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INTRODUCTION
When we hear the words fair trade, we think of the FAIRTRADE Mark. This 
simple logo is arguably one of the defining labels of the 21st century. A symbol 
of solidarity with the Global South, the Mark puts key values like equality and 
fairness into practice to ensure a better deal for producers. 

The FAIRTRADE Mark also reminds us that trade isn’t fair. It challenges us to 
think about what is fair and what role we can play in world trade. While the 
Fairtrade standards may not be universally applied in business (yet!), the Mark 
helps us to connect to the values behind the label and challenge why anyone is 
treated unfairly. After all, no one deserves to be treated unfairly.
 
YOUTH FOR FAIR TRADE

The Youth for Fair Trade project aimed to enable young people aged 16–25 to move from being passive 
purchasers of products to active advocates of fairly traded goods. The project was based on the belief 
that young people have the potential, through their purchases, passion and persistence, to create 
positive change in the world. 

Funded by the UK Department for International Development, the project sought to educate young 
people about the influence they can have on reducing poverty and achieving the Millennium 
Development Goals (MDGs) in developing countries. This may be on an individual level through 
purchasing goods with the FAIRTRADE Mark or on a collective level by getting involved in campaigning 
activities that link fair trade with the wider issues of poverty and development. 

Over three years, Coventry Cathedral worked with the Fairtrade Foundation, People and Planet, and 
Y Care International to train 180 young people aged 16–18 and 18–25, primarily in the city of Coventry, 
around issues related to fair trade. The younger age group’s work was accredited using UK Youth’s Youth 
Achievement Awards. Young people at universities and schools were offered support to plan advocacy 
activities to raise awareness of fair trade in their communities. These groups of young people were then 
given small grants to help with this and, as a result, the project raised awareness of fair trade among a 
further 5,000 young people and members of the public. 

I
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ABOUT THIS PACK

This resource pack is based on the training delivered during the Youth for Fair Trade project. It has 
been designed to be used by youth workers to explore fair trade with young people aged 15–25. The 
information and activities in the pack will help you to engage young people to think about their own 
values and actions and challenge them to think about what they can do to create positive change. 

The pack is split into four main sections:
• An introduction to the Youth for Fair Trade project and the concept of global youth work.
• Information and activities that introduce the concept of fair trade. 
• Information and activities designed to challenge young people to think critically about issues related  
 to fair trade.  
• Ideas and activities to help support young people to take action to contribute to positive change.
 
HOW TO USE THIS PACK

You could follow the pack in this order, but we anticipate that it will be most useful to select the right 
activities for you and the young people you work with.
 

EXAMPLE FOUR-WEEK PROGRAMME

EXAMPLE SIX-WEEK PROGRAMME

The instructions are guides to how to run the activities but we encourage you to use these as a guide 
and to adapt to your own setting and context. We do not give examples of how to create ground 
rules or icebreakers but clearly these types of activity are very useful for encouraging young people to 
contribute in a safe environment. 

A STATEMENT ON TERMS

When reading the pack you may come across terms that are new to you. When exploring these issues 
you should bear in mind that definitions of terms are controversial. We recommend that you explore the 
websites and suggested reading on page 70 to see different viewpoints. 

Throughout the pack we use the term Global South to describe countries in the southern hemisphere 
(apart from Australia and New Zealand) which have traditionally been called ‘developing countries’. 
Y Care International uses this term as it is more value neutral. By removing language like ‘developed’ 
and ‘developing’, it encourages us to think about development in a less linear way and reminds us that 
countries across the globe have mixed economies that develop at different rates and in different ways. 

For youth workers in the Republic of Ireland, it is important to note that Fairtrade Mark Ireland is the 
National Labelling Initiative.  

WEEK ONE

CONNECTIONS STORIES
GOOD BOSS / SELLING

WEEK TWO WEEK THREE WEEK FOUR WEEK FIVE WEEK SIX

WEEK ONE
FAIRNESSD IVINE STORIEST HE FAIRTRADE

DEBATE
SELLING

FAIRTRADE

WEEK TWO WEEK THREE WEEK FOUR
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Global youth work is “informal education with young people. It encourages a critical 
understanding of the links between personal, local and global issues. It seeks their 
active participation in bringing about change towards greater equity and justice.” 
(Development Education Association, 2007)

Global youth work brings a global dimension to work with young people. As a youth 
work practice it supports young people to make connections between their lives and 
their communities with peers and issues affecting those in the Global South. Promoting 
the values of fairness and justice, global youth work aims to provide young people with 
opportunities which create positive change in society. 
   

GLOBAL YOUTH WORK

CONNECT, CHALLENGE, CHANGE

The Connect, Challenge, Change model was developed with young people by Think Global to explain 
the global youth work process. The model looks like a circle because you can start the global youth work 
process at any stage. 

The Connect, Challenge, Change model is complemented by 10 principles of global youth work. You 
may want to read these and reflect on how your work can better embody those principles in practice.
It may help you to talk through these with other youth workers or in your supervision. For more information 
on the Connect Challenge Change model visit: www.think-global.org.uk. 

CHALLEN
G

EC
O

N
N

ECT

CHANGE

Help young people to 
connect to the global 

issues that matter to 
them. Support them to 
make the connection 

between personal, local 
and global issues. 

Support young people to plan and take action to 
bring about positive change towards a more just 

and sustainable world.

Encourage young people 
to challenge themselves 
to gain a more critical 
understanding of the 
world. Challenge 
inequality and injustice. 
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LOCAL TO GLOBAL

When doing global youth work, it is always important to make the connection between local and global 
issues. We are not trying to tell young people which issues are important; we are simply looking at the 
global dimension of local issues. Inequality, unemployment, working rights and the environment are key 
issues for young people in the UK and are all linked to fair trade. Try to explore and highlight these links 
when reading the pack and whenever you talk with young people about these issues.  

PREPARING TO DELIVER GLOBAL YOUTH WORK

Good global youth work is good youth work, with processes and outcomes that are negotiated with 
young people. If you have never specifically explored global issues with young people before, we 
recommend you think about ways of beginning conversations with them about their lives and the wider 
world. Before you try to run the activities in this pack, discuss with the young people whether fair trade is 
something they would be interested in learning more about. You might also want to find out what they 
already know about it. Some young people may want to co-deliver and adapt the activities to better 
suit their peers. 

Before doing global youth work it is important to prepare ourselves, our materials, our environments and 
our organisations. 

OURSELVES: All global issues are complex. Reading the information in this pack will give you an 
overview but will not provide all the answers. Prepare yourself by checking out the links and reading 
things with a critical eye.

OUR MATERIALS: Some of the activities in this pack require preparation of flipcharts and other 
resources. Make sure you understand the materials you are giving to young people and try to prepare 
for any questions they may ask about them.

OUR ENVIRONMENTS: All of these activities are designed to take place in informal settings. Think 
about the room you will do them in, what the layout will be and what other space you could use. What 
else can you do with your surroundings to make it a space that feels ‘global’?

OUR ORGANISATIONS: We hope exploring fair trade will lead to young people wanting to 
engage in campaigning activities. It would be good practice to check with your manager about his or 
her support for this to ensure that you manage young people’s expectations accordingly.

DOING MORE GLOBAL YOUTH WORK

Y Care International has produced a range of resource packs 
that support youth workers to explore the global dimension to 
issues affecting young people. To access these resources, hear 
about training opportunities and link up with other youth workers 
with an interest in global youth work, join our free Youth Workers 
Network online at: www.yciyouthworkersnetwork.org. 
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FAIR TRADE
IN THIS SECTION WE WILL EXPLORE:

THE FAIR TRADE MOVEMENT 
what it looks like and its history

FAIRTRADE PEOPLE 
who benefits from Fairtrade and how

FAIRTRADE PRODUCTS 
how they are certified and a look 

at the range available

FAIR TRADE IS MORE THAN A LABEL. 
FAIR TRADE IS A MOVEMENT THAT 

INVOLVES PEOPLE ALL OVER THE WORLD, 
FROM PRODUCERS TO CUSTOMERS. 

9
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THE FAIR TRADE MOVEMENT
Is it fair that 2 billion people live on less than £1.20 a day while the chief executives 
of multinational corporations take home millions of pounds? Is it fair that even after 
decades of independence, many countries in the Global South are all too often trapped 
in cycles of poverty and debt? Is it fair that while all societies can be affected by the 
downsides of globalisation, evidence shows that global trade has continually provided 
the most benefits to rich countries?

Questions such as these sparked international development charities, social justice campaigners and 
some progressive governments to push for changes in global trade rules and relationships. Under 
the broad banner of ‘fair trade’ they have called for reforms to ensure that the benefits of trade are 
shared by all. At times this call for change has targeted international organisations, like the World Trade 
Organization. Other times it has been targeted at national governments. Increasingly, the movement 
has reached out to customers to be part of the change. 

In this section we will explore how fair trade has evolved into a global movement spearheaded by one 
of the defining brands of the 21st century, the FAIRTRADE Mark. 

FAIR TRADE OR FAIRTRADE?

Fair trade is a social movement and approach to business that is all about making trade more equal, 
especially for producers in the Global South. Primarily, it is about ensuring these producers receive a fair deal.    

FAIR TRADE

Supported by a variety of organisations that work at 
all levels - from local to global - to try to make the 
terms and conditions of trade fair for everyone. 

Other organisations have developed ethical 
certifications, for example the World Fair Trade 

Organization has certified companies, while the 
Rainforest Alliance certifies a range of 

products as being environmentally, 
socially and economically sustainable. 

FAIRTRADE

Fairtrade is a set of standards developed by Fairtrade 
Labelling Organizations International. The standards 
ensure producers in the Global South get a fair deal.

 
Fairtrade Labelling Organizations International 
has developed the FAIRTRADE Mark to certify 
products as meeting its Fairtrade standards.

10

FAIR TRADE
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For young people in the UK, the words ‘fair trade’ 
will make them think of the FAIRTRADE Mark. 
We have provided some information about the 
structure and process behind this label. 

FAIRTRADE LABELLING 
ORGANIZATIONS INTERNATIONAL 
(FLO) 
 
FLO is an umbrella body made up of more than 
20 national labelling initiatives, including the 
UK Fairtrade Foundation. It sets standards that 
producers meet to become Fairtrade certified. A 
separate branch checks to make sure the Fairtrade 
Standards are being met.
 
THE FAIRTRADE FOUNDATION
  
The UK Fairtrade Foundation was founded in 1992 
by a collection of organisations including CAFOD, 
Christian Aid, Oxfam, Traidcraft, the Women’s 
Institute and the World Development Movement. 
It is the national labelling initiative for the UK and 
makes sure that the FAIRTRADE Mark is put only on 
products that are Fairtrade certified. In 1994, Green 
and Black’s Maya Gold chocolate bar became 
the first product sold in the UK to be labelled with 
the FAIRTRADE Mark. 

The Fairtrade Foundation works to campaign for 
Fairtrade more generally. Locally, it works with 
groups in the UK such as Fairtrade Towns and 
Schools, especially during Fairtrade Fortnight, to 
raise the public’s awareness of Fairtrade. Through 
its membership of FLO, the Foundation is also a part 
of the global fair trade movement. This includes the 
World Fair Trade Organization (WFTO) and other 
organisations that campaign on behalf of fair trade 
principles. 

THE FAIRTRADE MARK  

The FAIRTRADE Mark is 
a label put on products 
that have been traded 
according to the 
Fairtrade Standards. 
Evidence from the 
Fairtade Foundation 
found that in 2010 the 
Mark was recognised 
by 77 per cent of the UK 
public as an assurance 
of producers getting a 
better deal. 
 
The FAIRTRADE Mark guarantees that producers 
receive a guaranteed minimum price for their 
products. They also receive a Fairtrade Premium 
to spend in their communities on things like schools 
and wells. In addition to these economic benefits, 
the Mark ensures that workers’ rights and the 
environment are protected. For more information 
on the standards and benefits see the Fairtrade 
People section (page 16). 

The first-ever Fairtrade product sold was Max 
Havelaar coffee in the Netherlands in 1988. In 
the following decade, many countries produced 
their own different marks. In 2002, the worldwide 
Fairtrade Labelling Organization launched a new 
International Fairtrade Certification Mark. This was 
designed to unify the variety of logos and marks 
used in different countries. The international Mark 
is now used in all countries except the USA, where 
the Fair Trade Certified Mark is used instead. You 
can only sell products with the FAIRTRADE Mark if 
you get permission and a licence. In the UK, the 
Fairtrade Foundation controls this licence. For 
more information, see Activity 1 and the Fairtrade 
Products section (page 20).

GROWTH OF FAIRTRADE  

From being a niche ethical label found on the 
products of relatively small, Fairtrade Trading 
Organisations (FTOs) such as Cafédirect, the 
FAIRTRADE Mark is now found on products made 
by Cadbury, Tate & Lyle, Ben & Jerry’s, Starbucks 
and Nestlé. Businesses like Cafédirect have now 
grown into multi-million pound well-known brands 
that are found in supermarkets nationwide. 

In 2009, FAIRTRADE Mark sales 
totalled almost £800 million, generating 
nearly £17 million in Fairtrade Premium 
payments. £195m

£799m

£21.8m
£50.5m

£92.3m

£493m

Source: Fairtrade Foundation
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ACTIVITY 1 / FAIRNESS / 50 MINUTES
THIS IS A DISCUSSION-BASED ACTIVITY, SPLIT INTO TWO PARTS, WHICH ENCOURAGES YOUNG 

PEOPLE TO START THINKING ABOUT THE IDEA OF FAIRNESS AND HOW BUSINESSES MIGHT PUT IT 
INTO PRACTICE. WE RECOMMEND 4 TO 10 PARTICIPANTS.

KEY POINTS / TIPS 
When they create their own standards, you could provide each group with a role to follow. For example:
• Your company wants to maximise profits for its shareholders. Your shareholders oppose anything that would 

cost the company extra money, such as providing training or healthcare.
• Your company is currently well known for its environmental standards. Your shareholders would support 

standards that protect the environment from harm.
• Your company is partly owned by some workers. These shareholders want to ensure their colleagues’ rights 

are protected at all times. 
 

AIMS
• To explore the idea of fairness 
• To introduce the benefits and standards    

guaranteed by Fairtrade certification
 

MATERIALS
Bar of chocolate you could also use a cake or an
other easy-to-cut food); flipchart paper;  marker pens

PREPARATION

STEPS 
1 Get the group to share examples from their lives which they think are ‘fair’ and ‘unfair’. 

What are the common themes in this list?

2 Present the group with a bar of chocolate. Ask them to divide the chocolate among  
themselves in a way they decide is fair. Explain that the chocolate could go to just 
one person or to many people. However, everyone in the group must agree with how 
the  chocolate is distributed. To provoke debate ask them questions, for example, 
should fairness be based on who can eat the most chocolate? Who deserves the 
most chocolate? Who ate chocolate most recently? Ask the group to explain how the 
chocolate was shared. 

3 Ask the whole group to define the word ‘fairness’. Share the different definitions that  
emerge and try to piece together one agreed concept of fairness. 

4 Explain that we are going to apply their ideas of fairness to a real-life scenario. Split the 
group into three and give each group a piece of flipchart paper. Each group represents a 
company that is making a new chocolate bar. They have 10–15 minutes to produce a set 
of standards and benefits for the cocoa producers. Show them the diagram that splits these 
standards into Financial, Environmental and Workers’ Rights. They can also add their own 
areas or simply collect these under Other. 

