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for information only, and Oxfam should not be taken as endorsing their content. 
 
 Statement of support  
 
This new pack is essential for students everywhere who want to ensure that their 
university or college is stocking and promoting Fairtrade foods.  Fairtrade is a trading 
partnership, based on dialogue, transparency and respect, that seeks greater equity in 
international trade.  It contributes to sustainable development by offering better trading 
conditions to, and securing the rights of, disadvantaged producers and workers in the 
South.  Fair Trade offers a direct, simple method to improve the situation of producers in 
developing countries.  By purchasing Fairtrade foods or by stocking and promoting 
Fairtrade food lines, universities and consumers can play a significant role in improving 
the balance of global wealth and power through simple day-to-day transactions. 
 
Harriet Lamb – Executive Director Fairtrade Foundation 
Kevin Steele – Director People & Planet 
Jo Fox – Trade Campaign Manager Oxfam GB  



 
 Who is the guide for? 
 
This guide aims to provide guidance and support for people who would like to turn their 
university into a Fair Trade University.  This could include anyone - whether they are 
staff, students or those involved with the Student Union.  The Guide outlines each step 
that needs to be taken, and provides as much information as possible to carry out such 
a campaign.  It also provides details of existing support and material to help you along 
the way. 
 
What is Fair Trade? 
 
Fair Trade is a growing, international movement which ensures that producers in poor 
countries get a fair deal.  This means a fair price for their goods (one that covers the 
cost of production and guarantees a sustainable living); long-term contracts which 
provide real security; and, for many, support to gain the knowledge and skills that they 
need to develop their businesses and increase sales. 
 
Please note: the term “Fair Trade” refers to the concept as used by the wider Fair Trade 
movement.  The term “Fairtrade” refers to the specific labelling system controlled by 
Fairtrade Labelling Organisations International (FLO) and its member organisations.  In 
the UK, the member organisation of FLO is the Fairtrade Foundation. 
 
Why is Fair Trade necessary? 
 
The value of international trade has tripled in the last twenty years, but the benefits of 
this trade are not shared equally.  The 48 least-developed countries (which are home to 
10 per cent of the world’s citizens) have seen their share of world exports decline to a 
tiny 0.4 per cent during the past two decades.  By comparison, the USA and European 
Union contain roughly the same number of people, yet account for nearly 50 per cent of 
world exports. (World Bank World Development Indicators 1998) 
 
Trade liberalisation, enforced by the World Trade Organisation makes it increasingly 
difficult for small traders to compete.  ‘Free trade’ is supposedly in the interests of 
increased competition, but when multinational companies are able to benefit from 
subsidies and protections denied to small economies, this competition is unfair. 
Trade is a powerful engine of economic growth.  However, it can also fuel massive 
inequalities.  The Fair Trade movement has been one of the most powerful responses 
to the problems facing commodity producers.  It gives consumers an opportunity to use 
their purchasing power to tilt the balance, however slightly, in favour of the poor. 
 
Fair Trade and the Make Trade Fair campaign 
 
Trade is one of the most powerful forces linking our lives, and a source of 
unprecedented wealth.  Yet millions of the world’s poorest people are being left behind. 
Increased prosperity has gone hand in hand with poverty.  Already obscene inequalities 
between rich and poor are widening. 
 
World trade could be a powerful force to reduce poverty, and support economic growth, 
but that potential is being lost.  The problem is not that international trade is inherently 
opposed to the needs and interests of the poor, but that the rules that govern it are 
rigged in favour of the rich. 



 
If Africa, East Asia, South Asia, and Latin America were each to increase their share of 
world exports by one per cent, the resulting gains in income could lift 128 million people 
out of poverty.  In Africa alone, this would generate $70bn – approximately five times 
what the continent currently receives in aid. (Source: Oxfam Report 2002 “Rigged Rules 
and Double Standards”) 
 
Oxfam’s Make Trade Fair campaign aims to change world trade rules so that trade can 
make a real difference in the fight against global poverty. 
 
To find out more about Fair Trade , see Oxfam’s Fair Trade web pages ( 
www.oxfam.org.uk ) or visit the Fairtrade Foundation site ( www.fairtrade.org.uk ) or 
Traidcraft ( www.traidcraft.co.uk ). 
 
For more information on Make Trade Fair , visit www.maketradefair.com  

 
Why Fair Trade Universities? 
 
Consumer choice 
There are large numbers of consumers at every university.  During the often-hectic work 
schedules that most students and lecturers endure, large quantities of tea, coffee and 
chocolate are consumed on a daily basis.  By building awareness among consumers of 
the inequalities of trade, and the implications of their buying decisions, Fair Trade 
empowers people to challenge the ways trade works: every member of a university can  
make socially responsible choices. 
 
