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1  See Appendix A of this Guide for more about the United Nations Sustainable Development Goals, and how they link to the Poverty Footprint.

The United Nations Sustainable Development Goals 

issue a global call to action to end poverty in all 

its forms everywhere by 2030.1 For people living 

in poverty, many human rights are out of reach. 

For business, long-term company growth and 

profitability are intrinsically linked to the prosperity 

of the people who make up and influence markets.

The World Bank estimates 2.2 billion people live 

on less than $2 (PPP) a day. Moreover, certain 

population groups are disproportionately represented 

among the poor, and face additional constraints in 

escaping poverty. These include women; persons 

with disabilities; children; and in many cases, 

indigenous peoples or minorities; and those living in 

geographically remote or conflict-affected areas. 

Business will be crucial to achieving the vision of a 

world without poverty. Over the past decade, markets 

in developing countries have expanded dramatically, 

and the volume of funds flowing from the private 

sector to these countries now exceeds that of 

foreign aid, making the private sector one of the 

most significant influencers of global poverty.

There are wide-ranging opportunities for companies 

to positively affect the lives of people living in 

poverty through employment practices, vital 

products and services, business development and 

purchasing through the value chain, community 

investment, and public policy engagement.  Yet, 

company impacts on poverty go largely unmeasured 

and under-reported, and global companies remain 

unaware of many of the social and economic 

impacts of their operations and value chains. The 

Poverty Footprint is a tool that enables companies 

and partners to make a people-centred assessment 

of corporate impacts on poverty. 

The Poverty Footprint is part of a collaborative 

initiative between the United Nations Global Compact 

(UN Global Compact) and Oxfam International (Oxfam) 

to help companies – working in collaboration 

with a civil society organization (CSO) partner – to 

understand the impacts of their operations and 

value chain on people and poverty, and to turn this 

learning into action. The tool also takes a multi-

dimensional view of poverty – which when suitably 

measured – presents a more complete picture of 

poverty than the income indicator alone.  

The value of the Poverty Footprint is its ability to 

provide business and CSOs with the framework to 

partner and learn where and how a company impacts 

poverty, leading to recommendations for action. It 

provides the roadmap for partners to define steps 

to minimize negative impacts and enhance positive 

contributions to poverty eradication, and to develop 

pro-poor business models that drive development 

and potentially business growth.

The outcome of the Poverty Footprint process 

is a comprehensive assessment of the positive 

and negative impacts a company and its value 

chain have on people living in poverty. Using this 

information, a company and its CSO partner can 

identify actions to enhance positive impacts 

and minimize negative, as well as develop new 

business models and strategies that can meet both 

sustainable development and business objectives.

This Guide explains the Poverty Footprint process and 

provides step-by-step implementation guidance, 

building upon the lessons of three comprehensive 

footprints Oxfam carried out with Unilever (2005), The 

Coca-Cola Company / SAB Miller (2011), and IPL, a 

wholly owned subsidiary of ASDA (2013). 

It is organized in two sections.  Section I “Overview” 

explains the approach, goals, requirements, and 

unique value of the Poverty Footprint to both 

business and CSOs.  Section II “Implementation 

Guidance” explains the steps involved in conducting 

a Poverty Footprint. 
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Establishing a formal partnership 
with a validated CSO;

Developing a collaborative project governance process 
that includes consistent dialogue with key stakeholders; 

Agreeing on one of three implementation 
levels the Poverty Footprint will apply:

Every Poverty Footprint builds on a set 
of six essential steps.  These are:

Level I

Introduces the partners to the 

Poverty Footprint process. It 

conducts an assessment across 

two priority issues;

Level II 

Concentrates on exploring 

 performance and impact 

in-depth across 2 to 4 

priority issues;

Level III 

Defines a scope that assesses 

impact across the company’s 

value chain and multiple 

dimensions of poverty.
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5

6

Using a decision-making framework that covers five dimensions 
of poverty (livelihoods, empowerment, health and well-being, 

security and stability, diversity and gender equality) and five areas 
of corporate practice (value chain; macro-economy; institutions 
and policy; social implications of environmental practices; product 

development and marketing). This is referred to as the “5 by 5 Poverty 
Framework”. It helps set focus, priorities, scope, and indicators; 

Conducting research using the “5 by 5 Poverty Framework” and 
related indicators. This includes a base level exploration of at 

least three core topics:  These topics are 1) earnings, wages and 
benefits; 2) labor rights and working conditions; and 3) value share. 

Any priority issue addressed across any of the three levels noted 
above must start by considering these three topics; and

Publishing a report co-authored by the partners 
with findings, lessons learned recommendations, 

and commitments (with periodic follow up to 
publicly report on progress).
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The result is a holistic understanding of the 

company’s impacts and the opportunity to deepen 

the company’s relationship with the communities in 

which it operates. The process can help build greater 

trust by signaling that the company is serious about 

understanding its impacts and is committed to 

greater accountability, transparency and positive 

contributions to poverty eradication. Partners 

learn the potential of working together on shared 

development goals. Results are communicated 

through a jointly developed public report that 

describes the range of the company’s impacts and 

commitments, and documents recommendations 

and follow-up actions.

This document can be used to learn about and 

guide a Poverty Footprint. Companies, civil service 

organizations and researchers interested in being 

part of a Poverty Footprint are invited to contact 

the Poverty Footprint Secretariat at the UN Global 

Compact povertyfootprinting@unglobalcompact.org 

for more information.

“We must invest in people – in education, 
skills development, health care. This will 

help equip people for decent jobs and 
incomes. It will boost purchasing power.   

The virtuous cycle between human capital, 
jobs and income is central to building 
healthy local markets and a healthy 
world economy.  It is good for people 

and good for business.”

Ban Ki-Moon
United Nations Secretary-General



Section I

Overview



I. What is a 
Poverty Footprint?
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The Poverty Footprint is an essential tool for 

companies to meet expectations for sustainable 

business practices and to respond to the global call 

to action raised by the United Nations’ Sustainable 

Development Goals. The value of the Poverty 

Footprint is its ability to provide business and CSOs 

with the framework to partner and learn where 

and how a company impacts poverty, leading to 

recommendations for action arising from the study. 

It provides the roadmap for partners to define steps 

to minimize negative impacts and enhance positive 

contributions to poverty eradication, and to develop 

pro-poor business models that drive development 

and potentially business growth.

The Poverty Footprint is not an audit or certification 

process that focuses on compliance with codes 

of conduct or a set standard. Instead it is a research 

partnership that fills a vital need. It includes but goes 

beyond tools that assess risk of negative impact by 

also identifying business strategies that deliver a 

fairer share of value for people living in poverty.