5 Bring the group together and ask them to compare their ideas. What is the same? What is 
different? Why are they different? Are there any standards that the group disagree with?

To continue the discussion you can extend this activity further. 
6 Provide each person with a copy of the International Fairtrade Standards for 
 Producers. Ask the group:
 • What do they notice about the Standards compared to what they have written? 
 • What are the potential positive and negative impacts of the Standards on producers      

   and their families? 
 • How could customers like them encourage more companies to adopt standards of 
    practice that ensure a fair deal for producers?

• Think about what fairness means to you as a youth worker and how you could justify things as being fair or 
unfair.

• Draw a brainstorm diagram with ‘Fairness’ in the middle. Around the outside write ‘Financial’, 
 ‘Environmental’, ‘Workers’ Rights’, ‘Other’.
• If extending the activity, photocopy enough of the Fairtrade Standards activity sheets for each 
 person. You may want to print the full Fairtrade Standards from the FLO website 
 (www.fairtrade.net/standards.0.html)

12

TIME 
5 mins

10 mins

5 mins

15 mins

15 mins

15 mins
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FAIRTRADE STANDARDS
AND BENEFITS

ENVIRONMENTAL

FINANCIAL EMPOWERMENT

Producers receive a 
guaranteed minimum price 
for their products. This price 
is higher for organic crops.

Producer communities 
receive a Fairtrade Premium 
which helps with social, 
environmental and 
economic development.

Opportunities for 
pre-financing and long-term 
contracts to increase 
stability.

Producers are encouraged to 
not use pesticides and may 
only use certain pesticides.

Producers are not allowed to 
use genetically modified 
organisms.

Producers receive training 
and support to improve their 
environmental practices, 
many of which are similar to 
‘organic’ standards.

Fairtrade standards protect 
basic workers’ rights 
according to International 
Labour Organization 
conventions.

Producers are given some 
power against the large 
multinational corporations 
that dominate the market-
place.

For some products, like 
coffee, Fairtrade certification 
is only available for small 
farmer collectives; this 
maximises democratic 
decision making.

These are set country-by-
country in consultation with 
producers. The price covers 

cost of sustainable and 
environmentally sound 

production.

There are generic standards 
for producers of all products 

but some products, for 
example bananas, have 

special product standards.

These conditions will vary 
slightly depending on the 

position of the organisation in 
the supply chain.



Youth for Fair Trade / Coventry Cathedral & Y Care International

ACTIVITY 2 / A HISTORY OF FAIRNESS / 45 MINUTES
THIS IS A GROUP ACTIVITY THAT WILL GIVE YOUNG PEOPLE THE OPPORTUNITY TO RELATE 

THE HISTORY OF THE FAIR TRADE MOVEMENT WITH THEIR OWN HISTORIES. 
WE RECOMMEND 4 TO 8 PARTICIPANTS. 

KEY POINTS / TIPS 
• We have found this works best with groups of up to 8 young people. If you have more than 8, split 

them into groups and ask them to create their own ‘group timelines’. If working in smaller groups, we 
recommend you give time for the groups to compare their fair trade timelines. You may also want 
them to combine their personal histories into one big timeline at the end. 

• When producing their personal timelines, participants may share sensitive experiences – make sure you 
are prepared for these to be raised and that support is available to you if you have concerns about 
information shared. As you explain the activity, remind the young people to only share things they are 
happy for the whole group to see/hear. Remind the group of any ground rules or group rules around 
confidentiality and respect. 

AIMS
• To explore the history of the fair trade movement
•	To learn the difference between the different 

aspects of the fair trade movement,
 including the Fairtrade Foundation and the 
 FAIRTRADE Mark. 

MATERIALS
Date and event cards; Blu tack; flipchart paper;
marker pens; Post-it notes

PREPARATION

STEPS 
1  Ask the group to work in pairs to discuss and write down on a Post-it note: 
 a. times in their own lives when they have experienced being treated unfairly for no 

reason (e.g. being grounded or not getting a job); and
 b. things in world history they think weren’t fair. 

2 Ask them to stick their post-it notes on the timeline. Ask the group to shout out what 
it is that makes these things unfair. You should expect answers that focus on people 
not getting what they need, want or think they deserved. Explain what the fair trade 
movement is (see pages 10-11) and that they are going to explore its history.

3 Give the group the envelope containing all the dates and events. Ask them to add 
these dates and events onto the timeline of events. 

4 Once the group is finished, first challenge them to think about any events that are in 
the wrong order. Allow them the opportunity to make amendments. Read through the 
timeline, moving events into their correct position if necessary. 

5 Ask if anyone has done anything that fits with this timeline, e.g:
 a. When did they first see or buy a FAIRTRADE product?
 b. Have they ever given to charity or campaigned for fairness or equality?

•	Make a big timeline on a piece of wallpaper or flipchart paper that goes from 1960 to today.
•	Photocopy page 15 and cut out each of the dates and events so they are all separated. 

14

TIME 
10 mins

10 mins

5-10 mins

5 mins

10 mins
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Fairtrade connects customers to producers in the Global South. Through the Fairtrade 
minimum price, producers are guaranteed some stability in world markets where the 
price they can sell their products for can change massively. In addition, the Fairtrade 
Premium gives producers additional money to invest in their communities, improving 
things like sanitation, education and irrigation. In short, the choices of people in one 
country have a positive effect on people in another. 

Unfortunately, most farmers can’t sell their produce under Fairtrade conditions, and even those with 
Fairtrade certification can’t sell all of their produce for the Fairtrade minimum price. This is partly because 
there isn’t enough demand. As demand for Fairtrade goods and products increases, more farmers will 
be able to access Fairtrade supply chains and those who currently sell Fairtrade produce will be able 
to increase the percentage of produce they sell under Fairtrade conditions. This will provide them with 
greater stability and more money to invest in their communities. 

In this section we introduce some case studies of people who are involved in producing, transporting 
and selling (this is known as the supply chain) for Divine Chocolate. You will find more stories like these for 
a range of producers on the Fairtrade Foundation website. (www.fairtrade.org.uk)

   
THE SUPPLY CHAIN

The supply chain is the name given to the journey a product makes from producer to customer. Often this 
involves many steps, especially where a raw material like cocoa or cotton is turned into a product like a 
chocolate bar or t-shirt. Slightly different standards apply to people along the supply chain, like producers 
and traders, but Fairtrade certification helps everyone involved in this journey to get a fair deal. 

Divine Chocolate makes chocolate bars using cocoa from the Kuapa Kokoo co-operative in Ghana. It is 
unique among chocolate companies because the farmers part-own the company and therefore receive 
a percentage of the company profits and are involved in all business decisions. The case studies on pages 
18 and 19 are from real people involved in the supply chain and illustrate how Divine Chocolate connects 
customers with producers. 

FAIRTRADE PEOPLE 

FAIR TRADE

FARMER TRADER MANUFACTU
R

E
R

    SHOP CUSTOMER
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ACTIVITY 3 / DIVINE STORIES / 45 MINUTES
THIS IS A CASE STUDY ACTIVITY THAT WILL GIVE YOUNG PEOPLE THE OPPORTUNITY TO READ ABOUT 

THE LIVES OF PEOPLE INVOLVED IN A FAIR TRADE SUPPLY CHAIN AND THINK CRITICALLY ABOUT 
HOW THESE PEOPLE BENEFIT FROM BEING A PART OF IT. WE RECOMMEND 5 TO 10 PARTICIPANTS.    

KEY POINTS / TIPS 
You could do this activity as a whole-group exercise, reading through the case studies one by one. If the
group has difficulties with reading or writing, we have found it is best to read the case studies aloud to
the group and write their thoughts onto a flipchart at the front. Alternatively, you could read out the
case studies and ask the group to express their thoughts or emotions creatively using music, drama or
other artistic skills. 

AIMS
• To reflect on the different needs of producers in 

the supply chain
• To learn in more detail about the use of the 
 Fairtrade Premium

MATERIALS
Copy of supply chain diagram;
case study cards on pages 18–19;
flipchart paper; marker pens; biros 

PREPARATION

STEPS 
1 Arrange the supply chain steps randomly in the centre of the room. Explain that the 

steps describe the journey a product makes to us. Ask the group to arrange these in an 
order they can agree on. 

2 Once this is done, ask the group to write on the back of each step a description of a 
person at this stage of the supply chain. Prompt the group by asking questions like, “Is 
this person… rich, educated, healthy, happy, etc…?”

3  Put this to the side for later and split the group into five smaller groups. Give each 
group a case study to read. Ask the groups to think about the following questions and 
make notes:

 a. How does Fairtrade certification help the person on the card?
 b. What needs do they have?
 c. What challenges do they face?

4 Ask each group for a volunteer to read out their case study and give their reflections 
on the questions. Give space for the rest of the group to ask questions or make their 
own observations. Compare the points made with the supply chain created earlier.

5 Ask the group to reflect on the activity using the following questions as prompts:
 a. What’s the most interesting thing they’ve learned?
 b. Is there anything that surprised them about the stories?

• Copy the supply chain steps on page 16 onto individual pieces of paper.
• Photocopy and cut out the case study cards on pages 18–19.

TIME 
3 mins

5 mins

10 mins

15 mins

10 mins

17
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CASE STUDIES: DIVINE CHOCOLATE

I’m 52 years old and I’m a member of the Kuapa Kokoo co-operative in 
the village society of Bayerebon 3. I have two and a half acres of farmland 
and I produce about twelve bags of cocoa a year. I have five children and 
have been able to send them all to the local school built with Fairtrade 
Premium money. Two of them have now gone on to senior secondary 
school.

There was one cocoa-buying company represented in this village when I 
came here, but they were cheating us and not paying us on time. Twenty 
of us decided to join Kuapa Kokoo as we had heard it was a fair and 
democratic organisation.  We found it was true.

Kuapa Kokoo is a very good company. Every week farmers contribute their 
ideas, and every four years important positions are contested and elected. 
I’ve been voted Recorder in my village – the person who’s responsible for 
weighing the cocoa accurately, checking the quality and paying the 
farmers promptly.

I’m 16 years old and live with my family in New Koforidua, a small town in 
a cocoa-growing area. My parents have a three-acre cocoa farm. At 
the weekend, we help on the cocoa farm by weeding around the trees 
and cutting off swollen shoots from the tree, where the flowers have not 
germinated. I’d like to inherit the cocoa farm, even though when I grow up 
I want to be a nurse.

Why? Because in Ghana we have many hospitals but not enough nurses. 
Why don’t we have many nurses? Because the pay is often low. They need 
to be paid more. They don’t have much time and so they are stressed and 
often shout at you. When I’m a nurse I’ll make sure my patients are well 
treated and I won’t shout.

Fairtrade has helped my school a lot. We have extra materials, like books 
and pencils, a computer, and uniforms for the students. This means that 
more young people can go to school. We talk to schoolchildren from the 
UK through the internet. The computers and video links have helped us in so 
many ways. It has introduced us to the world of the UK.

ELIAS MOHAMMED COCOA FARMER

JOYCELYN SEGBEDZI SCHOOL STUDENT

© Trading Visions
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I’m the national president of the Kuapa Kokoo Farmers’ Union – the first 
woman to be voted to this position. I must say that I’ve benefited a lot from 
Kuapa Kokoo and Fairtrade. Today, I am better able to look after my family 
and I was able to put them through school, college and university because 
my income level has improved over the years. My village, Kwabeng, also 
has a well that was built with Fairtrade funds. 

I particularly like being a member of Kuapa Kokoo because it’s very 
democratic. In Ghana, farmers are normally not consulted before decisions 
affecting us are taken. They just assume that the farmer would like one 
thing or the other. Most of the time policy makers get it wrong! Kuapa 
Kokoo, however, offers farmers an opportunity to decide for ourselves. 

I’m very proud to be a member of a co-operative that co-owns Divine 
Chocolate. Two members from Kuapa sit on their board. It’s unique! People 
all over the world know Kuapa Kokoo because we co-own Divine and 
we’re very proud of our chocolate company. 

I have worked in the Divine Chocolate sales team in London for over 
four years. I have a portfolio of customers to look after and the range 
is quite diverse: from national food service wholesalers, to chocolate 
and confectionery specialists and hamper companies, to independent 
Fairtrade shops. This makes every day different with new challenges.
 
With Divine being both Fairtrade and farmer owned, customers are always 
excited by the success of the Divine business model and the truly life-
changing benefits it brings to the Kuapa Kokoo farmers. 

In addition, showing off the Divine range of chocolate and doing tastings 
with customers and consumers is always a joy. Our chocolate brings a smile 
to people’s faces when they have a taste and it’s affordable. It really is the 
best job in the world and I’m proud to be part of such an ethical company.

At The Fair Traders Cooperative every product is assessed according to 
the social, economic and environmental impacts of the product and the 
supplier. We look for products that have a positive impact on people and 
the planet and then shout about the positive stories we find. 

Our shop in Holmfirth sells an eclectic mix of Fairtrade and ethical products, 
ALL with a positive story to tell. Whether it’s Fairtrade coffee from Ethiopia, 
vintage fabric tea cosies from Holmfirth or cotton t-shirts from India, we 
think it’s important for people to know where their shopping comes from 
and who made it. So Divine is perfect for our shop. 

We love the fact that our customers can enjoy gorgeous chocolate and 
know they are making a difference to the lives of the cocoa farmers with 
every mouthful. 
(Note: Helen is second on the right, wearing a necklace)

CHRISTIANA OHENE-AGYARE 
PRESIDENT KUAPA KOKOO UNION & DIVINE CHOCOLATE BOARD MEMBER

WENDY ROWAN DIVINE CHOCOLATE EMPLOYEE

HELEN ROBINSON THE FAIR TRADERS COOPERATIVE SHOP
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In the UK, the market for Fairtrade products has increased massively over the past 10 
years. It is estimated that over £1 billion worth of products bearing the FAIRTRADE Mark 
were sold in 2010, largely due to big companies like Cadbury, Starbucks and Tate and 
Lyle switching their suppliers to those who adhere to Fairtrade standards. In total, there 
are nearly 5,000 different products licensed to carry the FAIRTRADE Mark in the UK.

As the number and size of the companies selling Fairtrade increases so does the number of producers 
that can access all the benefits that Fairtrade certification brings. Alongside this, as Fairtrade’s visibility 
and market share grows, so does the scrutiny of the certification process. 

In this section we explore what it takes for a producer to be able to use the FAIRTRADE Mark and to 
become Fairtrade certified. We also explore whether purchasing a product with the FAIRTRADE Mark 
guarantees a fairer deal for producers. 

USING THE FAIRTRADE MARK

The FAIRTRADE Mark is the property of the Fairtrade Labelling Organization (see page 11). Companies 
can only use the Mark to sell products that are certified in accordance with Fairtrade standards. 

In the UK, charities and others can use the Mark to promote Fairtrade providing they follow guidance on 
the Fairtrade Foundation website. Companies that wish to use the FAIRTRADE Mark on their packaging 
or promotional materials (e.g. posters, flyers, TV adverts) must register with the Fairtrade Foundation and 
pay a licence fee.

Licence fees are designed to cover the cost of administering the certification and monitoring process by 
the Fairtrade Labelling Organization. The licence fee varies depending on the size of the company and 
the amount of Fairtrade products it sells. For example, for the first £5 million of annual sales of FAIRTRADE 
products, companies have to pay the Fairtrade Foundation 1.7 per cent. As the amount of Fairtrade 
product sold increases, this percentage gradually decreases. Reduced rates are available to companies 
that only sell Fairtrade products. The Producer Certification Fund has been set up to help producers who 
cannot pay these fees.