Education and Empowerment 
Becoming a Fair Trade University will also help to promote cultural and social 
awareness among the students and staff through: 
 
�� the increased understanding of how our actions can affect people thousands of 

miles away; 
�� the education regarding different cultures and societies that knowledge of Fair Trade 

issues brings; 
�� the increased feeling of unity between students and staff as consumers and Fair 

Trade producers. 
 
The growing popularity of Fair Trade 
 
In the UK, there are now more fairly traded products available than ever before.  Nearly 
100 foods bear the Fairtrade Mark.  Sales of foods with the Fairtrade Mark increased by 
40% during 2001 reaching an unprecedented level of £46 million.  This meant that UK 
consumers spent £1.45 every second on Fairtrade foods.  It also brings the UK into joint 
first place with Germany for the overall value of the national Fair Trade market. 
However, the spend per head of population is still around one sixth of Switzerland’s, 
which shows how much potential there is for further growth.  According to a MORI poll 
in May 2001, one in five people now recognise the Fairtrade mark, up from 12 per cent 
two years ago (Source Fairtrade Foundation annual review 2000-2001).  Cafédirect has 
stated that fairly traded coffee now accounts for eight per cent of the roast and ground 
coffee market in the UK with an estimated 1.3 million consumers. 
 

http://www.oxfam.org.uk/
http://www.fairtrade.org.uk/
http://www.traidcraft.co.uk/
http://www.maketradefair.com/


Many large retailers and caterers are now selling Fairtrade foods: 
 
“We have worked together with Cafédirect to create a blend of the highest 
standard…this is the first time we have been able to guarantee a regular supply of high 
quality beans in sufficient quantities.” (Mike Dowell, Costa Coffee) 
 
“Our co-operation with the Fairtrade Foundation provides an additional opportunity for 
us and our customers to have a meaningful impact on the working and living conditions 
faced by many who grow, harvest and process coffee throughout the world.”  (Starbucks 
Coffee Company) 
 
“Sainsbury's sells nearly 60 products that carry the Fairtrade Mark plus others that can 
be described as fairly traded…Sainsbury's is seeking to demonstrate its ethical integrity 
in practical ways.”  (Sainsbury’s) 
 
“Waitrose recognises the interdependence of social, environmental and animal welfare 
issues.  Wherever it is within our control, we seek to influence best practice and offer a 
range of goods in our shops that reflects the concerns of our customers and the wider 
community.”  (Waitrose) 
 
 
How do I know a product is fairly traded? 

 
Most Fair Trade foods bear the Fairtrade Mark on the packaging.  The Mark is awarded 
to the product by the Fairtrade Foundation on behalf of the international Fair Trade 
Labelling Organisations (FLO) ( www.fairtrade.net ) 

 
The Fairtrade Mark is the only independent guarantee to consumers that farmers in 
developing countries get a fair deal for their products.  Currently the FLO system covers 
mainly commodity food products: coffee, tea, chocolate, cocoa, honey, bananas, sugar, 
orange juice, mangoes and also where any of these products are the key ingredient in 
another product, for example snack bars.  FLO is working hard to expand the types of 
products which are eligible for inclusion in the FLO system.  For example footballs have 
recently been introduced as the first non-food product. 
 
If a product is making a Fair Trade claim but it doesn’t carry the Fairtrade Mark you can 
be sure their claim is genuine if they belong to the International Federation of Alternative 
Trade (IFAT), whose members have a mission to tackling poverty through trade.  You 
can check members of IFAT on the IFAT website (www.ifat.org). 
 
Five Goals for a Fair Trade University 
 
The Fairtrade Foundation will award the status when these five minimum goals are met. 
 

1. The Student Union and the university authorities both create a Fairtrade 
policy incorporating these five goals. 

 

http://www.fairtrade.net/
http://www.ifat.org/


A member of the Union executive and a representative of the university would each 
take primary responsibility for implementing this policy, and agree to sit on the 
Fairtrade Steering group (see goal 5).  This could be written into their job 
description. 
 

2.  Fairtrade foods are made available for sale in all campus shops.  Fairtrade 
foods are used in all cafes/restaurants/bars on campus.  Where this is not 
possible, there is a commitment to begin to use Fairtrade foods in these 
establishments as it becomes possible to do so. 
 

 Foods to be sold would be those sold by the shops at present in non-Fairtrade form 
that are available in Fairtrade form.  For instance, if a shop currently sells coffee 
they would be obliged to add a Fairtrade brand to their stock or replace it with 
Fairtrade.  Shops would not be obliged to sell Fairtrade foods that they do not 
already sell as non-Fairtrade. 