A Poverty Footprint produces:

An impact assessment of where the company and its 
value chain are functioning as a force to alleviate poverty, 

and where their actions are exacerbating poverty

A public report that shares findings, establishes the 
scope of the company’s accountability to contribute 

positively to poverty eradication and limit its negative 
impacts. The report will identify next steps through 

commitments and recommendations. The results provide 
the company and the CSO with an evidence-based 

understanding of the company’s impacts on poverty

Recommendations and commitments that shape a plan 
of action. The Poverty Footprint provides data that 

enables the partners to manage positive and negative 
impacts of the company and its value chain more 

effectively and to find opportunities to advance pro-poor 
business strategies

Relationships among the company, its CSO partner, the 
researchers and wider stakeholders that build mutual 

understanding between the partners, collaborative 
learning, and joint action
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The unique partnership between a company and 

a CSO is at the heart of the Poverty Footprint. The 

CSO engages the company in rights-based, people-

centred development and research methods, and 

provides a link to civil society actors and people 

living in poverty who are impacted by the company’s 

operations or activities. The partners learn together 

how the company’s business model and value 

chain work, how these processes create both 

opportunities and risks for those living in poverty, 

and how they can be enhanced to mitigate negative 

impacts and enhance positive ones. The partners 

work with local stakeholders to create a platform for 

transparency, engagement and accountability. 

Poverty is about more than monetary income. According to UNDP’s Human Development Report 
2014, over 2.2 billion people, more than 15 per cent of the world’s population, are either near or 
living in multidimensional poverty. In Oxfam’s experience, it is a “state of relative powerlessness in 
which people are denied the ability to control crucial aspects of their lives.”1 Poverty has a range of 
different socio-economic dimensions, including: the ability to access services and social networks 
and to express opinions and choice; the power to negotiate; and social status, income, and 
opportunities. People experience poverty when they are denied the right to livelihoods, water, education 
and health, protection and security, a voice in public life, and/or freedom from discrimination. 

Business can influence the full spectrum of poverty.2 For example, the design of value chains 
and the incentives that govern compensation, sourcing, hiring, other human resources, and 
environmental and waste management decisions can lead to a range of negative and/or positive 
outcomes on individuals living in poverty. These decisions may limit opportunities for individuals 
to grow, develop, and enhance their skills and capabilities –all topics addressed in the UN 
Sustainable Development Goals. Business decisions inter-link and affect other conditions vital to 
poverty, including food and nutrition insecurity, lack of access to basic, quality services such as 
health care, education and sanitation, and lack of empowerment and personal security. Several 
of these closely relate to the environment. For example, health is directly affected by declining 
environmental quality in ways that people living in poverty may find harder to address individually. 

The Poverty Footprint considers the conditions that cause poverty, rather than solely the 
distribution of material goods. It encourages partners to ask: 
•	 What are the root causes of poverty? 
•	 What can we do to change the power dynamics that keep people in poverty? 

The Poverty Footprint helps businesses assess impacts on multiple dimensions, conveying a more complete 
picture of poverty than provided by definitions of poverty that consider income indicators alone.

2	D . Green (2008) From Poverty to Power: How active citizens and effective states can change the world, Oxfam International.
3	B usineses should ensure at a minimum they meet their corporate responsibility to respect human rights, under the UN Guiding Principles on Business and 
	H uman Rights.  This responsibility means that businesses should avoid infringing on the human rights of others and should address adverse human rights 
	 with which they are involved.  

exhibit 1

Understanding Poverty
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Figure 1

Examples of international principles and standards relevant
to responsible business & social impacts include:

Based on internationally-recognized standards of 

responsible business conduct, the Poverty Footprint 

helps engage companies on ways to support rights-

based, sustainable development. Figure 1 highlights 

some of the international principles and standards 

relevant to the Poverty Footprint. 

United Nations Global Compact

unglobalcompact.org

Business Against Corruption: A Framework for Action

unglobalcompact.org/library/162

Children’s Rights and Business Principles

childrenandbusiness.org

Women’s Empowerment Principles

weprinciples.org

Business for the Rule of Law Framework

unglobalcompact.org/library/1341

United Nations Guiding Principles on Business and Human Rights

ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf

ILO Tripartite Declaration of Principles Concerning Multinational Enterprises and Social Policy

ilo.org/empent/Publications/WCMS_094386/lang--en/index.htm

Food and Agriculture Business Principles

unglobalcompact.org/take-action/action/food

The Extractive Industries Transparency Initiative (EITI) Principles

eiti.org/eiti/principles

Voluntary Principles on Security and Human Rights

voluntaryprinciples.org

Business Reference Guide to UN Declaration on the Rights of Indigenous Peoples

unglobalcompact.org/library/541
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2

Livelihoods

The ability of individuals in poverty to meet essential needs 
for themselves and their family – adequate income, food, 

housing, clothing, healthcare, personal development, 
and upward mobility – in the context of supporting and 

protecting their rights.

Empowerment

The ability of individuals, workers, suppliers, and 
employees to protect their rights and voice across a variety 

of dimensions; to negotiate and enforce contracts; to 
receive protection under the law; to negotiate and receive 

fair compensation for work; and to express concerns 
without fear of reprisal.

The five Poverty dimensions are

Each Poverty Footprint builds on a framework that links five poverty dimensions to five areas of corporate 

practice and decision-making. This is referred to as the “5 by 5 Framework.”
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5

Health and well-being

The continuous improvement of health, safety, security, 
and general well-being of individuals and communities.

Security and stability

Enhancing conditions that improve resilience and lowers 
risks from: violence, political instability, unrest, crime, 

and natural or human-made disasters. It includes access 
to resources (such as drinkable water and land for two 

examples) vital to stability, security, and resilience.

Diversity and gender equality

Equal access to jobs, training, advancement, benefits, 
and other rights for women and minorities, as well as 

opportunities to maintain cultural identity.
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The next five dimensions relate to Corporate Areas:

Value chain

How a company’s value chain and its procurement, 
manufacturing, and distribution policies and/or practices 

influence the ability of poor people to access good-quality 
employment, earn a living wage or sustain a business, 
participate in the market, and thrive along the other 

dimensions of the five poverty areas.

Macro-economy

How a company’s economic contributions, including 
distribution of profits, shareholder dividends, taxes, and 
employment, affect the standard of living of poor people, 

or the balance of payments, in countries of operation.

1

2
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Institutions and policy

How the company’s actions regarding institutions and policy 
affect the well-being of people living in developing countries.

Product development and marketing

How a company’s products and services and its marketing 
strategy influence the cultural practices of indigenous 

and local communities, affect their health and well-being, 
shape their ability to obtain essential goods and services, 

and affect their human rights

Social implications of environmental practices

How a company’s environmental practices affect the 
livelihoods and health of people living in poverty, their 

ability to access natural resources, and their risk of 
being affected by a natural disaster 

3

4

5
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The 5 by 5 Framework facilitates a collaborative, 

data-driven, multi-stakeholder process to assess 

the poverty impacts of a company and its value 

chain. Throughout the process, partners engage 

stakeholders in an open dialogue. The research 

(which should be led by a credible research partner 

drawn from academic or consultant organizations 

with expertise in development) assesses 

performance across priorities and factors described 

by the 5 by 5 Framework as agreed upon by the 

partners. For a more detailed description of the 5 

by 5 Framework, please see the “Implementation 

Guidance” section of this Guide.

