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logistics

The webinar is being recorded.

Recording, slides and referenced reports will be
shared with participants via email.

Please mute your microphone.

If you have a question to the presenters, please
send it via the chat function.

To participate in the discussion, unmute your
microphone, or share your views via the chat.



agenda

Introduction
Davide Fiedler, Manager, Social Impact, WBCSD

Taking human suffering out of

food value chains (by Oxfam)

Rachel Wilshaw, Ethical Trade Manager
Matt Hamilton, Senior Advisor, Inclusive Value Chains
Art Prapha, Senior Advisor, Campaigns and Advocacy

Q&A, discussion
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200 global companies united around a common vision
9 billion people living well, and
within the boundaries of our planet
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WBCSD’s Targeted Solutions
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Factor10 City Dialogues . . Climate Action and PoHéy Food Reform for Sustainability Business and Human Rights Enterprise Risk Management
" Circular Economy Hub Climate Action in Cities REscale and Health (FReSH) Future of Work Governance & Internal Oversight
O Plastics* SBT4buildings Transforming Heavy Transport Climate Smart Agriculture - Measurement & Valuation
'% Built Environment* Natural Climate Solutions Soft Commodities Forum e ‘ Integrated Performance Management
& New Energy Solutions Water Policy and Advocacy SDGs Action & Policy

SBT4utilities Water Solutions SDGs Sector Roadmaps External Disclosure
Assurance & Internal Controls
Purpose-driven Disclosure
Reporting matters
The Reparting Exchange
TCFD Preparer Forums

SiMPlify

Transforming Urban Mobility Sustainab\é .l.if‘eéts.rl.esr

Aligning Retirement Assets
*Scoping

Tire Industry Project Forest Solutions Group Global Agribusiness Alliance

‘ Global Network, Partners, Member Relations, Outreach, Support l
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Business & Human Rights project

Value

Connect companies with the Inspire, inform and advocate Inject a forward-thinking
dynamic human rights landscape. business action business voice into
intergovernmental processes,
Facilitate peer-to-peer learning to Promote partnerships for governance and regulation.
capture, highlight and disseminate impact
solutions.
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Highlights: 2019

' CEO Guide

Human ™ | &
Workshops CEO Guide to Collaborations
& Events Human Rights Across WBCSD programs
20-21 March, Singapore Launched in June 2019. On tech for human rights
Available in English, French,
26 August, India Portuguese and Spanish. UN Working Group on
Call to action endorsed by 36 Business and Human Rights
2019, Brazil CEOs of WBCSD members.
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CEO Guide to Human Rights

A top-level overview for CEOs on the significance of the human

rights agenda for business.

Aligns forward-thinking business around a compelling business

case for engagement.

Issues an urgent call for action from WBCSD CEOs to their peers.

CEO Guide §
to the Sustainable —
Development Goals

CEO GUIDE
TOTHE CIRCULAR
ECONOMY

#&r whesd

i : CEO Guide to
ﬁ < Human Rights

“This CEO Guide is a call to action to our peers. It provides insight into how companies are
meeting the corporate responsibility to respect human rights, and shares actions business
leaders are taking to get ahead, and stay ahead, in this crucial space. We invite you to join
us in mobilizing business leadership for human rights.”
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The business
responsibility
is clear

The three pillars of the UN Guiding Principles
on Business and Human Rights

PROTECT RESPECT
Business has a
responsibility to respect
human rights.

REMEDY
Affected people must be
able to access remedy.

States have a duty to
protect people against
human rights abuses by
third parties, including
business. It should address
They are expected to adverse human rights
prevent, investigate, impacts that may result
punish and redress from its own activities
abuses through policies, and its business
legislation, regulation relationships.
and adjudication.

Both states and business
have roles to play in
ensuring access to
remedy when negative
impacts occur.

1
1
1
)
A company’s responsibility to respect human rights encompasses:
* |ts own operations, including joint ventures and other forms of partnerships.
* |ts business relationships with public and private entities in its value chain, including
suppliers, labor contractors, distributors and business customers.




