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Introduction 

According to the United Nations’ World Food Programme (WFP), ten million people die every year of 

hunger and hunger-related diseases. Hunger and poverty claim 25,000 lives per day; one every 3.5 

seconds. More people die from hunger than from AIDS, malaria and TBC combined. Today, 854 

million people do not have enough to eat – more than the populations of the USA, Canada and the 

European Union combined. Over the last decade and a half, global poverty has dropped by 20 

percent, yet the number of hungry people has increased by 18 million.1 According to the Food and 

Agriculture Organization (FAO), an additional 50 million people became undernourished in 2007 due 

to high food prices.2 And yet, there is still more than enough food on the planet to go around.3

 
Then what causes this hunger? In fact, only 8 percent of malnourished people are victims of 

emergency situations such as famines, earthquakes and wars while the rest suffers from structural 

hunger.4 The World Bank states that poverty is the root cause of such hunger, and thus defines 

hunger as “the most extreme manifestation of poverty”.5 Poverty, in turn, is partly caused and 

sustained by unfair trade practices: trade that lacks social, environmental and economic sustainability. 

Unfair terms of trade for example, have a strong negative impact on the development potential of poor 

countries6 and, according to the UN Conference on Trade and Development (UNCTAD), even rob 

developing countries of US$700 billion a year, particularly in the agricultural sector7. Unsustainable 

business practices that violate social and environmental standards may also hamper the development 

of poor individuals as well as countries.8

 
Unfair trade is primarily the lack of international legislation and/or the unwillingness of national 

governments to align their national legislations. National and international governments fail to create a 

level playing field. Although Fairfood, as a campaign and lobby organisation, does stimulate politicians 

to implement laws to create a level playing field, Fairfood focuses primarily on food and beverage 

companies. Governments are reluctant to implement legislation and Fairfood does not have the scale 

and network (yet) to effectively lobby towards governments. Fairfood does have the knowledge and 

organisation to effectively lobby towards food and beverage companies; more in particular, food and 

beverage brand owners. Fairfood focuses on brand owners because brand owners do not only decide 

how a product tastes, but they also decide how and where it is produced. 

 
                                                      
1 Source: WFP, 2008, Hunger Facts, http://www.wfp.org/aboutwfp/facts/hunger_facts.asp 
2 Source: FAO, 2008, About 50 million more hungry people in 2007, 
http://www.fao.org/newsroom/en/news/2008/1000866/index.html 
3 Sources:  

- Food First, 2008, From Food Rebellions to Food Sovereignty, 
http://www.foodfirst.org/files/shared_staff/audio/From_Food_Rebellions_to_Food_Sovereignty.pdf 

- FAO, 2002, Reducing Poverty and Hunger: The Critical Role of Financing for Food, Agriculture and Rural 
Development, p. 9, http://www.fao.org/DOCREP/003/Y6265E/Y6265E00.HTM 

4 Source: UN Millennium Project, 2006, Fast Facts: the Faces of Poverty, 
http://www.unmillenniumproject.org/resources/fastfacts_e.htm 
5 Source: World Bank, 2004, Poverty and Hunger, p. 38, www.worldbank.org/depweb/english/beyond/beyondco/beg_06.pdf
6 Sources:  

- UNDP, 2005, Human Development Report 2005: International cooperation at a crossroads - Aid, trade and security in 
an unequal world, p. 31 

- Stiglitz and Charlton, 2005, Fair Trade for All 
7 Source: UNCTAD, 1999, Trade and Development Report 1999, p. IX 
8 Source: UN Global Compact 2006, Freedom from Want and Fear: the Role of the UN Global Compact 
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To effectively stimulate food and beverage brand owners to increase the level of sustainability of food 

and beverage products, Fairfood encourages consumers to change their purchase behaviour and 

substitute their regular products for the most sustainable products available. In the role of citizens, 

Fairfood asks the public to help in campaigning towards brand owners. Some people play even more 

roles. Besides being consumers and citizens, they are as well employees or shareowners of food and 

beverage companies. From that perspective, they can play an extra role. Especially employees are 

considered to have influence because companies often state that working in a sustainable way is 

initiated to meet demands from the inside - from employees. Besides the public as leverage, 

politicians and resellers (like caterers), the media and other NGOs also play important roles. 

Politicians support Fairfood in many ways and joint actions with other NGOs are also carried out. 

 
Fairfood confronts food and beverage brand owners worldwide. From the USA to China, and from 

South Africa to Norway. Fairfood not only confronts, but also offers solutions. However, 

implementation of solutions are not carried out by Fairfood, although Fairfood might find an 

implementation partner in case food and beverage brand owners are looking for one. 

 

In this long-range plan, Fairfood’s basic principles, its mission, vision and objectives are addressed 

first. Then, the chapter called “Strategy” elaborates on how Fairfood intends to realise these 

objectives. In conclusion, the chapter “Activities” explains Fairfood’s organisational structure, and 

contains further information about its various departments and projects, which carry out the different 

activities. 

Because the world is changing so fast, Fairfood updates its long-range plan annually, based on the 

latest insights and developments. Fairfood looks forward at least three years. While Fairfood has a 

general long-term strategy, every year the same activities and projects are carried out (with 

increasingly higher targets). In developing this long-range plan, Fairfood has consulted many advisors 

and the many NGOs that it cooperates with. 

 
Fairfood is a transparent and independent organisation, which has set concrete and measurable 

objectives. Quality is supervised by good management information systems, the CBF label9, and an 

independent supervisory board. Since the beginning, Fairfood has worked in close partnership with 

ICCO – the Dutch Interchurch Organisation for Development Cooperation. Fairfood has found a 

unique place for itself among other NGOs. 

 
The organisation is divided into five departments, each of which manages several projects. All the 

projects are carried out each year, and every project focuses on a different part of the strategy. At the 

end of each year, all projects are evaluated and project plans are adapted. In addition, the overall 

strategy and general objectives are evaluated. Based on evaluations and new insights, the next long-

range plan is drawn up. The long-range plan complies with the standards of the CBF, and is set up 

with the Logical Framework Approach10. 

                                                      
9 CBF is a Dutch auditing and certification body that supervises non-profit organisations to increase quality. 
10 The Logical Framework Approach (LFA) is a project and program design methodology which was developed by Leon J. 
Rosenberg, under contract to USAID in 1969 and is currently used by many organisations like GTZ, SIDA, DFID, UNDP and the 
European Commission. The LFA is also called Objectives Oriented Project Planning (OOPP). 
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Mission, vision and objectives 

Introduction 

This chapter describes Fairfood’s mission and vision. The mission indicates its very reason for 

existence: food security for everybody. Though this mission can never be successfully completed by 

Fairfood alone, Fairfood can certainly contribute to resolving the problem of food insecurity by drawing 

attention to unfair trade practices in the food and beverage sector. In order to be successful, Fairfood 

will have to reach a certain size. For this reason, Fairfood intends to develop into the leading 

international campaign and lobby organisation on food and beverage fairness. This will be further 

elaborated upon in the paragraph called “Vision”.  

 
Furthermore, this chapter covers the basic principles and positioning of Fairfood and its objectives. 

Concrete objectives, both for the organisation in general and for specific projects, are vitally important 

to Fairfood. Creating clear and concrete objectives will greatly contribute to the success of Fairfood’s 

mission.   

Mission 

Fairfood is an organisation with a mission towards food security for everybody. This includes no 

(threat of) hunger or malnutrition. 

 
Fairfood contributes to the alleviation of hunger and poverty by stimulating fair production and trading 

of food and beverage products. For more information about the relation between food security and 

trade, see the next chapter. 

 
The Fairfood mission is based on the following documents: 

• The Universal Declaration of Human Rights  
• The UN “Millennium Development Goals” (MDGs) 
 
Article 25 of the Universal Declaration of Human Rights revolves around the right to food. Within this 

framework Fairfood emphasises the concepts of “entitlement” and “enable to enable”. This means that 

governments are responsible for providing their citizens with the opportunity to provide themselves 

with sufficient nutrition, or the means to sufficient nutrition. Third parties, such as rich and powerful 

countries and companies, may not take advantage of government failure on this point. Unfortunately, 

however, rich and powerful countries and powerful food and beverage companies often do take 

advantage of this failure. 

 

The UN Millennium Development Goals (MDGs) serve as equally important basic principles for 

Fairfood. All are deemed important, though Fairfood emphasises the MDGs 1, 7 and 8, and their 

mutual relationships. Fairfood strives towards the eradication of hunger (MDG 1B) through the 

eradication of poverty (MDG 1A), ecological sustainability and environmentally friendly agriculture and 

fishing (MDG 7), and its impact on fair and sustainable trade (MDG 8), which ultimately leads to the 

fair production and trade of food and beverage products.  



 

Motive 

Hunger is one of the world’s primary causes of death: each day 25,000 people die from hunger or 

hunger-related diseases11. Yet, there is enough food on the planet to go around12. Hunger is not 

caused by war and disaster alone (only 8 percent)13, but is greatly influenced by poverty and lack of 

access to food14, partly resulting from unfair trade15. And this in turn is often the result of failure of 

(inter)national governments. For more detailed information on how hunger, poverty and trade are 

related please see the document “Fairfood Framework”. 

