
Campaigner Advisory Group
Meeting Number 1, 3 June 2010 at 11.00 am
Fairtrade Foundation 3rd Floor Ibex House, 42 – 47 Minories, London EC3N 1DY, London
Attendees: Phil Broadhurst, Stella Carmichael, Sue Good, Joe Human, Aliceja Fisher, Irene Pendleton, Rebecca Rowland, Sarah Sheppard, Veronica Pasteur (Chair), Hannah Reed, Bruce Crowther, Adam Gardner
Apologies: Richard Norman, Vivienne Kynaston
Action points in red
Linked documents in blue
Agenda
1 Welcome & Introduction
2 Tipping the balance update and discussion
3 Campaigner Advisory Group vision and role
4 Campaigner representation
5 Feedback on Fairtrade Fortnight
6 Fairtrade Fortnight 2011- update
7 Fairtrade Fortnight 2011- brainstorm
8 AOB, closing comments & date of next meeting

1. Welcome and introductions. What are everyone’s hopes for the group?
Becca - Wants to remind people that the job’s not done despite some big switches.
Sue -To learn more about how everything works to feed back and make Fairtrade campaigning less Glasgow/Edinburgh centric in Scotland. 
Joe - Enable campaigners to liaise with and better understand the Fairtrade Foundation (FF) , keep FF grounded. 
Bruce- Campaigners are critical, own the movement and want them to feed in to FF. 
Phil- Make sure there’s a voice for campaigners in FF. 
Veronica -Will take a long time to get it right and democratic. Campaigners and producers are the beating heart of movement, hopes Campaigner Advisory Group (CAG) will make this a reality. 
Aliceja - Not come with lots of expectations, but would like to learn from the group.
Stella- Looking for other people’s ideas from the group, moving on campaign and pulling together different strands.
Sarah - Campaigners quite distant from FF, town guidelines not fit for purpose. Would like to see better linking between FF and the grassroots. 
Irene - CAG about connecting institution of FF with grassroots movement, which it was born out of. 
Adam - Keep FF grounded and accountable to campaigners in time of change. 
Hannah - Enable campaigners to feed in to FF direction and hold it to account. 
2. Tipping the balance update
We’re half way through Tipping The Balance (TTB). OC&C strategic consultants were involved in creating TTB and have undertaken pro-bono review- See attachment: OC&C TTB strategic review slides. 
Ran through 5 main points: 
Wholesale sales value at £500m sales broken down in core categories. Coffee, cocoa and bananas dominate. Pilot project managing cotton, cocoa and bananas cross team matching supply and demand.
Increase in number of producers (1.2m). However prod selling in low % of produce due to low demand, poor quality, wrong taste, or high local demand so not necessary to sell as Fairtrade. 
Fairtrade producer countries on HDI scale shows increasing proportions of Fairtrade producer countries in those with lower human development due to concerted effort in low HDI countries through Fairtrade Organisations (FTOs). Recognition target hit in terms of TTB. India HDI=0.612 (2007 data) or Medium Human Development. 
Consultant Matthew Herbert commissioned to produce report interviewing 10 campaigners on TTB- paper to go to board as part of TTB review. See attachment: NGO and campaigner input to TTB review 
Group SWOT analysis of where we are so far on TTB in points relevant to campaigners. (Page 8 TTB booklet)
Strengths
· People power 
· High recognition of the Mark
· Track record and experience built up in campaigns
· Interest from business
· Still on the up- not reached plateau yet
· Potential to move occasional consumers along
· ‘Gold standard’ Fairtrade companies can help campaigning
· Political support for int. Dev including Fairtrade
· Optimism & belief
· Story telling
· Can incorporate Fairtrade in to other charity events. 

Weaknesses
· Mainly white middle class Christian women
· Difficulty communicating experiences to different community groups- different institutional mentality to other community groups e.g. Muslim orgs.
· Fairtrade sometimes viewed as modern colonialism/do-gooders, 
· Difficulty of getting in to mentality of others even neighbours and friends we get on with, making Fairtrade relevant to them. 
· Intelligent people not necessarily picking up on all the media attention we do, or taking as much interest as we do. 
· Too centered on Fairtrade Fortnight (Not using FF apart from at fortnight) 
· Communication with grassroots (several only found out about CAG through others or an email), many campaigners not have the time to check the website regularly, some not heard of TTB 
· Campaigners in Wales look to FT Wales more than FF, different dynamic with Scottish Fair Trade Forum (less easy to work with) 

[FT nation update- FF didn’t feel it was their place to award FT nation status but supportive of Wales and Scotland. In touch with both orgs- Wales about supporting schools and towns (useful), Scotland more strategic.]  