 
 3.  Fairtrade foods ( for example coffee and tea ) are served at all meetings 

hosted by the university and the SU, and are served in all university and SU 
management offices. 

 
4. There is a commitment to campaign for increased Fairtrade consumption 

on campus. 
 

 At least three of the following methods must be in operation at any one time.  The 
Steering Group (see goal 5) could propose other means. 
�� Articles and other appropriate material to be included in student newspaper and 

on the university’s website.  Promotion of the Fairtrade Mark could also take 
place in other appropriate publications, such as university prospectuses.  In 
particular, the publications should commit to cover the annual Fairtrade Fortnight 
in March, and to update readers with major developments. 

�� Fairtrade Foundation materials displayed on noticeboards in the hall and 
common room, and promoting commitment to Fairtrade foods.  Materials also 
displayed in every place where Fairtrade foods are sold. 

�� Fairtrade Fortnight (March) – this is the opportunity to promote Fairtrade foods 
and increase sales.  The university would commit itself to running a series of 
events during Fairtrade Fortnight.  The steering group in collaboration with other 
appropriate bodies would be responsible for organising this. 

�� Other opportunities – the steering group should seek opportunities to promote 
the Fairtrade Mark at related events – for example those which focus on trade 
and development. 

 
5. Set up a Fairtrade Steering Group 
 
This group will meet at least once a term to reflect on the progress of each of these 
goals, and decide how to go about continuing to excel in these goals.  The group 
would include a representative from the following groups: 

�� the residential/catering organisation 
�� the university authority 
�� the SU executive 
�� an appropriate SU society 
�� each associated institution 



 
The steering group is required to send a full report to the Fairtrade Foundation, 
explaining how each goal has been achieved in order for status to awarded.  
 
For the university’s status to be retained, the steering group is expected to develop the 
goals and send a report at the end of every academic year to the Fairtrade Foundation.. 

 
 



Creating a campaign plan 
 

Below is a diagram outlining the main stages of a campaign. 
 



Step 1: Setting Objectives 
 
Before you do anything, it is extremely important to be clear about your objectives. 
 
The overall aim of this campaign is to create a Fairtrade University according to the 
criteria set by the Fairtrade Foundation (see ‘Five Goals for a Fairtrade University’). 
Before starting the campaign, more immediate objectives need to be laid out, based on 
these criteria and according to the individual needs of your university.  To set these 
objectives you need to be clear about the current status of Fair Trade at your university, 
from this you can work out what needs to be done.  
 
An example of a campaign group’s list of objectives is as follows: 
 
Overall Aim 
��To create a Fairtrade University 
 
Long-term Objectives 
��To incorporate Fair Trade into the university’s mission statement 
��To incorporate Fair Trade into the catering contract 
��For Fair Trade to be sold by all retail outlets on campus 
��To improve existing selection and promotion of Fair Trade in the Student Union 

shops 
��To ensure the use of Fairtrade foods in the Student Union offices 
��To ensure the use of Fairtrade foods at all university meetings 
 
Short-term Objectives 
��To establish a society as a campaign base for Fair Trade and other issues 
��To raise awareness of Fair Trade at the university 
��To raise support from students and staff  
��To create links with other Fair Trade campaign groups in the area 
 
When you have established your objectives you will have a basis from which to plan 
your actions.  This is also useful to refer back to, in order to ensure that you stay on 
track. 
 
Step 2: Time Plan 
 
Compile a time plan which includes dates that are likely to influence the campaign, such 
as end of term, catering forum, Fairtrade Fortnight, University Policy review, Student 
Union UGM.  Use this to identify key opportunities, deadlines, and other important 
dates.  It should also be the basis for your campaign plan. 

 
Step 3: Market Research 
 
It is very important to research the potential consumers of Fair Trade products at your 
university for three reasons:  

1) To establish how much support you are likely to receive and to identify where 
it will come from;  

2) To see if sufficient demand is there for the Fairtrade University initiative to be 
a success; 

3) To enable you to provide information about demand to the decision makers. 
 



For more information, see the section on ‘Market Research’. 
 
Step 4: SWOT Analysis 

 
A SWOT analysis is incredibly useful in allowing you to see the situation from an 
objective point of view,  from which it is easier to decide on the appropriate action.  For 
more information, see the section on ‘SWOT analysis’. 
 
Step 5: Decision Makers & Channels of Influence 
 
Now you must research the people who will be making the ultimate decisions and those 
who have influence on them.  For more information, see the section on ‘Decision-
Makers and Channels of Influence’. 
 
Step 6: Definition of Strategy 
 
Target Audiences 
These will be split into three: 

1) Primary – people whose behaviour you would like to change. 
2) Secondary – people who directly influence the primary target audience. 
3) Tertiary – community leaders, celebrities and external influences. 