 

The international society should make trade fair, which especially includes creating a level playing 

field. This means fair changes and bargaining power for all involved parties. Dominant positions 

should never be misused within negotiations. The WTO has the task of creating a level playing field 

but the WTO and its 153 member states have failed to create a level playing field so far. This mainly 

happens because of the dominant power of the EU and the USA within the WTO. Upcoming powers 

like Brazil, China and India have brought some balance among the members of the WTO in recent 

years, but unfortunately, this has not yet resulted in a new treaty: a treaty that should be especially 

more favourable for developing countries. Whatever the outcome of new negotiations, many unfair 

trade practices will stay in place and there will be no real level playing field in the short term. 

 

Besides creating a level playing field, another problem should be solved: all costs should be 

internalised. Many costs are not calculated in a product, such as the cost of polluting the environment. 

These costs are left for local populations, governments or for future generations to deal with. The 

international society should setup rules for internalising costs and offenders should be prosecuted. 

 

While the international society is failing to create a fair trading system, developed countries and 

powerful companies should take their responsibility. Powerful companies especially should not be 

relieved of their responsibility, since a lot of powerful companies have more turnover than the GDPs of 

many developing countries. The biggest companies in the world even exceed the GDP of smaller 

developed countries like Norway, Switzerland and the Netherlands. Developed, rich countries and 

powerful companies should not misuse their power. 

 

Unfortunately, powerful companies do not refrain from using the ‘gaps in the system’ and keep 

negotiating extremely low prices, fleeing to tax-havens and continue to use other unsustainable 

trading and production practices. 

                                                      
11 Source: WFP, 2008, Hunger Facts, http://www.wfp.org/aboutwfp/facts/hunger_facts.asp 
12 Sources:  

- Food First, 2008, From Food Rebellions to Food Sovereignty, 
http://www.foodfirst.org/files/shared_staff/audio/From_Food_Rebellions_to_Food_Sovereignty.pdf 

- FAO, 2002, Reducing Poverty and Hunger: The Critical Role of Financing for Food, Agriculture and Rural 
Development, p. 9, http://www.fao.org/DOCREP/003/Y6265E/Y6265E00.HTM 

13 Source: UN Millennium Project, 2006, Fast Facts: the Faces of Poverty, 
http://www.unmillenniumproject.org/resources/fastfacts_e.htm 
14 Source: World Bank, 2004, Poverty and Hunger, p. 38, www.worldbank.org/depweb/english/beyond/beyondco/beg_06.pdf
15 Sources:  

- UNDP, 2005, Human Development Report 2005: International cooperation at a crossroads - Aid, trade and security in 
an unequal world, p. 31 

- Stiglitz and Charlton, 2005, Fair Trade for All 
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As long as there is no level playing field and there are no rules set up for internalising all costs, 

companies will continue to misuse ‘the gaps in the system’. Fairfood has to play its role as a watchdog 

and should confront food and beverage companies that misuse these gaps. 

Positioning 

Fairfood was not the first and is not the only NGO working on making trade fair. The current fair trade 

movement was shaped in Europe in the 1960s. Fair trade during this period was often seen as a 

political gesture against neo-imperialism: radical student movements began targeting multinational 

corporations and concerns that traditional business models were fundamentally flawed started to 

emerge. The slogan at the time, “Trade not Aid”, gained international recognition in 1968 when it was 

adopted by the UNCTAD to put the emphasis on the establishment of fair trade relations with the 

developing world16. Nowadays, many NGOs are working on making trade fair. Unfortunately, however, 

trade is still far from fair. At the current rate of improvement, it will take decades to make all trade fair. 

Fairfood wants to speed up the process, and focuses specifically on making the fair trade movement 

less of a ‘niche’ market. Fairfood works constructively together with other NGOs to make it happen. 

 

NGOs working on making trade fair play different roles. Some see this as their core business (like 

Fairfood) while others carry our programmes (like ICCO). Fairfood distinguishes between three main 

groups of NGOs working on making trade fair: labelling organisations (like FLO/Fairtrade, Utz Certified 

and Rainforest Alliance), NGOs that help food and beverage brand owners in implementing more 

sustainable trading and production practices (like ICCO, ActionAid, Oxfam, Solidaridad etc) and other 

campaign and lobby organisations (like Greenpeace, Both Ends, Stop The Traffik etc.). 

 

Labelling organisations enable companies to show consumers how sustainable their food and 

beverage products are. Although there are differences between the labels, Fairfood encourages food 

and beverage companies to certify their products with one of these sustainability labels or show 

consumers in another way what the level of sustainability of their brand products is. 

 

Other NGOs help food and beverage brand owners make the production and trading of food and 

beverages more fair, by running many projects together. These ‘partnerships’ are of great importance 

because companies often lack the knowledge and know-how of ways to make production and trading 

more fair. In relation to these NGOs, Fairfood acts as a broker. Fairfood does not have the knowledge 

and know-how to advise on how to make production and trading more fair, but Fairfood does know 

which NGOs (and companies17) do have this knowledge and know-how. 

 

Other campaign and lobby organisations are of great importance here as well. Although Fairfood has 

reached a certain size, a lot of pressure on large food and beverage brand owners is needed to 

stimulate them to change their trading and production practices. This has to be done in cooperation 

                                                      
16 Source: International Fair Trade Association. (2005). Where did it all begin? 

http://www.ifat.org/index.php?option=com_content&task=view&id=10&Itemid=17&limit=1&limitstart=1 
17 Companies like KPMG Sustainability have often helped food and beverage brand owners to implement more sustainable 
trading and producing practices as well. 
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with other NGOs. Besides this cooperation, it is important that while one campaign organisation 

stimulates, another organisation confronts at the same time. Different campaign and lobby 

organisations should be compatible. Fairfood builds up more and more alliances with other campaign 

and lobby organisations in order to work together effectively and efficiently. 

 

It is important to state that Fairfood is a campaign and lobby organisation and is neither certifying 

products nor implementing solutions. However, Fairfood clearly sees the importance of labelling 

organisations and implementation partners, and aims to work constructively together with these 

organisations. For more information about the strategy and actual activities that Fairfood carries out, 

see next chapters. 

Vision 

Fairfood is an independent, international organisation that stimulates and confronts food and beverage 

companies all over the world (800 in total by the end of July 2008). In 2020, Fairfood will be well-

known in every boardroom of at least every international food and beverage brand owner and in many 

boardrooms of national brand owners as well. Fairfood is a respected NGO for these companies and 

interventions by Fairfood are, most of the time, taken seriously. Besides this, many citizens and NGOs 

from countries all over the world stand behind Fairfood and support Fairfood in its fight for a more fair 

trading system in the world. As an organisation, Fairfood is acknowledged by many governments from 

developed and developing countries alike and does have influence on their policies. 

 

Consumers in several European countries are influenced by Fairfood and change their shopping 

behaviour thanks to Fairfood’s intervention.  

 

Fairfood believes that it can achieve what it sets out to do with its focused attitude and ambitious, 

professional, researching and challenging character. Fairfood will continue to improve itself where 

possible and will remain a source of playful encouragement for food and beverage companies, the 

public and politicians. 

 
Fairfood’s head office in Amsterdam will remain the base of most employees (paid and unpaid). Many 

different nationalities will be working there, and the ‘corporate’ language is English. In other countries, 

small front offices will be set up if necessary. Only those activities that are most efficiently carried out 

at local front offices will be carried out there. 
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Objectives 

In order for its mission to be successful, Fairfood has set itself a clear, central objective in order to 

contribute to its mission. 

 
• Increasing the level of sustainability of food and beverage products. 

 

In addition to the central objective as mentioned above, Fairfood intends to raise awareness among 

citizens that there is a relation between the products they buy and hunger and poverty. Besides this, 

Fairfood wants consumers to change their shopping behaviour, and Fairfood wants to increase its 

brand recognition in order to increase its influence on companies, politicians and the public. 

 
Fairfood’s objectives and expected results are summarised in the table below. 
 
Objectives in percentages 2009 2010 2011 

Percentage of consumers who, partly thanks to Fairfood, consume 5% 
more sustainable products than the year before. 

 1,6% 2,4%  3,6% 

Percentage of citizens who, partly thanks to Fairfood, are aware of the 
relation between local consumer behaviour and hunger and poverty. 

  6%   9%  11% 

Spontaneous brand recognitionTP

18
PT   15% 18% 20% 

Aided brand recognitionTP

19
PT   40% 45%  50% 

 
Above percentages are targets to be achieved in areas where Fairfood is fully active. In so-called 

‘starting-up areas’, Fairfood will achieve lower results. Therefore, for ‘starting-up areas’, adjusted 

percentages will be determined. In January of each year, Fairfood performs a survey among the public 

in order to find out to what extent the above objectives have been met. 

 

In addition to the overall objectives stated above, each Fairfood project has drawn up realistic and 

measurable targets. Separate departments are responsible for producing their respective results. 

