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Agenda:

10:00-10:15 Welcome and
iIntroduction to advocacy

10:15-10:30 Case-study of
Behind the Brands

10:30-10:45 Case-study of

Transparency International
in Cambodia

10:45-10:55 Introduction to
power analysis

10:55-11:15 Group exercise
(3 tables)

11:15-11:30 Introduction to
advocacy strategies

11:30-11:50 Group exercise




11:50-12:10 Report back
from each group

12:10-12:25 Plenary
discussion on key learnings,
new perspectives

12:25-12:30 Summary and
conclusion




1. Welcome
and
Introduction
to advocacy ]




OXFAM AROUND THE WORLD

AROUND THE WORLD, OXFAM MOBILIZES THE POWER OF PEOPLE AGAINST POVERTY
». DXFAM HEADQUARTER COUNTRIES COUNTRIES WHERE WE WORK

Source: Oxfam International Annual Report 2012/13

OXFAM
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Because the world looks like this
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What is Advocacy?

Systematic efforts to change power relationships, attitudes, and
beliefs, and the formulation and implementation of official policies,
laws/regulations, budgets, and company policies and practices, to

promote more just societies without poverty.

U Disseminating evidence and research strategically
O Leveraging of projects, investments and practices

0 Lobbying, and campaigning (including coalition building,
research, policy development, lobbying, media, digital tools)

U Mobilisation (of activists, supporters, citizens)
U Coordinated worldwide communicating and networking

0 Capacity development (of citizens, partners, civil society, duty

bearers) e

U Partnerships and alliances OXFAM



It’s about shifting power,
not just decisions

OXFAM



MAIN STEPS IN ADVOCACY

1. WHAT IS THE PROBLEM AND
SOLUTIONS?

What is the situation we want to
change? What is happening?
And what are the solutions?

3. WHO WILL BE OUR
TARGET?

Who are the people or
institutions that have power
to change the things we want
to change on our issue?
Where are they?

-
el
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2. WHAT DO WE WANT TO

CHANGE?

Is it a law or policy? Isit
the implementation of a
law or policy ? Is it
behaviours?

4. HOW ARE WE GOING
TO DO IT?

How are going to achieve
these changes?

Which tools are we going
to use?

Research, media,
alliances, lobby, public
engagement...etc

OXFAM



Changing what?
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Practice

Ideas

Beliefs
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Prioritising what to work on

(1) Important to the people we want to help?

(2) Are we (and allies) well placed to focus on this issue
e.g. right expertise, programme evidence, networks, credibility

(3) External opportunity

e.g. reform process, market disruption, public interest

(4) Is there energy

* e.g. Emerging movement

OXFAM



THIS SHOULD BE Issues are complex but

HEADLINE the problem must be

N E Ws communicated

clearly
An extra 50 million people
will be at risk of hunger by 2050 fonpmenn oo
\ due to climate change e

B 2 RO0D. ki B PUANET

STOP CLIMATE CHANGE FIGHT HUNGER
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\ POWERING UP
Must know what AGAINST POVERTY

We,re trylng tO #COALNOS(.)LUTI-ON4
change, why \
and have ¢ 7%  re 08 o o
positive 2. AN w4 1
vision for T R
alternative

OXFAM

Australia



Sometimes it's about SYRIA:
changing attitudes THEN AND NOW

and challenging
misconceptions

-------

THIS IS ABOUT PEOPLE.



ADB ECONOMICS
WORKING PAPER SERIES Q




BEHIND THE < ,
'MN Ds Home Brands Issues About the campaign Campaign news

BEHIND THE

BRANDS "~

‘ Change the way the food companies that make your ‘ \

, favourite brands do business. .

ACTIONS TAKEN SO FAR

852




Captains of the food industry
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Forces to Shape Business

1. Power

Of workers,
communities
and farmers

3. Consumers

2. Government 4. Investors

OXFAM
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What do we assess?
i}‘ CDP :;wes.tér ClDP 2013 Information Request
epsiCo, Inc.

