actively involved in fair trade
business development and partnerships, as well as offering educational programs
aimed at making the world a better place.

Beautiful Coffee operates as a wholesale and retail business, providing a diverse
range of fair trade products, including coffee, chocolate, tea, snacks, and sugar,
catering to individual consumers and corporate members alike. Furthermore,
trade and business development constitute a major part of the company’s
operations.

Sale of Fair Trade Products Online and through Beautiful Partners

Beautiful Coffee advocates for ethical consumption and encourages consumers
to buy fair trade products. The company first imported fair trade green coffee
beans from Nepal in 2006, introducing them as “Gift of Himalaya,” followed by
“Mount Blend” and “Gift of Andes.” Beautiful Coffee categorizes its offerings
based on their origin: the Himalayas (Asia), the Andes (South America), and
Kilimanjaro (Africa). Their coffee product range includes coffee beans, single
bag/drip bags, premium instant coffee, and cold brew coffee. They have also
expanded their product line to include other fair trade products, such as
chocolate, tea, nuts, and sugar, sourced from agricultural partners in Nepal, Peru,
Uganda, and Indonesia, all sold at fair prices in line with fair trade standards.
From 2006 to 2015, Beautiful Coffee imported around 626 tons of fair trade
certified products, trading with 10 countries. The company’s total sales reached
around USD 30 million by 2017.

Beautiful Coffee distributes its products through diverse channels, that is,
directly through its online mall and indirectly through distributor partners. In
addition, the company collaborates with Beautiful Partners, organizations that
share its fair trade values and are committed to being long-term fair trade
circulation bodies. Currently, Beautiful Coffee has more than 500 Beautiful
Partners, including offices, cafés, and retail stores.
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By partnering with corporations and offices, Beautiful Coffee also sells and
distributes its products directly to corporate employees and conducts lectures
on fair trade and fair trade products. Customers can also purchase Beautiful
Coffee products at discount and convenience stores, such as HomePlus, 7-Eleven,
and FamilyMart. Notably, 7-Eleven was the first convenience store to sell fair
trade coffee; in 2009, it committed to donating 1% of its Beautiful Coffee sales to
promote fair trade under the “Supporting Fair Trade Agreement®” In 2017, KTH’s K-
Shopping partnered with Beautiful Coffee to promote fair trade by selling the
company’s “Fair Trade Gift Set” on its K-Shopping TV application and online mall.

Beautiful Coffee Cafés

In 2008, Beautiful Coffee launched its first café in Anguk, Seoul, offering a menu
that features organic ingredients and fair trade coffee and tea. The café stands
out in South Korea because all its products are fair trade certified, sourced from
partners in Nepal, Peru, and Uganda. Here, customers can enjoy their coffee while
learning about the principles of fair trade. Beautiful Coffee ensures stringent
quality control, providing freshly roasted coffee within 24 hours of roasting. With
its commitment to high-quality organic coffee and its unique fair trade nature,
Beautiful Coffee has experienced rapid growth. By 2018, the company had
expanded its presence in South Korea, operating a total of six directly owned
cafés.

Producer Partnership and Education Programs

Beautiful Coffee engages in the fair trade market to sell products, actively
support farm producers, and raise national awareness about fair trades.

Producer Partnership Programs. Beautiful Coffee collaborates with producer
cooperatives to work closely with farmers, helping them overcome poverty. The
company initiated its first producer partnership in 2006 with the Nepalese Coffee
Cooperative, introducing Gift of Himalayas, and began importing chocolate from
Peruvian partners in 2010. By 2017, Beautiful Coffee had established long-term
fair trade partnerships with farmer cooperatives in Nepal, Peru, Uganda, and
Indonesia.