Furthermore, the individual departments are responsible for contributing to achieving the above 

mentioned general objectives. Additional information about these projects can be found in the chapter 

“Activities”. 

                                                      

TP

18
PT “Spontaneous” knowledge refers to recall of the organisation’s name without help. 

TP

19
PT “Aided” refers to knowledge of the organisation’s name, when the respondent has selected the correct name 

out of a provided list.  



 

Strategy 

Introduction 

The main objective of Fairfood is to increase the level of sustainability of food and beverage products. 

To achieve this, Fairfood has devised an integral strategy in which brand owners are the primary 

target group. Brand owners are influenced directly, but influencing brand owners without leverages is 

almost impossible. Therefore, consumers, citizens, employees, shareholders, politicians, resellers20, 

the media and other NGOs are of great importance in the process of influencing brand owners. As 

such, they are directly or indirectly helping Fairfood in influencing brand owners. 

 
In this paragraph it is laid out how Fairfood influences brand owners and how the leverages help 

increase this influence. For more information about Fairfood’s concrete activities, please check out 

chapter “Activities” below. 

Food and beverage brand owners 

Food and beverage brand owners are Fairfood’s primary and central target group. Fairfood focuses on 

brand products of brand owners and not the brand owner itself because the product is, in the end, 

what should be sustainable. By focusing on brand products, discussion on what the impact of 

improvements will be is avoided. Activities of brand owners should eventually lead to an increased 

level of sustainability of brand products. Besides this, consumers should be able to know how brand 

products are produced so they are empowered to choose (more) sustainable products. Fairfood 

approaches brand owners of brand products and not the retailer. Unilever, for instance, is the brand 

owner of Magnum ice creams and can be the producer of house brand ice creams as well. However, 

Fairfood will only approach Unilever for its Magnum ice cream and approach the brand owner (for 

instance the supermarket) for its house brand ice creams. Fairfood chooses to do so because the 

brand owner does not only decide how a brand product tastes, but also whether this brand product is 

healthy and sustainable. Fairfood influences brand owners, which sell their brand products on the 

Dutch, British, German, Belgian and/or French markets. These brand owners are based in head 

offices all over the world, from Norway to South Africa and from the USA to China. Fairfood focuses 

both on larger and smaller companies. Whereas large companies are often well aware of the process 

that could lead to improvement, mid- or small-scale companies often lack that information but can 

change more rapidly. 

International conventions, agreements and norms 

Fairfood only approaches brand owners on issues that are based on international conventions, 

agreements and norms and that have a relation with poverty and hunger, such as the ILO labour 

standards. Fairfood only focuses on issues based on international conventions, agreements and 

norms to prevent brand owners from being able to defend themselves by accusing Fairfood of raising 

awareness for issues that are not supported by the international community and/or a large number of 

                                                      
20 Resellers who have own brands (and thus brand products), are considered brand owners. 
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citizens. Fairfood wants to avoid any discussion on this level. Nevertheless, there are some issues 

lacking in Fairfood’s scope; therefore, Fairfood is continuously searching for international conventions, 

agreements and norms to make the sustainability agenda even more complete. For more information 

about issues and the scope of Fairfood, please check out the document “Fairfood Framework”. 

Wide sustainability agenda 

While some organisations focus on social issues and others on environmental issues, Fairfood tackles 

a wide range of issues. Fairfood also focuses on the so-called ‘forgotten’ issues, such as tax 

avoidance, corruption/bribery and market distorting subsidies. Fairfood raises awareness among 

brand owners of this wide range of issues. Many brand owners are aware of the fact that child labour 

might occur in the chain, but being confronted about tax avoidance is often new for them. This wide 

range of issues is very important because only working on, for instance child labour and living wage, 

will not create a level playing field. Trade can only be made fairer if all issues are sorted out and when 

all actors can trade within a level playing field (see also paragraph “Motive”). 

  

Using this wide sustainability agenda is also fairer towards brand owners. Some brand owners invest 

in issues (very important ones) which receive less priority on the agendas of many NGOs and are 

therefore less rewarded. Fairfood believes that it is important to name all important achievements 

brand owners realise. For more information about the scope of Fairfood, please read the document 

“Fairfood Framework”. 

Transparency 

A prerequisite in working with brand owners to increase the level of sustainability of their brand 

products is transparency. As stated earlier in paragraph “Motive”, governments have unfortunately 

shown little willingness to make legislation to enforce the sustainability of brand products. Besides this, 

governments have also shown little willingness to make legislation to force brand owners to be 

transparent (although some politicians are working on this). For years though, governments and 

international bodies have stated that consumers should ask for information and that brand owners 

should provide suitable information, so consumers know how the brand product they buy is produced 

and traded and therefore can choose for sustainable products. Currently, the problem is that 

consumers often cannot derive from the given information how they can shop sustainable. 

 
To enforce transparency (partly on behalf of consumers), Fairfood stimulates brand owners to be 

transparent on a brand product level and in a way that consumers can easily judge the sustainability of 

these brand products. By referring to many political statements and a steadily growing common 

understanding that brand owners should at least be transparent, Fairfood is able to provide a lot of 

important information about brand products (for consumers, politicians, the media etc).  
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Impact versus policy 

Fairfood focuses on impact or expected impact. First of all, Fairfood does this to avoid many years of 

talking with brand owners without any impact. Many brand owners implement policies to really have an 

impact in a few years, but others only do so to avoid trouble from NGOs and the media. By 

implementing policy, they can say that they are doing something, although results fail to occur 

(window-dressing). 

 

A second advantage of focusing on impact is that Fairfood gives brand owners the possibility to 

choose their preferred way of working to improve the level of sustainability of their brand products. 

Many brand owners do not want to be pushed in one way or another. Brand owners are used to being 

stimulated by impact and results, rather than by policy. Therefore, Fairfood does not want to dictate a 

determined system or label. Sustainability labels are good, reliable and externally controllable systems 

(and therefore strongly promoted towards brand owners by Fairfood as well), but are rather expensive 

for brand owners and can therefore increase prices for consumers21. Fairfood gives brand owners the 

opportunity to choose for themselves how they want to increase the sustainability of their brand 

products. Fairfood promotes brand products that are (relatively) sustainable, if a brand owner can 

assure the level of sustainability. 

Assurance 

Brand owners are increasingly putting visible labels on their brand products (such as the Fairtrade 

label, Rainforest Alliance and UTZ Certified), which is greatly rewarded and promoted by Fairfood. If 

there is not a visible (reliable) sustainability label on the outside of a brand product, Fairfood verifies 

whether this brand product is really sustainable. In these cases, Fairfood places the burden of proof 

with the brand owner. When information of brand owners is suspicious, additional assurance should 

be provided by the brand owners to ground their sustainability claim. If sufficient assurance is 

provided, Fairfood will promote these brand products (like the products with a sustainability label). If 

later on, Fairfood finds out that given information was incorrect or inadequate, Fairfood may make this 

public, thus functioning as a strong incentive to refrain from doing so. Many risk-management 

departments of brand owners strongly advise internally to provide only reliable information, showing 

that selling unsustainable brand products is less of a crime than being accused of providing incorrect 

information. 

 
By approaching brand owners in the above described way, Fairfood is able to approach many brand 

owners (approximately 1000 in 2009) on a huge number of brand products (approximately 5000 in 

2009) with a relatively small annual budget. Besides the efficiency of this method of working, it is also 

possible to focus on product groups where no sustainability labels are available, like for many dairy 

products and products produced with soy (including animal feed for meat products). 

Progression 

Focussing on impact has one big disadvantage. Brand owners may feel mistreated, as they may take 

                                                      
21 Not to be confused by rising of prices of brand products due to for instance the rise of salaries of farmers. 
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genuinely important steps towards increasing the level of sustainability of their brand products, but 

these steps may not yet be enough to claim that a brand product is sustainable and this is therefore 

not rewarded. Fairfood rewards steps genuinely taken if these steps eventually have real impact. The 

brand owner should take responsibility for the objectives regarding the expected impact on 

sustainability and convince Fairfood that its policy will eventually lead to full compliance. If Fairfood is 

convinced, Fairfood is willing to promote these brand products alongside the products that already 

reach a certain sustainability level. 

Solutions 

Many brand owners do know how they can increase the level of sustainability of brand products in 

certain areas. For many however, there are other problems for which no solutions are known or 

available. Fairfood wants to be pro-active. That means not only pushing brand owners to increase the 

level of sustainability of certain brand products, but also providing brand owners suitable solutions. 

Therefore, Fairfood analyses solutions and informs brand owners about these solutions. Fairfood is 

also willing to find tailor-made solutions, but will not implement solutions. This is not a role that suits a 

campaign and lobby organisation. Nevertheless, Fairfood can help a brand owner to find an 

implementation partner. Costs for implementing solutions will never be paid by Fairfood. 

 

By providing solutions, Fairfood prevents brand owners from using the argument that it is difficult to 

take steps to increase the level of sustainability of brand products. 