DRIVING SUSTAINABLE ECONOMIES

Module: Introduction
Page: Introduction

0.1
Introduction
Please give a general description and introduction te your organization

m CAREERS RESPONSIBILITY INVESTORS

Channel G Mews releases

Associated
British Foods

plc

Qur blog
News rafeases General Mills cormimits to sustainably source 10 priority
; ingredients by 2020

Qur Steriss
Commitment emphaszes dedication to sustainable aghculture and

Ihthe naws = = it hiout te supply cham

Issues . p "

Iy Story

Aards FARBEAR DLIZ, Wit — Genzral Mills anncuncad today a ot en) |0 sustainakly
sourre 10 percent o b= 11 puonty ngre by BEAL These ngredisnls reprasenl &1
perc ent ot General ¥ills fotal raw ma

nazes: The cormmmer & nirthe

o 5
o =
(W% Sustainable Agricultural Guiding Principles
April 2013 =

Ty

tainability mizsion to can

verand protect the' resources uponwhich ite
s,

Agriculture is at the heart of the sustainability challenge. Population growth and
increasing standards of living create additional demand for food and agricultural Nestlé General Responsible Sourcing Guidelines

products. In an era marked by scarcer resources, greater demand, and price voldatiity,  for Materials of Agriculture, Forestry, Fishery and Aguaculture Origin
water, food and energy demands increasingly intersect with businesses, communities !

and farmers.
A Framework for Continuous Improvement



BEHIND THE BRANDS: FOOD COMPANIES SCORECARD

‘ 8 -10 Good Fair ‘ 4 -5 Some progress ‘ 2=3 Poor ‘ O =1 Very poor

Rank Company Farmers Workers Climate Transparency Water

@i

R
é

Associated
10 British Foods plc

This scorecard was made on 26 February 2013. G R 6 w
The latest version is available at http://oxfam.org/behindthebrands

FOOD, LIFE. PLANET, I




BEHIND THE BRANDS: FOOD COMPANIES SCORECARD

O ~1 Very poor 2+=3 Poor 4 -5 Some progress Fair 8-10 Good

Rank Company Score Land Waomen Farmers Waorkers Climate Transparency Water Total

33

L

PEPSICO

JAdoR

OCi
British Foods plc

=9

a'
3
2

Weoma Farmars ekiare Chmata Watar

Updated April 2016. -
The latest version of this scorecard is available at http://oxfam.org/behindthebrands G l@ w
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BEMIND THE
Home  Brands Issues  Company leaderboard About the campaign Campadon news

BRANDS

L OWNED BY

HOW DO KELLOGG'S SCORE?
How are the scores formed?

Not quite the real thing, Kellogg's score highly on atttudes towands worker's rights, climate change,
transparency amnd the treatment of women, but is ieft trailing the top companias due to poor

performance on fand rights and support for farmers.
Eind ovt morg: »

et Dlarki

- ” 8, %:‘Q
5§ v 4

WHAT DO THE SCORES MEAN?

>~ ~ o
@ 8-10 Good Fair @ 4 -5 Neods improvoment @ 2 - 3 Extremaly poor ‘ O = 1 Failing

Lorem ipsum dolor amet consectur
adipiscing elitb blandit arcu lectus
maecenas non ultrices ante,

Morbi iaculis at arcu tristique convallis pharetra lectus
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BEMIND THE

quhs Home Brands  lsues  Compamy lwaderboard  About the campaign  Campaign news euxFﬁH

April 73, 2013 ondelez

Intemntlonnl
Mondelez International’'s Cocoa Life Extends its Leadership Advancing Women's Rjghts in Cocoa Farming

- Cowmrnits To Rapovt on Gender Fights, Extend Frogravas and Advocate for Mdustrpwide Action
- Signs United Nodions Women's Empowerment Frinciples

- Supports Eep Pillay of Compenp s §400 Million Coeoa Life Sustaimability Mitiative

Nestlé’s work with women farmers in its supply chain

Mestlé is committed to scaling-up its
business-related activities and
programmes to focus on promoting

gender equality and education for women : - ; "
and girls. . '

The company supports the United

Nations' 'Every YWormnan Every Child' ; ' . N

initiative that encourages governments, e . > QQ @
businesses and arganisations to play a a N 4

th and

S greater role in'improving the hea
VIDEOQ - EMPOWERING WOMEN: Nestlé sponsors wellbeing of women and children
training for livestock workears in Renala, Pakistan:

Experts pass onvital skills about water management  This includes exploring how it can do
ands inahle dairy practices, enabling wormen to
manage theircattle more efficiently.

D NG
\ Mars Chocolate And Oxfam America Agree On

Nestie Intentional Approach To Empower Women In
Cocoa Growing Communities

Globat{Chocolate

more to help improve the lives of wamen
in its ‘supply chain.

OXFAM







STOP LAND GRABS

Farmers are being kicked off their land to supply sugar for big food companies -
like Coke, Pepsi and Associated British Foods - who own some of our favourite brands...