The Poverty Footprint yields an in-depth assessment 

of the positive and negative impacts a company and 

its value chain have on individuals living in poverty. 

Using this information, a company and its CSO 

partner can: 

•	E ngage with local stakeholders to identify 

	 actions to enhance positive impacts and 

	 mitigate negative impacts

•	D evelop business models and strategies and 

	 that can meet both sustainable development 

	 and business objectives

•	D etermine where compliance practices 

	 need improvement

•	 Prioritize the areas that require on-going 

	 monitoring and reporting

The result is a holistic understanding of the 

company’s impacts and the opportunity to deepen 

the company’s relationship with the communities in 

which it operates. The process can help build greater 

trust by signaling that the company is serious about 

understanding its impacts and is committed to 

greater accountability, transparency and positive 

contributions to poverty eradication. Partners 

learn the potential of working together on shared 

development goals. Results are communicated 

through a jointly developed public report that 

describes the range of the company’s impacts and 

commitments, and documents recommendations 

and follow-up actions.

Objectives

The objectives of the Poverty Footprint are to create 

greater understanding, transparency and the 

potential for collective action around a company’s 

impacts on poverty. The objectives of the Poverty 

Footprint are:

•	L earning

	T he partners and wider stakeholders collectively 

	 learn the ways the company and its value chain 

	 affect poverty. In addition, they: 

	 •	G ain a deeper understanding of the impacts 

		  the company’s operations and value chain 

		  have on people and communities

	 •	I dentify how to help meet the UN Sustainable 

		D  evelopment Goals and its call to end poverty 

		  by 2030 (Appendix A identifies how the Poverty 

		  Footprint ties to the goals)

	 •	B enefit from a rigorous process created by 

		O  xfam and the UN Global Compact, validated 

		  through a multi-stakeholder review

•	B usiness Models

	C ompanies gain input to identify how to improve 

	 practices, policies, processes and planning to 

	 mitigate negative and enhance positive 

	 impacts on poverty. This can support the design 

	 of competitive strategies and business models 

	 that help address poverty

•	A ccountability

	C ompanies work with partners and stakeholders 

	 to understand and transparently address impacts 

	 on poverty. This is accomplished through robust 

	 stakeholder engagement in the research process, 

	 public reporting on impacts, and collective work 

	 to set recommendations and follow-up actions 
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Outputs

The Poverty Footprint delivers:

•	 An impact assessment across five dimensions 

	 of poverty and five areas of corporate practice 

•	T ailored recommendations in relation to poverty 

	 alleviation designed to address negative 

	 impacts, improve business models, strengthen 

	 company and value chain performance, 

	 improve relationships with the community, 

	 and enhance positive contributions

•	 A public report co-developed by the company 

	 and CSO (typically with support of the research 

	 partner) and reviewed by stakeholders

•	E nhanced transparency and engagement 

	 among stakeholders, the company and relevant 

	 business partners

choose the poverty
footprint’s level

conduct
the research

Establish a 
Formal Partnership 

set priorities
and scope

determine and publish findings,
recommendations and commitments

develop a governance process 
and engage stakeholders

Figure 2

ESSENTIAL Steps in the Poverty Footprint Process

3

5

1

4

6

2



II. Why Undertake 
a Poverty Footprint

- Understanding the Value 
Proposition for Companies and CSOs
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The Poverty Footprint is a tool that enables 

companies and their partners to make a people-

centred assessment of company impacts on poverty. 

It balances clarity and complexity, recognizing 

that companies need clear and validated processes, 

but have to assess impacts that are complex 

and subjective. 

In a crowded field of impact assessment tools, the 

Poverty Footprint is distinguished by its:

•	 Ability to address impacts on multi-dimensional 

	 poverty, not just cash flows, in a manageable way

•	I ncorporation of strong partnership between the 

	 company and civil society organizations in the 

	 design, operation and analysis of the assessment

•	 Focus on generating useful guidance for forward 

	 prioritization, not just a snapshot in time

•	C redibility, based on investment by the UN Global 

	C ompact and Oxfam, building on the initial uses of 

	 the tool by Unilever, Coca-Cola/SABMiller and IPL

Value for Companies

Pro-poor business strategies have the potential to 

support both development and business outcomes.  

Among other things, they can be a source of 

innovation, inspiring new products and services 

and enhanced access that better meets people’s 

needs, finding productive workers, and sourcing 

high quality goods and services.  Pro-poor business 

strategies can also open companies up to a market 

of (depending on projections) two-to-four billion 

people currently excluded from commerce. 

The expectation for companies to be accountable 

for their impacts on poverty is intensifying. The 

way companies make decisions, set strategies, 

establish policies, implement processes, and 

purchase and distribute can significantly impact the 

lives of individuals living in poverty. How companies 

manage poverty impacts will increasingly affect 

performance across core areas of business including 

marketing and sales, supply chain management, 

human resources, facilities management, product 

design, investment and capital allocation, brand and 

reputation, risk and license to operate, and overall 

valuation.  The Poverty Footprint supports companies 

that want to better manage their footprint. It offers a 

unique opportunity to learn concretely how to make 

transformational change towards greater corporate 

sustainability. Table 1 lists specific opportunities for 

value creation for companies and CSOs. 

Value for CSOs

For CSOs, strategies to eradicate poverty will be 

significantly enhanced by focusing on addressing 

and improving the private sector’s impacts. The 

Poverty Footprint emphasizes a rights-based, 

people-centred approach to development. It 

engages business, the world’s chief economic 

engine, in the effort to create sustainable 

livelihoods, empower individuals living in poverty to 

improve their own lives, eradicate the debilitating 

consequences of gender and other bias, and 

improve individual health, well-being, safety, and 

security. In this way, business can be a powerful 

complement - not a substitute - to the role of 

government in addressing poverty.

CSOs will benefit by learning more about corporate 

strategies, incentives and impacts of business 

operations and value chains, which will enable them 

to engage in well-informed dialogue with businesses 

and enhance their opportunities to influence major 

market actors in adopting pro-poor policies and 

practices. Table 1 lists specific opportunities for 

value creation for companies and CSOs.