Opportunities
· Can connect Fairtrade movement to larger sustainability debate
· Long term need to work more in schools (even get paid sometimes), sustainable/eco schools are good route in, Young enterprises (govt backing) and global dimension in schools. 
· Ofsted could be developing to include Fairtrade
· Work with local authorities on sustainable procurement agenda (Leicester council agreed in principle to many FT (bananas, juice, footballs etc) purchasing options, but due to money haven’t really come through)
· Climate out there disgruntled with business people open to other ways of doing things, lays groundwork for when there is money available, 
· Opportunity around Olympics and Commonwealth Games

Threats
· Fairtrade still seen as opposition to local so can be a threat (sugar in East Anglia, textiles elsewhere) 
· Political change. 
· Involvement of the ‘Big Boy’s, big commercial partners who would like to hijack Fairtrade- Confusing for consumers, takes FT down to lowest common denominator, threat to producers of working with companies meeting minimum requirements, threat to recruiting new campaigners- see the Mark on mainstream products and think the job is done, not willing to campaign on behalf of large companies
· Threat to small local Fairtrade shops

3. Vision and role of Campaigner Advisory Group
Outcomes from the ‘Building the Fairtrade movement’ (sent with meeting agenda) paper last autumn difficult to realise without greater input from campaigner network. Recommendations to come out included (page 13):
· FF needs to include more campaigner participation in policy decision on its campaigning.
· Set a realistic timescale for bringing campaigner voice in to decision making and democracy

4. Discussion around purpose of the group, roles and responsibilities. 
Purpose of paper which went to SMT (also attached: Paper to SMT) was to make this first meeting happen, and get goodwill and support from FF. 
Unclear at the moment how much decision making and influence the CAG will be able to have but would like to know what the group would like it to be. Harriet supportive, in favour of having greater campaigner representation and would like to hear the CAG ‘demands‘. 
Consensus to accept the draft activities and purpose outlined in report for now as an interim and assess the description over time (1-2 years) and work out if it needs adjusting. Sense checking means making sure that any ideas / projects involving campaigners make sense.. TTB doesn’t need to determine the activities of the group but could/should be aligned. 
5. Roles and responsibilities
To decide: No. of meetings, chairing meetings, setting agenda, role of FF
All administration to be done by FF.
Proposed that: 
1. FF act as chair to free up members to participate 
2. FF facilitate a campaigner chair or
3. Campaigner chair to own the group and create culture of democracy, not just structure.  