> THE WORLD'S BIGGEST
BUYER OF SUGAR AND
OWNER OF HOUSEHOLD
NAMES INCLUDING:

PEPSICO

> SELLS 18% OF ALL
SOFT DRINKS WORLDWIDE
AND PRODUCES FAMILY

FAVOURITES LIKE THESE:

ASSOCIATED
BRITISH FOODS

> THE BIGGEST SUGAR
PRODUCER IN AFRICA

IS BEHIND SOME OF

OUR BEST-LOVED BRANDS:

www.behindthebrands.org



Comparny lwaderboard  About the campalgn  Campaign news e OXFAM

BEMIMND THE
2T & Beands = Imaies

BRANDS

Sugar wars: 35 years of bitter feuds

01 AUG 20140000 | COLLINS MTIKA

llfovo Malawi is locked in a dispute with farmers who claim it has

8 occupied their land for decades.
ORIGINAL )

For 35 years now, more than 400 subsistehce farmers at Chisita in Malawi’s ceitral region have heen traversing the
country’s courts, nongovernmental organisations.and the offices of the ormbudin a bid to reclaim 600 hectares of land,
which lllova Malawi occupied in 1979,

Thefarmers claim the co
into part of its behemoth sugar cane plantation

| lost three hectares which were my livelihood. They pushed usto the hillswhere the land is infertile. Mow | am

mpany, in collusion with a senior chigf, pushed them off theirfand and illegally converted it



 sTop THE SUCKIRUSH —ﬁ

TELL COKE, PEPS? ANO A OCIATED BRITISH FOODS TO MAKE SURE THEIR SUGAR DOESN'T LEAD TO LAND GRABS :
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@W&% Journey~ Courtry (Globaf) ™ westors | The Coca-Cola Company ¥

FRONT PAGE BRANDS VIDEOS 1 UNBOTTLED

2012-2013 Sustainability Report ¢ Empowering Women e Go Behind the Bottle = Discover New Music e Recipes

I FRONT PAGE =STORIES = SOURCING SUSTAINAEILY: COKE TAKES LEADERSHIP ROLE TO PROTECT LAND RIGHTS OF FARMERS AND...
Sourcing Sustainably: Coke Takes oo prre e o
Leadership Role to Protect Land >":°
Rights of Farmers and & Print
Communities

By: Journey Staff | Nov 7, 2013

Tags& Topics:  COMMUNITY ENVIRGNIMENT SUSTAINABILITY BUSINESS

From Farm to Table: Sustainability in our
Supply Chain

Ben Jordan

Sustainable Agriculture Guiding Principles

The Coca-Cola Company

Sustainable Agriculture

Journey Staff

CLICK THE TILES TO '
EXPLORE MORE STORIES ON
JOURNEY M




YOU'SPOKE UP_
WITH FARMERS
LIKE ANGELA.







BEMIND THE

'Muns Home Beands  maues  Company leadeboard  Abouwl the campalgn  Campaign s e OXFAM

Others now following Coke’s lead

Aolloggy

Land Rights

Suppliers must respect the land rights of women and communities
affected by their operations and sourcing practices, and must ensure
transparent reporting and disclosure of concession agreements andfor
operating permits to affected communities. Suppliers must ensure fair
negotiation on land transfers and must refrain from cooperating with any

host government's illegitimate use of eminent domain to acquire land that
will be used to provide products and services to Kellogg, adhering to the
principle of Free, Prior and Informed Consent. Suppliers must identify
small-scale producers to ensure they have access to fair market value for
their crops, goods or services.

Supplier Code of Conduct:

Land Acquisition

Lok
s

LAND RIGHTS Unilever-

With regard to land rights in our palm oil supply chains, Unilever is committed to
the principle of Free, Prior and Infarmed Caonsent. This principle is included in
the UN Declaration on the rights of Indigenous People and the UN YVoluntary
Guidelines on the Responsible Governance of Tenure of Land, Fisheries &
Forests in the context of National Food Security. Unilever supports the
implementation of these guidelines by national authorities.

For other commodities including sugar, tea and soy, Unilever has now endorsed
the same approach and will require our suppliers to follow our commitment in
orger to protect the land rights of local communities.

Unilever will be transparent on the progress made with our suppliers in our
annual Unilever Sustainable Living Plan Progress Report. We will also disclose
the top three suppliers and countries of origin for these key commodities.

Associated
British Foods

plc

We adhere to the principle of free, prior and informed consent of all communities when acquiring land.
The rights of communities and traditional peoples to maintain access to land and natural resources will

be recognised and respected.



Iﬂ;‘“ﬂs 2T & Brands  Isswés  Commparny lwaderbosnd About the campssign

ILLOVO-NEWSBRIEF _
19 March 2014 R

lllovo Sugar Limited Launches its
Group Guidelines on Land and Land Rights

lllovo Sugar Limited is pleased to announce the launch of its Group Guidelines on Land and Land
Rights, which may be found on our website at www.illovosugar.com.