22

Identify one or more of the following benefits you wish to achieve from the Poverty Footprint process

Companies CSOs

•	R igorously measure and assess the company’s 

	 impacts on poverty

•	C ontinuously improve the company’s business 

	 model and value chain management

•	M anage risk by:

	 •	I dentifying blind spots and high risk areas 

		  based on international principles and 

		  standards of responsible business behavior 

		  such as those in Figure 1 above

	 •	 Assessing stability of supply

	 •	 Assessing ‘license to operate’ risks

•	E nhance learning and development that enables 

	 key staff to better manage and forecast poverty 

	 impacts, improve value chain performance, and 

	 manage community relations

•	B uild trust and improve relationships 

	 with 	stakeholders

•	I mprove market knowledge by:

	 •	U nderstanding the characteristics and key 

		  success factors related to existing and 

		  future markets 

•	E nhance competitive advantage by:

	 •	D ifferentiating themselves from 

		  industry peers

	 •	G aining deep knowledge of how to access 

		  consumers, labour, and suppliers through 

		  shared value strategies

•	S trengthen a company’s ability and commitment to:

	 •	T ransparently account for its poverty impacts

	 •	 Prevent and minimize negative impacts 

	 •	T ake action to enhance its positive impacts

	 •	E nhance the positive impacts of 

		  business models and strengthen value 

		  chain performance

	 •	B e open to dialogue and collaborative 

		  decision-making with CSOs and stakeholders, 

	 •	I ncorporate human rights and understanding 

		  of impacts on people into its decision-making

•	I nfluence company and business partner 

	 commitments to take responsibility for and 

	 publicly report on poverty impacts

•	U nderstand more about a company’s operations, 

	 impacts, distribution of benefits, risks, 

	 constraints, and relationships with business 

	 partners, the industry, and government actors 

•	E nhance the CSO’s strategy to influence change 

	 and build the commitment of the private sector 

	 to positively influence social issues related 

	 to poverty 

•	G ain the opportunity to influence, with a 

	 corporate partner, the industry eco-system 

	 in which its partner operates

Table 1

The Poverty Footprint Value Proposition



Section iI

Implementation 
Guidance 



24

This section of the Guide explains the steps involved 

in conducting a Poverty Footprint. It incorporates 

practical lessons and good practices based on 

Poverty Footprint studies previously conducted.

The Poverty Footprint process encourages partners 

to understand their context, identify crucial 

priorities, and assess and meet stakeholder needs 

and expectations. As such, the Poverty Footprint 

choose the poverty
footprint’s level

conduct
the research

Establish a 
Formal Partnership 

set priorities
and scope

determine and publish findings,
recommendations and commitments

develop a governance process 
and engage stakeholders

methodology does not prescribe a long list of rigid 

procedures, but instead, provides six essential steps 

(see Figure 2).  Without following these steps, the 

exercise does not constitute a Poverty Footprint study. 

The way that partners should use this implementation 

guidance are contingent in part on a) the goals 

they set for Poverty Footprint outcomes and b) the 

implementation level they select at step three. 

Implementation Guidance

Figure 2

ESSENTIAL STEPS IN THE POVERTY FOOTPRINT PROCESS
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The partnership between a CSO and a company lies 

at the heart of the process. Partners have equal 

standing in project management and decision-

making regarding the implementation of the Poverty 

Footprint. Companies interested in finding a suitable 

partner can reach out to the Poverty Footprint 

Secretariat at the UN Global Compact, which can help 

identify CSOs to support a Poverty Footprint.  

CSOs will possess expertise in tackling poverty, 

with a focus on rights-based and people-centred 

development. They will have familiarity with the 

region under study and the relevant topics involved. 

It will be advantageous if the partners have prior 

experience working on multi-stakeholder initiatives. 

 

The CSO and company partners should commit 

to sharing information necessary to advance the 

Poverty Footprint process, and create management 

processes and collaborative ways of working. 

Recommended steps in establishing the partnership 

include the following:

•	B uild the relationship 

	 and establish trust

•	S et jointly-agreed goals 

•	D raft Terms of Reference (ToR) 

	 that guide how the partners will work together 

	 to conduct the Poverty Footprint. It is 

	 recommended to formalize the ToR through 

	 a Memorandum of Understanding (MoU) that 

	 the partners sign

•	A ssign staff with experience 

	 and a sufficient level of decision-making 

	 authority to manage the partnership

Building the Relationship 
and Establishing Trust

Although companies are used to hiring and relying 

on an outside party, such as a consultant, audit 

firm or assurance provider, to review environmental 

and social footprint impacts, the Poverty Footprint, 

instead, cultivates a unique partnership in which 

the company and CSO share equally in decision-

making authority. A key factor in the success of a 

multi-stakeholder partnership is the time spent on 

building the relationship between the partnering 

organizations. At least two or three meetings are 

recommended that collectively add up to one to 

three days spent interacting before proceeding to 

the subsequent steps. 

To start the process, it is recommended that 

partners invest time and effort to build knowledge 

and interpersonal connection. These engagements 

should focus on learning each organization’s 

mission, purpose, values, strategies, operational 

models, ways of working, and organizational culture. 

Ideally, the meetings will involve team-building 

exercises as well. Partners should spend time in 

pre-study dialogue sessions where representatives 

meet and share information, establish the scope 

of the study, and discuss objectives. Site visits 

to offices and locations are highly recommended. 

Workshops to discuss approaches, assumptions, 

and perceptions on the role of business in 

development will help teams understand each 

others’ perspectives and help align expectations. 
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A key outcome of these engagements is for each 

partner to deeply appreciate the goals and concerns 

that the other partners have for the Poverty 

Footprint. An investment in the relationship among 

partners will build the necessary sense of trust, 

collegiality and a commitment to take responsibility 

for helping the other to meet agreed goals.

Setting Jointly Agreed Goals

Another key success factor for an effective Poverty 

Footprint partnership is to set clear and mutually 

owned goals. 

Partners will benefit by candidly discussing and 

reaching agreement on: 

•	T he value the Poverty Footprint process 

	 will deliver for those living in poverty and for 

	 each partner 

•	 Assumptions about the focus of the study, 

	 beginning with a discussion on the current 

	 poverty-related issues in the sector

•	H ow the partners would like the process to help 

	 improve the lives of those living in poverty

•	 What kind of learning each partner expects the 

	 process to support 

•	T he aspects of the business model that the 

	 Poverty Footprint process will focus on, with the 

	 goal of improving the lives of those living in poverty

•	T he scope and parameters of the company’s 

	 accountability,4 and how this accountability 

	 should translate into public commitments 

	 and disclosure

These areas of agreement can form the basis 

for shared goals that guide the Poverty Footprint 

project. These goals will form the basis for the ToR, 

defined below, and the metrics to measure the 

success of the Poverty Footprint process.