These producer partners receive a predetermined minimum price that covers the
costs of sustainable production, as well as a social premium aimed at funding
community development projects, including education, housing, training, and
healthcare programs. For instance, 10% of sales from Gift of Himalayas are
allocated to development programs for producers in Nepal. In addition, the
company conducts training and development programs to help coffee producers
achieve better harvests and acquire skills in wet processing, cupping, and
roasting. In 2015, Beautiful Coffee organized funding activities to support and aid
its partners affected by the Nepal earthquake.
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Fair Trade Education Programs. Beautiful Coffee leads public campaigns and
organizes educational programs to promote fair trade awareness. Since 2008, it
has participated in the Korea Fair Trade Festival Outdoor Event. In 2011, the
company teamed up with six nongovernment fair trade organizations to form the
Korea Council of Fair Trade Organizations, hosting exhibits and policy debates to
advocate for fair trade among legislators and within educational circles in Seoul.
One of its notable educational initiatives launched in 2012 is the “Fair Trade
Class,” a global citizenship education program aimed at promoting fair trade
among South Korean youth. This program empowers teenagers to organize and
lead fair trade events. In 2012-2018, over 31,000 students from 274 schools have
participated in the Fair Trade Class and its related activities.

Recent Developments

Going Abroad

Beautiful Coffee is currently concentrating its efforts in Nepal, investing in
projects such as cooperative leadership training and quality improvement
programs. To enhance market penetration and facilitate information sharing,
Beautiful Coffee expanded globally by establishing its first local business base in
Nepal in 2014. Beautiful Coffee Nepal’ serves as a resource center for coffee
subsector development and as a business platform where producer partners can
share information with buyers and explore additional sales channels. With the
support of the Korea International Cooperation Agency, Beautiful Coffee Nepal
has implemented a coffee development program in Sindhupalchok, providing
technical and financial support to producers in the country. For example, in 2018,
the company organized free barista training for the youth of the Umbrella
Foundation and other underprivileged sectors. “l believe that the youth of any
country are the biggest asset, so | aim to engage young people to be passionate
about coffee and motivate them to return to their villages to improve the coffee
growing process,” said Kishan Gurung, the manager of Beautiful Coffee Nepal
Cafe.

Beautiful Coffee Union

In addition to operating its directly managed cafés, Beautiful Coffee established
the “Beautiful Coffee Union” to further promote ethical consumption and
sustainable livelihoods through coffee. The company collaborates with
individuals interested in the fair trade movement to set up co-branded fair trade
cafés. Several Beautiful Coffee Union cafés have been opened across South
Korea, including Beautiful Coffee Union Kusu Chino (Seoul), Beautiful Coffee
Union Best Bean (Jeonju), and Beautiful Coffee Union Book Cafe Breath
(Gwangju).
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Is Beautiful Coffee Prepared for Future Challenges?

Promising but Highly Competitive Korean Coffee Market

Coffee, in its various forms, is among the most widely consumed beverages in
Korea. Having a cup of coffee has become an integral part of Koreans’ daily
routine, with over 2.5 million 60-kg bags consumed in 2020, translating to roughly
one cup per day per person (Exhibit 2).

Despite the COVID-19 pandemic, Korea’s coffee market has continued to grow,
supported by the ongoing development of coffee culture. Koreans are now one of
the largest groups of coffee consumers globally. According to a 2019 report by KB
Financial Group’s Institute for Management Studies, Korea ranked third worldwide
in coffee shop total sales, amounting to USD 4.3 billion, following the United
States (USD 26.1 billion) and China (USD 5.1 billion). Coffee bean imports,
including green and roasted beans, have increased annually by an average of 5%
since 2015. In 2020, the sales value of coffee products in Korea reached
approximately KRW 2.72 trillion (about USD 2.08 billion), with packaged liquid
coffee being the most sold type and convenience stores serving as the most
common purchase channels.

Young urban professionals have played a pivotal role in the coffee industry’s
success. They are generally keen to explore new ways of enjoying coffee, shifting
their preferences from inexpensive instant coffee to premium brewed varieties
and other coffee products. “[Coffee] consumers typically have a middle-class
background and have been exposed to the lifestyles in Western countries, such as
meeting with friends at cafés via social media,” said Herbert Yum, a research
manager at Euromonitor International. “Once they have adequate financial power,
they just start realizing their lifestyle goals, including increasing their coffee
consumption.”