These Guidelines, formulated in consultation with local and international experts on land matters,
complement our Strategic Intent which encapsulates our aim to be welcomed in the communities in
which we operate and without whose support our businesses would not be sustainable. The
Guidelines also complement our Group Code of Conduct and Business Ethics which embodies our
commitment to respecting internationally recognised human rights and to adopt policies and practices
to protect against human rights abuses, including land rights.

lllovo is committed to the implementation of the principles contained in these Guidelines through
various initiatives which will be implemented through a phased approach. Using the benefit of our
long-term experience as a major land user on the African continent, and Wlth the assistance of other

| [P _.l.._l-_l_ lal o i R [ - DY |- T~ 1| PP [P - - - . P P —— | P




CLIMATE



Recognize
need to
reduce
agricultural

Annually
report and
disclose
agricultural

Commit to
target for
reducing
agricultural

Disclose
suppliers of
commodities
that are

Require
suppliers to
set clear
emissions

reductions
targets

drivers of
emissions

emissions emissions emissions

Associated
British Foods plc
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KELLOGG'S POLICIES
ON CLIMATE CHANGE...
THEY'RE G-R-R-RIM!!!!

SECRET
SENSATION?

el

BEHIND THE

BRANDS

. BEHIND THE *

| aR&RNBs OXFAM
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BEHIND THE

= BRANDS

YOU SUPPORTED
FARMERS LIKE EMILY

NOW KELLOGG IS STEPPING UP
TO TACKLE CLIMATE CHANGE

PHOTO ANNAFAWCUS /

R, ot

BEHIND THE

BRANDS




1.5 YEARS
BEHIND THE

BRANDS

ACHIEVEMENTS LISTENED

O YOU!

Committed to create
equality for women
cocoa workers

Nestle

Committed to take zero
tolerance approach to
land grabs

Cectsly

Committed to take & G ENER AT
real climate action MILLS

1.7

JMondelez,

International

MARS

PEPSICO

Aelloggs

y 5

2§ OXFAM WWW.BEHINDTHEBRANDS.ORG

=gl il

BEHIND THE

BRANDS
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1. Race to the top

Leverage the competitive spirit

BEHIND THE BRANDS: FOOD COMPANIES SCORECARD

O =1 Very poor 2+=3 Poor 4 -5 Some progress Fair 8 -10 Good

Rank Company Score Land Women Farmers Workers Climate Transparency Water Total

Updated April 2016.

The latest version of this scorecard is available at http://oxfam.org/behindthebrands G l@ w OXQFAM

O

OXFAM



2. Critical Friend
highlight good & bad

. THUMBS UP FOR NESTL-.E;‘
Oxfam attacks Coke, Pepsi and TOLERANCE FOR LAND GRABS! |
ABF over 'land grab’ policies

by Gemma Charkes, 0210201 3

" i 11 d. -
SOl - - T -

BEHIND TME

BRANDS

Qufam: turning fire on big food brands

Oxfam has stammed Coca-Cola, PepsiCo and Associated British Foods (ABF) as

part of its ongoing ‘Behind the Brands' drive which aims to highlight the ethical

policies of big food companies.

A new Oxfam report, "Nothing Sweet About It: How Sugar Fuels Land Grabs”,

clairs that people are at risk of losing their homes as the derand far land for OXFAM

-~ “ (P [E



3. Deep engagement
with companies & industry




4. Engage Influentials
with industry, investors & thought leaders

BEHIND THE ERANDS - INVESTOR STATEMENT

As investors, we are increasingly struck by the risks and opportunities presented by a range
of global sustainability challenges, such as poverty and climate change. The Food and
Beverage Sector faces a particularly difficult set of sustainability challenges. Given its
dependence on land, water, proximity to local communities and exposure to volatile
commodity prices, we recognize that several social and environmental forces are at play —
such as climate change and resulting water scarcity, the poverty and gender inequity of
small scale production that magnifies inefficiencies, and lack of suitable water and land
tenure protections for communities and producers.

Due to a lack of transparency within the sector, it is difficult to fully evaluate the risk and
opportunity that our companies bear within their supply chains. We welcome Oxfam’s efforis
to improve transparency and accountability within the Sector. Oxfam's Behind the Brands
project evaluates the supply chain policies of the ten largest food and beverage companies
in comparison with their peers. The scorecard examines company policies in seven areas
critical to sustainable agricultural production: women, small-scale farmers, farm workers,
water, land, climate change, and transparency.