Developing the 
Terms of Reference

Developing a ToR is a valuable tool to document 

the partners’ agreed expectations, objectives, and 

ways of working. The partners should consider the 

following in the ToR:

•	C ommitting to a spirit of openness and accessibility 

•	 Agreeing to common definitions and terms

•	D eveloping a value proposition agreed upon 

	 by the partners (See the “Overview” section of 

	 this Guide)

•	E stablishing shared goals and objectives

•	 Agreeing on the scope of the Poverty Footprint

•	E stablishing a governance structure that 

	 involves stakeholders (see Section II of the 

	 “Implementation Guidance”)

•	 Agreeing on the Poverty Footprint Level (see 

	S ection III of the “Implementation Guidance”)

•	D eveloping a project management plan

•	I dentifying the common principles and goals 

	 that will guide the work 

•	 Focusing, identifying, and agreeing on 

	 intended results

•	C reating a dispute and grievance 

	 resolution process5 

•	 Agreeing on common ways to communicate 

	 and present the project to local, national, 

	 and international stakeholders

•	 Agreeing on the information that will be kept 

	 confidential and that which can be shared publicly

•	 Agreeing to a common approach to data 

	 collection. If possible, identifying and agreeing 

	 on documents (which may include public and 

	 private sources) that will support the analysis of 

	 baseline indicators 

•	 Agreeing on the research methodology (see 

	 section V of the “Implementation Guidance”) 

4	 With regard to negative human rights impacts, partners should ensure that the scope of responsibility is consistent with the criteria defined in the UN Guiding 
	 Principles on Business & Human Rights. The Poverty Footprint process does not replace human rights due diligence as set forth in the UN Guiding Principles. 
	R ather it is a complementary process which enables companies to identify positive opportunities to support rights-based development.
5	 For example, in the Unilever Poverty Footprint Project (2004-05), Unilever and Oxfam created a process to raise concerns along a hierarchy. If staff managing 
	 the day-to-day work could not resolve an issue, they would engage their superiors. If their superiors could not resolve the issue, the respective CEOs (or 
	 equivalent position) would engage in direct negotiations.
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•	I dentifying an agreed-upon research partner 

	 that uses local researchers, where available, 

	 with experience and knowledge of the geographic 

	 locations, the communities involved, and the 

	 subject matter

•	I dentifying a report writer (see below)

•	 Agreeing on how the resulting report will be 

	 drafted, what will be included, and the process 

	 for the partners and wider project governance 

	 to sign-off on the final version (see below)

•	 Agreeing on how recommendations will be 

	 communicated and how the company will commit 

	 to follow-up (see below).

The Terms of Reference and the Public Report

All Poverty Footprints lead to the publication of a 

report that is jointly authored by the partners, or 

drafted by an agreed third party and approved by 

both partners. Partners are strongly encouraged at 

the outset to identify a neutral third-party writer 

to draft the report. This helps ensure the report is 

written from a balanced perspective and avoids a 

long and protracted drafting process. 

Anticipating and managing potential areas of 

concern related to what might be published from the 

outset will help the reporting process go smoothly. 

It may be helpful to set out in writing through the 

ToR how the report writer will: 

•	H andle language that the partners will find 

	 sensitive communicating in a public forum 

•	C ome to resolution on language when one of the 

	 following occurs:

	 •	T he CSO wishes to publicly hold the company 

		  accountable for performance that the 

		  company believes is outside the scope of 

		  its control and influence

	 •	T he company wishes to hold others (such 

		  as government or suppliers) accountable 

		  for conditions that the CSO partner and/or 

		  other stakeholders believe are within 

		  the purview of the company’s control 

		  and influence

•	 Agree to disclose recommendations made by the 

	CSO  that the company may find problematic to 

	 share publicly 

In this regard, it is recommended that the partners 

include in the ToR agreements to:

•	M ake public the agreed facts as long as they do 

	 not violate agreed terms of confidentiality

•	S hare findings from stakeholder perception 

	 surveys that use credible and valid data sources  

•	U se a definition of the company’s scope of 

	 responsibility that is based on the  Guiding 

	 Principles for Business and Human Rights 

	 (UN Guiding Principles)

•	 Avoid phrasing and attribution that may be 

	 interpreted as an endorsement of the company 

	 or even greenwashing.

It is highly recommended that both partners engage 

staff responsible for managing organizational, legal, 

and reputational risk in the ToR discussion at the 

outset of the process. Typically these individuals 

become involved once there is a draft public report 

to review. These individuals can be more likely to 

take a defensive posture and challenge the tone 

and content of the public report. If these parties 

are engaged early on including in the writing of the 

ToR, they will better understand the purpose of the 

Poverty Footprint and its report. They can be asked 

to advise on setting appropriate boundaries and to 

anticipate potential conflicts, e.g., how messaging is 

managed, whether there is a joint or separate press 

releases, etc.
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The project governance team manages the Poverty 

Footprint process, makes day-to-day decisions, 

integrates stakeholder opinions and feedback, 

addresses disputes, and approves outputs such 

as reports. 

It is advisable for the partnership’s governance to 

take the form of a joint project management team, 

and to involve staff from the CSO and company with 

sufficient authority, experience, and knowledge. 

Ideally staff composing the joint management team 

should possess experience in multi-stakeholder 

collaboration as well. The team should work as 

an integrated unit, meeting regularly, developing 

collective work plans, sharing information, and 

making collective decisions. An initial role for this 

team is to create processes that will allow for 

ongoing feedback from stakeholders. Efforts should 

be made to ensure that key members of the joint 

management team remain involved until the project’s 

completion to ensure consistency and continuity 

from start to finish. 

In addition, partners are encouraged to think 

creatively regarding other governance elements that 

will ensure the project’s legitimacy and prospects for 

success. One recommended governance structure 

is a project oversight team or senior sponsor in each 

organization to provide guidance, oversight, 

and high-level leadership. These structures 

could involve:

•	 Senior executives from each partner organization. 

	 For example, executives can serve as the final 

	 arbiter of disputes and grievances between 

	 the partners

•	 Subject matter experts with technical knowledge 

	 to provide guidance and knowledge. 

	 For example, this could include staff with 

	 knowledge of the company’s purchasing and 

	 supply chain policies, strategies, and operations. 

	 It could include individuals from the CSO who have 

	 examined the economic impacts of value chains. 

•	 Key staff with knowledge and experience 

	 working on relevant issues and partnerships. 

	 These might for example include staff used 

	 to working in multi-stakeholder partnerships. 

	 This could include members of the corporate 

	 responsibility/sustainability team for the 

	 company and staff from the corporate 

	 partnerships team from the CSO.

The CSO should perform a vital role to ensure that 

local stakeholders, including those affected and living 

in poverty, are represented and have a voice in the 

Poverty Footprint process. The CSO does not by itself 

represent or constitute a proxy for local stakeholders.

“There are wide-ranging opportunities for companies 
to positively affect the lives of people living in 

poverty, but in our experience companies don’t have 
a good understanding of this impact: if it’s positive, 

what could they do to make it more positive; and 
where it’s negative, how could they mitigate this.”

Winnie Byanyima
Executive Director of Oxfam International
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Partners can choose one of three levels of study 

that reflect different kinds of poverty concerns, 

resources, and capacity. the Poverty Footprint offers 

three levels in order to:

•	T ake into account differences among industries, 

	 from those that tend to have a complex array of 

	 positive and negative impacts to those that have 

	 a narrower scope of impacts

•	E nable large, medium, and small enterprises to 

	 engage at a level that fits their scope of impacts

•	E nable companies to experience the process 

	 and choose how to progress to deeper levels of 

	 assessment, learning, and partnership.

No matter which level partners choose, they should 

in all cases include a base level exploration of the 

company’s impact on three core topics 1) earnings, 

wages and benefits; 2) labor rights and working 

conditions; and 3) value share (see section IV).

They should in all cases aim to make a positive 

contribution toward the elimination of poverty.