FAIRTRADE PRODUCTS 

20

FAIR TRADE
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THE FAIRTRADE CERTIFICATION PROCESS
 
If a company wants to sell a product in the UK with the FAIRTRADE Mark, they need to get a Fairtrade 
certificate which shows that it follows the FAIRTRADE standards. When it gets the certificate and can use 
the FAIRTRADE Mark, it is monitored to make sure it sticks to the standards. This has many different steps.

1. IS THERE A FAIRTRADE STANDARD FOR THE PRODUCT?
The International Fairtrade Labelling Organization (FLO) is responsible for setting Fairtrade standards. If 
a standard doesn’t exist for the product the company would like to produce, the Fairtrade Foundation 
will work with producers and others in the supply chain to see if there is a benefit in expanding the 
FAIRTRADE Mark to a new product. If so, a new set of standards will need to be produced. For example, 
this happened in 2010 with Fairtrade and Fairmined gold, which involved a lot of consultation with 
producers and traders to research the needs of the producers and how standards could be created 
that would best meet their needs.
 
2. CHECK IF THE PRODUCT MEETS THE STANDARDS
There are a lot of standards to meet. There are different standards for the different types of Fairtrade 
products. For example, raw materials such as coffee have different standards than products that 
contain other, non-Fairtrade products such as beauty products. The standards also differ between 
different positions in the supply chain. For example, farmers who grow produce have different standards 
than ‘middle men’ who simply move it to where it can be processed or sold. For a complete list see 
www.fairtrade.net/all_standards.0.html.

3. PAY CERTIFICATION AND LICENCE FEES
In the UK, the Fairtrade Foundation licenses companies to use the FAIRTRADE Mark on customer-ready 
products that are certified as complying with international Fairtrade Standards. Companies pay a 
licence fee, which helps the Fairtrade Foundation do its work, such as promoting the FAIRTRADE Mark to 
the public. 

4. CERTIFICATES ISSUED
Everyone in the supply chain is issued with an FLO identification 
number and is subject to auditing by the FLO. 

5. AUDITS 
Each part of the supply chain is subject to an audit 
against the Fairtrade standards. In the UK, each part 
must send the Fairtrade Foundation reports that show 
how much Fairtrade produce they have bought or 
sold. This might be quarterly, annually or at intervals 
set by the Foundation. They are also subject to 
checks on how they are meeting their obligations to 
the Fairtrade Standards. If someone suspects that a 
company selling Fairtrade products is not meeting the 
standards, they can contact the FLO with their concerns. 

Producers are expected to work towards further standards 
after being certified for a period of time, normally one, three 
and six years. These are called ‘progress standards’ and apply 
to areas such as environmental sustainability and working rights. 

THERE ARE 
DIFFERENT STANDARDS 

FOR THE DIFFERENT TYPES OF 
FAIRTRADE PRODUCTS. 

FOR EXAMPLE, RAW MATERIALS 
SUCH AS COFFEE HAVE DIFFERENT 

STANDARDS THAN PRODUCTS 
THAT CONTAIN OTHER, 

NON-FAIRTRADE PRODUCTS 
SUCH AS BEAUTY PRODUCTS.
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MADE FROM FAIRTRADE
 
One question that is often asked about Fairtrade 
products is, “How can you be sure that it’s made 
from 100% Fairtrade?” The answer to this lies in 
exploring something called traceability. 

TRACEABILITY 

This means being able to trace that products being 
sold with the FAIRTRADE Mark came from producers 
working under Fairtrade standards. Each producer 
is given a unique FLO identification number when 
they receive their Fairtrade certificate. 

PHYSICAL TRACEABILITY 

This means Fairtrade products must be marked and 
kept separate from non-Fairtrade products at each 
stage of production, processing and trade. Most 
products have to meet this requirement, including 
coffee and fresh fruit. 

MASS BALANCE

Sometimes it is not possible and/or economical 
for producers or manufacturers to separate out 
Fairtrade from non-Fairtrade products. This includes 
products like tea, sugar, cocoa and fruit juice. 
Therefore an alternative to physical traceability is 
used called the ‘mass balance’ method. 

This measure looks to balance principles with the 
reality of producing and manufacturing products. 
If we take cocoa as an example, it would not be 
possible for chocolate companies (especially, one 
the size of Cadbury) to separate Fairtrade from 
non-Fairtrade cocoa beans during production. 
Requiring physical traceability would therefore 
prevent companies the size of Cadbury from 
becoming Fairtrade certified, denying tens of 
thousands of producers a fairer deal for their 
cocoa and labour. 

Mass balance relies on a measure of the overall 
quantity of Fairtrade product bought, used and 
sold. For example, Cadbury will work out how many 
FAIRTRADE Dairy Milk chocolate bars it will sell, 
how much cocoa is required to make them and 
then agree to purchase that amount of Fairtrade 
cocoa. This could mean that one chocolate bar 
may not contain any Fairtrade cocoa but one next 
to it may have been made with entirely Fairtrade 
cocoa. However, overall the company will sell the 
same amount of Fairtrade cocoa as it buys from 
producers.

1
2
3

WHY BUY IF IT MIGHT NOT BE 100% FAIRTRADE? 

If the Fairtrade cocoa is mixed with the rest of 
Cadbury’s cocoa during the production process, 
why then should we buy their FAIRTRADE products? 

Buying products with the FAIRTRADE 
Mark tells Cadbury you want producers 
to get a fair deal. This helps encourage 
companies to expand the number of 
Fairtrade products they produce.

  

It encourages shopkeepers to stock 
other ethical products. This demand 
increases the potential number of 
producers who can sell produce under 
Fairtrade conditions.
 

In the Fairtrade Standards, FLO 
strongly encourages physical 
traceability. As Cadbury increases 
the number of products that have the 
FAIRTRADE Mark, it is more likely to 
move towards a process that physically 
separates its cocoa beans during 
production. 



ACTIVITY 4 / SELLING FAIRTRADE / 45-60 MINUTES
THIS CREATIVE ACTIVITY GIVES YOUNG PEOPLE THE CHANCE TO LEARN ABOUT THE RANGE OF 

FAIRTRADE PRODUCTS AVAILABLE AND THINK ABOUT WHY PEOPLE CHOOSE FAIRTRADE. 
WE RECOMMEND THAT IT IS USED TO BRING TOGETHER 
LEARNING ON FAIRTRADE, WITH 4 TO 8 PARTICIPANTS.   

KEY POINTS / TIPS 
• When running this as a stand-alone activity, we have found it best to give participants more time and 

internet access to research the benefits of Fairtrade, the types of customers and the products currently 
available (see page 70 for some suggested web links). 

• Instead of copying the photos on pages 24 –25, you could ask participants to draw/paint their own 
images. 

• If they are happy to role-play, you could split the group into two, with one half as shopkeepers and the 
other as customers. The shopkeepers follow the instructions, while the customers look at the range of 
products and think about a) who they are; b) what their priorities are; and c) what would make them 
buy Fairtrade. The role play takes place instead of step 2 (above).  

AIMS
• To learn about the variety of Fairtrade products
• To practise ‘selling’ the benefits of Fairtrade to 

friends, family and others

MATERIALS
Magazines/photos; case studies from Activity 3;
marker pens; flipchart paper; Blu tack; scissors; 
Sellotape 

STEPS 
1 Explain to the group that they have been hired by a local business to help convince 

young people to purchase Fairtrade and other ethical products from its shop. The 
shop is being re-launched shortly and the owner wants it redecorated and at least 
two members of the group to speak at the re-launch, telling people about the benefits 
of Fairtrade. Using the materials provided, the group has 30 minutes to decorate the 
room as if it was the revamped shop. They should also prepare some key points for at 
least 2 members of the group to ‘sell’ the concept of fair trade to the youth worker 
who will act as a shopper.  They will need to think about:

 a. which products they should sell
 b. which products they should feature and why
 c. who buys Fairtrade and what could encourage those not currently buying Fairtrade.

2 Get the group to practise their shop launch before taking you on a tour of the ‘shop’ 
and making their launch speeches. 

3 Ask the group to sit in a circle and reflect on the activity by answering the following 
questions: 

 • Why is it in a shop’s interests to sell Fairtrade products?
 • What are the challenges of selling Fairtrade products?
 • What assumptions have they made about people who buy Fairtrade? 
 • What could encourage more/new people to buy Fairtrade?

PREPARATION
• Collect magazines, photos and papers with pictures of the items.
• Photocopy the product charts on pages 24–25. 

TIME 
5 mins

30 mins

10–15 mins

10–15 mins
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THE FAIRTRADE RANGE

WHAT: 
Bananas 
WHERE FROM: 
Windward Islands; Dominican 
Republic
WHEN: 
The first FAIRTRADE bananas 
appeared in Cooperative supermarkets 
in 2000
SALES PER YEAR: 
Over £200 million 
DID YOU KNOW? 
All bananas sold in Sainsbury’s and 
Waitrose supermarkets come from 
Fairtrade certified producers, helping 
FAIRTRADE bananas to make up 
almost 30% of UK sales.

WHAT: 
Raisins
WHERE FROM: 
Afghanistan
WHEN: 
Given FAIRTRADE Mark in 2010 
SALES PER YEAR: 
N/A
DID YOU KNOW? 
Tropical Wholefoods have been 
selling raisins under fair trade 
conditions since 2006, helping farmers 
in Afghanistan in communities 
severely affected by conflict.

WHAT: 
Chocolate
WHERE FROM: 
Ghana; Belize
WHEN: 
Green and Black’s Maya Gold 
chocolate bar was the first UK 
FAIRTRADE product in 1994
SALES PER YEAR: 
£44 million (cocoa only) 
DID YOU KNOW? 
Cadbury FAIRTRADE Dairy Milk is 
now on sale in South Africa, making it 
the first-ever chocolate bar made and 
sold in Africa.

WHAT: 
Coffee
WHERE FROM: 
Nicaragua; Uganda
WHEN: 
Cafédirect launched its first 
FAIRTRADE coffee in 1994
SALES PER YEAR: 
£157 million (dry beans)
DID YOU KNOW? 
When coffee prices hit a 14-year high 
in November 2010, the Fairtrade 
Labelling Organization increased 
the Fairtrade Minimum Price and 
Premium to make sure it guaranteed a 
fairer deal for producers.
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SALES PER YEAR ARE 2009 ESTIMATES 
PROVIDED BY THE FAIRTRADE FOUNDATION

WHAT: 
Cotton
WHERE FROM: 
India; Mali
WHEN: 
2005
SALES PER YEAR: 
£50 million
DID YOU KNOW? 
Benin, Burkina Faso, Chad and Mali 
(known as the Cotton-4 or C-4) rely on 
cotton more than any other commodity 
for their export revenues but remain 
some of the poorest countries in the 
world due to EU and US subsidies.  

WHAT: 
Gold
WHERE FROM: 
Bolivia; Colombia; Ecuador; Peru
WHEN: 
2011
SALES PER YEAR: 
N/A-new
DID YOU KNOW? 
FAIRTRADE certified gold miners also 
benefit from the work of the Alliance 
for Responsible Mining (ARM) to 
support artisanal and small-scale 
mining organisations to improve well-
being in their communities.  

WHAT:
Shea butter (made from shea tree nuts)
WHERE FROM: 
Burkina Faso
WHEN: 
2009
SALES PER YEAR: 
N/A-new
DID YOU KNOW? 
Shea butter is a key ingredient of 
many beauty products such as facial 
creams and soaps. FAIRTRADE 
Mark beauty products are available 
in high street shops such as Boots 
and Lush. Bubble & Balm is a body-
care company whose whole range of 
products is FAIRTRADE certified.

WHAT: 
Wine (grapes)
WHERE FROM: 
South Africa
WHEN: 
2004
SALES PER YEAR:  
£16.4 million
DID YOU KNOW? 
Stellar Winery was the first organic 
winery to achieve FAIRTRADE 
certification. It is now the largest 
organic wine producer in South 
Africa and the workers have a 26% 
shareholding in the company.



Alefa Soloti weeds her field of sesame 
in Dickson, southern Malawi
ACT Alliance/Paul Jeffrey



IN THIS SECTION WE WILL EXPLORE WHAT WE HAVE FOUND 
YOUNG PEOPLE ARE MOST INTERESTED IN:

GLOBAL TRADE
how trade works and the key terms to explore

AID AND DEVELOPMENT
how trade fits with aid, in the context of development

CORPORATE SOCIAL RESPONSIBILITY
how companies can work and trade ethically

ENVIRONMENTAL SUSTAINABILITY 
how trade impacts on our environment 

FOOD SECURITY
how access to food is affected by trade

WORKING RIGHTS
how people’s working lives can be improved by ethical practices

 

THE CONCEPT OF FAIR TRADE IS BROAD 
AND LINKED TO LOTS OF WIDER ISSUES. 

ISSUES

27
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TRADE

Trade is the exchange of goods or services for 
money from one person or entity to another. It is 
linked to the concept of comparative advantage. 
This economic concept is based on the idea that 
individuals, companies and countries can make the 
most profit from trade if they are more efficient at 
producing something than one of their competitors. 
They can use this efficiency to their ‘advantage’ 
to make more money, which they can then use 
to buy products that they either cannot produce 
themselves or would produce less efficiently. 

In reality, trading and comparative advantage are 
much more complicated. Advantages might arise 
from the geography of a country, the skills of its 
people, its access to money and its ability to make or 
trade things well. These change over time and can 
be subject to outside influences beyond countries’ 
control. However, the basic idea of making what 
you are good at and buying the rest is a key driver 
of global trade.  

We live in an interconnected world, where actions in one country can affect the lives of 
people thousands of miles away. A mixture of political integration and an explosion in 
the number of multinational corporations, combined with technological advances that 
have given us faster and better transport and communication have changed global trade 
dramatically over the past 50 years. 

In recent years, countries like the USA and those in the European Union have adopted increasingly 
‘protectionist policies’ that protect their own producers from outside competition. For example, cotton 
and dairy farmers in these countries benefit from a combination of restrictions, including higher taxes 
when cotton and dairy products are imported, and government subsidies to make production more 
cost effective. This is not to say that protectionist policies are the preserve of rich countries. Governments 
in the Global South also often try to protect their own producers from competition from large 
multinationals.  

While complicated and controversial, global trade affects each and every one of us. In this section we 
introduce some of the key terms used in global trade, which will give you a basis for discussions with 
young people. 

GLOBAL TRADE

28
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For example

Countries A and B have the same resources 
and make products to exactly the same 
standard. 

Country A makes 10 socks and 4 shoes each 
year; country B makes 4 socks and 10 shoes 
each year. 
• Country A should concentrate on making 

socks and sell these to country B. It should 
use the money made from this trading to 
buy shoes from country B rather than try to 
produce shoes itself. 

• Country B should concentrate on making 
shoes and sell these to country A. It should 
use the money made from this trading to 
buy socks from country A rather than try to 
produce socks itself.
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ACTIVITY 5 / THE TRADE GAME / 60-90 MINUTES
THE TRADE GAME IS A SIMULATION EXERCISE THAT PUTS YOUNG PEOPLE IN THE ROLE OF 

DIFFERENT COUNTRIES IN THE GLOBAL MARKET. THE EXPERIENCE THEY GAIN FROM TAKING PART 
WILL HELP THEM TAKE PART IN A DISCUSSION ABOUT GLOBAL TRADE. 
WE RECOMMEND A MINIMUM OF 12 PARTICIPANTS (2 PER COUNTRY).  