Do we want / is it possible to have campaigner rep on Fairtrade Foundation Board to represent the group. 
Draft agenda will go round to give all the opportunity to contribute, and inform of points FF would like CAG input on. As much stuff circulated before as possible i.e. policy documents to save time at meetings.  FF setting the agenda could mean the organisation dominates the group. 
Campaigner chair act as liaison between group and campaigns team to set agenda. 
Many wouldn’t wish to chair but accept the idea of campaigner chair. 
Agreed: group should have a campaigner as chair
Action (All): Group members to decide whether they want to put themselves forward as chair or vice chair
Weekdays preferred to weekends for transport. 
All invited to AGM Mon 13 Sept AGM. CAG meeting Tuesday 14 Sep. Proposed further dates: Fri 14 Jan? 1st or 2nd week April 2011. AGM Sep 2011
FF will send round AGM details as we have them, and doodle for best meeting date.
Issue of sending deputies from region to CAG if unable to attend. Deputies would need to be involved and plugged in to make it worthwhile. People in our regions should know what‘s going on in the group anyway if it‘s doing it‘s job. Agreed that if the situation arises where someone can’t attend and would like to send a deputy, they would consult with the rest of the group.
Preferred method of communication is conventional email, can develop other methods as necessary. People involved in ning/yahoo groups can communicate individually there. Suggestion of one page summary to go to towns groups after meetings.
FF to set up email address for people to contact CAG
FF website is updated end of year. List of CAG members on FF website. Minutes, agendas and CAG email address will be online too. FTF staff to ‘filter’ emails to the group and deal with any basic enquiries.
Brief paper (1 side) has gone to the board for them to start thinking about CAG representation on board before AGM. Historically NGOs represented campaigners but now they are less connected to our campaign network and it‘s not felt they represent them. Five board positions up for election, there is willingness in organisation to reform the board and open it up. How would we like to go forward with this?
Group needs to think about whether representation on the board is necessary and desired.  There was a suggestion there could be 3 campaigner representatives on the board, if there are 3 producers, and they are the beating heart of the movement, but is this necessary? Certain skill sets needed on the board, it’s top level and strategic. If CAG don’t have the skill sets maybe they should be developed to enable them to be on there. It’s important that campaigners properly understand the organisation they are campaigning on behalf of.  
See attachment: Fairtrade Board TORs, view Board members here 
Action (ALL): To think about ways to lobby for campaigner representation on the Board
See attachment: Communications team organogram. 
Lunch
6. Fairtrade Fortnight 2010 Feedback 
See attachment: Campaigners deck for slides, but please don’t use any of the graphics as they are not yet signed off. 
With Emma Huntly (FF Marketing manager) and Ray from creative agency Weiden & Kennedy
Artwork stunning, although confusion around what is a swap? Worries about the integrity of the registered swaps, made up the number with a large amount of swaps registered in one after f14 had ended. Should people have been registering as swaps things they’ve been buying for years?
Yes defining a swap is difficult, and was deliberately vague to create a universal appealing theme. Multiple registrations on website made it easier to register after events and collect them over the entire fortnight and upload at once at the end. 
Suggestion: Make resources available ongoing and not dated. 
Traidcraft Big brew running for a few years which they moved to F14, aware that tea was focus of f14, which linked up well, but Traidcraft ran out of campaigning resources. 
Posters and little books get thumbs up, durable and punchy. Mugs great but logistically really difficult. Blow up resources very good- possibility to use helium? Stickers and collectable little badges suggested. And in Welsh. A3 posters too big for some places, need A4 option too. Ordering has got better over the years- new supporter marketing manager working on this too. Thanks for filling in feedback survey. 
A lot of campaigner ideas come from groups e.g. Go Bananas from Ashbourne, so please share top ideas with us, and things which worked really well and can be reproduced elsewhere. Also through Fairtrade Fortnight awards. 
7. Fortnight planning.
Planning was a little late last year, this year will happen earlier: Share concept by end of May, toolkit by end of August. Veronica representing Campaigns, Commercial, Supporter Marketing and Media representatives also  in working group developing F14. Big Swap worked well from consumer point of view, aiming to really meet objectives of all groups, helping people understand the tangible difference that Fairtrade makes.
Campaigners: Need to be inspiring, to take trade justice actions
Consumers: Recognition of Mark is high, now need to deepen understanding
Business: Need to inspire further commitment
Show off your label. People love brands and labels, so we want Fairtrade to sit amongst this and give as many reasons as possible to be proud and show off Fairtrade. Inspired by campaigner actions over the years e.g. shaving the Mark in heads and in flower beds. Show off leaves lots of scope for events. 
Tension around the idea of showing off as a theme, the hope is the open and honest language used will get away with it. Use every opportunity to tell people about actual case studies and products. 
E.g. Cooking Fairtrade cakes, wear your clothes inside out day, 
Brainstorming
Being proud and showing off good idea. Get people on the fringes involved. Showing off lends itself to the catwalk, came from cotton but hopefully translates to grocery and other products. Label refers to provenance of products which opens opportunities. 
Cotton as product theme, 5 year anniversary this autumn. Traidcraft and People and Planet working on cotton too. Case study of whole industry requested, White Gold film recommended. 