The outlook for Korea’s coffee industry is positive, with an anticipated market
value of KRW 9 trillion (USD 7.5 billion) by 2023 (Exhibit 3). The surge in coffee
consumption has led to a crowded market, with the number of chain and
standalone coffee shops increasing from 12,400 in 2011 to 83,300 in 20215. In
2020, Ediya Coffee, a domestic chain, operated 2,399 franchises across the
country, followed by A Twosome Place with over 1,000 outlets, and Mega Coffee
with 798 outlets®. However, coffee giants and newcomers may find the market
highly saturated, given the intense competition and rising operational costs due
to increased minimum wages.
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Starbucks is currently the largest coffee chain in Korea, with sales revenue of
around KRW 1.5 trillion (USD 1.14 billion) in 2018. A Twosome Place is second with
sales of KRW 274.25 billion (USD 209.36 million). Despite having the most cafes,
Ediya Coffee ranks fourth in sales revenue, around KRW 200 billion (USD 152.68
million)*.

Given these circumstances, Beautiful Coffee encounters significant challenges in
the highly competitive Korean coffee market, competing with numerous rivals
including global chains such as Starbucks, A Twosome Place, and Ediya Coffee, as
well as local coffee shops typically run by individual operators. The fierce
competition has forced coffee businesses to innovate and differentiate
themselves. The question remains: How can Beautiful Coffee gear up and prepare
for the future while continuing to support the fair trade movement?

Government Regulations Governing Caffeine Products

The coffee industry is encountering challenges as the government strengthens
regulations aimed at protecting children from the harmful effects of caffeine and
promoting sustainable development. In 2013, to prevent children and teenagers
from consuming excessive caffeine due to the demanding and competitive
education system in Korea, high-caffeine drinks—including energy drinks and
coffee products—were banned in schools nationwide. The regulations were
tightened further in 2018 when coffee vending machines and kiosks, previously
permitted for adult teaching staff, were also banned in schools. Furthermore,
starting in November 2015, advertisements for high-caffeine beverages were
prohibited in media outlets such as television, radio, and print.

In response to increasing consumer demand for ethical consumption and
sustainable development, the South Korean government implemented strict
regulations on plastic use in 2018, preventing coffee shops from serving drinks in
plastic cups, except for take-out customers. These measures compelled coffee
shops and cafés to adopt innovative packaging solutions that aligh with the
sustainability movement.

Moreover, the South Korean Ministry of Food and Drug Safety introduced new
labeling rules for coffee and tea. Specifically, it mandated that coffee shops and
product packaging display a “high caffeine content” warning, accompanied by the
cautionary statement, “Children, pregnant women, and those vulnerable to
caffeine must be cautious of intake,” for liquid foods and drinks containing 0.15
mg or more of caffeine per mL'. These standards applied to brewed and
processed coffee, as well as locally produced and imported products. Merchants,
coffee shops, and fast-food restaurants were expected to adhere to these policies
and regulations. How should Beautiful Coffee respond to such policies?
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Debate on Fair Trade: Is Fair Trade Really Fair?

Fair trade practices have faced criticism for not effectively aiding the poorest
farmers, and some arguments have emerged against the system. Producer
organizations, especially small farmers, often feel burdened by the costs
associated with meeting fair trade standards and obtaining certification. By the
end of 2011, producer cooperatives were required to pay EUR 525 for
certification and an annual inspection fee. The initial inspection fees for small
producer cooperatives ranged from EUR 1,430 to EUR 3,470, depending on their
size. Such high administrative expenses can negate the benefits of the fair prices
offered to producers for their crops. An executive at Fedecocagua, the largest fair
trade cooperative in Guatemala, noted, “After paying for the cooperative’s
employees and programs, nothing remained of the fair trade premiums to be
passed on to the individual farmers.”