 
All of these groups will be identified by your research into decision-makers and 
channels of influence. Separating them into groups will allow you to prioritise your 
activities. 
 
Objectives 
Re-assess your objectives and think about how you will achieve them. 
 
Campaign Issues 
Draw these from your SWOT analysis. They will help you to consider your method  
of approach. 
 
Step 7: Operational Plan 

 
Define Activities 
Think through exactly what you will do and how. This will include activities such as: 
 
�� meeting with decision makers 
�� awareness raising 
�� support-building & establishing demand 
�� fundraising 
�� utilising support  

 
( For more information, see sections on ‘Decision Makers and Channels of Influence’ 
and ‘Promotional and Fundraising Activities’) 

 
Resources Required 
Before you can do any of this, consider the resources you will need to do these 
activities and how you can access them. 
 



Timetable for Action 
Now you are able to create a timetable for your campaign.  This will allow you to stay 
focussed and on track. 
 
Step 8: Run the Campaign 

 
Do it! 
 
During the campaign it is vital to keep referring back to all of the above - especially your 
objectives, timetable and definition of activities.  Things will change and progress as 
your campaign does.  Prepare to be flexible and alter your methods as necessary. 
 
The following pages provide further information on Market Research, SWOT 
analysis, decision makers and channels of influence, promotional activities and 
existing support.



Market Research 
 
The most common and practical way of establishing support and demand is by 
conducting a survey.  Think carefully about what you would like to know, and construct 
the questions accordingly.  If you are conducting a university-wide survey, a multiple 
choice survey is probably appropriate.  This helps you to process the information easily 
enough, and to present clear statistics to the decision-makers. 
 
For example:  
 
You would like to find out the following: 
 
�� How many people know about Fair Trade ? (This enables you to identify how much 

awareness raising you need to do. ) 
�� How many people are current supporters of Fair Trade, and how many would start or 

continue supporting Fair Trade if it was made more available on campus ? 
 
So your survey could be as follows: 
 
1. Have you heard about Fair Trade before? 

a) Yes        
b) No        
c) Not sure    
    

2. Is Fair Trade about: 
a) the ability to move commodities freely from country to country without trade 

barriers ? 
b) charging fair prices to the consumer ? 
c) paying producers a price that ensures a living wage & encourages development 

of their business ? 
 
3. Do you buy Fairtrade foods (e.g. tea, coffee, chocolate etc) 

a) Whenever possible  
b) Sometimes 
c) Never  

 
4. If Fairtrade foods were available on campus for similar prices to non-Fairtrade goods 

would you buy them ? 
a) Whenever possible  
b) Sometimes 
c) Never 

 
5. If Fairtrade hot drinks were an option on a café’s menu, how much extra would you 

be prepared to pay per cup? 
a) Nothing 
b) Up to 10 pence 
c) More than 10 pence  

 
Conducting a survey like this also provides an opportunity to establish support.  You 
could put a contact e-mail address for people who would like to know more about 
supporting Fair Trade at the university.  If you do this, be prepared for good response, 



and keep everyone in the picture by providing them with constant communication about 
development of the project.  Not only will this allow you to prepare for a petition if 
necessary, it may also help you to recruit campaign helpers.  If you are collecting 
contact details of supporters, you will need to consider data protection issues.  The 
Student Union and University administration could give advice about what you need to 
consider. 



SWOT Analysis 
 
Your SWOT analysis may look like this: 
 
Strengths 
��The support of various allies including a selection of students, university staff and 

professionals in the field of campaigning and Fair Trade. 
��The accountability and respectability of the campaigning society. 
��The existing moral strength of Fair Trade. 
��Holding the position as students with consumer power. 
��Access to various resources. 
 
Weaknesses 
��Limited time. 
��Limited funds. 
��The catering company’s major concern being profit. 
��Lack of transparency surrounding the decision-making process between the 

university authorities and the catering company. 
 
Opportunities 
��The catering contract being under renewal. 
��University mission statement being under consultation. 
��Fairtrade Fortnight. 
��Exisiting retail outlets selling Fairtrade. 
��Student  Union meetings. 
��Funding from the Student Union to student societies. 
��Various fundraising opportunities. 
��The local Fair Trade Coalition currently focusing on developing a Fair Trade city. 
��Contacts at other campaigning societies. 
 
Threats 
��Student apathy. 
��Potential reluctance of the University authorities to consider Fair Trade. 
��Potential reluctance of caterers to supply Fairtrade. 
��Lack of commitment from students to actually buy Fairtrade foods. 
��Lack of product recognition. 
��Lack of campaigning experience. 
 