KEY POINTS / TIPS 
• It can be fun for the World Leader and Banker to have a label and wear appropriate clothing. Try to 

make the Banker’s table look like that of a corporate executive.  
• In the beginning there will be confusion and you might be asked a lot of questions, such as 
 “Why don’t we have any scissors?”, “Why does their team have more stuff?” Try not to answer any 

questions directly. You might want to respond reflectively, e.g. “Why do you think you don’t have any 
scissors?”, or more practically, “What are you going to do about that?”  

• You can reduce the number of countries if you have a smaller group but try to keep the ratios similar. 
It is best if each country has at least 2 participants. Add participants to country E and F if there is an 
uneven number. 

AIMS
• To create interest and discussion about the 
 world trading system
• To increase understanding of how trade 
 influences the development of a country

MATERIALS
7 tables and chairs for participants; pre-prepared
envelopes with additional materials inside; 1 pack
of A4 paper; 5 x A3 copies of shape template; 
1 pack sticky stars

STEPS 
1 Invite the group to sit at the tables, leaving all possessions at the back or side of the 

room. Make sure the tables have equal numbers of people. 

2 The World Leader should read out their instruction speech. 

3 The game begins. All facilitators should follow their instructions regarding any questions 
and should note down how the group behaves as a whole, as well as the individual 
countries. The World Leader can make announcements at their discretion that will 
change the game (use the notes on page 33). 

4 At the end of the game, the World Leader and facilitators will lead a discussion based 
on their instructions.

PREPARATION
• Read the key terms on pages 36 and 37. Reflect on how these things are represented in the game.
• This game requires at least 3 facilitators. Please ensure all facilitators know their roles and have read all 

the instructions.
• Before the game, make sure you have all the materials you need to run the game, prepare each of 

the envelopes and set up the room according to the table on page 30. This can take up to an hour 
so try to get some help. You will also need to photocopy the shape template (page 31), increasing 
the size to A3 to stop participants tracing the shapes. Put these A3 copies around the room, one near 
each table. 

TIME 
2 mins

2 mins

30–45 mins

30–45 mins
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COUNTRY A & B 
EACH GET

2 pairs of scissors
2 rulers each
1 compass

1 set square (scalene triangle)
1 protractor (semi-circle)

1 sheet of paper
6 ‘£100 notes’

2 pencils

COUNTRY C & D 
EACH GET

1 ruler
10 sheets of paper

3 ‘£100 notes’
2 pencils

COUNTRY E & F 
EACH GET

6 sheets of paper
2 pencils

2 ‘£100 notes’

BANKER GETS

1 A4 copy of shape template
1 Pencil
1 Rubber

1 Envelope (for storing sold 
shapes)

‘Float’ of printed money
Money – 20 x the banker sheet

Calculator
Pencil sharpener

WORLD LEADER GETS

Whistle
1 sheet sticky stars
10 sheets A4 paper 

Pencil sharpener
Rubber

1 pair of scissors

FACILITATORS GET

Pencil sharpeners
Paper and pencil

Note: The protractor and set square should look like the shapes on page 31 and should be the same size 
to make it easy to draw around them to make those shapes. You may need to create your own shape 
template to make sure the measurements are correct.

EXAMPLE OF ROOM LAYOUT

GAME PREPARATION

BANKER

COUNTRY

COUNTRY

COUNTRY

COUNTRY

COUNTRY

COUNTRY

BA

C D

E F
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INSTRUCTIONS FOR WORLD LEADER

YOUR ROLE: 
As World Leader you have ultimate authority to set and enforce the game rules. You may need to 
intervene in disputes. Your ruling is final. You will need to stay in close contact with the bank and the 
facilitators to ensure the game runs smoothly. It is your job to notice trends, trades and deals, and 
adapt trade conditions accordingly. Ask facilitators to take notes to help with the end discussion.  

OPENING SPEECH: 
Each group is a team and represents a country. Each country’s objective is to make as much money 
for itself as possible by using the materials in the envelope to manufacture paper shapes. You can 
choose to make any of the shapes shown on the diagrams on the wall. No other materials can be 
used.
• All shapes must be cut with clean sharp edges using scissors and must be of the exact size specified  
 on the diagrams. 
• The shapes can then be sold in batches to the trader, who will check them for accuracy and   
 exchange them for cash. Inaccurate shapes will be rejected.
• Countries must have sold their shapes by the end of the game to receive money for them. 
• Countries are not allowed to use physical force or violence. 
• The World Leader will mediate in case of disputes between countries.  
• You can manufacture as many shapes as you like – the more you make, the richer you will become.
• If you hear me whistle [demonstrate], you must immediately stop what you are doing and pay 
 attention. If there is any dispute, I will settle it. My word is final! No physical force is to be used in the  
 game.

DURING THE GAME: 
The most interesting (and entertaining) part of your role is your ability to make changes to trade 
conditions. Always inform the bank and facilitators of the changes and prepare them in advance of 
the game if possible. You should only try to include one or two of these situations each time you play 
the game. If playing for longer you can add more scenarios. Whenever you introduce a scenario you 
should note how each country reacts.  

AFTER THE GAME: 
It is your role as World Leader to lead the discussion at the end of the game.
Add up the scores – ask each country to add up their money. Record the totals on a flipchart or 
whiteboard. Draw attention to similarities and differences between the results from different groups. 
Did the groups that started with the same resources perform in a similar way? Did strategy have a 
greater or lesser affect than equipment?

Ask each country to write down their feedback on the following:
• Why were they successful or unsuccessful?
• What was fair or unfair about the game?
• What was realistic or unrealistic about the game?

Ask the whole group if they feel inequality is something that exists only between the Global North and 
Global South. Challenge them to think about what causes inequality within UK society, e.g. access to 
education, family support, wage differences, etc…

Finally, ask the group what similarities or differences there are between global and UK inequality.
 

32



Youth for Fair Trade / Coventry Cathedral & Y Care International

SUPPLY AND DEMAND
Announce that the price of one shape has 
increased or decreased due to ‘the forces of 
supply and demand’. If one shape is being 
produced more than others, decrease the price 
paid for these shapes. If a shape is not being 
produced, increase the price for these shapes. 
The bank should immediately change the price 
paid for shapes. It is best to keep these price 
changes infrequent and dramatic.

 
VALUABLE MATERIALS FOUND
Facilitators hand out some sticky shapes to one of 
the E/F countries without alluding to their usage. 
They also tell both of the A/B countries that any 
shapes that have a sticky shape stuck to them 
are worth three times as much to the bank. 

INVESTMENT IN TECHNOLOGY    
Announce that you will be selling a pair of scissors 
in an auction. Ask for one representative of each 
country to attend the auction. 

SANCTIONS
You may force a country not to trade with any 
other country or the World Bank for a period of up 
to 10 minutes. They may still produce shapes but 
it might destroy their economy if they cannot buy 
fresh paper. 

DISASTER
Announce that a disaster has hit one of the 
countries and destroyed stockpiled shapes 
and some key equipment. Facilitators should 
take these shapes and items away. The country 
may pay one-third of their money to have their 
equipment returned. Note if any country pledges 
any aid and any terms they place on this aid. 
You could institute the World Bank aid scenario 
(above) after this.  

CIVIL WAR (ADVANCED)
Announce that one country in the C/D or E/F 
bracket has entered into civil war. They have 3 
minutes to split into two countries with a 60–40% 
population split. They must decide between 
themselves how to split resources, including 
money, equipment and part-finished shapes. 
During this time members of the country must 
stop working and other countries may not trade 
with it. They cannot start producing and trading 
until they’ve created a new country flag. 

RAW MATERIALS FOUND
Announce that raw materials have been found 
in one country. Provide that country with 5–10 
sheets of paper. 

HOLD A PAPER AUCTION
Announce that you will be selling 5–10 individual 
sheets of paper in an auction. Ask for one 
representative of each country to attend the 
auction. Note whether the rich countries use this 
as an opportunity to exploit their power. 

WORLD BANK AID
Provide economic assistance to a poor country 
by providing it with money or technology (extra 
scissors or paper). You may wish to impose 
conditions on this aid by asking for a percentage 
(e.g. 25%) of end-game profits. 

TRADE BLOCK 
You can either suggest or enforce a trade block 
between 2-3 countries. These countries can only 
trade with each other. Other countries cannot 
trade with the block. This will work best early in 
the game with (A, B and C) OR (A, C and D) OR 
(C, E and F).

STRIKE
Announce that all of the workers in one of the 
A/B countries have decided to go on strike for 
5 minutes. They may not make shapes but may 
continue to trade, negotiate, etc. with other 
countries. Note how the country reacts to this 
– do they outsource labour? This is particularly 
useful where there is a difference in numbers. 

MULTINATIONAL CORPORATION  
(ADVANCED)
Approach the more proactive negotiators from 
each of the 6 countries and secretly invite them 
to create a new entity. The invitation should 
be given in an envelope. If they accept the 
invitation, they must bring 10% of their country’s 
wealth along with one item of equipment. The 
invitation should explain to country members that 
they must co-operate with this. At the end of the 
game the 10% taken must be paid back to each 
country.  
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INSTRUCTIONS FOR BANKER

YOUR ROLE: 
As the banker you must be comfortable with numbers and be prepared to deal with a large queue of 
‘customers’ quickly. 

DURING THE GAME:
• Check the size and quality of the shapes produced against the template provided.
• All products must have sharp edges, be cut by a pair of scissors and be the exact size. However,   
 you may use your discretion to reduce the amount given for sub-standard shapes.
• Pay countries for the shapes they produce.
• Keep the ‘sold’ shapes and bank ‘float’ safe. Someone may try to steal this in the heat of the   
 moment!
• Following World Leader announcements, keep the prices of shapes on the template up to date.   
Some Bankers have assistants who do this. 

AT THE END OF THE GAME: 
• Check the amounts made by each country.
• Offer information as to trends in types of shapes sold, how the price fluctuations influenced sales,   
 etc. 

INSTRUCTIONS FOR FACILITATORS

YOUR ROLE: 
As facilitator your role is to:
• assist with starting the game by making sure all participants are sitting at the correct tables, 
 with all personal belongs set aside
• clarify rules where needed 
• note where countries have made certain deals, engaged in different tactics, made trades, etc. 
• provide feedback to the World Leader during and after the game.

DURING THE GAME:
You may clarify rules but try not to answer any questions directly, especially during the initial confusion.
You might want to respond reflectively, e.g. “Why do you think you don’t have any scissors?”, or more 
practically, “What are you going to do about that?” 
All the initiative should come from the participants, not from you.
Tell the World Leader if:
• a lot of a certain type of shape is being sold (market saturation)
• a lot of a certain type of shape is being made (over-production)
• a certain shape has not been made.

AT THE END OF THE GAME:
• Share examples of deals, tactics, trades, etc. with the World Leader and group during discussion. 
• Help with facilitation by asking supplementary questions during the discussion which draw on your  
 notes. 
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PROTECTIONISM
Protectionist policies 
are policies made by 
governments that look 
to protect producers 
or companies in 
their country from 
competition from 
other countries. 
Protectionism is against 
the principles of free 
trade as it interferes 
with the market. 
Protectionist policies 
are also contrary to fair 
trade because of the 
negative impact on 
producers in the Global 
South as it stops them 
being able to sell their 
products to customers 
who may want them. 
Without this trade they 
remain reliant on aid.   

QUOTAS AND TARIFFS
These are examples of protectionist 
government policies that influence the price 
of goods in the market. Quotas are limits 
placed on the amount of something that can 
be brought into a country. Tariffs are taxes 
imposed on taking something in and out of a 
country. When countries in the Global North 
apply quotas and tariffs to things produced 
in the Global South, they make it difficult for 
those products to move into places like the 
USA or European Union. On the one hand, this 
can mean more countries in the Global South 
trading between each other. This is arguably 
better for the environment and promotes new 
South–South trade links. On the other hand, 
where markets only exist for goods in the 
Global North, tariffs and quotas might force 
producers in the Global South to accept less 
money for their produce. 

SUBSIDIES
A subsidy is financial assistance given to 
producers, usually by governments. It can also 
be a type of protectionist policy. Subsidies make 
a product more profitable to produce than 
it would be. Governments can use subsidies 
to boost production, to help keep jobs in a 
country or to help new industries grow. They 
can also use subsidies to create special areas 
within countries that focus on a certain type of 
industry. They could do this by reducing taxes, or 
providing investment into a company or industry. 
When used in conjunction with quotas or tariffs, 
subsidies can make it difficult for people to 
import into a country or area. 

MULTINATIONAL 
CORPORATIONS 
(MNCS)
These are companies 
based in several 
countries. Examples 
include Coca Cola, 
Microsoft, Shell, and 
many thousands more. 
Founded in 1602, 
The Dutch East India 
Company is commonly 
agreed to be the 
first multinational 
corporation, trading 
spices and other 
goods across the 
Dutch colonies. 
Modern MNCs benefit 
from technological 
advances such 
as the internet to 
communicate across 
the globe and rapidly 
access many different 
markets. They are often 
large in size and have 
come under criticism 
for the pressure they 
can put on producers 
and even government 
policy to ensure the 
terms of trade work in 
their favour. 

KEY TERMS FOR REFERENCE 
WHEN RUNNING THE TRADE GAME. 
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SUPPLY AND DEMAND
Prices are determined by supply and demand. As supply increases, 
normally prices fall. As demand increases, normally prices rise. For 
example, where there is too much of a product (i.e. supply has 
increased), prices fall and the producer will receive less. Where there 
is not enough of a product (demand has increased), the producer 
can charge more for it. Supply and demand can be manipulated by 
government policies like tariffs, quotas and subsidies, which interfere with 
the competitive nature of the market. 

WORLD BANK
Created at the Bretton 
Woods Conference in 
1944, the World Bank is 
based in Washington. 
It is owned by its 187 
member countries 
and its aim is to fight 
poverty. It does this by 
providing resources, 
knowledge and 
technical assistance. 
Often help comes in 
the form of low-interest 
loans, interest-free 
credits and grants to 
developing countries 
for projects focused 
on education, health, 
agriculture, roads 
and managing the 
environment and 
natural resources. 

INEQUALITY
Economic inequality means that wealth is 
shared unequally among people. Some 
countries, companies and individuals have more 
resources and experience than others. This gives 
them an advantage in what is an increasingly 
global market. These advantages can change 
over time. For example, raw materials may 
run out. Wealthy countries, companies and 
individuals can exploit their advantage to alter 
the terms of trade in their favour. For example, 
they can use their relative power to drive down 
the price they pay for products from poorer 
countries.
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INTERNATIONAL MONETARY FUND 
(IMF)
The International Monetary Fund is an 
intergovernmental organisation made up of 
187 member countries. After World War II, the 
IMF created a pool of funds that countries can 
loan money from to ensure stability of their 
economies. 

WORLD TRADE ORGANIZATION 
(WTO)
The World Trade Organisation is an 
intergovernmental organisation with 153 
members. It was created in 1995 to ‘supervise’ 
world trade through the regulation of trade 
barriers, quotas and tariffs. An estimated 97 per 
cent of world trade is covered by the rules of the 
WTO. 
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During colonialism, countries in the Global North spent some money on the development 
of their colonies. Often this was on infrastructure that would enable those countries’ 
products to be exported more efficiently. After World War II and in the 1960s and 1970s, 
many countries became independent. Many ex-colonies continued to receive money, 
known as Official Development Assistance, which was designed to combat poverty and 
promote economic development.  

