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Why transparency matters

Society’s interest – information is power

• Producers – certainty and choice in markets

• Communities – participate in decisions (consent, 
accountability, remedy)

• Workers – for leverage, who can they hold to account?

• Consumers can hold brands to account

Commercial and investor interest

• Indicative of a company managing risks

• Indicative of a company engaged with supply issues

• Future proofing – preparing for a world with more disclosure

• What do they have to hide anyway?



2. What does big food disclose?
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Scorecard
• 276 indicators across 7 themes – only public data

• 4 categories of indicators per theme
• Awareness

• Knowledge

• Commitment

• Supply chain management

• Deep engagement with companies
• To confirm data

• To develop indicators

• Full disclosure

• 3 year project
• Up to monthly updates of scores

• Annual updates of indicators

• Campaign: Critical friend + race to the top
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Transparency Scores Breakdown
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T1 - Corporate 
reporting (GRI and 
Lobbying)

13 75 68 22 58 38 50 83 42 58

T2 - Disclosure of 
total volumes

25 28 42 4 4 43 41 44 32 59

T3 - Disclosure of 
buying agents and 
sourcing countries

33 23 35 13 17 43 4 57 12 37

T4 - Is the 
company 
transparent about 
its system of 
audits?

40 80 80 60 80 80 60 80 60 60

Transparency
Score (/10)

3 5 6 2 4 5 4 7 4 5



3. How we’re trying to get them to 
disclose
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STRATEGIES FOR BUSINESS ENGAGEMENT

Supporting / running companies engaging with existing companies
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Consumers 
interacting –
producing 
posters
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Consumers Taking Action
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Campaign Impact

• 10 localised versions in 7 languages

• 250,000 visits to Behind the Brands website

• 1m page views

• 20k tweets

• Over 15m Facebook reach via 25k shares, likes and comments

• 110k petitions (sent messages asking companies to improve 
their policies and help women cocoa growers get a fair deal)

Note: these are figures from 25 April 2013
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Cocoa 
Focus 
Success

http://www.nestle.com/csv/responsible-sourcing/women
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Cocoa 
Focus 
Success

http://www.mars.com/global/press-center/press-list/news-releases.aspx?SiteId=94&Id=3990
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Cocoa 
Focus 
Success

http://www.mars.com/global/press-center/press-list/news-releases.aspx?SiteId=94&Id=3990
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Summary

Why is it important?

1. Transparency empowers people

2. Transparency is important for some commercial interests

How transparent is big food?

1. Not telling us who they do business with, hiding behind 
commercial confidentiality

How can we get more transparency?

1. Consumer pressure

2. Investor pressure

3. Government rules
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Thank you!

Questions?