 

Sustainability labels form an important group of solutions, and therefore Fairfood analyses labels to 

see if they cover certain issues. Many labels however, focus on policy, which is not rewarded alone by 

Fairfood (only the impact in the end is rewarded or progress towards impact). If brand owners do 

implement a reliable label that proves a certain level of sustainability (or proves otherwise that there is 

a minimum sustainability level), Fairfood starts promoting these products right away. 

Reasonable and reliable 

Fairfood uses a wide range of instruments to stimulate brand owners to increase the level of 

sustainability of their brand products. Fairfood will approach a brand owner in a positive and 

constructive way and will never judge a brand owner upfront. If a brand owner is reluctant to increase 

the level of sustainability of its brand products, Fairfood will slowly increase pressure to stimulate 

progress. Consumers, citizens, employees, shareholders, politicians, resellers and other NGOs will be 

put in place to build up more pressure. If a brand owner is ultimately not willing to increase the level of 

sustainability of its brand products, Fairfood might conduct a publicity stunt. 

 

It is important to state that tough action will only be carried out after a thorough process of searching 

for a dialogue, stimulating the brand owner to take serious, sufficient steps and informing that action 

will be taken. In that sense, Fairfood wants to be a reasonable and reliable ‘partner’. 

 

Building files of brand owners is crucial. The file building process is monitored by a group of lawyers, 

to ensure that action can never harm Fairfood seriously. 
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Leverages 

To stimulate a brand owner to increase the level of sustainability of its brand products, many 

leverages are initiated. In this paragraph, the various leverages are described. 

Consumers 

Fairfood focuses on consumers from 18 to 40, highly-educated and living in the Netherlands, United 

Kingdom, Germany, Belgium and France. Consumers can put pressure on brand owners in different 

ways. First of all, consumers can change their shopping habits, which might result in decrease in 

turnover for unsustainable brand products22. A small drop in turnover has a big influence on the net 

profit of a brand owner and therefore consumers are of great importance to Fairfood. Unfortunately, 

not every consumer is willing to travel any further for his or her groceries. Many consumers would 

prefer to purchase their groceries around the corner. Therefore, to use this leverage in an efficient 

way, Fairfood should make it easy for consumers to buy sustainable products. Fairfood focuses on 

brand products sold in mainstream (regular and larger) supermarkets. Communication surrounding 

relatively sustainable brand products is done by printed material, on the website and on an one-to-one 

basis. 

 

Another important issue in convincing large groups of consumers to buy sustainable products is the 

price. Sustainable brand products need not be significantly more expensive. Therefore, Fairfood 

focuses on mainstream products with a certain size and turnover. Fairfood offers consumers what they 

want: affordable, easily accessible, relatively more sustainable products. Nevertheless, it remains 

difficult and rather expensive to reach a critical mass of consumers; therefore, the reach of this 

leverage is limited.  

 

Another consumer related leverage, which is at least as powerful, is ‘consumer habits’. This means 

that brand owners are sensitive about the reputation of their brand product (even if no drop in turnover 

is measured). Therefore, Fairfood advises consumers not to buy products for which there is no 

information available regarding the sustainability level and/or where the sustainability level is too low. 

Citizens 

Fairfood focuses on citizens from 18 to 40, highly-educated and from all over the world. Citizens are 

much easier and cost efficient to mobilise than consumers because demonstrating against unfair trade 

practices by signing a petition or letter is much easier than changing shopping behaviour. However, 

some brand owners are less influenced by citizens than consumers. Fairfood will collect petitions and 

declarations from citizens all over the world directly and via its partners. Petitions and declarations 

from citizens in developing countries are crucial for Fairfood as the majority of poor and 

undernourished people are living in developing countries, and are worst affected by unfair trade 

practices. Fairfood wants to talk to brand owners (and politicians) on behalf of those who are harmed 

most. 

                                                      
22 In 2007, 0.54% of the Dutch population (within target group) mentioned that partly thanks to Fairfood they started consuming 
relatively sustainable products (source: Fairfood Public Survey 2007) 
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Employees 

Many companies change their way of working due to internal pressure; pressure from employees. 

There is clear evidence23 that employees are more committed to an organisation if a company acts 

socially responsible, thus putting pressure on the management of companies to invest in sustainability.   

Motivated employees are very important for companies and if a company is in the news regularly 

because of its unfair trade practices, this might result in less motivated employees or even employees 

leaving the company. The image of a company is not only very important for consumers, but also for 

employees. Therefore, influencing employees is important. Informed employees will ask questions 

internally and raise awareness within the company, thus putting pressure on the management of 

brand owners to change their production and trade practices. 

Shareholders 

Sustainable companies are more profitable24. Besides this, sustainable companies have easier access 

to money. Banks include sustainability issues more and more in their list of requirements. Risk 

analysts report negatively about companies if companies produce and trade unfairly. Shareholders 

know this and therefore shareholders are raising questions about sustainability. Fairfood can put 

pressure indirectly on brand owners by stimulating shareholders to raise more questions. 

Politicians 

Fairfood focuses on politicians from developed countries and developing countries as well. Politicians 

from developed countries are put more and more under pressure to implement legislation to make 

trade more fair. Unfortunately, as stated before, politicians have shown little willingness to enforce 

laws to this end (probably due to an effective lobby by companies). However, politicians are aware 

that companies often take advantage of inadequate legislation and are therefore willing to support 

Fairfood in its fight for more sustainable products. Brand owners seem to be sensitive to requests from 

politicians to increase the level of sustainability of their brand products. Fairfood, therefore, asks 

politicians to help and politicians, therefore, are an important leverage for Fairfood. 

 

Politicians and governments from developing countries, who face more of the damage of unfair trade 

practices, are approached by Fairfood as well (if democratically elected). Fairfood finds it important to 

be able to speak on their behalf as well. 

 

Politicians and governments are not used solely as leverages. Eventually, unfair trade practices 

should be sorted out by implementing (inter)national legislation; therefore, Fairfood asks politicians to 

work on that. This part of the strategy of Fairfood is not intended for short term progress, but rather to 

be able to make all products fair in the longer term, even those of the most reluctant food and 

beverage companies that are not influenced by any action of Fairfood. 

Resellers 

Fairfood focuses on different kinds of resellers, like caterers, (company) restaurants, etc. Products 
                                                      
23 Source: The contribution of Corporate Social Responsibility to organisation commitment (Steven Brammer, Andrew Millington 
and Bruce Rayton). 
24 Source: Corporate social responsibility and financial markets, Lammertjan Dam. 7 February 2008. 
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resellers buy often differ from supermarket products. Therefore, Fairfood analyses wholesale products 

as well. Resellers, especially caterers, can put pressure on brand owners and are therefore influenced 

by Fairfood as leverage. Resellers with own brands and brand products are approached in the same 

way as brand owners. 

Media 

The media are crucial in Fairfood’s strategy. Without media attention, Fairfood wouldn’t exist. 

However, Fairfood finds it important to focus on the best practices and positive actions by food and 

beverage brand owners, which is not always interesting to the media. To be able to influence the 

media anyway, Fairfood created a new and unique communication strategy which is appealing to the 

media. 

NGOs 

Fairfood works together with many other NGOs to influence food and beverage brand owners in a 

more effective way. Pressure from different directions is important to make brand owners realise that 

they have to change their way of working. 
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Unique Selling Points 

Introduction 

In this paragraph, Fairfood’s unique relationship with other NGOs is described. Fairfood became 

active in 2002 and since then, Fairfood has searched and carried out pilot studies and found its place. 

Although the international society and national governments should eventually solve the problem of 

unfair trade practices by creating a level playing field (see paragraph “Motive”), Fairfood focuses on 

food and beverage brand owners, because it is here where Fairfood can add value. It is here that 

Fairfood can play a critical role and this is where Fairfood’s strengths lie. 

 

Fairfood is unique in many different ways as described below. It is important to state that being unique 

is not an objective in itself. In many ways, Fairfood is a standard organisation. Its structure, ICT and 

large parts of the communication strategy for instance are industry standard. An organisation should 

not try to be unique for the sake of being unique. Fairfood wants to be unique only if it is necessary to 

achieve better results and to reach its objective in a more efficient and effective way. 

Where is the problem? 

Unfair trade practices were/are created mainly by developed countries. The many companies with 

their head offices in developed countries use so called ‘gaps in the system’. Therefore, the problem 

should be solved in developed countries! Although it is very important to help developing countries 

(with infrastructure, education, heath care etc.), the real solution for hunger and poverty lies in 

developed countries. Only when trade becomes fair and a level playing field is created, developing 

countries will be able to fend for themselves. Fairfood focuses on the root of the problem: unfair trade 

practices. 

Focused organisation 

Fairfood is a campaign and lobby organisation and focuses on increasing the level of sustainability of 

food and beverage brand products. Although there are many temptations (also for fundraising 

purposes), Fairfood remains focused on its core business. Fairfood does not do consultancy, Fairfood 

does not carry out projects in developing countries25 and Fairfood does not certify products. There is 

no other NGO that is solely focusing on increasing the level of sustainability of food and beverage 

brand products. 