From the 1960s onwards, it was recognised that aid alone would not support countries in the Global 
South to get out of poverty. These countries needed to be able to trade. If they were able to trade 
more freely they would have a more sustainable income, be able to invest in their own economies and 
be less reliant on external aid for basic services. However, as trade is not and never has been fair, these 
countries still remain relatively poor. In fact, as populations have increased, governments in the Global 
South have found it harder to support people, with 46 per cent of people in Africa living in extreme 
poverty in 2008 (United Nations Development Programme). Until trade is reformed, these countries will 
continue to rely on aid. 

While the fair trade movement is growing, it is still relatively small. We therefore need to place fair trade 
within the wider context of development. In this section we explore the relationship between trade and 
aid, and look at the impact of aid on countries in the Global South.

TRADE AND POVERTY

In an increasingly global marketplace, the terms of world trade are balanced against those in the 
Global South. The mixture of historical inequality and government policies has created a situation 
where countries in the Global South have not been able to trade their way out of poverty. 

International institutions such as the World Bank, IMF and WTO have worked to promote investment in 
countries in the Global South by both governments and business. While economies in the Global South 
need this investment to grow, some criticism has been levied at these organisations. For example, 
governments in the Global South that access aid from the IMF and World Bank have had to make 
certain changes to their economies in return. In the past, these conditions have been called Structural 
Adjustment Programmes (SAPs). These required governments to reduce spending and introduce free- 
market growth programmes. Since the late 1990s, SAPs have been replaced by Poverty Reduction 
Strategy Papers (PRSPs). These are documents drawn up by countries that request IMF or World Bank 
assistance. The intention is to make the process more participatory and to improve local economic 
autonomy. However, critics have argued that PSRPs are little more than structural adjustment in 
disguise. 

AID AND DEVELOPMENT 

ISSUES
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AID

Official Development Assistance (ODA) is the voluntary transfer of resources from one country to 
another. This is normally referred to as aid. The objective is to help reduce poverty by investing in the 
development of key services such as education and healthcare. Aid is often also given in times of 
emergency to help provide clean water, food and shelter.  

The UK has a history of providing ODA. The Department for International Development (DFID) reaffirms 
the UK’s role in reducing poverty. It manages the UK’s aid to developing countries and works with other 
international bodies such as the European Commission (EC), United Nations (UN) and World Bank to 
promote development. Aid is given in different ways. 

BILATERAL AID: Given directly by one government to another, normally to those in the Global 
South to aid their efforts to reduce poverty, improve human rights and improve their economies.

MULTILATERAL AID: Given to international bodies such as the EC, UN and World Bank, which 
co-ordinate large programmes of investment in many countries to promote development. 

NGO AID: Given to non-governmental organisations (NGOs) such as Oxfam, Save the Children and 
Y Care International to fund their programmes in the Global South.

HUMANITARIAN AID: Given to countries during times of emergency or disaster.

FAIRTRADE AND AID

On its own, Official Development Assistance cannot provide people with everything they need. A more 
sustainable model is where countries and communities are able to develop their economies so that 
they can invest their profits in things they need. Selling Fairtrade products gives producers access to 
the Fairtrade Premium. This money is invested by communities in areas normally funded by aid, such as 
education, sanitation and healthcare. It is a key example of development being driven by need.  

THE MILLENNIUM DEVELOPMENT GOALS (MDGS)

In 2000, 193 countries agreed to achieve eight Millennium Development Goals by 2015. The full list of 
goals is on page 41. The goals reaffirm the role of the United Nations as an international organisation 
that strives for equality and development. They also renew a pledge made by countries in the 1970s to 
increase their official development assistance to 0.7 per cent of total income (Gross National Product). 
The UK has made a commitment to meet this target by 2013 and to target its aid in ways that help to 
meet the MDGs.

THE AID DEBATE 
While aid is vital for many programmes, including achieving the MDGs, increasing aid budgets is not 
always popular, especially when governments are making cuts to services in their own countries. 

SUPPORT FOR AID

Aid is a crucial investment in the fight 
against extreme poverty and hunger.

Aid allows countries to invest in their 
own economies.
 
Aid helps charities deliver programmes 
that are focused on the needs of 
‘ordinary’ people.

Aid increases security by reducing 
incentives for migration.

CRITICISMS OF AID

Aid can be used on things we do not 
agree with or on things that we cannot 
measure. 

Aid can be politically motivated.  

Aid can reduce the incentive for 
governments in the Global South to 
invest in their own public services.

Corruption can prevent aid from 
reaching ‘ordinary’ people.
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ACTIVITY 6 / MAKING CONNECTIONS / 1 HOUR
THIS IS AN INTERACTIVE AND ENGAGING ACTIVITY TO HELP YOUNG PEOPLE THINK ABOUT THE 

CONNECTIONS BETWEEN ISSUES IN THEIR OWN LIVES AND DEVELOPMENT ISSUES. 
WE RECOMMEND 6 TO 12 PARTICIPANTS 

KEY POINTS / TIPS 
• With a small group you could repeat the local and/or global sections twice or even three times to build 

up the number of issues. This will help with making the connections. 
• You could also do an exercise where you ask the group to rank the MDGs in order of importance. 

Make a copy of the MDGs for yourself if you do this. 
• See www.mdgmonitor.org for more details on current progress towards the MDGs

AIMS
• To explore the links between local and 
 global issues
• To highlight connections between global issues 

such as poverty, trade and development
• To introduce the 8 Millennium Development 
 Goals (MDGs)

MATERIALS
Post-it notes; biros; flipchart paper; string; scissors; 
Blu tack; eight MDG Cards (page 41)

STEPS 
1 Give each person a Post-it note and a pen and ask them to write down a local issue 

that is important to them. They should then stick this Post-it note on the back of another 
group member.

2  One at a time, ask the group to come to the front and turn their back to the group so 
the issue can be seen. The person at the front then asks ‘Yes’ or ‘No’ questions to try to 
guess what the issue is. Once everyone has guessed their issue, they should stick them 
on a wall or floor.

3 Repeat the exercise, but this time with global issues. 

4 You should now have built a mixed picture of local and global issues. First, ask 
participants to group together common issues (e.g. all health issues, whether local or 
global). 

5 Next, transfer these clusters onto a big piece (or several pieces) of flipchart paper, 
leaving plenty of space in between them. 

6 Finally, place the eight MDG cards around the outside of the flipchart paper. Explain 
the goals, using the information on page 39. Using the string, ask the group to try 
to link these MDGs to the local and global issues. It doesn’t matter if they aren’t all 
connected. 

7 After 10 minutes, you should have a web criss-crossing the flipchart paper. Ask the 
group to explain their reasoning and ask for their reflections. What does it say about 
how everyone thinks certain things are important? Explain that to meet MDG 8 and 
provide money for the MDGs, the UK government has pledged to increase its Official 
Development Assistance budget to 0.7% of GNP by 2013. What do they think of 
taxpayers’ money being used in this way?

PREPARATION
• Take a look at the MDG website (www.un.org/millenniumgoals) and think about how different issues 

might be linked to one another and to these goals. 
• Cut out the 8 MDG cards on page 41. 
• Think about what role young people can play to help achieve the MDGs.
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TIME 
2 mins

5-10 mins

15 mins

2 mins

5 mins

10 mins

5 mins
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MDG 1: 
ERADICATE EXTREME POVERTY AND HUNGER

MDG 2: 
ACHIEVE UNIVERSAL PRIMARY EDUCATION

MDG 3: 
PROMOTE GENDER EQUALITY AND EMPOWER WOMEN

MDG 4: 
REDUCE CHILD MORTALITY

MDG 5: 
IMPROVE MATERNAL HEALTH

MDG 6: 
COMBAT HIV/AIDS, MALARIA AND OTHER DISEASES

MDG 7: 
ENSURE ENVIRONMENTAL SUSTAINABILITY

MDG 8: 
DEVELOP A GLOBAL PARTNERSHIP FOR DEVELOPMENT

MILLENNIUM DEVELOPMENT GOALS
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Ensuring workers’ rights, improving working conditions and ensuring business has a 
positive environmental and social impact are the main topics that come under the banner 
of Corporate Social Responsibility (CSR). In addition to the FAIRTRADE Mark, there are 
now many different types of certifications and endorsements that businesses can adopt to 
show they are more responsible. Getting companies to commit to fair and ethical practices 
towards their stakeholders and the environment is crucial to the success of the fair trade 
movement. After all, responsible business is the basis for better relationships between 
customers and producers. As more companies embrace these practices, they become the 
norm, which leads to better practice across industries.  

CSR is a growing phenomenon, especially among companies in the Global North, due to the 
increased interest customers now have in where their products come from. However, some have 
questioned how committed large companies are to the principles of CSR. Critics question whether 
embracing standards such as the FAIRTRADE Mark is a way of boosting profits by appearing to be more 
ethical than they really are. 

In this section we connect you to the CSR debate and provide you with an activity that will challenge 
young people to think critically about their choice of ethical purchases. 

COMPANIES AND ETHICS

It is fair to say that introducing new, more responsible models of working can take time and money. This 
might involve creating and implementing a Corporate Social Responsibility strategy or policy. Many 
companies are now introducing these. Given this may involve considerable investment, how do we 
explain this phenomenon? 

Companies have been motivated to adopt these strategies or policies for a number of reasons. 

CORPORATE SOCIAL RESPONSIBILITY
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COMPANIES ARE RESPONDING TO...

Wishes and expectations of their customers who 
are more discerning than ever before

Lobbying by pressure groups or the communities 
they are based in

Government legislation that creates new laws 
for them to follow

Media stories that expose poor business practice

COMPANIES ARE CHOOSING TO… 

Promote an image of themselves as ethically 
responsible,  to appeal to consumers and build 
brand loyalty that ultimately increases profit

Implement good working rights policies to improve 
worker morale

Implement community programmes (e.g. 
education) to sustain workforce and ensure long-
term stability

Improve environmental policies to become more 
sustainable and sometimes more efficient

ISSUES
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MULTINATIONAL 
CORPORATIONS SELLING 
FAIRTRADE IS GOOD 
BECAUSE…

More people buy Fairtrade products, 
increasing the number of producers 
receiving both the Fairtrade minimum 
price and Fairtrade Premium. 

Big companies require much bigger 
supplies, increasing the demand for 
Fairtrade products.

It increases the visibility of the 
FAIRTRADE Mark.

MULTINATIONAL 
CORPORATIONS SELLING 
FAIRTRADE IS CRITICISED 
BECAUSE…

Producers linked to FTOs (such as Divine 
Chocolate) have far more influence 
and power than in an MNC.

Increased ethical sourcing is good but it 
doesn’t address wider concerns about 
over-consumption which is implicitly 
encouraged by larger MNCs. 

People see corporate brands as 
‘hijacking’ the Fairtrade brand.
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COMPANIES AND THE FAIRTRADE MARK

We have seen how it is products, not companies, that obtain the FAIRTRADE Mark. With such a variety 
of companies now involved, it is fair to question how committed they are to the principles of fair trade. 

First, it is important to remember that use of the FAIRTRADE Mark is independently audited in the UK 
by the Fairtrade Foundation and internationally by the Fairtrade Labelling Organization (FLO). This is 
a commitment that all companies have to make. Independence of the certification and monitoring 
process is a crucial step to ensure the legitimacy and accountability of the Mark. 

There are, however, two main groups of companies selling products with the FAIRTRADE Mark in the 
UK. The first are so-called ‘Fair Trade Organisations’ (also known as ‘Ethical Trading Organisations’ or 
‘Alternative Trading Organisations’), such as Cafédirect and Divine Chocolate, which only sell products 
with the FAIRTRADE Mark. The other group contains larger companies, such as Cadbury and Starbucks, 
which sell some FAIRTRADE Mark products. 

FAIR TRADE ORGANISATIONS (FTOs)

Fair Trade Organisations were some of the initial founders of the Fair trade movement. Many of these 
companies began life as social enterprises, primarily set up to provide protection and benefits to 
the workers, rather than generate huge profits. They initially relied on funding from governments 
and charities but have since expanded to become businesses with lots of customers. Some of these 
organisations are members of the World Fair Trade Organization and can use its logo to certify that 
they are 100 per cent Fair Trade Organisations. 

COMPANIES THAT SELL FAIRTRADE MARK PRODUCTS

In recent years, the Fairtrade Foundation has worked with large, multinational corporations (MNCs) 
to convert their supply chains to Fairtrade certified producers. This has led to companies such as 
Cadbury, Nestlé and Starbucks selling products with the FAIRTRADE Mark. These MNCs sell huge 
amounts of chocolate and coffee, meaning that more producers receive the benefits that Fairtrade 
certification guarantees.

DEBATE

The growth of Fairtrade has at times been controversial and caused some debate within fair trade 
supporters. Some support the so-called vanguard of FTOs, which led the way and continue to promote 
100 per cent Fairtrade, as well as ethical and responsible business practices. Others side with the wider 
impact that larger companies can have. 
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ACTIVITY 7 / FAIRTRADE DEBATE / 30 MINS-1 HOUR
THIS IS A ROLE PLAY THAT INVOLVES THE GROUP DEBATING THE GROWING NUMBER OF BIG 
COMPANIES THAT ARE SELLING PRODUCTS WITH THE FAIRTRADE MARK. THEY WILL EACH 

REPRESENT COMPANIES THAT SELL FAIRTRADE PRODUCTS TO GET AN IDEA OF 
THE DIFFERENCES BETWEEN THEM. WE RECOMMEND 6 TO 10 PARTICIPANTS. 

KEY POINTS / TIPS 
• Fair Trade Organisations (FTOs) are social enterprises that only sell ethical products. 
• Print a copy of the cards for yourself and be prepared to challenge any incorrect statements.
• You could run this exercise with different companies by making your own fact cards. 
• This activity could be extended into a longer piece of work that could include a trip to shops selling the 

products, interviewing the public, researching the companies, etc.
• We have found that providing the group with names and logos of companies and asking them to split 

them into ‘good’ and ‘bad’ helps to bring out their perceptions about certain companies. 

AIMS
• To introduce the difference between companies 

that sell ethical products and Fair Trade 
 Organisations
• To explore the concept of corporate social  

responsibility

MATERIALS
Company fact cards (page 45); 
flipchart paper; marker pens
Optional – internet access

STEPS 
1 Split participants into two groups. Give each group several copies of one fact card.

2 Tell the groups they are now sales people from the company on the fact card. 
 You can give them props at this stage if you have them. 

3  Tell the groups that they have competitors in the room and they have 15 minutes 
to prepare a short (2–3 minutes) presentation on why people should buy Fairtrade 
products from them rather than their competitors. They can present in any way they like. 

4  After 15 minutes, each group has 2–3 minutes to make a short presentation. 

5  Once both companies have presented, you should decide which chocolate company 
you would buy from and why. Use this as an opportunity to recap the key points made 
by both teams. 

6  Give out copies of all the fact cards to everyone. Write the words ‘corporate social 
responsibility’ on the flipchart paper. Ask the group to shout out: 

 a. What they know about CSR
 b. Why they think companies adopt responsible or ethical policies 
 c. Whether they believe in CSR as a concept
 d. Which companies they think are ‘good’ and which are ‘bad’. 

7 During discussions try to challenge assumptions and, if possible, allow the group space 
to conduct their own research to check their statements. Recent news stories will be 
especially useful for this.

PREPARATION
• Photocopy enough of each fact card for each person to have one.
• Print additional material about the companies from their websites.
• You could also buy some merchandise from the companies to help the young people ‘sell’ their         

organisation.
• Think about where you stand – which company do you/would you buy from and why?
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TIME 

15 mins

10 mins

20 mins+
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FAIRTRADE MARK PRODUCTS
Cadbury Dairy Milk, Cadbury Dairy Milk 
Buttons, Cadbury hot drinks.