While the scorecard rankings show some companies performing better than others, all
companies within the sector have low scores. The data show there is a broad and urgent
need for significant improvement across the sector.

We support Oxfam's call for adequate protection for local communities from land and natural
resource displacement, with policies in place to ensure the equal treatment of women. And
we back the need for urgent action to tackle agricultural greenhouse gas emissions as part
of efforts across the highest emitting sectors of the economy.

We will work closely with our companies to achieve the changes necessary to positively
impact the communities and environments at source. The areas identified in the Behind the
Brands report provide a strong basis for that engagement.

Behind The Brands will run for at least three years, with a dynamic, online scorecard, which
will be updated on a regular basis. We hope this will promote a “race to the top™; a race
within which we want to participate.

There is a clear and growing consumer interest in understanding the impacts made by the
supply chains of the brands they purchase. Consumers and investors recognise the
problems identified as real and urgent. We will continue to engage with this project to
support improved policies and practices that guarantee future commeodity supplies and to
reduce social and environmental risks - all as part of the process of establishing sustainable
business models in the Food and Beverage sector for the 21 Century.

Signatories as of September 14, 2013

Aviva

BNP Paribas

Boston Gommon Asset Management LLC
Calvert Investmenis

Catholic Health Partners

Christian Brothers Investment Services
Co-operative Asset Management

Dignity Health

Domini Social Investmenis

Everence Financial and the Praxis Mutual Fund
F&C Investments

Fresh Pond Capital

GES Investment Services

Goodfunds Wealth Management

Interfaith Center on Corporate Responsibility
Mercy Investment Services

Midwest Coalition for Responsible Invesiment
Newground Social Investments

Northwest Coalition for Responsible Investment
Pax World Management LLC

Sisters of Charity of Cincinnati

Saint Joseph Health System

Sustainalytics

The Social Justice Committee of the Unitarian Universalist Congregation at Shelter Rock
The Sustainability Group of Loring, Wolcott & Coolidge
Tri-State Coalition for Responsible Investment
Trillium Asset Management LLC

Unitarian Universalist Association

Unitarian Universalist Service Commitiee

Veris Wealth Partners

Walden Asset Management, a division of Boston Trust & Investment Management Company
WHEB Asset Management

Zevin Asset Management

Total number of organizations: 33
Total AUM: over $1.4 trillion USD



5. Focus on public information

Assessed publicly available data only
(to incentivise transparency)

ins BY

@:‘%ﬁ DP Investor CDP 2013 Information Request
. Unilewes: PepsiCo, Inc.
Unilever

Sustainable Agriculture Code

DRIVING SUSTAINABLE ECONOMIES

Module: Introduction
Page: Introduction
0.1

Introduction
Please give a general description and introduction to your organization

Associated CAREERS RESPONSIBILITY INVESTORS
British Foods e et

GENERALMILLS
plc

Channel G News releases

Qur bleg

Hews 1alesses General Mills commits to sustainably seurce 10 priority
ingredients by 2020
Qur Stories
R Commitment emphasizes dedication Lo sustainable agriculture and
e ErirmnmEntal stewardship throughout te supply chan
lssues T ]
SEREMEEr LG, 23

Ty Story

Awards WINHEARDLIS, Ml — Soharal Mils dnncunced toddy 4 S it 1o siatsinatly
source 1[0 percent of it= 10 puenty ngredients by BEA These ngredierts reprasent 51

2013 wercent of Generat Mills 1otal raw maternal torchases: The cormmtrent boilds or the

(W% Sustainable Agricultural Guiding Principles
April 2013

Agriculture is at the heart of the sustainability challenge. Population growth and

increasing standards of living create additional demand for food and agricultural Nestlé General Responsible Sourcing Guidelines
products. In an era marked by scc{rcer resrourcvlas. greofer‘demornd, and price Volefiliiy. for Materials of Agriculture, Forestry, Fishery and Agquaculture Origin
water, food and energy demands increasingly intersect with businesses, communities

and farmers.
A Framework for Continuous Improvement



6. Full Transparency

Scorecard Details Fully Disclosed

Qxfam & comimitied 1 being fully
[FARSparent and accouniabie for 2 s
remtionsning with companies ncuding
the Big 10 i the contexl of the Behind
the Brands campaign

Associated Bri

OPEN DATARHEETS
I Foods (ABF)
interactive Exeol sprearuheot of

Answers | Sub-score indicator dala (5 Excel) ——
Access the raw data Used o
w3 Commitment to Good Practices on Labor 100.00 3554 THE ISSUES clegle dpise ot fard
s o Indicatars, calegaories and
w3 Hastheconipiyades caniitnenblo ptoleilic YN Grics 12,50 No 0.00 0.00 The Soorecarnd lioks al seven nemes. weighing sach SRR NI by them

