
Additionally, the company works jointly with the NGO, 
FASE-PA , which provides technical aid to the cooperatives 
and controls operations between them and Sambazon, so as 
to guarantee fair purchasing prices. In its açai production, 
Sambazon promotes sustainable agro-forestry use, which 
replaces logging and provides an economic alternative with 
good income levels and opportunities for advancement to 
local farmers.  

Sambazon communicates its actions through ad campaigns 
and through its website at www.sambazon.com. It also has its 
own blog, where “a healthier planet and healthier people” is the 
issue that tops the list of the company’s priority interests. p y
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