HISTORY
1824: Cadbury set up as a family business 
in Birmingham. It has a long history of social 
responsibility.  
2008: Cadbury launched their Cocoa 
Partnership, an investment of £45 million 
over ten years securing a sustainable 
socio-economic future for cocoa farming 
in Ghana, India, Indonesia and the 
Caribbean.
2009: By the end of summer, all of 
Cadbury’s Dairy Milk bars in the UK 
carried the FAIRTRADE Mark.
2010: Kraft Foods bought Cadbury.
 
KEY FACTS
• Cadbury buys cocoa under Fairtrade 

conditions from the Kuapa Kokoo          
co-operative in Ghana. The conversion of 
Cadbury Dairy Milk in the UK has helped 
increase the sale of FAIRTRADE Mark 
products by 25%, to over £1 billion.

• The conversion of Cadbury Dairy Milk 
to FAIRTRADE in Ireland, Australia, New 
Zealand and Canada quadrupled the 
amount of cocoa sold under Fairtrade 
terms from Ghana, from 5,000 to 20,000 
tonnes, earning farmers £2.7m of Fairtrade 
Premiums. 

• Cadbury FAIRTRADE Dairy Milk is now on 
sale in South Africa, making it the first-ever 
chocolate bar made and sold in Africa.

FAIRTRADE MARK PRODUCTS
Whole range

HISTORY
1997: Kuapa Kokoo farmers decided to 
invest in their own chocolate bar. The Day 
Chocolate Company was set up as a result, 
with help from Twin Trading and the Body 
Shop. They were supported by Christian Aid, 
Comic Relief and the UK government. 
1998: Divine Fairtrade milk chocolate was 
launched.
2000: Divine launched ‘Dubble’ to 
coincide with Comic Relief.
2005: At the G8 summit in July, Divine 
placed FAIRTRADE chocolate bars and 
information in all rooms and produced press 
packs. 

KEY FACTS
• Divine was the first-ever farmer-owned 

chocolate bar to be sold in the UK with 
the FAIRTRADE Mark. 

• Farmers from the Kuapa Kokoo co-
operative own 45% of the shares of Divine 
Chocolate; 43% of the shares are owned 
by Twin Trading and 12% by Oikocredit. 

• Two members of the company’s board 
of directors are representatives of 
Kuapa Kokoo and one out of four board 
meetings are held in Ghana. 

• All of the company’s chocolate bars are 
suitable for vegetarians, with many also 
suitable for vegans. 

CADBURY
FOUNDED: 1824

REVENUE: £5.4 BILLION (2008)

DIVINE CHOCOLATE
FOUNDED: 1998

REVENUE: £10.4 MILLION (2010)

Youth for Fair Trade / Coventry Cathedral & Y Care International
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SUSTAINABILITY IS ALL ABOUT MAKING THINGS LAST. ENVIRONMENTAL SUSTAINABILITY IS 
ABOUT ENSURING THAT THE ENVIRONMENT REMAINS HABITABLE AND PRODUCTIVE FOR HUMAN 
LIFE FOR GENERATIONS TO COME. IT IS THEREFORE AN ISSUE THAT AFFECTS ALL OF US. AS 
CUSTOMERS, WE ARE INCREASINGLY AWARE THAT OUR PURCHASES HAVE AN ENVIRONMENTAL 
IMPACT. WE RECOGNISE THAT MANY MANUFACTURING PROCESSES USE FOSSIL FUELS. WE ALSO 
KNOW THAT WASTE PRODUCTS GENERATED DURING THESE PROCESSES CAN BE HARMFUL TO THE 
ENVIRONMENT. 

Businesses have not always been interested in the long-term impact of poor environmental practice. 
However, as a result of a mixture of consumer pressure and government regulation, companies 
are now more conscious of their environmental responsibilities, especially those concerned about 
their public image. Environmentally sound practices also have positive business implications, such 
as improving management of materials, reducing clean-up costs, avoiding government fines, and 
improving the health of their workers. While protecting the environment is not always cheap in the short 
term, many now recognise that investment is crucial if they are to continue to operate effectively in the 
years to come.  

In this section we look in more depth at the environmental aspect of the Fairtrade Standards. While 
these affect all producers, we look at cotton as an example of a crop that has a particularly large 
impact on the environment. We also show how the FAIRTRADE Certified Cotton Mark supports 
environmental sustainability. 

ENVIRONMENTAL STANDARDS OF FAIRTRADE

Becoming Fairtrade certified involves a commitment to a set of environmental standards. These vary 
depending on the product but, in general, according to the Fairtrade Labelling Organization they are 
designed to ensure that producers have agricultural and environmental practices that are safe and 
sustainable and that biodiversity is protected and enhanced. 

While Fairtrade does not enforce standards as strict as organic certification, there are similar 
environmental protections built into the standards. To become certified, a producer has to agree 
to use only pesticides permitted by the Fairtrade Standards and only then with express permission. 
They are also not allowed to use genetically modified organisms. After producers become Fairtrade 
certified, there are further standards that they are expected to work towards. These are phased in over 
time to maximise the number of farmers who can initially benefit from producing Fairtrade products. 

ENVIRONMENTAL SUSTAINABILITY 

46

ISSUES
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FAIRTRADE ENVIRONMENTAL STANDARDS 
(TO WORK TOWARDS AFTER SIX YEARS) 

PESTICIDES: 
•	Provide training on alternative pest-control techniques to discourage pesticide use.
•	Provide training on safe use and storage of pesticides to minimise impact on ecosystems and human 

health.

WATER: 
•	Provide training on sustainable water usage and how to manage waste water in ways that minimise 

negative impact on environment and health.

OTHER: 
•	Reduce non-renewable energy usage and report on efforts to reduce greenhouse gas emissions.
•	Report on measures to protect biodiversity, for example use of buffer zones between crops and wild 

vegetation, sustainable harvesting, etc.

COTTON

The cotton supply chain (see page 49) has an enormous environmental impact. Growing cotton takes a 
lot of water and the majority of farmers use harmful pesticides to protect their cotton crops. 

All crops need water to grow. Cotton, however, is a particularly ‘thirsty’ crop. It takes six pints of water 
to produce one cotton bud and around 2,000 litres to make a t-shirt! Given that the majority of cotton is 
grown for export, this means a lot of water is wasted sending cotton around the world, rather than using 
it to grow food for local people. 

In Central Asia, the environmental impact of cotton farming has been huge. The Aral Sea in Uzbekistan 
has been drained of its water, shrinking it to 15 per cent of its original size in the past 20 years. All its fish 
are dead. This is in part due to inefficient irrigation systems, which mean that huge amounts of water are 
wasted en route to the cotton fields. 

Poisonous pesticides are sprayed on crops to prevent them being attacked by insects and other pests. 
According to the Environmental Justice Foundation, cotton is responsible for the release of $2billion 
of pesticides every year. Over 50 per cent of pesticides used in India are used on its cotton crops. 
Unfortunately, ensuring that crops survive comes at a cost. Pesticides cause illness and death among 
farmers and their families; they pollute water supplies and can destroy other species of plants and 
animals. 

FAIRTRADE CERTIFIED COTTON

When you see the FAIRTRADE 
Mark on a garment, it means 
the cotton has been sourced 
from a Fairtrade certified 
producer. The manufacturers 
have to be registered with 
FLO in order to be able to 
process the cotton. The 
cotton is traceable from 
seed to sock. Currently there 
are 33 Fairtrade cotton 

producer groups, including some in the largest 
cotton-producing countries e.g. India and those in 
West Africa. 
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ACTIVITY 8 / PROTECTING FROM POISON / 60 MINUTES
THIS IS A VISUAL AND DISCUSSION-BASED ACTIVITY. 

IT REQUIRES SOME PREPARATION AND A FEW PROPS TO HELP GET THE MESSAGE ACROSS. 
WE RECOMMEND 6 TO 8 PARTICIPANTS. 

KEY POINTS / TIPS 
• We recommend you test this activity first to check the amount of cornflour you need in your ‘poison’.
• This activity also works if you print off a ‘before’ and ‘after’ photo of the Aral Sea between 1960 and 

2010 and ask the group what they think has caused the sea to shrink. You can supplement this by 
showing the short film ‘White Gold: The True Cost of Cotton’ (see link on page 70).  

AIMS
• To raise awareness of pesticide use in the cotton 

production process
• To introduce the Fairtrade Environmental 

Standards 

MATERIALS
A washing-up bowl; milk; cornflour; small bottle of
iodine; water; pack of cotton wool; Sellotape;
flipchart paper; marker pens; cotton supply chain
photos and captions (page 49)

STEPS 
1 Ask the group to match the captions to the photo. When this is done, ask them to 

place these in an order they can agree on. 

2 Bring the group around the washing-up bowl. Explain that it represents a cotton field 
and that we are going to explore how farming cotton effects the environment. Pour 
the milk into the bowl. This is our water supply. Next, pour the poisonous pesticide into 
the bowl, explaining why farmers use pesticides. What do they notice? 

 Note: They shouldn’t be able to see much difference. Pesticides are not always visible. 

3 Put a few drops of iodine into the bowl. What do they notice?  
 Note: The iodine reacts with the corn flour, which makes it turn black, ‘revealing’ the 

pesticides in the water. When you put the iodine in the bowl, you will get streaks of 
black liquid running through your milk. 

4 Ask the group to write down what they think the effects of the pesticides will be.
 Note: Pesticides run off into streams and rivers that end up being polluted, causing 

harm to humans, animals and the environment. 

5 Next, ask the group to write down in a different colour how they could prevent each of 
these things happening. 

6 After 10 minutes, give the group copies of the Fairtrade Environmental Standards (on 
page 47). Ask the group to tick off things they have written down. Ask them to shout 
out answers to the following questions:

 a. Are there any Standards they didn’t think of?
 b. Have they written down any ideas that go further than the Standards? Why do they        

    think the Standards don’t include this (e.g. cost, difficulty, hard to measure)? 

PREPARATION
• Cut out the photos and captions from the cotton supply chain on page 49. 
• Label a bottle with a skull and crossbones poison sign. Put some cornflour in the bottle and mix with 

water to make a milky-looking solution. Sellotape some of the cotton wool to the bowl.

TIME 
10 mins

5 mins

5 mins

5 mins

10 mins

10 mins

10 mins
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COTTON PRODUCTION PROCESS

All images provided by KoolSkools, which makes school uniforms from Fairtrade Certified Cotton.
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FIELDS ARE PLOUGHED, 
SEED IS SOWN

AFTER SIX MONTHS 
THE ‘COTTON BOLLS’ OPEN

COTTON IS PICKED 
AND COLLECTED

GINNING SEPARATES 
FLUFFY LINT FROM SEED

COTTON IS SPUN INTO YARN

THREADS OF YARN ARE 
WOVEN INTO CLOTH

CLOTH IS DYED, 
CUT AND DESIGNED

COTTON PRODUCT 
GOES ON SALE
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Around the world, 1 billion people do not have enough food to meet their basic nutritional 
needs. This is despite UN and World Bank assertions that there is sufficient food 
produced globally to feed everyone. Clearly something is going wrong. With the world 
population set to increase to 9 billion by 2050, something needs to be done if we are to 
live in a world where no one goes hungry. 

Sustainable access to food is restricted by two main things. First, countries that could sustain their 
populations by growing foods are encouraged to produce export or ‘cash’ crops instead. This leaves 
producers vulnerable to price changes and protectionist policies affecting the money they can 
make from their sales and therefore how much and what food they can buy. It also means land is 
not available to grow their own crops. Second, crops are always vulnerable to failure. Weather and 
pests are key causes of this, and both are arguably made worse by climate change. Unlike countries 
in the Global North, most countries are unable to diversify their crops or protect them from pests in 
environmentally sustainable ways. 

In this section we explore these issues and show how food security is linked to inequality, especially 
unequal access to trade. 

EXPORT OVER SUBSISTENCE

Growing food and other crops for self-sufficiency is called subsistence agriculture. This is traditionally 
how people used to support themselves. By contrast, export or ‘cash’ crops are not grown for 
consumption but to sell, mostly to countries where demand for them is high. Rather than produce 
staple foods like rice, wheat and maize, countries like Kenya have been encouraged by world demand 
(and the International Monetary Fund) to produce ‘cash crops’ such as coffee and flowers. While these 
countries are able to produce these crops efficiently, meaning they should benefit from comparative 
advantage, they are left having to import foodstuffs they could easily grow. As prices of crops vary, 
farmers can potentially be hit twice – first by the increasing cost of buying food to eat and second by 
the decreasing value of their own produce. 

Meanwhile, in the EU, the Common Agricultural Policy has given farmers guaranteed prices for 
products like butter, cereal and milk that are far above the market rate. This has resulted in over- 
production of these products. So, while one-sixth of the world goes hungry, the EU is left with hundreds 
of thousands of tonnes of cereal that goes uneaten.

FOOD SECURITY
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GAMBLING ON 
EMPTY STOMACHS

The impact of price changes is made worse by 
the unequal nature of global markets, which 
many argue are prejudiced against producers. 
The prices of staple foods (like cereal and rice) 
have spiked dramatically since 2008. Campaign 
groups like the World Development Movement 
believe this is in part due to banks betting on the 
price of basic foodstuffs in what is known as the 
futures market. 

Banks and others often sign contracts with 
producers that guarantee them a certain price 
for their products in the future. These ‘futures 
contracts’ give farmers a secure future price for 
their produce, which helps them plan for the 
future. Banks benefit as they get a guaranteed 
price, which may be lower than the market 
value by the time the goods are sold. However, 
deregulation of rules about futures contracts has 
allowed bankers to buy and sell these contracts 
to one another. This effectively allows them to 
bet on the future price of these foods and make 
big profits. However, it has also driven the price 
of food up.  It is estimated that investment in the 
agricultural commodities markets increased from 
£1.5 billion in 2003 to £30 billion in 2006. 

In the UK, it is estimated that Barclays Capital 
(the investment arm of Barclays) made £350 
million from such speculation in 2010 alone. It is 
important, however, that we don’t think it is as 
simple as stopping this speculation. Stopping 
investment would mean that farmers would be 
less able to sell their crops. However, what is 
needed is a tightening of the rules to ensure that 
the power balance isn’t unfair. 

RESILIENCE AND DIVERSIFICATION 

Weather and pests are the key causes of crop 
failure. Both of these are made worse by climate 
change which creates more extreme weather. 
Cold winters and long summers cause frosts and 
droughts respectively, while high temperatures 
increase the number of insects and pests, making 
the crops vulnerable to attack and disease. For 
countries in the Global South that have weak 
economies, crop failures cause hunger and 
starvation in the short term and in the long term 
means that farmers don’t have excess crops to 
sell. 

In the Global North, governments and companies 
are more flexible and can invest in diversifying 
crops, purchasing new equipment, researching 
new techniques and re-skilling workers. This 
makes their economies more resilient to failures of 
individual crops. In the Global South, investment 
is much lower and the impact of climate change 
is more negative. Increased temperatures mean 
that countries in sub-Saharan Africa are more at 
risk of droughts that destroy crops. 

FOOD CHOICES

Choices we make about our diet in the UK have 
an impact on the diets of others in the Global 
South and also on the environmental sustainability 
of the planet. Separately, the wealthier people 
are, the more meat they tend to eat, meaning 
greater demand and a greater impact on the 
environment and on people. Rearing animals 
such as cows takes up a lot of space, destroys 
vegetation and requires staple foods like wheat or 
corn that could otherwise be eaten by humans.