Mainstream 

Fairfood focuses on mainstream products, products that are regularly, widely and easily available in 

regular supermarkets or in wholesale. There are many sustainable niche products and more and more 

sustainable mainstream products are entering the market, but Fairfood is solely focusing on 
                                                      
25 Fairfood does have partners in developing countries for other reasons. 
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mainstream brand owners and brand products with large market shares that are commonly and readily 

available. 

Consumer perspective 

Fairfood approaches brand owners (and other target groups) from the perspective of the consumer. 

Consumers are not Fairfood’s primary target group (consumers are used as a leverage), but Fairfood 

stimulates sustainability from the position of the consumer. When in the supermarket, the consumer 

should be able to choose the most sustainable products without much difficulty. Many consumers 

intend to “do good”, but do not want to make a detour to a special niche supermarket. Fairfood 

approaches brand owners with this perspective in mind. 

Wide sustainability agenda 

Fairfood focuses not only on social and/or environmental issues, but also on ‘forgotten’ economic 

aspects such as competition / cartel-forming, tax-evasion, market distorting subsidies and corruption. 

In the case of child labour for instance, much attention is given in the media. Other issues, like tax 

avoidance, are neglected (in the media and by other NGOs as well) but cause huge problems 

nonetheless. Fairfood wants to draw attention to these ‘forgotten’ issues also. All issues within the 

scope of Fairfood are based on international norms, declarations and conventions to avoid any 

discussion on their legitimacy. 

Wide range of brand products 

Fairfood examines a broad assortment of products (5000 in 2009), resulting in common knowledge of 

which products are good to buy or not (with or without sustainability labels). Fairfood provides a broad 

overview on the food market to consumers, the media, politicians and other target groups. 

Wide range of product groups 

Fairfood focuses on many different product groups (135 in 2009). In many of these product groups, no 

sustainability label is active and no other NGOs stimulate brand owners to increase the level of 

sustainability of products in these product groups. Fairfood does! 

Wide range of brand owners 

Fairfood approaches a wide range of brand owners (1000 in 2009), from South Africa to Norway and 

from Canada to China, and both larger and smaller companies. Via its unique and relatively simple 

system, Fairfood is able to approach a large number of companies with Fairfood having a relatively 

small annual budget. A lot of NGOs are fishing in the same pond. Many NGOs confront Nestle and 

Unilever, but who confronts the rest? 
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Positive attitude and solutions 

Fairfood approaches issues from the positive side, rather than the negative. Instead of focusing on 

what is going wrong, Fairfood is focusing on what can be done to improve a situation. Therefore, 

Fairfood, for instance, provides brand owners with solutions. Implementation, however, is the 

responsibility of the brand owner, but Fairfood can find an implementation partner. Likewise in its 

communication strategy, Fairfood focuses on the positive side. ‘This is good and you can do it as well’, 

instead of ‘This is wrong and you have to do it better’. 

International, partners and outsourcing 

Fairfood is an international and centralised organisation. No bureaucracy, one supervisory board and 

one management team. Fairfood focuses on its core business (its core quality) and tries to align with 

other organisations, governments, universities and companies as much as possible to outsource tasks 

that are better off in other hands (like certification, projects in the developing countries, ICT in India, 

research etc). 
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Relation to social issues 

Introduction 

Fairfood relates to various current social issues in its aim to increase the level of sustainability of food 

and beverage products. Issues such as consumer awareness, Corporate Social Responsibility, PPP 

(in two versions, namely People, Planet and Profit and Public-Private Partnerships) regularly reach the 

media and are discussed in detail. Fairfood thinks it is important that its objectives and strategy 

correspond well with these social issues and trends. In this chapter, most relevant issues are 

described including their relationships to Fairfood. 

People, planet, profit 

People, Planet and Profit is one of the most customary approaches to sustainability. Companies and 

governments, when trading, have to take into account people (People), nature (Planet) and economic 

aspects (Profit). Fairfood’s broad sustainability agenda can be traced back to this division. Within its 

policy, Fairfood emphasises ‘forgotten’ aspects, such as economic sustainability (see also chapter 

Mission, vision and objectives and the Fairfood Framework). 

Public-private partnerships 

Partnerships between companies and NGOs/governments are becoming increasingly popular and can 

function as a bridge between the profit and non-profit sectors. Fairfood contributes to public support 

for public-private partnerships by demonstrating that they result in the increase of product 

sustainability. Fairfood also proposes solutions to increase product sustainability, which can be 

implemented within such partnerships. Primarily though, Fairfood views itself as a campaign and lobby 

organisation and this implies that Fairfood is more on the sidelines where such partnerships are 

concerned. 

Millennium goals 

In 2000, the UN drew up the Millennium Development Goals (MDGs), consisting of 8 promises that 

aim to “meet the needs of the world’s poorest”26 by 2015. Within these objectives, the eradication of 

hunger plays an important role (see also chapter Mission, vision and objectives). Fairfood contributes 

to the public support for the MDGs by involving the public in MDG 1, 7 and 8 and their mutual 

relations. Fairfood strives for the eradication of hunger (MDG 1B) through the eradication of poverty 

(MDG 1A), ecological sustainability and environmentally-friendly agriculture and fishery (MDG 7) and 

its impact on fair and sustainable trade (MDG 8); also rendered possible by public-private partnerships 

(MDG 8). Fairfood incorporates these fundamental MDGs into its general strategy and communicates 

them to various target groups. 

                                                      
26 The UN Millennium Development Goals. http://www.un.org/millenniumgoals/ 
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Corporate social responsibility 

Nowadays, the term Corporate Social Responsibility (CSR) is an established part of managers’ 

vocabulary. Its interpretation varies however, depending on the companies concerned. Some see 

CSR as a marketing tool, others as a premise to successful business. Yet, its undeniable presence 

can be agreed upon. Fairfood directly addresses companies on their CSR policies. To what extent 

does a company ensure its production processes do not cause hunger or poverty? In addition to 

directly addressing companies, Fairfood also motivates consumers and politicians to do likewise. 

Consumer awareness 

Consumers are becoming ever more articulate and conscious. In this age of free information flows, 

they increasingly expect to be kept informed. Fairfood accommodates consumers’ growing awareness 

and their role in product sustainability.  

Progression 

For many years, NGOs have focused mainly on international standards (ILO, OECD, etc). Many 

companies however, have regularly stated these international standards – however commendable – to 

be difficult to reach. As a result, even progress towards these standards is increasingly being seen as 

important. In this sense, Fairfood bridges the gap between NGOs and business. As much as progress 

can be rewarded however, international standards as mentioned earlier do remain the ultimate goal. 

Coherence 

Fairfood welcomes the attention given to coherence within the political arena. When progression of a 

certain criterion leads to the deterioration of another, both criteria will need to be weighed against each 

other. Fairfood’s idea of fair being based on ‘the contribution to the eradication of hunger and poverty’, 

means all aspects of sustainability are thrown into the scale. This way, coherence is ensured.
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Activities 

Introduction 

Fairfood executes a large number of year-round projects to fulfil its objectives and strategy. To run 

these projects, which are described further on in this chapter, Fairfood has set up a professional 

organisation. In order to allow the organisation to function effectively, Fairfood is split into five different 

departments, each with its own focus. Each department manager reports to the director. 

 
• Campaign & Lobby: Activating the brand owners, consumers, citizens, politicians etc. 
• Communication:  Informing the brand owners, consumers, citizens, politicians etc. 
• Research:   Analysing solutions, fairness criteria, sectors, products etc. 
• Funds & Donors:  Acquiring funds, sponsorships and donations. 
• HR & Back office:  Supporting the internal organisation with services like HR and ICT. 

 
Each department executes three to six projects, which are primarily aimed at the departments’ own 

focus. Each department is also co-responsible for realising the (central) objectives and the (general) 

strategy. The director makes sure that there is a proper connection and proper tuning between 

departments and projects. 

Campaign & Lobby department 

Introduction 

The Campaign & Lobby department influences and stimulates Fairfood’s various targets groups. The 

Campaign & Lobby department functions as a sales department, thus selling ‘products’ to the different 

target groups. The department is split up into five projects. Each project focuses on another target 

group. 

Brand Owners 

The goal of the project Brand Owners is to stimulate food and beverage brand owners to increase the 

level of sustainability and transparency of their products.  

 

Preferably, Fairfood will do this by offering viable alternatives with a higher level of sustainability 

compared to the current production process. These alternatives (solutions) will be researched and/or 

developed within the solutions projects (see chapter Research department).  

 

At its core, the project Brand Owners has two basic methods to approach brand owners. The first one 

is lobby. In this process Fairfood assumes the role of broker, by offering and promoting solutions to 

sustainability issues or in-transparency with brand owners. The project Brand Owners will lobby 

towards companies by for example, sending out letters, initiating phone-calls, setting up meetings, 

visiting brand owners with politicians and even those harmed by unfair trade practices, such as 

farmers from developing countries. 