How business is expected to implement the
respect and remedy pillars*

POLICY Engage
. ) o stakeholders in
_ Commlthto reslpecjc uhman rights ’ | meaningful
Embed human rights policy in the company’s culture dialogue

Pra Ctical aCtionS HUMAN RIGHTS DUE DILIGENCE throughout
a re We" defi ned Identify potential and actual human rights impacts

Act upon the findings
Track company’s performance on preventing and
mitigating impacts
Communicate the company’s efforts

REMEDIATION

Establish operational-level grievance mechanisms
Provide for or cooperate in remediation

*adapted from www.shiftproject.org/respect



http://www.shiftproject.org/respect

Human Rights & the SDGs

NO
POVERTY

Human rights are a cross-cutting theme of the SDGs

CLEAN WATER
AND SANITATION

Ensuring respect for human rights throughout the value
chain is one of the most significant opportunities
business has to contribute to SDGs

1 GLIMATE
ACTION

GOOD HEALTH QUALITY GENDER
AND WELL-BEING EDUCATION EQUALITY

DECENT WORK AND 9 INDUSTRY, INNOVATION 10 REDUCED
ECONOMIC GROWTH ANDINFRASTRUCTURE INEQUALITIES

1 RESPONSIBLE
CONSUMPTION

HEGLOBALGOALS [ =

or Sustainable Development

-n

LIFE BELOW PEACE AND JUSTICE 1 PARTNERSHIPS
14 WATER 16 STRONGINSTITUTIONS FOR THE GOALS



Public interest
is making is high
expectations
enforceable

Four forces are
driving business
action beyond
compliance

Business
relationships
are in the
spotlight

are rising




Agri, Food & Beverages
Benchmarking results

WBCSD

Unilever 67,3
Kellogg’s 57,5
Nestlé 46,5
PepsiCo 43,3
Danone 37,3
ADM 29,8
Wal-Mart 23,7

Overall average score (CHRB)
WBCSD Average (CHRB)

whbcsd
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suffering out of value

— September 19th, 2019




What we will cover

Introducing Oxfam

How Oxfam engages business on value
chains

Broader value chain work:
 Behind the Brands

« Agribusiness Engagement
* Behind the Barcodes

Dialogue and Q&A’s session




y
WE WON'T LIVE Oxfam’s Goals
WITH POVERTY
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Oxfam engages business in a range of ways

Incubating/running companies Engaging with existing companies

% Ethical
Trading .
¢ Initiative %}_% ?;HF:%
ot
For workers'rights. For better business. ?{ﬁ%‘ﬁ*
Unidlever

Roundtable on Sustainable Palm Oil

MARS

Il o Sustainable
“_i‘ ’: .-1 v RiCE
Platform

SUPERMARKETS SCORECARD (US)

CAFEDIRECT

R4
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Oxfam Across the Value Chain

INPUTS AND TRADE AND FOOD RETAIL AND
SERVICES FARMING PROCESSING MANUFACTURING MARKETING

L

Multi-stakeholder Investors and International
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An invitation to an open dialogue

1. To what extent are we seeing progress in this work? What
stood out for you, either as a supplier or retailer, that has
helped to take human suffering out of value chain?

2. Whose help do you still need in order for your work to
achieve intended results?

3. In your respective role, what have you found to be most
challenging in meeting stakeholders’ expectations?
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Behind the Brands:
From Commitment to Impact



The Brands
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1,5 YEARS
BEHIND THE

BRANDS

ACHIEVEMENTS

LISTENED
O YOU!

Committed to create

equality for women - Nestle .qumlglj,!,iz. MARS

cocoa workers

Committed to take zero

€3 tolerance approach to - (W% PEPSICO

land grabs

Committed to take GENERAL W 5
real climate action ™ él MILLS Cyﬂ

o F T :
b By Y

BEHIND TH

€) oxram WWW.BEHINDTHEBRANDS.ORG ) BRAN



The Role of Agribusiness

/.5 consumers

BILLION E F\Q
Retailers
Brands
CONTROL
@) ELDC «~. Agribusiness >409;
A/DM BUNGE carglll Traders Palm Oil, Sugar, Cocoa
wilmar w7 Olam

17 1k

BILLION Farmers
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Impact Areas

o
ﬂ \Women
"/
Land m)J

Q Transparency
&
Accountability

“lu% Small-scale

#®y producers

Climate

&
o
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Agribusiness Report and Scorecard

o IR o
r‘f

COMPANIES SPOKE. DID
THEIR SUPPLIERS
LISTEN?

Tracking Behind the Brands sustainability
commitments through the supply chain with the
“agribusiness scorecard”

Find the full report here:

www.oxfam.org/en/rese
arch/companies-spoke-
did-their-suppliers-listen
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Agribusiness Scorecard
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From Policy to Practice: Cocoa

« Commitments made
by Mars, Mondelez,
and Nestlé

« Evaluation conducted
in 2014 of their
gender assessments
and policies

 How do suppliers
compare?