The levels are described below, and summarized 

in Table 2:

Level I 
Introduces the partners to the Poverty Footprint process. 

It can establish a baseline across a narrow or broad 
scope. The report reviews these baseline findings. It 
conducts an assessment across two priority issues 

Level II 
Concentrates on exploring performance and impact 

in-depth across two to four priority issues. The public 
report should provide a detailed review of the results 

of the process 

Level III 
Defines a scope that assesses impact across a key part 
(or more) of the company’s value chain. The assessment 

should cover all agreed priority issues. The report will 
provide a full review of findings and recommendations 

(See Section IV of the “Implementation Guidance” 

for a discussion on determining priority issues.)
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Level I Level II Level III

Priority 
Issue 
Coverage

(see Section 
IV for a 
discussion 
on setting 
priorities)

•	 Assess one priority issue 
	 in which the company has 
	 potential negative impacts
•	 Assess one priority issue 
	 in which the company has 
	 potential positive impacts

•	 Assess in-depth 1-2 
	 priority issues in which 
	 the company has potential 
	 negative impacts
•	 Assess in-depth 1-2 
	 priority issues in which 
	 the company has potential 
	 positive impacts

•	 Assess in-depth all
	 priority issues

Poverty 
Framework 
Coverage 
and 
Research 
Approach

•	C onduct an overview 
	 assessment of the context 
	 and potential impact across 
	 the 5 by 5 Framework
•	H igh-level combination of 
	 primary and desk research 
	 across what the partners 
	 agree are the most 
	 relevant elements of the 
	 5 by 5 Framework
•	 Assess the core topics 
	 (see Section IV)

•	 Assess the core topics 
	 (see Section IV)
•	C onduct in-depth analysis 
	 using primary and 
	 secondary research 
	 and reference the 5 by 5 
	 Framework extensively

•	 Assess the core topics 
	 (see Section IV)
•	C onduct in-depth analysis 
	 using primary and 
	 secondary research 
	 and reference the 5 by 5 
	 Framework extensively

Public 
Reporting

•	S ummarize key findings, 
	 lessons learned, and 
	 next steps

•	S hare findings, 
	 lessons learned, and 
	 commitments from the 
	 in-depth assessment 
•	S ummarize the 
	 remaining findings

•	 Provide a full accounting 
	 of findings, lessons 
	 learned, and commitments

Actions

•	D evelop high-level 
	 recommendations/ 
	 commitments
•	S uggest the focus of 
	 analysis for subsequent 
	L evel II or III Poverty Footprints

•	D evelop recommendations 
	 and commitments related 
	 to the in-depth review
•	S uggest the focus of 
	 analysis for subsequent 
	L evel III Poverty Footprints

•	D evelop recommendations
•	M ake commitments
•	S et a timeline to update 
	 the Poverty Footprint

Follow up

•	 Assess progress after an 
	 agreed period and post 
	 an update on the 
	 company’s website

•	 Assess progress after an 
	 agreed period and publish 
	 a progress report

•	 Assess progress after an 
	 agreed period and publish 
	 a progress report

Table 2

Poverty Footprint Levels
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The partnership’s governance team can deliberate 

regarding which level is appropriate and what issues, 

topics, and/or value chain elements the Poverty 

Footprint should focus on. It is crucial to include in 

this deliberation the opinion of stakeholders who 

represent individuals living in poverty in proximity to 

the company’s operations and value chain. Together 

this will define priority issues where there is a 

likelihood of impact. 

When selecting the issues to cover, the study 

should look at the most important issues impacting 

the people concerned. Whatever the level, key 

controversies or allegations of abuses made by civil 

society, e.g., on human rights,  should be covered 

and there should be a bona fide attempt to address 

poverty impacts affecting people impacted by the 

business, whether workers, farmers, or communities. 

The Poverty Footprint is best used to assess 

impacts. It is not meant to confirm, promote, or 

reinforce a message regarding the positive impacts 

of certain company programmes, such as community 

investments or philanthropy. While the process 

can certainly incorporate such programmes in 

the analysis, they should not be the focus of the 

exercise. Instead, the exercise should focus on the 

full scope of impacts, which is typically complex and 

extends throughout the value chain.

The scope of a Poverty Footprint should relate to the 

level the partners select. Only Level III qualifies as 

an official and complete Poverty Footprint exercise. 

The public report and public communication for a 

Level III exercise can state “this is a full, Level III 

Poverty Footprint.” Companies that conduct a Level 

I or Level II Poverty Footprint are encouraged to 

complete a Level III assessment in time. The target 

level that a company and CSO are pursuing should be 

specified in their partner MoU. A company can start 

at any level, and a company starting at Level I can 

go directly to Level III.  A description of the process 

and requirements for each Poverty Footprint level is 

provided below: 

“Understanding the economic, social and environmental 
impacts of a company’s activities is critical to forming 

innovative strategies that meet the demands of today’s 
rapidly changing world with brands and services that 
improve people’s lives in a sustainable and equitable 
way. The challenge for companies lies in measuring 
the impacts of these strategies not just in terms of 

financial performance, but in how they benefit society.”

Paul Polman
Chief Executive Officer, Unilever
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For Level I assessment, the partners start by conducting research that will help them to narrow their focus on 

two priority issues. This involves primarily desk research and stakeholder consultation that outlines:

•	T he political, social, and economic context relevant to the sector

•	T he company’s – and its value chain’s – impacts related to a set of core topics listed below in section IV. 

	T he starting point for this process is identifying baseline conditions related to the core topics 

•	T he major concerns, challenges, needs, risks, and opportunities related to the company’s operations 

	 and value chain in relation to poverty

•	T he ways in which the positive impact of the company’s business model could be enhanced and the 

	 harmful impacts minimized

•	H igh-level recommendations for action and further research

Partners may choose to focus their analysis on:

•	 A narrow geographic scope, such as a site or set of communities

•	 A specific demographic of affected peoples 

	 (e.g., women, a particular set of suppliers, a specific type of worker)

•	 A particular part of the value chain 

	 (e.g., commodity suppliers, processors, logistical support, or others to be determined by the partners) 

	 and/or

•	 A specific product or service. 

Partners can choose to focus their analysis on the three core topics described in Section IV below. 

However, other urgent questions and concerns raised by any of the partners and wider stakeholders should 

be considered as well.