Additionally, after a lobby trajectory has been carefully completed without success, contact with certain 



 

brand owners may require a more campaign-like approach. Multiple target groups of Fairfood as a 

whole (for example citizens, consumers, the general public, politicians, etc.) will be activated by other 

projects within the organisation to be used for leverage. 

 

Besides working together internally, as efficiently as possible, the project Brand Owners works closely 

with other (non-governmental) organisations in order to create an effective lobby towards, or put 

pressure on, brand owners. One of the parties that Fairfood will (continue to) work with is the Dutch 

Soy Coalition, as a part of Fairfood’s focus on soy. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Brand owners that have increased their activities towards supply chain 

sustainability 

6 9 13 

Consumers 

The objective of the project Consumers is to activate a large group of consumers to actively take the 

fairness of their consumer behaviour into account. Fairfood addresses the consumer at several levels 

with different concepts, in a direct and playful manner. Several activities will motivate him/her to have 

an experience, other than just reading a leaflet with information. 

 

By doing this, consumers are triggered to reconsider their consumer behaviour. They will have the 

possibility to contribute to the fight against poverty and sustainable living by making just little changes 

in their daily lives. Consumers are activated at festivals, online (through games and other interactive 

possibilities), in magazines, papers, stores and by new media tactics.  

 

The targets of this project are set as follows: 

 

Description 2009 2010 2011 

People who actively take the fairness of their consumer behaviour 

into account 

100,000 125,000 140,000 

The target group of this project are highly educated, young adults aged 18 to 40. The project consists 

of several activities each of which has a focus on a different target group within the target group of 

young and educated adults, aged 18 to 40. 

Citizens 

Fairfood has been gathering support for its mission and activities since its founding, partly by 

collecting votes of support from citizens. Since 2006 Fairfood has collected more than 10.000 votes of 

support each year. The total number of citizens who have signed the main message and the lobby 

message (within the scope of the campaign) at the end of 2011 will be 75.000 (cumulative).  
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The targets of this project are set as follows: 

Description 2009 (cum) 2010 (cum) 2011 (cum)

Signatories core message 45,000 60,000 75,000 

Signatories core lobby message  45,000 60,000 75,000 

 

Citizens are a potentially interesting group, because all citizens can cast their vote from almost 

anywhere in the world. Citizens are not being criticised for their behaviour, but are asked for their vote 

from a social point of view, according to their responsibility as a citizen. This is why companies see 

opinion (citizens) support as highly important.  

 

To put pressure on these brand owners, citizens can function as a valuable leverage. Last but not 

least, citizens can work together with politicians to stimulate these brand owners.  

 

In addition to their vote, Fairfood asks citizens to leave an email address. By obtaining their email 

address Fairfood can actively inform and involve these citizens in Fairfood’s activities on a regular 

basis. They are given the option to become active members of Fairfood’s network. This network gives 

active members the opportunity to take direct action towards companies by sending them a letter three 

or four times a year.  

 

Fairfood will address these citizens face to face, by starting a conversation at several festivals, food 

fairs, other events and public places. Another way to reach many citizens is by internet, through online 

activities and by using the Fairfood website, other online magazines, social networking websites and 

data files of companies and partners. 

Politicians 

Politicians can play a vital role in increasing the sustainability of food production. Firstly, they embody 

a powerful leverage tool in the lobby towards brand owners, or in raising awareness among the 

general public. Secondly, they possess the power to regulate the marketplace through lawmaking.  

 

The primary core activity of this project is to gather tangible political support for Fairfood. The second 

core activity is to engage in the lobby towards lawmaking. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 
Number of politicians publicly supporting Fairfood 25 35 50 

 

The project Politicians focuses on all politicians from all over the world relevant to the issue of 

sustainable food production. The recent consolidation of sustainability as a political issue offers an 

increasingly beneficial political climate for Fairfood. 
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Resellers 

The goal of the project Resellers is to encourage resellers to enlarge the sustainability of their range. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 
Number of activated resellers 25 40 60 

 

The project aims to activate resellers on several levels: Fairfood not only speaks to contract caterers 

but also to their clients and their suppliers. Secondly, the project increases leverage towards brand 

owners: by showing brand owners there is a large demand of sustainable/fair products. This demand 

is not only put forward by small and less significant resellers, but also by large and influential resellers. 

Cooperation 

The Campaign & Lobby department cooperates with or will cooperate with organisations such as 

ICCO, de Jeugdraad (national youth council), Club van 2000, Jong OS and political youth 

organisations, universities and colleges, restaurants and various unions (student unions, sororities and 

fraternities, Rotary, rural women, etc). Furthermore, cooperation has been or will be established with 

organisations and platforms such as Coalitie voor Eerlijke Handel (Coalition for Fair Trade), Partos, 

MVO Platform, and the EEN campaign/NPM. 

Communications department 

Introduction 

The Communications department informs the various target groups. The department is split up into six 

different projects based on discipline. 

Advertising 

The goal of the project Advertising is to generate a base for Fairfood’s message among the European 

public in general, and specifically among young, educated adults aged 18 to 40, by means of various 

advertising media (print, radio, television, out-of-home, outdoor, internet, etc.). Advertising is a means 

by which to raise awareness and to activate the public. 

 

Fairfood will strive for very low profile year round exposure and will focus on two peak moments in the 

year. The 2008 advertising campaign will be expanded in the coming years and the campaign will 

combine awareness and where possible activation of the target groups. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Reach 7,000,000 9,000,000 10,000,000
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Online Media 

The World Wide Web is a relatively new medium but has a strong impact on our society. Everybody 

uses internet. The medium enables organisations to interact with their target groups. Therefore, 

internet is a medium with a lot of possibilities and Fairfood seizes those opportunities to get its 

message across. Project Online Media outlines the online marketing strategy of Fairfood. With this 

strategy, Fairfood informs, creates awareness and activates the target group on the web. The World 

Wide Web is an important instrument within the communication mix of Fairfood. The primary target 

group of the project Online Media is the public (in the role of consumer and citizen), and especially 

young, educated adults aged 18 to 40.  

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Views and clicks from campaigns or other interactive tools 

or activities on the web 

60,000 90,000  120,000 

the number active participators on the web  8,000 13,000 20,000 

 

The main components of project Online Media involve conducting research using internet as a 

medium, developing interactive tools, spreading the Fairfood message through film, initiating and 

coordinating projects online, creating and managing search engine marketing, maximising Fairfood’s 

exposure on the internet, being active online (blogs and communities), spreading campaigns of 

Fairfood over the internet and watching out for new trends and developments on the web and reacting 

to them.  

Website 

The website is a medium that makes it possible to inform different target groups while activating them 

at the same time. The more interested the audience and visitors of Fairfood’s website are, in reference 

to the different communication provided by Fairfood, the more depth can be given to its message 

through the website.  

 

The primary target group of project Website as a leverage to brand owners is the public, both in the 

role of consumer and as citizens. The main message is: “eat fair, beat hunger”, because it contributes 

to the battle against hunger in the world. Due to the information on Fairfood’s website, the consumer is 

enabled to make a conscious choice in the supermarket. The website is Fairfood’s main 

communication tool. It is the only place where the consumer can find the complete and up-to-date 

product list.  

The secondary target group are the brand owners that are active in the food and beverage sector. 

Information has to be available for brand owners. Project Website also has other target groups such 

as politicians and resellers. 

 

The central goal of the project Website is to generate as many visits as possible. At the same time it 

aims to maintain and prolong the duration of the visit, while providing information, offering tools, 

activities and participation possibilities. Project Website focuses on improving the quality of the content 
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of the website, its design, look and feel, navigation and user friendliness. The website must inform and 

activate. Moreover, it offers support to activities of other projects.  

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Unique website visits 650,000 750,000 850,000 

 
The project Website will have an increasing international character since Fairfood is expanding its 

organisation and activities. This has several implications for Fairfood’s website. Project Website will 

become more international and more interactive.  

Public Relations 

The goal of project PR is to generate support for Fairfood’s message among the public. It does so by 

informing and convincing the public about the consequences of its food and beverage consumption 

behaviour on hunger and poverty. The project aims to achieve the largest possible visibility via free 

publicity, for instance through editorial attention in the written media, radio, TV or the internet. 

Moreover, Fairfood also employs other means such as being present at festivals, the “mail us” feature 

on the website and third party newsletters. 

  

PR’s primary target group is the public. It focuses on a core group of educated, young adults from 18 

to 40 years old. When opportunities present themselves, Fairfood will also actively engage a broader 

audience. The project’s secondary target group are brand owners. More than in recent years, the PR 

focus will be on brand owners. In addition, politicians will remain an important target group.  

 

New means to actively engage a broader audience will be focused on. Media attention plays an 

important role in this. Enlarging Fairfood’s media network, through for instance the organisation of 

debates and other structural media concepts (documentaries/tv-series/publications) to inform the 

public in different ways will be explored. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Reach 3,900,000 4,000,000 4,200,000 

Published opinion articles/media contributions 4 5 6 

 

Project PR will be employed for achieving as much free publicity as possible for Fairfood in general. 