 
NOW… 

1) Build on the strengths 
  
2) Strengthen the weaknesses by:  

 
�� fundraising to assist your activities ;  
�� planning activities carefully, according to your time plan;  
�� establishing demand to show the catering company that the range will be a success;  
�� acting quickly (but not hastily) so you have time to be sent from one person to the 

other until a decision is made. 
 
 

3) Use the opportunities 



4) Limit the threats by: 
 

�� enthusing fellow students through exciting and educational events (ideas follow 
shortly); 

�� developing persuasive arguments and present the initiative as something much 
needed by the target groups; 

�� promoting Fair Trade continuously (ideas follow shortly); 
�� campaigning – that is what this Guide is for! 
 



Decision-makers and channels of influence 
 

1. Research 
 

a) Decision-makers 
 

It is very important to identify the key decision-makers and the best ways to influence 
them.  To do this, it is necessary to do some research into: 
 
1. the groups of decision-makers (eg University management, Catering Services, 

Student Union etc)  
 
2. the structure of the groups (eg head of catering services; who reports to the head of 

catering services; and to whom he/she reports, both within the university and within 
the catering company.) 

 
3. the policies of those groups (eg environmental/social policies that may be used as a 

link to the introduction of Fair Trade policies) 
 
4. the influences on these groups (eg shareholders, committees etc) 
 

b) Influence Tree Diagram (see example at the end of this section) 
 

This is a diagram depicting the hierarchy of influence, with the ultimate policy maker at 
the top.  The diagram must include change targets, ie those who have the ability to 
make the change, and who are therefore targeted by the campaign.  This is key to 
planning who to approach and when, in order to maximise the impact of change.  There 
is usually both a formal and an informal influence structure. 
 

c) Channels of Influence 
 

These are different to change targets, and involve people who have the ability to 
influence the decision-makers.  Channels of influence may include internal influences 
such as a committee, students, the student union, alumni, internal press etc.  They may 
also include external influences such as the media, celebrities, the local education 
board etc.  It is advisable to identify these channels of influence, and to decide how best 
you could use them.  
 
For example:   
�� letters of support/encouragement 
�� displaying demand through a survey or a list of supporters (to be used as a petition if 

necessary) 
�� gaining allies who are able to add their influence at committee meetings etc. 
 
Remember, the more supporters you have, the more influence will have.  To increase 
your access to these channels of influence you must work on gaining allies.  One way to 
do this would be to research into issues surrounding fair trade in order to create a link 
with other societies.  For instance, if there is a  Women’s society, its members may be 
interested in how Fair Trade addresses issues surrounding women in developing 
countries. 
 



2. Preparing for Negotiation 
 

Use the guidelines in this section to help you to negotiate with decision-makers. 
 
The decision-makers are likely to make a decision in your favour if you appear to be 
professional in your approach, have well thought-out responses for their queries, and if 
you make the change as easy as possible to carry out.  
 
a) A Professional Approach 

This may involve simple details such as sending meeting agendas and resumes of 
the proposals in advance of meetings.  By representing a group or society registered 
and recognised within the system of student societies, you will add legitimacy and 
accountability  to the proposals that you are putting forward and to yourself. 
 

b) Prepared Responses 
Decision makers may not be fully aware of Fair Trade and its importance.  Be 
prepared to explain the significance of Fair Trade persuasively (see other sections 
for information and references).  It is also possible that they do not agree with the 
Fair Trade movement.  You should therefore prepare yourself with counter 
arguments, some of which we explore below. 

 
Some producers complain that it is too expensive to meet the high social, ethical 
and environmental standards enforced by Fair Trade.  This means that those who 
are not supported directly by Fair Trade organisations are left behind.  
 
The benefits of Fair Trade reach a significant number of producers but it is 
unrealistic to expect Fair Trade to reach all those who are in need of its benefits. 
The ideal solution is for international trade rules to be changed and decent prices to 
be paid, which is something that many fair trade organisations are campaigning for. 
In the meantime, Fair Ttrade acts as an important stepping stone for thousands of 
producers.  Additionally, in supporting Fair Trade we are displaying our dislike of 
current trade rules.  This will ultimately help put the pressure on the international 
financial institutions that have the power to change the rules, and will show the 
manufacturers of conventional brands that their customers do consider ethical 
issues.   

 
Those who would be responsible for the buying and selling of Fair Trade goods may 
have already considered it and found it to be too expensive, or that there is not 
enough demand for Fair Trade goods.  
 