LEVEL I
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A Level I Footprint produces: 

•	 A review of a set of two priority issues (see Section IV of the “Implementation Guidance” 
	 on defining priority issues). The desk-based research process should allow partners 
	 to make a judgment of two issues where the company and its value chain likely 
	 have notable impact. The partners can choose one issue where they view the 
	 company may have negative impact, and one issue where they view the company 
	 may have positive impact. The subsequent assessment process will verify if the 
	 issues have the kind of impacts the partners expected. The analysis will provide 
	 the partners with an understanding of the scope of impacts, the potential factors 
	 causing impact, and the steps the company should take to either mitigate or 
	 enhance its impacts. The partners should assess impacts related to core topics 
	 (listed in Section IV below), as well as an agreed overview of other relevant elements 
	 (and associated indicators) of the 5 by 5 Framework 

•	 A full review of the findings, analysis and recommendations for the partners 
	 and stakeholders involved in governance

•	 A summary public report of findings that:
	 •	S tates that a Level I assessment of poverty impacts and contributions have 
	 been reviewed according to the guidance of the Poverty Footprint methodology
	 •	E xplains why a Level I review was chosen
	 •	 Addresses the chosen scope and focus 
	 •	S ummarizes findings, lessons learned, and agreed upon next steps
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A Level II assessment includes all of the requirements for Level I plus an in-depth assessment of at least two to 

four priority issues (see Section IV of the “Implementation Guidance”). As with Level I, half of the issues assessed 

should focus on potential negative impacts. The other half should address topics where the company has the 

potential for positive impacts. As with Level I, partners may choose to focus their analysis on:

•	 A narrow geographic scope, such as a site or set of communities;

•	 A specific demographic of affected peoples 

	 (e.g., women, a particular set of suppliers, a specific type of worker);

•	 A particular part of the value chain 

	 (e.g., commodity suppliers, processors, logistical support, or others to be determined by the partners); 

	 and/or

•	 A specific product or service. 

LEVEL II

A Level II Footprint produces: 

•	R esearch necessary for a Level I Poverty Footprint, including reviewing the set of 
	 core topics (see Section IV of the “Implementation Guidance”), plus a deeper use 
	 of the 5 by 5 Framework and their assaociated indicators

•	 A full review of the findings, analysis and recommendations for the partners 
	 and stakeholders involved in governance

•	 A summary public report of findings that:
	 •	S tates that a Level II assessment of poverty impacts and contributions has been undertaken 

		  according the guidance of the Poverty Footprint methodology

	 •	E xplains why a Level II review was chosen

	 •	 Addresses the rationale for the focus area chosen for in-depth examination

	 •	 Provides a summary of the in-depth findings, commitments, and agreed next steps.

Partners can choose to focus their analysis on the three core topics described in Section IV below. 

However, other urgent questions and concerns raised by any of the partners and wider stakeholders should 

be considered as well.
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A Level III review assesses impacts across all of the priority issues the partners define (see Section IV of the 

“Implementation Guidance”). The partners should use primary research to address the topics and associated 

indicators covered in the 5 by 5 Framework (see Section IV of the “Implementation Guidance”). The scope of 

the assessment can focus on a particular part of the value chain, a specific geographic region, a particular 

operation or product, or can include a wide scope of operations and locations. The breadth of the scope should 

be determined in dialogue among the partners. Partners should choose a scope that will produce a clear picture 

of the mix of impacts of the company’s operations and identify the most salient impacts for in-depth analysis. 

For topics and areas of the value chain agreed to be lower priorities, at a minimum the Level III assessment 

addresses the core topics described in Section IV below. 

A Level III Poverty Footprint commits to a detailed public report of findings, commitments, and recommendations.

LEVEL III

A Level III Footprint: 

•	D efines the scope of review

•	I dentifies the salient issues and topics that the assessment will address 
	 including (but not limited to) key scope considerations regarding:
	 •	E lements of the value chain reviewed

	 •	D emographic categories

	 •	 Activities, initiatives, policies, business models, processes, and decisions  

	 •	G eographic boundaries

	 •	 Any issues related to the poverty core topics listed in Section IV below

•	 Assesses - for priority issues agreed upon by the partners - the impacts across 
	 the full scope of indicators provided in Poverty Footprint Indicator Guide.

•	 Produces a public report, jointly published by the partners, that shares findings, 
	 commitments,  recommendations and follow-up actions
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5 by 5 Poverty Footprint Framework 

The Poverty Footprint is based on a framework that maps out five poverty dimensions and five areas of corporate 

practice, referred to as the “5 by 5 Framework”. This Framework helps the partners examine poverty in a multi-

dimensional way, and also consider the myriad ways companies can have an impact on poverty outcomes.

Livelihoods

Empowerment

This refers to the ability of individuals in poverty to meet essential needs for themselves and their family, 

e.g., adequate food, housing, clothing, and healthcare, in the context of supporting and protecting 

their rights. Beyond earnings, it refers to the opportunity for individuals to pursue options for personal 

development, upward mobility, career development, and security. This category includes indicators related 

to: earnings, wages and benefits; security of income; labour rights and working conditions; access to 

training, credit and extension services; upward mobility; and the economic development of the community.

This refers to the ability of individuals, workers, suppliers, and employees to protect their rights 

and voice across a variety of dimensions; to negotiate and enforce contracts; to receive protection 

under the law; to negotiate and receive fair compensation for work; and to express concerns without 

fear of reprisal. This category includes indicators related to: freedom of association and collective 

bargaining; fair and equitable access to grievance mechanisms; awareness of human rights and 

contractual conditions; and communities’ voice and power relations with the company.

The five Poverty dimensions are

2

1



41

Health and well-being

Security and stability

Diversity and gender equality

This refers to the objective that the presence and engagement of the company and its value chain will 

support – and will not harm – the continuous improvement of health, safety, security, and general well-

being of individuals and communities. This category includes indicators related to: communities’ right to 

a clean and healthy environment; health status of men, women, micro-entrepreneurs (and smallholders) 

and workers along value chain; communities’ right to basic services; and child development.

This refers to enhancing conditions that improve resilience and lowers risks from: violence, political 

instability, unrest, crime, and natural or human-made disasters. It includes access to resources 

(such as drinkable water and land for two examples) vital to stability, security, and resilience. This 

category includes indicators related to: access and control over natural resources, including land, 

water and food commodities; risk management and resilience; exposure to violence and conflict; and 

impact of displacement on community and/or migrant workforce (where relevant only).

This refers to equal access to jobs, training, advancement, benefits, and other rights for women 

and minorities, as well as opportunities to maintain cultural identity. Gender and diversity is a 

cross-cutting theme and permeates all of the poverty indicators.

3

4

5
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Value chain

Macro-economy

How a company’s value chain and its procurement, manufacturing, and distribution policies and/or 

practices influence the ability of poor people to access good-quality employment, earn a living wage 

or sustain a business, participate in the market, and other dimensions of the five poverty areas. 

Value chain refers to the end-to-end sourcing, design, production, distribution, sales, and delivery 

of a company’s good and services. It encompasses the company’s operations, including processes, 

procedures, policies, and ways of working.

How a company’s economic contributions, including distribution of profits, shareholder 

dividends, taxes and employment affect the standard of living of poor people or the 

balance of payments in countries of operation.

The five Corporate Practice Areas include:

1

2
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Institutions and policy

Social implications of environmental practices

Product development and marketing

How the company’s actions regarding institutions and policy affect the well-being 

of people living in developing countries. It considers the effects of lobbying, direct 

investment, procurement and distribution practices in relation to the development of 

institutions (such as producer organizations, unions, social networks, women’s groups) 

and policies that focus on trade, finance, education, rule of law, and health.