Moreover, the lack of monitoring mechanisms has been criticized. Fair trade does
not monitor the profits that companies in the retail sector earn from selling fair
trade goods. Corporations importing these goods in wealthy countries can
generate significant profits but return very little to the exporting cooperatives.
Retailers typically retain around 18% of their profit, whereas producers receive
only 2%. What does the future hold for fair and sustainable coffee in the Asia-
Pacific region? Could pursuing fair trade and sustainable coffee serve as a
differentiation strategy for Beautiful Coffee?

Exhibit 1. Total Fairtrade Producer Organizations in Recent Years
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Source: Fairtrade International, https:/www.fairtrade.net/about/producer-networks,
accessed June 2022.

Note:  This chart shows the growth in the total number of Fairtrade certified producer
organizations (combining small producer organizations and hired labor
organizations) over the past few years.
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Exhibit 2. Coffee Consumption Per Capita

Coffee consumption per capita (In number of cups per year)
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Exhibit 3. Market Size of Coffee Industry in South Korea from 2016 to 2023 (in
trillion South Korean won)
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Source: Statista, https://www.statista.com/statistics/1040532/south-korea-
coffee-industry-market-size/, accessed June 2022.
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Capala’s Journey Toward Inclusive Career Development

in Hong Kong
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Career Development Challenges for Youth in Hong Kong

The dynamic and competitive nature of the job market, coupled with evolving
industry trends and technological advancements, requires individuals to take a
proactive approach to career planning and development.

Career development among youth plays a crucial role in shaping their
professional growth and future success. In 2021, the unemployment rate for Hong
Kong youth aged 15-24 years stood at a high level of 13.1%, which is more than
twice larger than the overall unemployment figure of 5.7%'. Meanwhile, the
cumulative income growth for Hong Kong youth between 2011 and 2021 was
approximately 60%, which is broadly in line with that for the overall population.

The Hong Kong youth face a multitude of obstacles in navigating their
professional journey. First, the mainstream education system in Hong Kong places
excessive emphasis on academic achievements, often resulting in school leavers
being ill-prepared for employment?®. According to the 2021 Population Census,
393,058 school leavers aged 15-29 years had attained senior secondary
education or its equivalent (from Form 4 to below sub-degree), representing
5.54% of the local population®. The focus on academics can result in a lack of
career aspirations and employment goals and a vague understanding of personal
abilities and interests. A 2022 report by Hang Seng Bank revealed that only 30%
of high school students actively seek career-related information to assist with
their future planning®. Consequently, a significant disparity exists between the
expectations of companies and the preparedness of young employees.

Furthermore, due to the limited capacity of publicly funded universities, only
one-third (32%) of secondary school graduates (with an annual average total of
56,200) have the opportunity to enroll in full-time undergraduate degree courses
at these universities®®. Therefore, effective career exploration is an important
aspect of youth career development. With numerous career options available,
young individuals require guidance and support to understand their interests,
values, and talents and align them with suitable career paths. Without proper
guidance, they may struggle in identifying and making informed decisions about
their future paths. 43
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Second, the Hong Kong youth often lack the necessary job search strategies and
interview skills, placing them at a disadvantage in a highly competitive job market.
Understanding how to effectively market oneself, tailor resumés and cover
letters, and prepare for interviews are all crucial, particularly for young
individuals with weak qualifications.

Third, school leavers typically lack work experience, which may prevent them
from entering the job market and limit them to part-time or short-term jobs. Many
employers in Hong Kong have observed that young employees often lack the skills
required for a job. According to McKinsey’, Hong Kong is lagging behind its
regional peers, such as Singapore and South Korea, in terms of providing the
education and training demanded by the market. Therefore, securing internships
and gaining practical work experience are crucial for the career development of
Hong Kong youth. For instance, internships provide them with opportunities to
apply their academic knowledge, develop their professional networks, and
acquire industry-specific skills, thereby enhancing their employability.

These challenges should not only be recognized but also actively addressed to
empower the youth and help them enhance their career prospects, achieve
personal fulfillment, and contribute to the dynamic workforce of the region.