Moreover, the public will have to be informed on Fairfood’s activities with regard to encouraging brand 

owners and politicians, and with regard to fairness of brand products. 

Copywriting 

The goal of project Copywriting is to communicate Fairfood’s message among the public. It does so by 

providing all written textual information, relevant to inform and convince the public about the 

consequences of its food and beverage consumption behaviour on hunger and poverty. 
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The project focuses on all written textual communication, in many languages. It does so by actively 

providing all texts relevant for the target groups. If not proactively, project Copywriting will make sure, 

reactively, that all outgoing written texts are brought to perfection before leaving Fairfood.  

 

Copywriting’s primary target group are the public. It focuses on a core group of educated, young 

adults from 18 to 40 years old. But the copywriter will also actively engage a broader audience. The 

project’s secondary target group are brand owners, resellers and politicians.  

 

New means to actively engage a broader audience will be focused on. The Fairfood newsletter plays 

an important role in this. The target is as follows: 

 

Description 2009 2010 2011 

Newsletter subscribers  38,000 48,000 58,000 

Recruitment actions subscribers 7 9 11 

 

Enlarging Fairfood’s newsletter subscribers among the public is necessary to increase the brand 

awareness of Fairfood and to actively engage different target groups. 

 

Fairfood plays the role of a critical consumer. This consumer wishes to know where his food is coming 

from; whether it can be considered sustainable or not sustainable. The consumer is being used as 

leverage through his or her consuming behaviour and through the reputation mechanism to encourage 

companies and politicians to increase sustainability. Consequently, the evaluation of products’ 

production processes will play a central role in Fairfood’s strategy for the coming years. Project 

Copywriting will contribute to this general strategy by providing the means through which Fairfood 

promotes its message. 

Publicity Stunt 

Fairfood organises three publicity stunts yearly, in order to attract media attention. The project’s goal 

will be to strengthen Fairfood’s base among the public by means of generating free publicity. Its target 

audience consists of young, educated adults, aged 18 to 40. In order to be picked up by as many 

media as possible, the publicity stunts will have to be sufficiently eye-catching. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Reach 4,800,000 5,800,000 6,800,000 

Cooperation 

The Communications department cooperates with various advertisement agencies (especially 

JuniorSenior), media agencies, communications departments of partner NGOs, film production 

companies (especially Goeroe media), photographers, designers and journalists. The department also 
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cooperates with media partners such as MTV Networks, Llink, BooQi, Elle Eten, Boomerang, Jongens 

x-mas, DeBetereWereld, IS, Volkskrant, LLink, Margriet, Reconsider, Lokaal Mondiaal, Quest, 

onzeWereld, Fondsen.org and many more. 

Research department  

Introduction 

The Research department acquires information about sectors, fairness criteria and the fairness of 

brand products. In this process, the department collaborates with experts from developed and 

developing countries. It also provides the political and logical foundations of the projects of other 

departments. The Research department functions as the conscience of Fairfood. 

Product Analysis 

Within the project Product Analysis, Fairfood analyses which products are more or less sustainable. 

Fairfood approaches a large number of brand owners to make them aware of the sustainability issues 

relevant in the production chains. Besides this, Fairfood requests brand owners to provide information 

about their brand products. With this information, Fairfood can inform consumers, resellers, politicians 

and others about the fairness of brand products. Fairfood raises awareness of a wide range of 

sustainability issues, all based on international norms, and focuses on issues like labour conditions, 

economical and ecological sustainability, animal welfare and legal protection. 

 

The project Sector Analysis provides the project Product Analysis with fields for research. Fairfood 

researches brand products from sectors for which fairness concerns exist. Shoppers (Fairfood 

supporters) collect the products that are sold in shopping areas, supermarkets, retail chain stores and 

wholesale stores in Germany, France, the Netherlands, Belgium and the United Kingdom. The head 

offices of brand owners are based all over the world. Fairfood prefers to stay in contact with the 

sustainability departments of the head offices. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Number of researched brand products 5,000 8,000 10,000 

Number of companies approached 1000 1200 1400 

Number of companies with more knowledge of fairness 150 180 210 

Solutions Analysis General 

Fairfood aims to be recognised as a well-informed and constructive partner for consumers, brand 

owners and politicians. Fairfood rewards good behaviour and stimulates increasing sustainability of 

food and beverage brand products by coming up with constructive solutions. These solutions are 

brought to the attention of brand owners, other organisations and the general public.  

 

Project Solutions Analysis General aims also to identify examples from the field that can serve as 

examples for advice to companies and politicians. 
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The targets of this project are set as follows: 

Description 2009 2010 2011 
Available Solutions for Sustainability Issues 20 24 28 

 

Solutions can be concrete and often lead directly to an increase in the level of sustainability of food 

and beverage products. Other solutions are indirect and thus may not lead directly to concrete results. 

These solutions can be of great importance as well, but Fairfood remains primarily interested in 

concrete results and will evaluate a brand owner based on these. 

Solutions Analysis In-Depth 

Besides providing a variety of available general solutions, Fairfood also carries out a few in-depth 

studies. These in-depth studies are of great importance to the running campaigns, as these 

campaigns focus on solutions rather than problems. Fairfood does not only want to focus on the 

problematic aspects, but wants to show how these problems can be solved. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 
In-depth studies on relevant solutions 5 5 5 

Assurance 

Fairfood asks brand owners to what extent they comply with several fairness criteria. This is the 

responsibility of the project Product Analysis. Fairfood assumes that brand owners provide correct 

information. Fairfood selects a number of brand products for assurance research. The aim of this 

research is to check whether the provided information was indeed correct. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Started assurance procedures 25 30 35 

 

By executing a quickscan, brand owners are asked to provide assurance for provided information. 

Depending on the nature and quality of this additional information, Fairfood can decide to execute a 

deepscan. During a deepscan, field research is conducted at any location in the production chain, to 

verify if information that was given is correct. Fairfood wants to cooperate with various research 

institutes to conduct these deepscans. In all cases, the burden of proof stays with the brand owner. 

Fairness Criteria 

The project Fairness Criteria sets the theoretical framework for Fairfood. It focuses on the question of 

what Fairfood considers to be sustainable, and how Fairfood measures fairness. The project assures 

the availability of the latest knowledge on developments in trade and production of food and beverage 

brand products in the world and its relation to hunger and poverty.  
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A list of issues that make up ‘fairness’ is set up and researched according to certain meta-criteria (as 

stipulated in the Fairfood framework), leading to so-called ‘issue reports’. The project will continue to 

update existing issue reports. But it will also focus on so-called ‘other issues’, that are not covered by 

the Fairfood framework but Fairfood nevertheless should have an opinion on, or at least have sound 

knowledge of. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Update reports 3 6 9 

New reports 3 3 3 

 

The project also forms a source of knowledge for other projects, and becomes more reactive to the 

knowledge needs of other projects and departments. A certain amount of time will be allocated to 

participating in one or more of the campaigns set up by the Campaign & Lobby department and 

providing information on-demand for the Communications department. This information will be 

provided in the form of short briefings on current and relevant issues. Furthermore, more information 

will be gathered from outside sources such as conferences and expert consultations. 

Sector Analysis 

Sector Analysis contributes to Fairfood’s general strategy by providing up-to-date knowledge about the 

level of sustainability of different food sectors. Project Sector Analysis focuses on the production, 

trade, and processing circumstances of food and beverages; from its origin in developing and 

developed countries to consumers’ plates and glasses. Sectors are analysed based on Fairfood’s 

fairness criteria. The knowledge gathered during a sector analysis, through desk research and expert 

feedback, is presented in a sector report. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Update reports 8 12 14 

New reports 3 3 3 

 

These sector reports form a basis for many other projects and activities that Fairfood undertakes. The 

information in a sector report is used as input for campaigning or lobby activities by Fairfood. Sector 

based information is also disseminated by means of the Fairfood website and other communication 

tools, in order to inform consumers about food production in developing and developed countries. 

Furthermore, the reports are used to formulate advice on which product groups Fairfood could study 

and to provide basic information in order to identify a so-called alert status to issues. In addition, the 

information on the prospects in a certain sector is used as input for the project Solutions Analysis. 

Cooperation 

In order to receive feedback regarding sector reports, product reports, fairness criteria and solutions, 

the research department collaborates with the following organisations and experts: ICCO, OikoCredit, 
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Solidaridad, Somo, Goede Waar & Co, Soja Coalitie (Soy Coalition), Initiatiefgroep Thee, Koffiecoalitie 

(Coffee coalition), Cordaid, Hivos, Coalitie voor Eerlijke Handel, Natuur en Milieu, CNV, Amnesty 

International, HOM, Rainforest Alliance, Nature and More, Utz Certified, Fairtrade Labelling, Biologica, 

scientists of the VU, UvA, WUR, Lei, Tilburg University and experts of the government (DGIS, EVD). 

In addition, Fairfood also cooperates with companies such as Deloitte, Rabobank, Crem and 

Rijnconsult. Each year an assessment is made of the necessity to collaborate with other 

organisations. 