In a world where malnutrition is a massive 
problem for millions of people, we should consider 
how demand for meat prevents staple crops 
being grown. We also need to question whether 
feeding animals is the best use of staple crops. 

IT IS ESTIMATED 
THAT INVESTMENT IN 

THE AGRICULTURAL 
COMMODITIES MARKETS 

INCREASED FROM 
£1.5 BILLION IN 2003 

TO 
£30 BILLION IN 2006
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ACTIVITY 9 / FOOD ACCESS / 40 MINUTES
THIS IS A DISCUSSION EXERCISE TO ENCOURAGE YOUNG PEOPLE TO THINK CRITICALLY ABOUT 

WHERE FOOD COMES FROM, WHAT THE BARRIERS TO ACCESSING FOOD ARE, AND WHAT THE IMPACT 
MIGHT BE OF NOT HAVING SUSTAINABLE ACCESS TO FOOD. WE RECOMMEND 6 TO 10 PARTICIPANTS. 

KEY POINTS / TIPS 
• During step 2, you could add your own foods or examples of cheap (e.g. rice) and expensive (e.g. 

caviar) foods to help participants think about why some things are cheap and some are expensive.  
See diagram 1 on page 53.

• See diagram 2 on page 53 for help with second part of this activity. When looking at the barriers, try to 
include some discussion around the points on pages 50–51.

• You could ask the group to research the solutions to food security issues  online.

AIMS
• To recognise barriers to sustainable access to 

food
• To raise awareness of how our life choices 
 impact on others

MATERIALS
Biros; scrap paper; masking or parcel tape; 
Post-it notes; flipchart paper; marker pens

STEPS 
1 Give everyone biros and lots of pieces of scrap paper. Ask them to write down or draw 

the different foods they usually eat. 

2 Once they have written down a few things, ask each of them to lay these pieces of 
paper along the tape line you have placed on the floor in order of how expensive 
these foods are. 

3 Ask the group to write on Post-it notes what makes some of the foods more expensive 
than others. Stick the Post-it notes on the foods. As prompts, you could ask them to 
think about the food’s:

 a. quality 
 b. the time of year it’s available
 c. how far it has travelled 
  d. difficulty of making/harvesting/transporting it.

4 Explain that we are going to think about the reasons for lack of sustainable access to 
food, what the impact of this is, and what solutions there might be. Ask someone to lie 
on the flipchart paper while the group draws an outline around them. Ask the group to 
write on the diagram of the person:

  a. Inside the person – impact
  What impact does the cost of food have on people – e.g. diet, nutrition, impact on 

spending on other things like education, housing, recreation? 
  b. Outside the person – barriers
 In addition to money, what stops people having access to food – e.g. droughts, floods, 

transport problems, infrastructure, not enough land, choosing to grow other things on 
their land?

 c. Post-it notes – solutions
 How can people overcome these barriers – e.g. growing their own food rather than 

buying (UK) or exporting cash crops (Global South), investment in new crops, or 
growing techniques, genetic modification?

PREPARATION
• Place a line of masking tape on the floor from one side of the room to another. 
• Stick two pieces of flipchart together, end to end.  

TIME 
5–10 mins

5 mins

10 mins

5 mins

5 mins

5 mins
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DIAGRAM 1

DIAGRAM 2
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Everyone of working age has the right to work and the freedom to choose where they 
work. So why in the 21st century do we still hear of children and families working 
in sweatshop conditions for minimal pay, exploited by large companies seemingly 
uninterested in the welfare of their workforce? 

Ensuring that these rights are realised involves the efforts of government, companies and workers. In 
the UK there is legislation that enshrines these rights in law. Employment legislation was first passed in 
1802 with the Factory Act. This set out laws concerning working hours and other conditions to benefit 
workers’ health and education. Employment laws continue to be updated, with the latest Employment 
Act being passed in 2002. Ensuring that these laws are followed involves all of us in pursuing justice.

In this section we explore how organisations linked to the fair trade movement help to protect workers’ 
rights. We introduce the work of the International Labour Organization and provide more details about 
the Fairtrade Standards for producers. 

UN DECLARATION OF HUMAN RIGHTS

The United Nations (UN) was created in 1945. It was born out a desire among world leaders to ensure 
that the atrocities of World War II were never repeated. One key thing was to guarantee the rights of all 
peoples everywhere. The result was the UN Declaration of Human Rights, signed in 1948. This document 
sets out individual human rights related to key values of freedom, justice and equality.  It has a specific 
section on working rights. 

WORKING RIGHTS

ISSUES

ARTICLE 23 OF THE UN DECLARATION 
OF HUMAN RIGHTS STATES:
•	 Everyone has the right to work, to free choice of employment, to just and 

favourable conditions of work and to protection against unemployment. 
•	 Everyone, without any discrimination, has the right to equal pay for equal work.
•	 Everyone who works has the right to just and favourable remuneration 

ensuring for himself and his family an existence worthy of human dignity, and 
supplemented, if necessary, by other means of social protection.

•	 Everyone has the right to form and to join trade unions for the protection of his 
interests.
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THE INTERNATIONAL LABOUR ORGANIZATION (ILO)

The ILO is responsible for creating and overseeing international labour standards. It works as part of the 
UN with governments, employers and workers to try to ensure ‘Decent Work’ for all. Central to the ILO’s 
work is the idea that positive working conditions and relationships are essential for long-term prosperity. 
It also helps to ensure standards are implemented by supporting reviews where organisations breach 
the standards they have agreed to. 

FAIRTRADE AND WORKERS’ RIGHTS

The Fairtrade Standards about employment are based on ILO Conventions. They work to ensure that there are 
good working conditions for everyone in the supply chain. These conditions are as follows:

FREEDOM FROM DISCRIMINATION: 
GENERAL STANDARDS 
•	Workers must be free from discrimination based on their race, colour, sex, sexual orientation, disability, 

marital status, age, religion, political opinion, membership of unions or other workers’ representative 
bodies, national extraction or social origin.

•	Workers may not be tested for HIV or pregnancy.

FREEDOM OF LABOUR: 
GENERAL STANDARDS 
•	Workers must not be engaged in forced labour and are free to leave at any time.
•	Workers’ husbands and wives must not be forced to work for the same company as a condition of their 

spouse’s employment. 

CHILD LABOUR: 
GENERAL STANDARDS 
•	Paid workers must be aged over 15 years. 
•	Children under 15 may help their families under strict supervision, ensuring this is done out of school 

hours and is not detrimental to their health.
•	Additional protection for workers aged under 18. 

FREEDOM OF ASSOCIATION: 
GENERAL STANDARDS 
•	Workers must be made aware of their right to join a workers’ organisation of their choosing.
•	 Trade unions must be allowed access to workers that is free from interference.
•	Workers cannot be discriminated against for being part of a union.

HEALTH AND SAFETY: 
GENERAL STANDARDS 
•	Work places and processes must be made safe.
•	Children and vulnerable adults must be protected from potentially hazardous work.
•	Workers must be provided with access to first aid and toilets.
•	Workers must be provided with health and safety training.

UK LAW

The Employment Act 2002 is the key piece of legislation but workers’ rights come from other sources. Young 
people should be aware of their rights and be confident about challenging employers where these rights are 
not upheld. Anyone in the UK can access free employment law advice from their local Citizens Advice Bureau.
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ACTIVITY 10 / GOOD BOSS / BAD BOSS / 40 MINUTES
THIS IS A SIMULATION ACTIVITY WHICH INVOLVES SPLITTING THE GROUP INTO TWO. ONE HALF OF 

THE GROUP WILL EXPERIENCE GOOD WORKING CONDITIONS, THE OTHER WILL EXPERIENCE POOR 
CONDITIONS. WE RECOMMEND AT LEAST 6 PARTICIPANTS (3 PER TEAM). 

KEY POINTS / TIPS 
• If you are feeling creative, try making balls out of fabric, using cotton to thread them together. You 

could also ask the group to write messages on the fabric.  
• To make full-size 32-panel balls, you need 20 hexagons and 12 pentagons. 
• In the UK, the law protects workers’ rights. This guarantees them things like a minimum wage, annual 

leave, maternity and paternity leave, and to work free from discrimination.  
• 60 -70% of the world’s footballs are made in Sialkot, Pakistan. Workers there make 40 million footballs 

every year. This increases to 60 million when there are big tournaments. The average worker would 
stitch between three and six full-size 32-panel footballs a day. It is a manual job but skilled so, while 
wages are low, they are above the national average. However, the wage is based on the number of 
balls made, roughly 35 -40p per ball. In 1997, Pakistani suppliers signed the Atlanta Agreement which 
means that child labour is now banned. You can now buy Fairtrade Certified Footballs from Africa, Asia 
and Latin America.  

AIMS
• To explore working rights and conditions
• To learn about how Fairtrade certification 
 assures working rights

MATERIALS
Football Shape Net (page 57); scissors; glue or
sellotape; music and speakers; refreshments; 
flipchart paper; marker pens

STEPS 
1 Divide participants into 2 groups – Group A and Group B.

2 Explain that you are the factory boss for two organisations that make footballs. The 
object of the task is to create mini-footballs from the shapes provided. Explain that 
they can only use the materials provided and must always listen to the instructions of 
the factory boss. They have 15 minutes to create as many footballs as possible.

3 During the task, you should be really horrible to Group A, and really nice to 
 Group B. For example, keep Group A in their area at all times, turn loud music off and 

on, bark orders at them, change the amount of time they have, etc. Meanwhile, 
check everyone in Group B is OK, give them a break, give them top-quality 
equipment. Be as creative as you like!

4 Lead a discussion based on the following questions
 a. How did they find the task?
 b. What rights did they think they had / were denied?
 c. What rights do they think they have in their UK jobs? 

PREPARATION
Photocopy the football shape on page 57 at least 10 times for each group. 
Set up two rooms or two spaces as follows:

Group A: Sweatshop     Group	B:	Fairtrade	certified	conditions
Area marked out on floor    Open space, comfortable seating if possible
Speakers ready to play loud music   Refreshments ready
Some of the equipment is missing or faulty  All of the equipment is OK 
  

TIME 

5 mins

15 mins

20 mins
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FOOTBALL SHAPE NET

1 2

MAKING YOUR FOOTBALL

Carefully cut out the football shape net (above)

Fold all the tabs and place a little glue on the tabs labelled with a 1

Fold the net into a half football, sticking the tabs labelled with a 1 together

Repeat the process then carefully stick the halves together to make your mini football



Jackson Thawalima digs a reservoir for an 
irrigation system in Chisatha,  
southern Malawi 
ACT Alliance/Paul Jeffrey



IN THIS SECTION WE PROVIDE YOU WITH IDEAS 
AND ACTIVITIES THAT EXPLORE: 

DIFFERENT ACTIONS THAT YOUNG PEOPLE 
CAN TAKE TO SUPPORT FAIR TRADE

HOW TO SUPPORT YOUTH-LED 
CAMPAIGNING ON FAIR TRADE

HOW TO USE SOCIAL MEDIA TO 
CAMPAIGN FOR FAIR TRADE

WE HAVE SEEN HOW THE FAIR TRADE 
MOVEMENT IS MADE UP OF ALL KINDS 
OF ORGANISATIONS AND INDIVIDUALS 

DEDICATED TO TRYING TO 
BRING ABOUT POSITIVE CHANGE.
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YOUTH-LED CAMPAIGNING

TAKING ACTION

 

Over the past 30 years, young people have been increasingly active in campaigns for a 
better life for themselves and others. Anti-war protests, civil rights movements, anti-fees 
demonstrations and global anti-poverty campaigns have all had young people leading 
change. 

These movements have developed alongside an increased appreciation by youth work practitioners 
and others of the importance of helping young people to express themselves and influence matters 
that affect them. Youth workers have been leading practice that supports young people to take 
on leadership roles and take action for positive change. This has given young people opportunities 
to learn new skills, claim their rights and take on additional responsibilities in a safe and supportive 
environment. 

This is not always an easy task. Good youth-led campaigning is about balance. It’s about helping 
young people to do things for themselves while making sure they don’t feel abandoned; allowing them 
to explore controversial issues while not indoctrinating them to reach a certain viewpoint; allowing 
some to take a lead but ensuring everyone is included. These are tough things for any youth worker so 
we’ve provided a few tips for you below.  

TOP TIPS FOR SUPPORTING YOUNG PEOPLE’S CAMPAIGNING ON FAIR TRADE

Link up with existing Fairtrade campaigns
Have you checked if there are already local 
groups campaigning on fair trade in your area? 
Many will be linked with local Oxfam groups, 
churches and faith organisations, fair trade, or 
natural food shops. 

Help young people set realistic goals
Support young people to agree on a goal and 
clear, achievable aims for their campaign or 
advocacy actions. As well as saying what they 
want changed, it can be useful to state who they 
will lobby to create this change and when they 
want this change to happen. 

Link it to Fairtrade Fortnight
Every spring (around February) the Fairtrade 
Foundation runs Fairtrade Fortnight. This aims to 
raise awareness of the FAIRTRADE Mark and of 
the lives of producers in developing countries. The 
Foundation produces campaign materials that 
can help you take action in your area. 

Ensure everyone is included
Young people’s campaigns can be as big or as 
small as they like. They have the opportunity to 
plan their advocacy in a way that gives everyone 
a role which allows them to shine. Challenge 
the group to be clear on everyone’s role and 
responsibilities.

Know what your organisation will and will not 
support
You need to be honest with young people about 
what your organisation will and will not support 
them to campaign on and explain the reasons if 
you can’t support their activities.

Keep safe and legal
There are a number of legal restrictions on 
how people can protest and campaign. From 
organising a protest march to petitioning 
Parliament, check you understand the law. When 
running any event, you should also help the young 
people to develop a risk assessment.  
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MAKE THE SWITCH
Buying products with the FAIRTRADE Mark 
is the easiest way to stand up for fairness 

and the rights of producers. Tell your 
friends and family about the benefits of 

making the switch! 

JOIN AN EXISTING CAMPAIGN
The Fairtrade Foundation and Trade 

Justice Movement often have campaigns 
that lobby decision makers to make trade 

fairer for producers in the Global South. 

LOBBY YOUR LOCAL SHOPS
The Fairtrade Foundation has postcards 

on their website to help you ask local 
shops to stock more Fairtrade products. 

You could also ask them to stock other 
ethically sourced items. 

HOLD A FAIRTRADE 
TEA PARTY

Fairtrade tea plus Fairtrade chocolate 
equals one brilliant afternoon. You could 

even ask the Fairtrade Foundation to 
supply a speaker. 

LIVE ON A US$1 A DAY
Raise awareness of poverty by eating 

for a week like 2 billion people. You 
might want to donate any sponsorship to 

development projects in the Global South. 
Don’t forget to tell your friends, family and 

local media!  

WRITE TO DECISION MAKERS 
You can write to your MP, MEP, the Business 
Secretary or even the Prime Minister to ask 
them what they are doing to make trade 
fair for producers in the Global South. 

GO TO A SUPPORTERS’ 
CONFERENCE
The Fairtrade Foundation runs an annual 
supporters’ conference for those who 
want to learn about new developments 
in the world of Fairtrade. Go along to see 
how you can get involved. 

GET STARBUCKS IN
Starbucks will come and give talks on how 
all their espresso-based drinks are made 
from Fairtrade coffee beans. Get your 
hands on some free samples while you’re 
at it!