Capala Career Paths Lab and Its Offerings

Capala Career Paths Laboratory, also known as Capala, is a Hong Kong-based
social enterprise that strives to address the aforementioned challenges. This
enterprise offers human resources consulting and youth training services to
address the knowledge and skill demands of the 21st century. Capala offers a
range of comprehensive career workshops tailored for unemployed youth,
students, and working professionals®.

Capala’s workshops cover various aspects of career development, including
career exploration, CV writing, interview preparation, job search strategies, and
internship workshops. These workshops are designed to equip their participants
with the necessary skills and knowledge for their career growth and success. What
sets Capala apart is its innovative approach, which incorporates card games and
exploration tools that offer new alternatives to traditional career personality
tests. By combining professional training with experiential activities and games,
Capala inspires participants to explore their career interests, set clear workplace
objectives, and craft personalized career plans.

Applying the Double Diamond Model in Designing Innovative Offerings

Capala utilizes the Double Diamond model as a framework to facilitate the
process of problem solving and innovation. The Double Diamond model is a
design thinking approach that helps organizations understand and address
complex challenges.
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Here is how Capala incorporates the Double Diamond model into their work:

Discovery: During this phase, Capala places emphasis on understanding the
needs and aspirations of their target participants, including unemployed youth,
students, and working professionals. The enterprise conducts research and
engages in conversations to gain insights into the specific challenges and
opportunities being faced by their clients.

Definition: Following the discovery phase, Capala identifies key patterns and
trends based on the collected information and defines the specific problem areas
that need to be addressed. This step allows Capala to clearly define the goals and
objectives of their workshops and services.

Development: In this stage, Capala focuses on generating innovative ideas and
potential solutions to the defined problems. The enterprise encourages creativity
and collaboration among their team members and stakeholders. Through
brainstorming sessions and ideation workshops, Capala aims to produce diverse
and innovative approaches to career development and training.

Delivery: In this final stage, Capala transforms the selected ideas into practical
solutions and interventions. Capala develops and delivers comprehensive career
workshops that incorporate innovative card games, exploration tools, and
experiential activities. For example, the Career Navigation Tool assists
participants in exploring career paths and making informed decisions. This tool
combines elements of gamification and self-reflection and guides participants
through a step-by-step process to identify their interests, values, and goals and
to empower them to shape their career journey.

Creating Social Value Through Empowering Youth and People with Disabilities

Capala is committed to training and empowering unemployed youth and
individuals with disabilities into becoming facilitators and mentors in experiential
activities to generate social value. To identify potential mentors, Capala reaches
out to local communities and support networks, seeking out candidates who show
an interest in mentoring. The selected candidates would then undergo a
comprehensive training program organized by the enterprise. This training
program covers various areas, including mentoring techniques, communication
skills, facilitation skills, and an understanding of the activities’ goals and
objectives. Through this training, mentors acquire the essential knowledge, skills,
and tools to effectively guide and engage participants throughout their
experiential activities. By leveraging their strengths and newfound capabilities,
mentors play a vital role in empowering participants and contributing to the
overall success of the activities.
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Recent Development of Capala: Addressing Social Inequality

Capala has been actively working toward promoting inclusivity in the realm of
career development. One of its notable programs, “Equality Works,” offers
workshops designed to cater to participants from diverse segments of society.
These workshops aim to deepen the participants’ understanding of different
careers, improve their self-confidence, and foster inclusive living.

Recognizing the lack of equal opportunities and support for disadvantaged
groups in Hong Kong, Capala has embarked on an initiative to collaborate with
three specific groups, namely, ethnic minorities, Special Educational Needs (SEN)
youth students, and seniors, to address the social inequality in employment
within Hong Kong.