Firstly, ask which year they are referring to, as demand for Fairtrade food is 
increasing by about 40 per cent each year.  Offer to assist in the promotion of Fair 
Trade, as it is likely that they did not have the time to focus their efforts on 
advertising.  Secondly, ask which brands and suppliers they used, as they all come 
with different prices and conditions of supply.  Offer to come back on another day 
with alternatives (you may have already provided an information pack, see 
‘practicality of change’ below ).  Thirdly, mention that Fair Trade brands are 
becoming increasingly competitive and are likely to have changed in quality and/or 
prices since the last time that your decision-maker considered buying or selling Fair 
Trade.  One benefit of fair trade is that it enables producers to invest in their 
business, and to improve their produce.   
 



 
Can you show me that Fair Trade actually works?  
 
The extra price that goes to the producers is invested directly in farmer organisations 
or in the community.  The Fairtrade Foundation’s annual report 2000-2001 estimates 
that 4.5 million producers and their families are now benefiting by selling on 
Fairtrade terms at an estimated £14 million more than they would have received on 
the conventional market. 
 
It doesn’t benefit me to use Fair Trade, so why should I?  
 
Increasingly, global issues are becoming local issues.  Actions and conditions in 
other parts of our shared planet affect us directly and indirectly.  We all depend on 
natural and human resources from many parts of the globe.  Providing people with a 
more sustainable livelihood will help them to avoid having to degrade their natural 
resources in their struggle to survive.  With a better quality of life, population levels 
and consumption patterns can also be stabilised to the benefit of all.  Bio-diversity 
and ecosystems will be conserved so that future generations can continue to enjoy 
and utilise the natural resources like food or medicines that will be needed to ensure 
an adequate level and quality of life.  By buying Fair Trade products, you are 
contributing to this development. 
 
 

c) Practicality of Change 
With every suggestion of change, alternatives must be offered.  This is where you 
need to think about all the logistics of making the change.  Think of everything that 
those involved would have to do to make the change possible, and have the 
alternatives ready for them.  
 
For example:  
The catering services would need to research 

�� the Fair Trade supply options; 
�� the cost comparison with current products; 
�� the possibility of Cafédirect machines; 
�� student demand (this could be done through a university survey); 
�� the most popular Fair Trade brands (you could arrange a tasting on campus 

asking people to list their favourites, or if the SU shops currently sell Fair 
Trade products, ask them which are the best sellers). 

  
If the decision-makers remain negative, remember how many allies you have and use 
this to emphasise that most people tend to disagree – make them feel that they are 
isolated in their opinions, creating the need for them to change.  
 

3. How and when to approach the decision-makers 
 

Having researched the decision-makers, you need to decide the correct timing and 
method of approach.  
 

a) Issues that may affect the timing of approach could be as follows: 
 
 



�� Significant events such as a catering forum, university policy review, Student Union 
UGM, catering services contract renewal, vending machines contract renewal etc.  

�� During your research and other activities, word may have circulated about your 
intentions.  In order to not alienate the decision-makers you may need to approach 
them before they hear about your intentions through other people.  

 
b) Issues that may affect the method of approach could be as follows: 
 

�� Some people may be more accessible than others.  You need to consider whether to  
approach the targets directly, or to go via other possible channels. 

�� Think about the target’s priorities.  If their decisions appear to be… 
- …student-led, approach them as student representatives; 
- …publicity-led, put the emphasis on the good press that will 

result from their decision;  
- …financially-led, try to provide them with as much financial 

information surrounding the issue as possible (ie the cost of 
changes). 

�� It is advisable to show them that the process of change will be quite simple.  One 
way to do this could be to prepare a proposal that includes a summary of what 
needs to be done and by whom.  

�� You may wish to approach the catering services first.  Once you have introduced 
Fair Trade into the university catering and retail outlets, it may be easier to persuade 
the university management. 

 
NB: Being confrontational immediately causes people to be defensive.  Remember that 
you want to get them on your side.  Be professional and amicable.  
 
 

4. Preparing a Proposal 
 

Proposals are necessary in order to: 
- appear professional; 
- be clear about what you are asking; 
- outline the action that needs to be taken. 

 
You will probably need to prepare a proposal for each target group.  Below are 
suggestions of the areas which you may need to cover for each group.  
 
Catering Services 
�� Outline your requests:  What do you want them to do and why?  You should explain 

exactly what you are asking of them.  Your proposal should also put forward the 
case for Fair Trade, both from the producers’ and the catering services’ points of 
view. 

�� Provide them with the information they may need.  This should include supply 
options, cost comparisons, most popular products, coffee machine options etc. 

Tasters:  provide them with a little sample pack to give them an immediate knowledge of 
the product you are asking them to sell.  

 
University Management 
�� Outline the criteria for becoming a Fair Trade University. 



�� Explain why it is important for the university to undertake these policies - from both 
the university’s and producers’ perspectives. 