Page 16 OXFAM



BEHIND THE BARCODES: OXFAM’S
GLOBAL SUPERMARKETS CAMPAIGN



Oxfam research on food supply chains
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Decline in value share going to
farmers/workers

(:} Share of end consumer price

1996
_1998 [3:9% MEEES 43.5%

"‘72% “&ﬁ J 25 }Sﬂ h § 12 @ £ 1%

COST OF INPUTS ~ SMALL-SCALE FARMERS AND WORKERS ~ PROCESSORS/TRADERS AND FOOD MANUFACTURERS =~ SUPERMARKETS

Weighted average of basket of the following products: avocados (Perul, bananas [Ecuador), canned tuna (Thailand),
cocoa [Cote d' lvoirel, coffee [Colombial, grapes [South Africal, green beans [Kenyal, orange juice [Brazil),
rice [Thailand), s S (MOTrocco

OXFAM




All over the world, a handful of
supermarkets dominate food sales

North America

Latin America

Canada
Mexico

United States

Western Europe

Brazil FaAl
Chile R

Peru prer

Middle East and Africa

Belgium
Denmark

France

84%

79%
60%

Kenya [esb/]
South Africa [0

Tunisia

United Kingdom [l United Arab Emirates
Eastern Europe Asia-Pacific
Bulgaria Australia

Czech Republic
Hungary
Poland

New Zealand [w/:k/

South Korea

(4]

(40} ~l (o2}

= = = =

8 e N
ES

1%
Thailand

Market
share of
5 biggest
super-
markets
in each
country
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Small-scale farmers and workers
have seen bargaining power eroded

Living income orwageﬁ Minimum wages

COCOA

BANANAS
1 Y

COFFEE

SCALE ORANGE JUICE
FARMERS RICE__ !

GREEN BEANS
e ——————

AVOCADOS PERU
e ————————————————————————————

BANANA ECUADOR

SHRIMP VIETNAM
S

2222 GRAPES SOUTH AFRICA
) |
ORANGE JUICE BRAZIL

WORKERS  hrcrererrr s —— |

CANNED TUNA THAILAND
e —————————

TOMATOES MOROCCO

I R
GREEN BEANS KENYA 41%
I

0% 20% 40% 60% 80%

Average income/wage as % of livingincome/wage

100%

nearly always
inadequate

Trade unions notably
absent in food supply
chains
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Supermarkets/Retailers can squeeze
suppliers

SUPPLIERS SUPERMARKETS

5 ¢ v

SOURCING STRATEGY
- Sourcing of products from multiple countries guided
by price and quantity criteria

CONTRACTUAL TERMS
+ Systemic absence of written contracts
- Short-term contracts

- Unilateralorretrospective changes to contracts
» Insufficient lead times on orders

PRICING AND PAYMENT STRUCTURE
DEPRESSED PRICES - Loss leaders and penetration pricing
AND INCREASED RISKS

« Prices paid to suppliers set at below the cost of
sustainable production

- Unwillingness to increase prices to account for
minimum wage considerations

» Delaysin payments to suppliers to increase margins

- Deductions or unexpected charges faced by supplier

X DEMANDING FEES FROM SUPPLIERS

Payment as a condition of supplying a supermarket
» Charges for customer complaints passed to suppliers
- Feesformarketing campaigns, shelf space

or promotion
- Cost of meeting social or quality standards passed

to suppliers e

Page 22 OXFAM

Jll







v

PERCENTAGE OF WOMEN Q d PERCENTAGE OF MEN

CARE WORK" Women and

Unpaid work cleaning, cooking, caring for the sick, the elderly and children

men work in
FISH CAPTURE" d i Sti n Ct

Short-haul, long-haul, near-shore and river fishing. Work to receive fish at ports. r I es i n
©

AQUACULTURE"™

Shrimp farms - varying from intensive and industrialized to small-scale, using traditional practices S u p p Iy

Pond preparation, seeding, caretaking and harvesting

chains

Distribution

Wholesaling and retailing

Oxfam
estimates
based on a
PROCESSING' range of
Sorting, peeling, de-heading, de-veining, chilling, freezing and packing shrimp sources
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Despite recent progress, challenges
remain: Thailand/Indonesia

Food security survey:

68% W Severely food insecure wages insufficient to
| M?derateLy.fcadinsecure guarantee the rlght tO
Mildly food insecure
M Foodsecure adequate food.