Principles on Busin i i ?
rinciples on Business and Human Rights L memes are Company

A GUIDE TO UNDERSTANDING OUR

SpaErency al g corporale b

w32 Has the company made an explicit commitment to living wage? 12,50 artial 343 313 ABF Corp
Py P ke L 2 WAMESn 13T WOrsErs and small-scaks arocucers in DATA
the supply thain = . B ”
hie She Birs T
w33 Has the company made an explicit commitment to: 12.50 - 1.56 a Sl prl'amlz LRy
4 il mmndities S D= Englen

w331t - improving conditions for precarious workers? 6.25 No .00 ABF Corp 5 Land, Doth nghts 2nd 3ccess 1o 1ang and sUsiEnalie use of language cal) i [
5 = . =113 = - ~ 6. 'Water. Both nghts 2nd Access 1o waier rasourtes and sisiainabia use of AT Hetaled VSO DTS ly
V3.3.2 - reducing precarious work 6.25 Partia 156 " page-and the ideal companiin

Waiai | PesAbEompeny matle en exp:":;';’“m"m'"‘ to:etiminating dhild 1250 Partial 343 343 7 Climate both rekatng 3 green house gas emissions and helpng: 0 WNHIErSanding e indisator data

abor
farmiers adapt to tihates ©hangs
wWis Has the company made an explicit commitment to eliminating forced 1250 partial 313 313 : . FHE SoUREGARD
or involuntary labor? THE INDICATORS The Tatest wersion of DUF Companes
— Is the pany a ber of any stakeholder groups which have as Y950 Yos 12.50 12.50 A3F Corts scorecard as.2 prnt-quality POF
- their sim the impr of labor conditions in the supply chain? > . - L B
ehind e Brafds Coinpanias
wsy lsthecompanys ber of an ot almed at sharing supply’ S5 Gia ks 1556 ik themes. the Indicators are gl Seorcoarg, - MarsreltaEen)
e - . - [ £eld =
chain information and minimizing parallel audits? caegones {each worh one guarter of Graad whal e top 1ep fond and
i fable for that tere) (i = ik il
ERS Déesthe ompanyigies cor:;‘nltls:’m to-constyuctive dislogvathy 12.50 No 0.00 0.00 P - = beverage companies had o say stout
& IUF? £ 1 = .

Unilever

Cod Weight | Answers | Sub-sco Score |
A2 | edge of company impacts. 100 16.67
Has the company identified countries it sources from where (i) land
LAZ2.1 tenure security canNot be assured, or {ii) poor land governance is of 33.33 No 0.00

particular concern? Ox FAM

Has the company identified countries or commaodities with

L iaat  _ bgaeyaal _Fg % 3R A 1

LA2.2 3333 = 16.67



7. Update Scores & Sharpen Indicators

key = regularity and remaining objective




8. Engage the Public

Information must be accessible, need to simplify

YOU'SPOKE UF
WITH FARMER”

STOP LAND GRAIS

Farmers are being kicked off their tand to supply sugar for big food companies -
like Coke, Pepsi and Assoclated British Foods - who own some of our favourite brands.

> THE WORLD'S BIGGEST
BUYER OF SUGAR AND
OWNER OF HOUSEHOLD
NAMES INCLUDING:

PEPSICO

> SELLS 18% OF ALL
SOFT DRINKS WORLOWIDE
AND PRODUCES FAMILY
FAVOURITES LIKE THESE

ASSOCIATED , £ | &% ' & 3 -
BRITISH FOODS , : i ' L

> THE BIGGEST SUGAR ! : - G

PRODUCER IN AFRICA g P & E r

IS BEHIND SOME OF — -

OUR BEST-LOVED BRANDS:

WWW. bemndthebrands org

FOEE. PEPR AN A3 o< UCTES BITISH FOGBS YO MAKE SR8 THEIN SUMAX DOBINT LEAS TO LAND GAARS

Q
-
il \srop THE SUGAN RUSH T



BEHIND THE BRANDS: FOOD COMPANIES SCORECARD

O ~1 Very poor 2+=3 Poor 4 -5 Some progress Fair 8-10 Good

Rank Company Score Land Waomen Farmers Waorkers Climate Transparency Water Total

33

L

PEPSICO

JAdoR

OCi
British Foods plc

=9

a'
3
2

Weoma Farmars ekiare Chmata Watar

Updated April 2016. -
The latest version of this scorecard is available at http://oxfam.org/behindthebrands G l@ w

AENEREL



Case study 2 —
Transparency
International




Group work

Policy, Who are the key
practice, | decision-makers?
attitude or i )
] What is their
behaviour ..
current position
al change )
o on the issue:
objective
Champion

(potential driver
of change)

Swingers
(undecided and
persuadable)

Blocker (opposed)

Who can
influence them?