�� Summarise the progress so far. 
�� List the action that needs to be taken, and by whom. 
 
See the example proposals for more ideas. 
 
 





EXAMPLE 1 :  Proposal for Catering Services  
 
an information pack with the following cover proposal 
 
 
1. Proposal 

We propose that Fair Trade products be made available at all food outlets on 
campus.  

 
2. Why 
�� To give students and staff the option of supporting producers in developing countries 

through their purchases. 
�� The catering company is a global company.  By supporting Fair Trade it will be 

acting on its global responsibilties. 
�� We are currently promoting Fair Trade policies within the university.  
 
3. How 

In this proposal pack you will find: 
�� A list of Fairtrade suppliers.  It is possible that your current suppliers support 

Fairtrade foods 
�� A list of the most popular products according to the Student Union shops. 
�� Cost comparisons of Fairtrade foods. 
�� Information on Fairtrade vending machines. 
 
 
4. How we can help 
�� We will assist in providing point of sale material appropriate to the various outlets. 
�� We will help to arrange a launch to inform consumers about the new Fair Trade 

range. 
�� We will assist in continual promotion of the range. 
 



EXAMPLE 2:  Proposal for University Authorities 
 
1. Criteria 

�� Creation of a Fair Trade policy incorporating the following criteria. 
�� A range of Fairtrade foods are available at all campus shops, canteens, cafes, 

restaurants and bars. 
�� Fairtrade tea and coffee are used at all meetings, and in at least 50 per cent of 

offices. 
�� There is ongoing publicity and awareness-raising on campus. 
�� A Fairtrade steering group is established. 

 
2.   Where we are already 

�� The Student Union shops already stock a selection of Fairtrade foods, the range 
and promotion of which is being developed all the time. 

�� The Catering Services have agreed to sell Fairtrade foods at one or more of their 
campus outlets. 

�� A university-wide survey has already been conducted.  Results show strong 
support for Fair Trade from both staff and students. 

�� The response from various promotional initiatives has been extremely positive.  
The university’s chancellor has expressed support. 

�� Staff & student support for Fair Trade is increasing with each education initiative 
undertaken. 

�� The City Fair Trade Coalition is progressing well : the City Council has appointed 
a Fair Trade officer. 

 
3.   What is needed 

�� University authorities to express their support for Fair Trade promotion within the 
university by incorporating it into the university policies. 

�� Catering services to provide Fairtrade foods as an option to student and staff 
customers, and to increase the range to all outlets. 

�� A member of staff to be appointed on to a Fair Trade steering group, to ensure 
an ongoing commitment from the university 

�� University management to use Fairtrade foods in meetings. 
�� Fair Trade policies to be publicised whenever possible.  

 
4.   Why should Oxford Brookes University become a Fair Trade university? 
 
4.1 Being a Fair Trade University will help Oxford Brookes University to promote cultural 
and social awareness among the students and staff through: 
 

�� The increased understanding of how our actions can affect people thousands of 
miles away; 

�� The education regarding different cultures and societies that a knowledge of Fair 
Trade issues brings; 

�� The increased feeling of unity between students and staff as consumers, and the 
Fair Trade producers. 

 
4.2 Being a Fair Trade University will help Oxford Brookes University to build on its 
international reputation by: 
 



�� Displaying a concern of international ethical issues; 
�� Using Oxford Brookes University position as one of Britain’s leading universities 

to have a positive international impact. 
 
4.3 Being a Fair Trade University will help Oxford Brookes University to further 
distinguish itself from other  leading universities by: 

 
�� Acting on the responsibility given to all large institutions to establish ethical 

policies with which they have the power to make a difference; 
�� Attracting positive press exposure. 



Promotional Activities 
 

Consider: 
�� Raising awareness of Fair Trade within the university 
�� Assisting point of sale promotion for existing Fairtrade foods (eg in Student Union 

shops) 
 
1. Raising awareness within the university 
Various activities promoting Fair Trade around the university will enable you to: 
  
�� educate people about the importance of Fair Trade; 
�� gain supporters of your campaign;  
�� put Fair Trade issues in the forefront of people’s minds. 

 
Ideas for such activities: 
a. Fair Trade stalls around campus and Student Union 
�� Sell Fairtrade foods and give free samples.  Supplies for these stalls could be 

bought from your budget (read about raffle tickets and cafés for ways of raising 
money to fund this), or donated by the Student Union shop in exchange for 
advertisement. 

�� Supply sign-up forms for people to express their support or volunteer to help 
in the campaign.  

�� Display leaflets and posters to promote recognition of the Fairtrade Mark, 
attract people to the stall, and to use as a talking point in explaining Fair Trade 
and your campaign to people. 