GET YOUR ORGANISATION 
ON BOARD
Ask your youth club, school and other 
organisations you’re involved in to stock 
Fairtrade products in vending machines 
and tuck shops. They could even get 
Fairtrade Status.

STAY IN THE LOOP 
Get online and become part of the fair 
trade zeitgeist. Join Facebook groups, 
follow campaigns on Twitter. Help share 
the message among your own circles and 
raise awareness from the comfort of your 
own home! 

INDIVIDUAL ACTION
The fair trade movement is a testament to what individuals can do to make a difference. 

By switching to FAIRTRADE Mark products, young people can have a direct impact 
on the lives of producers and ensure they get a fair deal. 

Here are some ideas of how individual young people can take action. 

TAKING ACTION
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ACTIVITY 11 / ACTION DODGEBALL / 40 MINUTES
THIS IS A FUN AND INFORMAL WAY OF EXPLORING THE DIFFERENT 

ACTIONS THAT YOUNG PEOPLE CAN TAKE TO MAKE CHANGE. 
WE RECOMMEND 8 TO 12 PARTICIPANTS.   

KEY POINTS / TIPS 
• Like any physical activity, you need to take care when playing dodgeball. Some people might not 

want or be able to take part. 
• If playing in teams or if you have a large group and a small space, you could ask teams to nominate a 

few people to play the dodgeball game. 
• As an alternative, you could set up a large bulls-eye type target on the floor and ask the teams to 

throw the paper balls at the target like darts. The closer it lands to the centre, the higher the score. 
Each team nominates one person to be the player. After each round the losing team picks up both 
paper balls and holds onto them until step 4. 

AIMS
• To learn five ways of taking action to support the 

fair trade movement
• To recognise that different actions target 
 different people

MATERIALS
Lots of scrap paper; biros; 4 bins/buckets/
containers; flipchart paper; marker pens

STEPS 
1 Give each young person a pen and 3–5 pieces of A5 paper. Split participants into two 

teams and have them face off against each other while you explain the game from 
the centre of the room. Place some spare paper in front of each team. 

2 Explain that there are lots of things that we can do as individuals to raise awareness 
of fair trade and help to make trade fairer for producers in the Global South. We 
are going to play a game of dodgeball to see how creative they can be in coming 
up with ideas to take action. They have 5 minutes to write down as many ideas as 
they can – one idea on each piece of paper – then roll them up into balls ready to 
play. Remember, the more ideas you have the more paper balls they have to play 
dodgeball with!

3 Collect the pens and any unused paper, then play dodgeball. Teams throw the 
 paper balls at each other. Once a young person is hit they should collect the ‘ball’ 

that hit them and sit down out of the way.  They should think about who the action is 
targeted at. 

4 Once one team is out, collect all the pieces of paper and gather everyone around 
the buckets. Ask each person to read out their action and who they think it is targeted 
at. Ask the group for their thoughts to agree which bucket it should be placed in. You 
can ask them to throw it in to make it more of a game.  

5 Once all the paper balls are in the buckets ask the group to discuss:
 a. what this game tells us about the actions we can take
 b. who we think it’s most important to target and why.

PREPARATION
• Tear up some pieces of scrap paper into roughly A5 pieces.
• Make four labels – ‘Friends & Family’, ‘Businesses’, ‘Government’, ‘General Public’ – 
 and stick them to four buckets, bins, or any other container.
• Think about examples of actions that can be taken. 

TIME 
2 mins

5 mins

5–10 mins

10 mins

10 mins
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GROUP ACTION
There are lots of organisations and groups that campaign for fair trade. While the 

Fairtrade Foundation leads on the campaign that centres on Fairtrade products, other 
organisations campaign on the wider issues we have considered in this pack. 
Many of these have signed up to be members of the Trade Justice Movement. 

On this page are three examples of events and actions led by young people involved in the 
Youth for Fair Trade Project. We hope they inspire your groups to stand up and take action!

FAIRTRADE TREASURE HUNT
Young people used google maps to 

create a custom map of Coventry 
that showed where people could buy 

Fairtrade products. They ran a treasure 
hunt competition that encouraged 

members of the public to visit all of 
these shops. 

 

FAIRTRADE FASHION SHOW
Young people worked with Fairtrade 

fashion designers to put on regular 
fashion shows at the student union and 

a local arts venue. They continue to work 
to promote Fairtrade Certified Cotton 
through their Twisted Fashion label

BARRS HILL SCHOOL  FAIRTRADE 
FOOTBALL TOURNAMENT

A group of enthusiastic sixth formers 
planned and delivered a day-long 

football competition at a sports centre 
in Coventry which was attended by 

over 80 players. They played with 
Fairtrade footballs, provided Fairtrade 

refreshments and gave out flyers 
promoting the movement.

TAKING ACTION
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ACTIVITY 12 / CAMPAIGN STEPS / 40 MINUTES
THIS IS A WHOLE-GROUP ACTIVITY WHERE THEY PUT THE STEPS OF A CAMPAIGN IN ORDER. 

ONCE COMPLETED IT IS USEFUL TO KEEP THESE STEPS SOMEWHERE VISIBLE TO REMIND 
YOUNG PEOPLE OF THE PROCESS. WE RECOMMEND 6 TO 10 PARTICIPANTS.    

KEY POINTS / TIPS 
You can make this activity into more of a game by making a rule that people have to get across the 
room using only the stepping stones. If playing in this way, make sure the stones are big enough.

AIMS
• To learn the definition of campaigning and 
 what it entails
• To  introduce the steps of a campaign

MATERIALS
Stepping stones cards; plain paper; 
flipchart paper; marker pens; Post-it notes

STEPS 
1 Ask the group what ‘campaigning’ means to them. Write their responses on a piece of 

flipchart. Give the definition “Campaigning is where you seek to influence someone to 
change their beliefs or actions towards something.” 

2 Explain that a campaign has many steps. Give the group the stepping stones and ask 
them to put the stones into an order they can agree on. 

3 Ask the group to talk through their steps. Challenge them to think about where each 
step is placed. 

4 Once they have agreed the order, split the group up into pairs or threes and assign 
each group two steps.  Ask them to consider the following questions: 

 a. How long will this step take?
 b. What sort of skills would you need to complete the step?
 c. Are there any key people who can help with this step? 
 d. What challenges might occur that stops or slows down their progress?

5 Ask each mini-group to present their feedback. Allow others to offer their comments 
 if they have any. 

PREPARATION
• With your manager, discuss your organisation’s stance on campaigning. Check if there are things you 

can’t do. 
• Photocopy and cut out the stepping stone cards on page 64. Photocopy another copy for yourself. 

Stick the individual steps to bigger pieces of circular paper or card to make ‘stepping stones’.

TIME 
5 mins

10 mins

5 mins

10 mins

10 mins
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MAKE YOUR TEAM

CHOOSE YOUR THEME

DO YOUR RESEARCH

SET YOUR OBJECTIVES

IDENTIFY ALLIES & TARGETS

MAKE YOUR BUDGET

ASSESS YOUR RESOURCES

PLAN THE CAMPAIGN ACTIVITY

PLAN HOW TO USE THE MEDIA

DO YOUR ACTIVITY OR EVENT

EVALUATE

STEPPING STONE ACTIVITY



Youth for Fair Trade / Coventry Cathedral & Y Care International

ACTIVITY 13 / ETHICAL MATRIX / 25 MINUTES
THIS IS A RANKING ACTIVITY THAT USES A SIMPLE GRAPH AXIS TO GIVE YOUNG PEOPLE 

THE OPPORTUNITY TO THINK CRITICALLY ABOUT WHO THEIR CAMPAIGNS SHOULD BE AIMED AT. 
WE RECOMMEND 6 TO 10 PARTICIPANTS. 

KEY POINTS / TIPS 
You can also run this exercise to discuss campaign allies. 
When you do this activity you should have a graph that looks like this:

AIMS
• To think about different decision makers that a 

campaign can aim at
• To make the link between aims and targets

MATERIALS
A4 paper; flipchart paper with graph axis; 
marker pens

STEPS 
1 Ask the group to shout out people who make decisions about trade and the products 

we buy. Ask them to write these down onto separate pieces of paper. On each piece 
of paper they should write:

 a. who the person is
 b. what they decide.

2 Once they have finished, arrange all the decision makers around the flipchart paper 
with the axis drawn on it. Explain that as a group they are going to rank these decision 
makers based on: 

 a. how supportive they are of fair trade (1 = low, 10 = high)
 b. how much influence they have (1 = low, 10 = high).

3 Once this has been completed, ask the group to present their graph and give any 
reflections about what this exercise has taught them. 

PREPARATION
• Draw a graph axis on a piece of flipchart paper with ‘Support for fair trade’ along the bottom (X axis) 

and ‘Influence’ up the side (Y axis). Number the axes 1–10. 
• Think about the different decision makers (e.g. local shopkeeper, supermarket manager, supermarket 

purchaser, politicians, International Monetary Fund (IMF) and World Bank leaders, etc.) 

TIME 
10 mins

10 mins

5 mins
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PROMOTING IN THE MEDIA
LIKE

TAKING ACTION

ADVANTAGES

Easy to manage, 
usually low amount of work

Edited and clear

ADVANTAGES

Reaches huge number of people

Young people are 
comfortable using it

CHALLENGES

Has to appeal to a broad audience

May be harder for young 
people to write

CHALLENGES

Relies on internet access

Young people not used to 
using it for campaigning

Getting your campaign in the media is a great way of raising awareness of fair trade. 
There are many ways young people can promote their campaigns in the media. 

TRADITIONAL MEDIA

This is media where the reader or watcher simply receives information –  e.g local newspapers, radio, TV; 
school or community newsletters, etc.

NEW MEDIA

This is media that relies on the active participation of people, largely using the internet and so-called 
‘Web 2.0’ enabled software and applications.  Modern campaigning is all about using social media 
tools to share information, co-ordinate events and spread your message. 

TIPS

There are lots of great resources available with tips on how to get coverage in the media and social media 
tools, and which can help you promote your event. 
• Guides on social media tools www.practicalparticipation.co.uk 
• Media Box Guides www.media-box.co.uk/how_to_guides
• Writing a press release www.christianaid.org.uk/ActNow/usefulstuff/writing_press_release.aspx

USING THE FAIRTRADE MARK
It’s normally fine to use the FAIRTRADE Mark on promotional material for small, non-commercial or educational 
events but we would advise you to read the Fairtrade Foundation guidance (www.fairtrade.org.uk/resources/
photo_library/the_fairtrade_mark.aspx.)  

Almost all young people will use social media regularly in their personal life. Now it’s time to use them in their 
campaigning to make positive change! Our final activity will give young people the chance to create a social 
media strategy to help them maximise the number of people who get involved in their campaigns.
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ACTIVITY 14 / SOCIAL MEDIA GAME / 30 MINUTES+
THIS IS A GROUP ACTIVITY THAT WORKS BEST WITH GROUPS OF 4 OR 5. 

IT WOULD BENEFIT FROM THE YOUNG PEOPLE HAVING INTERNET ACCESS TO TRY OUT NEW TOOLS. 
WE RECOMMEND 8 TO 15 PARTICIPANTS.  

KEY POINTS / TIPS 
If you discover new social media tools, make up further cards but don’t forget to give them a score.    

AIMS
• To introduce social media tools
• To learn how they can be used to help raise 

awareness of fair trade
• To apply this knowledge when creating a 
 media plan for promoting action

MATERIALS
Flipchart paper; marker pens; 
social media game cards (page 69). 
Optional - internet access

STEPS 
1 Ask the group what we mean by social media. Write this on a flipchart. 

2 Provide each group with an envelope containing a copy of the social media game 
cards and some blank pieces of paper.

3 Ask each person in the group to choose one social media tool they use a lot and one 
they’ve never used. Each person should share their choices with the rest of the group, 
explaining why they use the first tool. 

4 Ask for volunteers to share some of their choices.

5 Explain to the group that at the bottom of the card there is a number. This is how 
many points the card is worth. The higher the number, the more time it takes to set up, 
manage and use effectively. 

6 Groups have 10 minutes to come up with a social media strategy that uses at least 3 
tools to help plan and promote an activity. The total cannot be more than 8 points. 
Each group will be asked to present their plan. They should explain which tools they 
have chosen and why. 

7 Groups present their strategies.

PREPARATION
• Photocopy enough copies of the social media cards on page 69 for each group.
• Take a look at the social media tools you haven’t used.
• Create more cards if you find new social media tools. 
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TIME 
5 mins

5 mins

5 mins

10 mins

3 mins 
per group
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YOUTUBE

Watch and 
upload video, 

share comments

2

GOOGLE DOCS

Share documents, 
create spreadsheets

1

BLOGGING

E.g. Wordpress. 
Publish updates, 

get feedback

2

FLICKR

Share your photos 
online or search for 

others’ photos to use 

1

TWITTER

Share 140 character 
updates with the 

world and 
follow others

1

FACEBOOK

Stay in touch with 
friends, create pages 

and events

2

PREZI

Make modern 
presentations online

2

GOOGLE MAPS

Make your own 
maps showing

 information 

3

PODCASTING

Record your own 
podcast interviews 
or recordings and 
broadcast online

3

SMS TOOLS

Send out messages 
by SMS for 
free online

2
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USEFUL LINKS
Citizens Advice Bureau 
www.citizensadvice.org.uk
Divine Chocolate 
www.divinechocolate.com 
Environmental Justice Foundation 
www.ejfoundation.org 
Fairtrade Foundation 
www.fairtrade.org.uk 
Fairtrade Labelling Organizations International 
www.fairtrade.net 
Global Food Security Programme 
www.foodsecurity.ac.uk
International Labour Organization 
www.ilo.org 
KoolSkools Ethical School Clothing 
www.koolskools.co.uk 
Oxfam GROW campaign 
www.oxfam.org.uk/get_involved/
campaign/food  
Practical Participation 
www.practicalparticipation.co.uk 
Trade Justice Movement 
www.tjm.org.uk 
Trading Visions 
www.tradingvisions.org 
Twisted Fashion 
www.twistedfashion.org
UK Youth Accreditation, 
Youth Achievement Awards 
www.ukyouth.org/accredited-learning/youth-
achievement-awards.
UN Declaration of Human Rights 
www.un.org/en/documents/udhr 
World Development Movement 
www.wdm.org.uk  
World Fair Trade Organization 
www.wfto.com
Zameen Organic Cotton 
www.zameen.org 

FURTHER INFORMATION 
Page 9 - Fairtrade Sales 
http://tinyurl.com/fairtradesales 
Page 40 - Progress on the Millennium 
Development Goals 
http://tinyurl.com/mdgprogresschart  
Page 47 - ‘The Great Cotton Stitch Up’ 
(Fairtrade Foundation, 2010) 
http://tinyurl.com/greatcottonstitchup 

VIDEOS
http://www.youtube.com/user/pajholden 
Collection of videos on economic models
http://tinyurl.com/MDGvideo 
Millennium Development Goals 
http://preview.tinyurl.com/whitegoldcotton 
White Gold: The True Cost of Cotton
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Fair trade. Two words that could change the world. 

Behind the FAIRTRADE Mark we find a movement that has challenged 
governments, companies and consumers to change the way we think about trade 
and to ensure that producers receive a fair deal. 

The Youth for Fair Trade Resource Pack is a global youth work resource. It has 
been designed for youth workers to help them connect young people to the key 
values of fairness and equality; to explore what fair trade means to them; and to 
support them to take action to make the world a fairer place. 