Extensive overtime
reported as routine.

Many reported paying
recruitment fees,

0% incurring significant
19% debts.

FEMALE
WORKERS

MALE
WORKERS

Mandatory pregnancy
testing common.

47%  Toilet breaks/verbal
abuses
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Lessons learned from the seafood industry

Understand root causes of forced
labor — and where the highest risks
are found (e.g. vessel-level)

* Vessel’s code of conduct

« Health and safety policy

» Ethical recruitment

Adopt a human rights due
diligence approach and improve
transparency

Role of government is key: labor
inspection, regulation, remedy — and
how companies/NGOs can support
monitoring capacity of the
government

Worker representation is vital —
effective grievance mechanisms and
remove barriers to workers
organizing

Page 26 OXFAM



R S e R A Some examples

We analysed these leading supermarkets’ policies and practices on human rights
in their supply chains. We asked whether supermarkets are transparent and
accountable in the ways they ensure that workers’ rights are respected, small-scale
farmers are prosperous and the women who produce our food are treated fairly.

- of good practice,
but as a sector
supermarkets

| can do much
more to end
human suffering
in their supply
chains

www.behindthebarcodes.org
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Workers’ Rights Recommendations
for Food Retailers

) f

(. Labor and human rights * Human Rights Due

policy Diligence
« UN WEP * Human Rights Impact
« Governance for human Assessments
rights » Gender disaggregated data

* Disclose list of suppliers

KnOVY gnd * Grievance mechanisms
show' risks for

workers'
rights

» Gender Pay Gap

\\ Corporate
Commitments

Act beyond
supply chain ~

« 3-year action plan to address
human rights

« Engage with trade unions

* Prioritize suppliers that empower
workers/farmers

* Participate in effective MSls
» Reform Trade Associations
» Govt Advocacy — Labor Rights

J

R4

Page 28 OXFAM




Q&A’s and Dialogue



An invitation to an open dialogue

1. To what extent are we seeing progress in this work? What
stood out for you, either as a supplier or retailer, that has
helped to take human suffering out of value chain?

2. Whose help do you still need in order for your work to
achieve intended results?

3. In your respective role, what have you found to be most
challenging in meeting stakeholders’ expectations?
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Thank you!

Rachel Wilshaw Matt Hamilton Art Prapha
Ethical Trade Manager Senior Advisor, Senior Advisor,
rwilshaw@Oxfam.org.uk  Inclusive Value Chains Campaigns and Advocacy

Matt.Hamilton@Oxfam.org Art.Prapha@Oxfam.org
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g3 Dusiness & Human Rights Home Webinar & briefing note library (members only Recommended Tools & Resources News & Insights

Kitrhona Cerri

Director, Social Impact
cerri@whbcsd.org

Davide Fiedler

Manager, Social Impact
fiedler@wbcsd.org

contact details

Visit WBCSD’s Business & Human Rights Gateway

@ wbcsd

https://humanrights.wbcsd.org/

WBCSD's Business and Human Rights Gateway:
Connecting companies with the dynamic human
rights landscape

WBCSD and Human Rights

WBCSD's
human rights
project

Find out more about
our work around
business and human
rights

CEOQ Guide
to Human
Rights
Calling for business
leadership on

respect for human
rights.

Mapping the
Business
and Human
Rights
Landscape
Explore key
developments

across this space

with our interactive
oo

Putting
People First
The 2018 edition of

our analysis
of progress and
priorities in
corporate respect
for human rights

The Human
Rights
Opportunity
15 real-life cases of
business
contr buting tothe

SDGs by putting
people first
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Thank You
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WBCSD (Geneva)
Maison de la Paix | Chemin
Eugéne-Rigot 2B

CP 2075 1211 Geneva 1
Switzerland

WBCSD (New York)
747 Third Avenue

Suite M205, New York
NY 10017, United States
USA

WBCSD (Delhi)

WBCSD India, 4th Floor,
Worldmark 2,

Aerocity New Delhi 110 037
India

WBCSD (London)
WeWork Mansion House
33 Queen Street

London EC4R 1BR

UK

WBCSD (Singapore)
WABCSD Asia Pacific Ltd.
theBridge

2 Science Park Drive
Singapore 118222
Singapore
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Lead.

Transform.
Succeed.
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