(e.g. regulator,
competitor, peer,
customer,
supplier, the
public, financier,
employee etc),

Their current
position on the
issue (champion,
swinger or
blocker)?

Level of influence
(high or low)?

What will
influence the
decision-
maker(s)?

Ideas: evidence &
research, peer
pressure, popular
pressure, interest
from employees,
political interest,
pressure from
customers,
shocks (e.g.
economic crisis)

What strategies and activities
should you adopt?

Lobbying, public campaigning,
coalition building, Leveraging of
programme experience,
research, media, digital tools,
mobilisation, capacity
development

Include looking at: which actors
need to be involved, what
information/evidence is needed,
how will the public be engaged,
how will potential allies within
companies be supported, what
tone will be taken?

O

NVEAM

Wl i



2. Power
Analysis



Who influences the power holder?

National

Media \
Rich Farmers

International /
Donors Agrobusiness

Governor Bangladesh Bank \

President

Family Shareholders &
Peers, other influential executives 1n
and powerful people national banks

O

OXFAM



Stakeholders

T

Decision Approvers

.'i

A

Y \

Decision Maker

Decision
Adviser

Decision
Adviser

Stakeholders

/




nfluence

Allies, blockers or swinger?
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|
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A visual power map

Media
= Fetionzal TV
e | ol radiio
BEC

Parliamaniary

CHMTMmITea on

tresEnass anid
imeestment

ey diasnn—
civil servant

Parfiamentary
Internatonal commities DR Lacal
transparency finance — scrutinises g&'ﬂar_nrrra_nt
anil accountabdity governmant finance represantzine
ME0 podicy

OXFAM



Power mapping

High Influence

Medium
Influence

Low Influence

Opposed — Neutrals — Supportive —
likely to block  could be could be
change persuaded Champions

9

OXFAM



Group work

Policy, Who are the key
practice, | decision-makers?
attitude or i )
] What is their
behaviour ..
current position
al change )
o on the issue:
objective
Champion

(potential driver
of change)

Swingers
(undecided and
persuadable)

Blocker (opposed)

Who can
influence them?

(e.g. regulator,
competitor, peer,
customer,
supplier, the
public, financier,
employee etc),

Their current
position on the
issue (champion,
swinger or
blocker)?

Level of influence
(high or low)?

What will
influence the
decision-
maker(s)?

Ideas: evidence &
research, peer
pressure, popular
pressure, interest
from employees,
political interest,
pressure from
customers,
shocks (e.g.
economic crisis)

What strategies and activities
should you adopt?

Lobbying, public campaigning,
coalition building, Leveraging of
programme experience,
research, media, digital tools,
mobilisation, capacity
development

Include looking at: which actors
need to be involved, what
information/evidence is needed,
how will the public be engaged,
how will potential allies within
companies be supported, what
tone will be taken?

O

NVEAM

Wl i



3. Advocacy
Strateqgy




Main Steps

1. WHAT IS THE PROBLEM AND
SOLUTIONS?

What is the situation we want to
change? What is happening?
And what are the solutions?

3. WHO WILL BE OUR
TARGET?

Who are the people or
institutions that have power
to change the things we want
to change on our issue?
Where are they?

-
el

=)

2. WHAT DO WE WANT TO
CHANGE?

Is it a law or policy? Isit
the implementation of a
law or policy ? Is it
behaviours?

4. HOW ARE WE GOING
TO DO IT?

How are going to achieve
these changes?

Which tools are we going
to use?

Research, media,
alliances, lobby, mass
mobilization...etc

O

OXFAM



ADB ECONOMICS
WORKING PAPER SERIES Q




A Power and Systems Approach

« How we think/work

* The questions we
ask (and keep
aSk|ng) RT. ‘ ; ) - Tﬂ?'iQt

W 06; 1)

“I think you should be more explicit here in

step two.”
OXFAM



Shocks & disruptions: planning
and adapting

FIFA
CORRUPTION
SCANDAL

%
%,

B Vg : S o N "Everyone has a plan 'till
IN 60 seconps |5 C SRl ae el b 8ot o Bthey get punched in the

VOL 01




Who plays which role?