�� Sell raffle tickets with Fair Trade prizes.  Not only will this provoke an interest 
in Fair Trade but it will help to raise funds for your activities.  The student union 
should be able to give advice on arranging raffles and other fundraising activity. 

 
b. Posters around campus and halls of residence 
These will help promote recognition of the Fairtrade Mark as well as provoke 
curiosity.  Posters can be supplied by the Fairtrade Foundation for little or no cost 
(see section ‘Existing Support’ for details). 
 
c. Host fair trade talks at the university 
Excite and enthuse people by hosting talks about Fair Trade.  You may decide to 
give the talk yourselves, or there may be people nearby who you can invite to the 
university.  
�� If Fairtrade Fortnight is approaching you could ask the Fairtrade Foundation if 

they have invited a Fairtrade producer to talk in your area, and if so, you could 
ask if it would be possible for the producer to come to your university. 

�� See if there are any local Fair Trade groups such as Traidcraft 
representatives,  local Oxfam groups, People & Planet representatives etc. who 
may be willing to talk for you. 

 
d.  Run a Fairtrade café at a special event 
This activity has been very successful in many universities already.  Ask around to 
see if you can ‘borrow’ a staff kitchen for a few hours.  Put posters up everywhere 
(and flyers if you have the budget and time) advertising the event.  Visit your local 



Oxfam shop and ask if they will sell you the stock on a ‘sale or return’ basis (do this 
well in advance so that they have time to order sufficient supplies).  
 
Have a look at the Make Trade Fair website for details of a Fair Trade café 
at the 2002 Labour Party Conference. 
 

2. Assisting point of sale promotion for existing Fairtrade foods 
Although many Student Union shops already sell Fairtrade foods, the range may be 
small and the promotion may need a little help.  It may be an idea to approach the 
manager of these shops, and to offer support in developing the range.  Tell them 
that you could order some posters, or provide them with a poster order form.  If you 
have researched the Fairtrade food range, the manager may welcome suggestions 
of which additional products to stock. 
 
Please note that the following information may have change since this Guide was 
written. 

�� Popular Fairtrade snacks include Geobars, Divine bars, Dubble bars and Maya 
Gold. 

�� Popular Fairtrade tea brands include Teadirect and Clipper Teas. 
�� The most appropriate coffee brand is likely to be Cafedirect, as it has a large range 

and tends to be the most accessible. 
 

 
 
  



Existing Support 
 

1. Materials 
 
Most promotional materials that you will need will be available from the Fairtrade 
Foundation.  There is an order form on the Fairtrade Foundation’s website 
(www.fairtrade.org.uk ) or you can order one by phoning 0207 4055942.  Most of these 
materials are free, although you may choose to give a small donation. 
 
2. Products and Suppliers 
 
The Fairtrade Foundation also provides a list of suppliers for both retail and catering 
purposes (see website or phone to request copies).  Those listed are suppliers 
dedicated to Fair Trade products.  It is worth checking whether the existing suppliers to 
the university’s catering and retail outlets already do supply Fair Trade products.  Staff 
kitchens may be supplied from local shops, in which case they may wish to buy from a 
local Oxfam shop who may be willing to give a discount for buying in bulk. 
 
3. People 
 
The Fairtrade Foundation (website:  www.fairtrade.org.uk) is always keen to know if 
people are campaigning for Fair Trade and can provide promotional materials.  
 
People  & Planet  (website : www.peopleandplanet.org ) focus on campaigns in 
universities and schools.  While their campaigners in your university may have other 
campaign priorities they may also be able to advise you and support your campaign.  
 
People and Planet 
51 Union Street , Oxford OX4 1JP , United Kingdom 
Tel : 01865245678 
 
 
 
4. Existing Fair Trade University Efforts 
 
�� Nottingham University – contact via People & Planet  
�� Loughborough University – contact via People & Planet 
�� Oxford Brookes University – A group of post-graduate students have been 

campaigning on fair trade issues and the catering services are subsequently 
launching a Fair Ttrade range in some of their outlets with the aim of increasing to all 
outlets soon.  They have also worked with the SU shops to develop their range with 
great success.  Their campaign activities have included talks, cafés, stalls, raffles 
and surveys.  For campaign advice email lyne@easynet.co.uk. 

�� Aberdeen University – contact via People & Planet 
 
If you have campaigned on Fair Trade issues at your university and we have not 
mentioned you, please accept our apologies.  If you are willing to help and advise on 
the subject, please give your details to one of the above contacts who can put fellow 
campaigners in touch with you.  
 

http://www.fairtrade.org.uk/
http://www.fairtrade.org.uk/
http://www.peopleandplanet.org/
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