Funds & Donors department 

Introduction 

The Funds & Donors department acquires funds from governments, trusts, companies and the general 

public. This department’s main responsibility is dealing with financial requests for all projects, as well 

as for financing of the organisation, sponsoring, and donors. The Funds & Donors department 

maintains contacts with financiers and takes care of various end reports. Governmental institutions 

and social organisations overlap in goals and sometimes also in approach. Fairfood asks them for 

financial support, allowing these organisations to fulfil those parts of their policies. Fairfood invites 

non-food and beverage companies as financiers in kind or in money, making them partner in the battle 

for fair products and fair politics. 

Subsidies Netherlands 

The project Subsidies Netherlands will play – as well as in the previous years – a major role within the 

Funds & Donors department. The targets for 2009 and 2010 are, mostly, already guaranteed by a 

multiple year agreement that Fairfood has with ICCO. During the summer and fall of 2008, attempts 

will be made to complete the target for 2009. In case the target for 2009 is not reached yet at the start 

of 2009, Fairfood’s priority is to acquire the complete funding for 2009 before starting the acquisition of 

the 2010 funding. 

The main activities of the project will be to deal with current financiers (information and documentation 

of the 2008 activities, maintenance of good relations) and to search for and obtain new financiers 

(including the evaluation of application processes). 

The project can profit from the fact that a lot of topics that Fairfood deals with have gained more 

attention in the public debate over the last years, which hopefully will imply that more money will be 

available for these issues. 

Subsidies International 

Fairfood has established itself as an international organisation. Several activities have been executed 

on an international level. Fairfood aims to diversify its financial incomes in the coming years, in order 

to rely on a broad range of sources. This strategy makes international subsidies increasingly relevant 

for the Funds & Donors department. 

 

The year 2008 established the outlines for fundraising activities outside the Netherlands, especially in 

the UK, Germany and in Brussels with the European Commission. Several possibilities have been 
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mapped and Fairfood’s international activities and partners have increased since. The project 

Subsidies International will have two main focuses the coming years: concretising the ongoing 

trajectories and developing them towards becoming structural funding. And secondly, looking for new 

opportunities both within the countries where the initiatives have already been started and elsewhere. 

On top of that, and partly due to trends, Fairfood will also approach governments of developing 

countries for funding. Several embassies have been approached in 2008 and the support of various 

countries for Fairfood shall be secured. This policy is necessary not only in order to ensure funding, 

but also in order for Fairfood to claim to be speaking on behalf of those countries. Only countries with 

a sufficient level of democracy will be approached. 

Furthermore, other multilateral organisations (i.e. World Bank) and large private foundations in the 

USA will be targeted. Small steps have been taken in these regards, but with Fairfood working in more 

than one country and increasingly on an international level, the persuasion capabilities towards these 

non-European organisations will be strong. 

 

Sponsoring 

The project Sponsoring aims primarily at assuring funds for Fairfood from private companies. Both 

cooperative trajectories and regular financial sponsoring will be used to generate funds. Fairfood will 

also try to tie a main sponsor to its activities as is common for many large NGOs. Furthermore, this 

project will support other projects in ensuring sponsoring in kind. It will also function as a corporate 

communications hub. Companies, approached at networking events can be connected with the 

projects in which these companies are most interested and for which they are best suited. 

 

As a project, Sponsoring will generate funds for the activities of Fairfood. It will also generate 

sponsoring in kind and support other project leaders in this. The project will aim at different kind of 

companies, all non food & beverage related. 

 

The primary idea of Sponsoring will be to attract companies and trying to achieve a certain goal 

together. The idea is to reach for something that is important for both the company and for Fairfood 

and to which both can contribute. The message will thus be that CSR can be improved by working 

together with Fairfood. Acquiring funds in this way is the main goal, but certainly not the only goal. 

That is why the message will be more about “increasing the base of Fairfood” than “increasing the 

income of Fairfood” even though the latter is the primary goal. 

HR & Backoffice department  

Introduction  

The HR & Backoffice department is a service department responsible for Human Resources, 

Supporters, ICT, Finance and Quality Assurance. Fairfood works with paid and unpaid 

employees, who have equal responsibilities. Fairfood works with successful HR and Backoffice 

concepts from the corporate world to become a passionate and professional organisation aimed at 

having a recognisable impact. Fairfood will continue to improve its organisation, procedures and 
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systems. The basic principle remains to implement existing systems that have been proven to work 

well in other organisations and companies. 

Human Resources 

The primary goal of the project Human Resources is to provide the departments of Fairfood with 

sufficient and capable staff (paid and unpaid). The project HR takes care of recruitment and selection 

of staff, the introduction course, coaching and training, evaluation- and appraisal meetings and exit 

meetings. The objective of these meetings and tasks is to optimise the amount and quality of 

employees working for Fairfood, and their professional development and motivation.  
 

Fairfood works with many unpaid employees, who are required to work for a minimum of three 

months, and at least two days a week. These unpaid employees, called Project Assistants, work in a 

team of Project Assistants on a certain project that is directed by a paid Project Leader. Unpaid 

employees may be interns, students conducting research, people who want to acquire a certain work 

experience and people who want to contribute to Fairfood’s goals in their spare time. Project 

Assistants have far-reaching responsibilities which make the unpaid duties captivating, challenging 

and educating. 
 

Most of the unpaid employees working for HR will be interns from a HR based education, which is 

mainly at a polytechnic/university level. Additionally, volunteers with a background in HR will be most 

appropriate. 
 

Especially the continuous process of recruiting unpaid staff has proven to be a great deal of the work 

of the project HR. Application meetings, performance interviews, and exit meetings are a continuing 

task of the department.. All new employees have to follow a basic introduction course, that is more 

extensive for paid staff than for unpaid staff. These meetings will optimise the amount and quality of 

staff working for Fairfood. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Number of unpaid employees that have been employed during a year 160 200 210 

  

One of the most important challenges of HR is recruiting staff more actively and binding employees. 

Furthermore, an important challenge is the creation and pursuit of Personal Development Plans, 

based on competences. Additional training and coaching will be provided to paid and unpaid 

employees for their professional development. 

Supporters 

The project Supporters is meant to recruit supporters that are committed to other Fairfood projects in 

order to accomplish Fairfood’s goals. Fairfood’s supporters are young, highly educated people who 

support Fairfood by helping out at external activities organised by Fairfood.  

 

The project Supporters has two core activities: recruitment and activation of supporters. Recruitment 
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refers to the various ways to recruit new supporters for Fairfood. Activation refers to the different ways 

to qualify supporters to participate in activities that contribute to Fairfood’s goals.  

 

Fairfood recruits supporters through Fairfood’s employees, the Fairfood website, the supporters’ own 

networks and Fairfood’s external activities. After recruiting, it is very important to activate the 

supporters effectively and efficiently, to increase the amount of activities in which the supporters 

participate and to keep the supporters motivated to continue to be active. Fairfood motivates 

supporters by offering them many different ways to participate. 

 

The targets of this project are set as follows: 

Description 2009 2010 2011 

Number of supporters at the end of the year 700 950 1100 

ICT 

Project ICT is responsible for maintaining the ICT infrastructure and support while continuously 

seeking to improve the ICT within the organisation. Project ICT maintains servers, IT services, 

software, fifty workplaces and various technical implementations for different projects. Project ICT is 

responsible for providing quality working places in a cost efficient way. Implementation of sustainable 

ICT and green computing is one of the goals of this project. It will further develop the “virtual office”, 

allowing employees to work geographically independently and more efficiently towards the goals that 

Fairfood pursues. 

Finance 

The project Finance deals with the administration of Fairfood. Fairfood has an integrated management 

information system that generates reports on three levels; general, department level and on a project 

level. Additionally, every department is able to execute some administrative tasks through the Finance 

Project Assistants. 

Quality Assurance 

The project Quality Assurance is a relatively new project that started in the fall of 2007. The main goal 

of the project is to gain an overview of the processes operating within Fairfood, to steer and coordinate 

the implementation of working procedures and quality systems within the organisation, and to strive for 

continuous improvement and professionalisation of the organisation. At Fairfood, we define quality 

assurance as follows: To assure that the organisational structure, management procedures and 

working culture of Fairfood provide the maximum possible contribution to reaching the overall 

objectives of the organisation. Thus, quality assurance must always be viewed as a means and not an 

end in itself.  

 

Targets are: a ‘business process map’, outcomes of periodic internal assessments, the 

implementation of improved working procedures, and a decision with regard to third party certification. 

In order to achieve these goals, good relations will be maintained with the CBF and other certification 

bodies. Also, various quality systems will be investigated to assess their applicability to Fairfood, and 
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new working procedures will be designed. A series of workshops will be held to get staff members 

involved in the quality assurance process.  

 

While the project is mainly focused internally, it will also lead external stakeholders to perceive 

Fairfood as a professional, effective and accountable organisation.  

Cooperation 

The HR & Back office department cooperates with various experts and organisations that help to 

optimize the general policy of Fairfood, such as KPMG Business Advisory Services, the University of 

Amsterdam, CBF and Partos. 
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