 Different organisations / individuals need
to play different roles

* Surprising voices can be most powerful,
lend credibility

 Broad-based alliance can sometimes be
key, sometimes less effective

O

OXFAM



E.g. Myanmar
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| Published on Tuesday, 07 July 2013
Myanmar wage could “cripple” garment
sector

Written by Brett Mathews =

Myanmar
Minimum
Wage, a race
to the bottom

] depact pratos Bapan Pagods - = Raned

3 oo | e RERRTINEIN iy <vor T

YANGON - Garment factories in Myanmar will struggle to afford the proposed new minimum wage of
3,600 kyatts (USS3.2) per day which is "several times" what the market currently sets as a minimum
and could cripple the local industry - according to the Myanmar Garment Manufacturers Association
recently met more than 200 domestic and international investors and factory owners to discuss the
proposed new wage which was agreed by a national tripartite committee of government, employers

and unions. DXFAM



Flipping the narrative,
when only business can
AN ‘

MARTIMES

BUSINESS THEPULSE SPORTS OPINION INDEPTH SPECIAL FEATURES

R . e g
7:’5*, >~ High-profile foreign brands back  Burma's minimum wage pledge

% minimum wage for all welcomed by UK retailers

. 427 By Laignee Barron | Thursday; 23 July dois &

e (&40 1
Fashion brands say move to pay workers £1.82 for an eight-hour day will help

Big-name clothing brands sourcing from Myanmar have waded ~ Burma's garment industry become ‘thriving economic driver’
into the minimum wage debate, urging its implementation even o ‘lulr S el e I
e A 4l oy 3| Bl eer | SHYES ﬁ

as their own suppliers dispute the proposed salary and request
an exemption from the law.




Business advocating for
progressive pollcy

1. Busting myth that a policy is bad ?ﬁ‘;‘;ﬂﬁ},‘;ﬁ;‘;‘;‘fgﬁgs‘f |
for business / growth (e.g. Climate

economic opportunities
change) — evidence of commercial of the 21st Century
support

(and it's snnply the right thing to do).

s 8
it made America gx at was taking & stand. Doin gu\ezhmgsmzu & hasd. Andd seizing o ppmunme o (74

¢ 'ﬂ\cw foundation of our country is bised on fighting for our freedoms and ensuring the Reslth-and
* . prosperity of our state, wxcommumlyandom.ambe&!odayl}mdm\gsmmealemdw changing
i caused by air pottution. We cannot risk our kids' futures on the
false hope that the vast majority of tists ace wrong. But just as America rose to the great challenges
fuwp.m and came out stro) ngc than c-mw(-hwz o confront tth challer «g(‘ dv«-hv\-:omn

2. Credibility for position (e.g. Coca = e
Cola and land rights) L

3
oompek itive world,
In order to make this happen, howes hcrc must be a coordinated effort to combat climate change—
with America taking the lead here at home. Leading is what we've always doue. And by working

3. Perception of diverse support s sttt o

"\\N«w.« ALTA " ASPEN | SHONMASS. @8 Frirvs ok 6 BOREAL m'(?ma m
(e.g. Myanmar wages) g ... N -y

Gommiour  (UITH
ﬁ CGnitngen  Gumpax ) Humonly e
4. Your networks and contacts LD “‘““

g B N B ‘”"@* m
" ] aéA

,,,,,,,, m‘.-“@o;”“ﬁwm@ A | s T
m"’ﬁ”@s h;k@%v«u\?‘lw

RICER

www.climatedeclaration.us

Ml NUTRITION FOR

IGROWTH > A OXFAM




Policy, Who are the key Who can What will What strategies and

practice, decision- influence them? |influence the |activities should you adopt?
ttit makers? ision- . .
attitude aKers (e.g. regulator, decisio Lobbying, public
or . . . maker(s)? . .
_ |What is their competitor, campaigning, coalition
behaviou o : - .
| current position peer, customer, Ideas: evidence  building, Leveraging of
ra on the issue: supplier, the & research, programme experience,
change . : . e
oo h . public, financier, peer pressure, |research, media, digital
objective Champion employee etc) opular tools, mobilisation, capacit
(potential driver pioy »|POP g I’ » capacity
of change) Their current !oressuref, evelopment
. position on the Interest from Include looking at: which
Swingers : employees :
: issue ’ actors need to be involved,
(undecided and . political _ _ _
(champion, what information/evidence
persuadable) . interest : :
swinger or ’ . is needed, how will the
Blocker blocker)? pressure from public be engaged, how will
(opposed) customers, potential allies within
Level of shocks (e.g. .
inf] (high ~'°" | companies be supported,
Intiuence (NIigh ' economic crisis) .
what tone will be taken?
or low)?

O

OXFAM