(1) Ethnic Minorities

According to the Census and Statistics Department®, the number of ethnic
minorities living in Hong Kong in 2021 reached 619,568, accounting for 8.4% of the
total population. This figure corresponds to a 37.3% increase from 451,183 in
2011. Among this population, 72.9% were in their prime age range of 25-54 years.
However, ethnic minorities often encounter racial discrimination and difficulties
in finding employment opportunities'®. A study conducted by the Chinese YMCA
Hong Kong revealed that the ethnic minority youth experience discrimination
during their job search™. In addition, ethnic minority communities may have
limited access to career guidance or training opportunities'. The majority (71.9%)
of the employed ethnic minorities are engaged in elementary work®, which
reflects the challenges that they face in their job selection, search, and
acquisition.

One significant challenge for ethnic minorities in Hong Kong is the language
barrier. In 2020, the Equal Opportunities Commission reported that South Asian
minority candidates are less likely to be employed due to their race and limited
proficiency in Chinese®. Many job positions require fluency in English and
Cantonese, and employers often perceive ethnic minorities as unable to
communicate in Cantonese or write in Chinese, thus limiting their employment
opportunities.

(2) SEN Youth

Young people with SEN, including those with autism spectrum disorders,
attention-deficit/hyperactivity disorder, and visual/hearing impairment, often
face significant difficulties in securing and maintaining employment. A survey
conducted among SEN youth™ revealed that they experience disability-based
discrimination in educational institutions and in the workplace.
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According to data from the Census and Statistics Department in 2021, out of the
those persons with disabilities living in Hong Kong, 73,100 (13.7%) held tertiary-
education qualifications. However, only 17.6% (86,300) of these people aged 15
years and over were employed'. A 2015 survey by Heep Hong Society also
highlighted this problem, showing that nearly 60% of young people with autism
had previous employment experiences yet only 30% were able to retain their
current or most recent job for a year or longer™.

One of the key challenges being faced by SEN youth is their lack of proper
support and guidance when navigating the job-seeking process. They require
personalized career counseling, mentoring, or vocational training that is tailored
to their needs, but the available resources are often insufficient. Learning
disabilities and communication difficulties with colleagues and supervisors can
further compound these challenges. These difficulties are partly attributable to a
lack of awareness and understanding among employers and the general public
regarding the capabilities, skills, and potential of SEN youth. The absence of
appropriate assessment tools to explore their career interests and the concerns
of parents about the employment and integration of their children into the
community further contribute to the complexities of this situation.

(3) Elderly

The elderly population in Hong Kong faces unique challenges, particularly
concerning their mental health and social isolation. The fifth wave of the COVID-
19 pandemic worsened these problems, with approximately 1 in 10 elderly
individuals experiencing depressive symptoms'®. Factors contributing to the
mental health decline of the elderly include increased mental burden due to the
pandemic and isolation resulting from the absence of relatives and friends.
Therefore, providing the elderly with career options and opportunities becomes
vital to improve their mental well-being. A survey conducted by Jockey Club in
2022 revealed that 54% of the respondents expressed a desire to re-enter the
workforce after retirement, and over 60% expressed their strong willingness to
remain active and preserve their social connections by rejoining the job market".

To address this situation, the Labour Department implemented the Employment
Programme for the Elderly and Middle-Aged, which aims to encourage employers
to hire individuals aged 60 years or above and provide them with on-the-job
training. As an incentive, these employers will receive a monthly training
allowance of up to HKD 5,000 per employee for 6-12 months™.

By addressing such challenges and providing tailored support, Capala strives to
create a highly inclusive society where everyone has equal opportunities for
career development and fulfillment.
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Discussion Questions

1. Conduct a comprehensive analysis of Capala to identify its market
opportunities and threats. Explore the external factors such as economic
trends, technological advancements, regulatory changes, and cultural shifts
that could potentially impact the growth of Capala.

2. Considering the three segment groups, which segment should Capala
prioritize in the next three years, and what are the reasons behind this choice?
(Evaluate the market potential, competitive landscape, and alignment with
Capala’s capabilities to determine the most promising segment for the
enterprise’s focus.)

3. Apply the Double Diamond model to outline Capala’s strategic approach for
the chosen segment.
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