Aurelie (FF Trade Policy Advisor) working on Alternative Trade Report for next F14, heavyweight resource which was lacking last year and may or may not be product focused  - request to include some information about trade injustices in conventional cotton industry in this.  Could lead in to campaign action or recommendations. 
With the introduction of vegetables becomes more difficult to have the local vs fairtrade discussion. VP- Fairtrade beans not coming in UK season. 
Danger of Show off your label not deepening understanding at all, but hope to do it in layers, from straplines to report. At a simple level, just making consumers think where their lemons come from and what difference it makes to buy Fairtrade. Snappy straplines will hopefully then draw them in further. The trade report will be there for more serious campaigners. 
Majority of people want to go shopping buy their stuff, so we need to give them a reason to make people proud of what they do, give them more information at the right time which doesn’t make them turn off. 
Suggested: Fairtrade/local connection portrayed in the images. Try to step in to people’s world and bring Fairtrade to them rather than trying to take them to Africa. 
Can we subvert well known brands and change them or their straplines as part of a campaign? . 
Suggested it’s a little too fun, people are ready to see the dark side “why we need Fairtrade”. FF resources always tend to be positive. 
Event ideas: Clothes inside out, Red carpet events, showing off your label with local celebrities (anyone can also be a celebrity). Fashion show an obvious event, debates the chance to get behind the label, trade-offs, bake offs, strip off, show offs or other actions Something like Pants to Poverty pants amnesty, freezing bad pants and destroying them. 
In favour of big uniting moment a la Go bananas! Didn’t happen in such a big way in 2010. Wearing clothes inside out, having label hanging out can be seen everywhere. Go bananas billed as world record event, be part of something rather than having a numerical target. 
Could create giant tablecloth or something for a large event in the summer or World Fair Trade day? e.g. big picnic. 
Materials: Fairtrade stamps/tattoos, posters which don’t date, bunting that can be coloured in (the current bunting was supposed to do this), or other colouring in kids activities-Flags (flying the flag on town halls). 
Big “thing” people contribute to such as a long piece of bunting- send out kits, run competition and hang up in London... Would need a purpose for the creation such as an event, giving in to no 10 or used for an event later in the year (for example, picnic idea mentioned above)Bookmarks to go in to Oxfam and other bookshops- tried this year with Fairtrade everyday cookbook but with limited success. 
Will be producing resources over next few months, please all feed in any ideas for events, themes etc. Campaigner action guide will be started by end of July. 
Action (All): Feed in any ideas on events/resources to FF
Need to sort out rules on use of the Mark and calling cakes “Fairtrade” if asking people to show it off- many misuses of the Mark taking place already. Make distinction between goodwill, promoting/campaigning and commercial abuse of the Mark. 
New branding with one Mark for campaigners & corporate and one for certification, planned to be rolled out in September. 
Producer tour regions will hopefully be announced at supporter conference, and will include a cotton producer but not exclusively cotton. Liaising with local co-ordinators has worked well and will continue. 
AOB
500th Fairtrade town
How to highlight local, unique nature of campaigns (part of bigger movement), bring 500 to life and create some kind of action to sum this up?
All towns send someone to the 500th. Send local scene postcards- hard to get every town to do it without fixing it. 500 postcards to David Cameron asking him to do something. Bruce to do a 500 mile walk- The Proclaimers support Fairtrade “I would walk 500 miles” 500 mile cycle ride taking in major milestones on the Fairtrade movement history. Cyclists hand over parchment signing off number of miles done to next cyclists. 
We don’t yet know who the 500th will be so hard to plan a route to end there. Optimistically will be 3 months away. 
Supporter conference- Saturday 9th or 16th September
Will be in same venue as last year to recreate the large attendance, lots of ideas and energy, get speakers etc and build the profile and desirability as a national event before moving out of London. Easiest for most people to get there but will hopefully be streamed on the web too. 
Currently looking at having a debate on cotton with someone from FLO, LBTL, EJF and producer rep. Caroline Lucas, Pascal Lamy (WTO) ideas for keynote speakers
Debating who a new patron could be but may not be in place in time. 
Action: Stella to send round flyer about conference at Northumbria 1st week in Sep
Video or other fun item for people to find out what everyone does at FF (maybe something like this from Max Havelaar France: http://www.youtube.com/watch?v=wEzdpMP6v4s??) . 
Need balance between issues and skills based seminars & workshops. Fundraising suggested, rather than new media. FF Fundraising team keen to help campaigners to raise funds. Last year some feedback that workshops were pitched at different levels to expected. Hand-outs / ‘Easy guide to …’ could be included in delegate packs to cover issues not explored in workshops/ group sessions – e.g. Building a Website, social media …
Some work to be done to weave in top line climate change & Fairtrade on a local level for a workshop, but possible. No link with Transition towns at the moment, but would like to have some discussions with them. They’re an autonomous movement so can’t create relationships with HQ
Copying certificates. Traditionally certificate copying not encouraged as it could undermine the idea of achieving it, but going forward no one sees any problem with handing out multiple copies. 
General feeling meeting had gone well, some were nervous and unsure how it would go but relieved and excited going forward. Everyone behaved well!


