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Workshop notes
Your networks and allies
Workshop objectives:

· To identify the key factors of successful networking:

·  the who - which groups and organisations should be involved with local Fairtrade campaigns. Who are the likely allies? 
· the why – what can different groups and sectors bring to a thriving Fairtrade campaign

· the how – techniques and tools behind successful networking and outreach.

· To explore ways of building, maintaining and developing links with other community organisations
· To share experiences from Fairtrade campaigns (successful and not so successful!) and to identify any outstanding approaches or best practice

Successful networking – who are we trying to reach and what are we asking them to do? 

An open brainstorm produced an extensive list of groups, organisations and sectors which could (and ideally should!) be involved in a local Fairtrade Town campaign. The general agreement was that ‘anybody can be involved and ideally everyone will be’. The discussion focused on the key organisations needed in order to meet and maintain the five goals. 

The group explored the concept of Unique Supporter Potential – the contacts, links, activities, strengths or roles that particular organisations could bring to the campaign. This could be through influencing contacts and partners, setting an example, reaching significant numbers or hard to reach people, or through providing practical support and tools to the steering group leading the campaign. The group felt that a strong, effective steering group would have representatives from each of the sectors listed, though acknowledged that this would build over time as the campaign developed
	Group / organisation
	‘Unique supporter potential’

	Council
	Resources (officer time, meeting space), existing contact with many key organisations, mailings to different groups (often all schools/ all households), council website can include Fairtrade.

	Local Service / civic groups

(Lions Club, Rotary Club)
	Can be visible, influential and well-connected locally. Can help to promote Fairtrade as an ‘accepted’ component of the area

	Faith groups
	Newsletters, can support / organise / host events, Fairtrade could be included as a reflection in worship

	Interfaith groups
	Existing links with and understanding of a diversity of faith groups 

	Chamber of commerce / chamber of trade
	Influence with local businesses and can be a powerful advocate in a ‘hard to reach’ sector (goal 3). 

	Schools


	Important to reach young people to ensure Fairtrade is a part of the future of the area, schools often used to working with ‘schemes’ (Eco-schools, Fairtrade Schools), great potential for fun events and school competitions, influence parents, link Fairtrade to curriculum ( e.g. citizenship, global perspectives). Schools can be a good way to reach people in more remote, dispersed and rural communities – often a local centre / focus.

	Local Strategic Partnership  (body formed of key public, private and voluntary organisations)
	Strong ‘multiplier’ – opportunity to engage and gain support from a wide range of influential organisations. New government commitments to strengthening regional democracy require all areas to form a Local Strategic Partnership (LSP). LSP could also help fund group activities 

	University and colleges
	Potential to incorporate Fairtrade in course content, works with Students Union to organise events in the University or with students in the wider community

	Local businesses
	Can promote Fairtrade to staff, contacts and clients in addition to using Fairtrade products in offices and meeting rooms. Can offer venues for meetings or events in addition to encouraging other businesses to make their own commitment

	Retailers and caterers
	Obvious opportunity to increase range and availability of Fairtrade products. Can also help to make Fairtrade more visible through displaying posters and materials, cafes could host steering group meetings and cooking events. Many local shops can provide samples of Fairtrade products free of charge for tastings and other events. 

	Local media and press
	Invaluable source of promotion and awareness. Could ‘sponsor’ competitions or events in addition to promoting campaign activities and achievements to the general public

	Tourism and hospitality
	Fairtrade available to guests. Potential to ‘spread the word’ so that visitors return home more aware of Fairtrade. Some groups have worked successfully with the Tourist Board to reach visitor attractions, B&Bs and guesthouses and promote Fairtrade as part of the identity of the area. 


Participants also listed the organisations below as groups likely to support a Fairtrade Town campaign and / or a useful ally!
· NGO’s (Oxfam, Christian Aid, etc)
· Trade Unions

· Art and interest groups

· Sports clubs and associations (Fairtrade juice, Fairtrade sports balls, lots of potential for events!)

· Youth organisations (for example Brownies and Scouts)

Workshop participants felt that all groups could bring ‘something extra’ to the campaign in addition to using Fairtrade products.  General ideas included:
· Raise awareness to members, partners and public through newsletters, publications, posters and materials

· Man-power – volunteers at events or other activities

· Expertise, knowledge and contacts from their sector – Practical advice on how Fairtrade can be incorporated into businesses, schools 
· Embed Fairtrade in the community – make it part of the area

Effective Networking – making contact:

The group discussed the following techniques as ways to reach other organisations and encourage them to get involved with the local Fairtrade campaign
1. Working through umbrella organisations / multipliers to target specific sectors
Definition: groups / associations with existing contacts and influence
Multiplier for B&Bs and guesthouses = Tourist Board, Tourist Office
Businesses – Chamber of Trade or Chamber of Commerce, Town Centre Management

Community Organisations – Council Voluntary Services, Council

Schools – Board of governors, local Development Education Agency
2. Identifying and recruiting well-known figures as ‘Fairtrade Ambassadors / Champions’
Definition: prominent, well-known people associated with the area

For example, local celebrities, council members, MPs, business leaders and the Mayor can all help raise the profile of Fairtrade and your campaign, get good press coverage and make Fairtrade an integral part of the area.

Group discussed ways to motivate this type of figure to get involved, could be a desire to do the right thing or an opportunity to appear in a photo-call – all depends on who the group is approaching.
3. Presentations and events
The group agreed that a presentation to specific groups (especially ‘multipliers’ as identified above) and events targeted at specific groups (for example, a business breakfast or school competition) are good ways of reaching people. Suggestion was made that a standard presentation outlining Fairtrade (available at www.fairtrade.org.uk) adapted with details of the local Fairtrade campaigns to develop. 
4. Campaign toolkit – what information / materials make it easy for groups and organisations to get involved?
Key suggestions included: 

· Basic, accessible information about Fairtrade (leaflets available from the Foundation) and links to find out more.
· Local case studies and sound-bites for organisations that have made the switch and / or got involved

· Information about local suppliers

· Opportunities to get involved – e.g fun events 
Encouraging networking: 

The group considered the list of organisations that could be involved and looked at ways to engage them and opportunities to promote greater collaboration and co-working between groups.

Ideas included;
· Universities/ college students giving workshops on Fairtrade to local school

· Secondary Schools working with ‘primary feeder schools’ to promote Fairtrade
· Using events to bring people together 

· Important to recognise and reward commitment through publically ‘thanking’ supporters, offering opportunities for recognition eg photo calls, mentions in directories. Public ‘Thank You’ were felt to be a good way to keep supporters involved and encourage others to get involved. 
· Competitions involving all schools, businesses 

Tools to encourage networking:

· The Steering group – bringing together people from lots of different organisations
· Specific working groups – smaller working groups to focus on education/ events / publicity
· Online networking or updates – email updates,  You Tube/ Face book (top tip – take a sign up to find out more’ sheet to all events so anyone interested can be added to the email mailing list)
Conclusions:
The group agreed that networking could be challenging but creating effective links between different organisations was possible! Key tools included events, competitions and working with umbrella organisations to influence others and encourage them to get involved. Key techniques included patience, imagination and sharing ideas with other Fairtrade activists to learn from their experiences. 