How a company’s environmental practices affect the livelihoods and health of 

people living in poverty, their ability to access natural resources, and their risk 

of being affected by a natural disaster. The resilience of the value chain to 

environmental shocks is considered.

How a company’s products, services and/or marketing strategy influence the 

cultural practices of indigenous and local communities (including gender impacts), 

affect their health and well-being, shape their ability to obtain essential goods 

and services, and affect their human rights.

3

4

5
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Core Topic Areas

Every Poverty Footprint – regardless of its level – 

should build upon three core topics: 1) earnings, 

wages and benefits, 2) labour rights and working 

conditions, and 3) value share (defined below).  

These issues relate to foundational aspects of 

poverty; they address the ability to gain economic 

empowerment and decent work. As such, these 

issues are applicable to any company that 

undertakes a Poverty Footprint and are areas over 

which the company has direct influence. All Poverty 

Footprints should start by addressing these three 

core topics, and their related indicators to support 

the assessment of performance. The companion 

Indicator Guide provides a list of suggested Poverty 

Footprint indicators that align with the 5 by 5 

Framework.

1.	E arnings, Wages, and Benefits

	 Partners (with the support of their researcher) 

	 should review wage and earning data of 

	 key populations included in the scope of the 

	 assessment. This includes comparing wage 

	 and earning data against benchmarks of 

	 minimum wage and living wage.6  This analysis 

	 will determine whether key populations possess 

	 income that will provide them the purchasing 

	 power to obtain vital services and resources. 

	E xamples of indicators related to earnings, 

	 wages, and benefits include, but are not limited 

	 to, the following (See the Indicator Guide for 

	 further suggestions):

	 •	T ypical wage of workers (comparing men 

		  and women or “m/w”) disaggregated by type 

		  of contract (permanent, contractual or piece-

		  rate – report difference between low and high 

		  season for temporary workers)

	 •	C ompare with living wage7 (m/w)

	 •	G eneral trend of earnings in recent years 

		  in comparison to the cost of living (is it 

		  improving, stable, or falling?)

2.	L abour Rights and Working Conditions

	 An analysis of labour rights and working 

	 conditions will determine whether key  

	 populations are able to protect their basic rights, 

	 and maintain their health and well-being at their 

	 place of work. Examples of indicators related 

	 to this issue include, but are not limited to, 

	 the following (See the Indicator Guide for further 

	 suggestions):

	 •	D oes the company and its value chain have 

		  a policy or code of conduct that addresses 

		  labour rights and standards? 

	 •	 Approximate proportion of permanently 

		  employed workers (m/w) covered by collective 

		  bargaining agreements along the value chain 

	 •	N umber and nature of reported violations 

		  of labour rights in last three years 

3.	V alue Share

	T his topic examines how the revenues, and/ 

	 or profit margin, from sold goods and services  

	 are distributed across workers in the value chain.  

	T his includes, but is not limited to, the profit  

	 margins that the company earns, the comparative 

	 salary that executives are paid compared to the 

	 non-salaried staff and workers along the supply 

	 chain, and, where relevant, how revenues are 

	 allocated across those working along the value 

	 chain. Nearly every industry will have instances 

	 where there are wide discrepancies in the 

	 relative allocation of value. Examples of 

	 indicators related to this issue include, but are 

	 not limited to, the following (See the Indicator 

	G uide for further suggestions):

6	 Wage ladders are increasingly available and provide a useful tool for this purpose. Sources include ISEAL Alliance, Fairwear Foundation, Ethical Trading 
	I nitiative, and Fair Labor Association.
7	  A living wage is a decent full-time wage (before overtime) which would be ‘enough for a family to meet its basic needs and allow a small amount for 
	 cultural customs, discretionary spending, as well as for savings and investments to cope with shocks to employment.’ Useful references to assess living 
	 wage can be found at http://www.isealalliance.org/sites/default/files/Descripton%20of%20Living%20Wage%20Methodology%2020131124.pdf and 
	 http://www.fairtrade.net/single-view+M5fc5b408f70.html.
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	 •	 What is the distribution of margins along 

		  the value chain? 

	 •	C omparison of prices paid to micro- 

		  and small-scale entrepreneurs (MSMEs) and/

		  or smallholders (m/w)8 for their product/

		  services with that of the market (i.e., is the 

		  price paid higher, comparable, or lower?)

	 •	G eneral trend of earnings/profits from 

		  participation in the value chain in recent 

		  years in comparison to company margin 

		  generated from in-country operations.9 

8	 (m/w) refers to men and women, which means the framework requires collection of sex-disaggregated data.
9	S ee also Oxfam’s Behind the Brand (2015) spreadsheet of indicator data, specifically on ‘farmers’, for more examples of indicators related to ‘value share’ 
	 for the agricultural sector.  Available at: http://www.behindthebrands.org/en-us/about.

The three core topics highlighted above represent 

where the assessment process should begin, but 

they do not mark where it should end. Partners 

should also discuss what additional issues and 

related indicators contribute to poverty given the 

company’s specific context and its value chain.  

Figure 3 provides an illustrative example of how 

a company can apply the 5 by 5 Framework.  The 

bolded text indicates where each of the three core 

topics, 1) earning, wage, and benefits, 2) labour 

rights and working conditions, and 3) value share, 

are addressed in the framework.
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Figure 3

Example of a food and beverage company applying the 5 by 5 Famework

The bolded text indicates core topics: (1) Earning, wage, and benefits.  (2) Labour rights and working conditions.  (3) Value share.
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Prioritize the Issues 
Addressed by the 
Poverty Footprint

The Poverty Footprint helps the partners understand 

in what ways a company and its value chain rely on 

those living in poverty, how the choices made by 

those entities either support or degrade the well-

being of those living in poverty, and how to tie these 

efforts to strategies to innovate, strengthen value 

chains, increase productivity, and generate revenue. 

In addition to the core topics above, the partners 

should identify additional issues that are particularly 

relevant for the company’s unique business 

model and operating context. There are a range 

of processes designed to help companies and 

stakeholders identify issues that have a bearing on 

poverty. Using the 5 by 5 Framework as a reference, 

the partners – in consultation with affected 

stakeholders and people living in poverty– can use 

a prioritization matrix (Figure 4), to help agree on 

issues to assess. 

Figure 5
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Priorities for the Company 

The horizontal-axis guides the company’s efforts to 

distinguish what it perceives as high and low priority 

issues. Priorities should reflect opportunities and 

risks and positive and negative impacts. Impacts 

that fall under a company’s responsibility to respect 

human rights according to the UN Guiding Principles 

should be priority issues for a company (explained 

below in Box 1). 

In addition, companies should ask the following 

questions to identify priorities that affect core 

business operations and strategies:

•	H ow much do issues related to individuals living 

	 in poverty, based on the 5 by 5 Framework, 

	 create opportunities or risks for the business? 

	 What is the effect on:

	 •	 Productivity throughout the value chain 

		  (from sourcing to manufacturing to managing 

		  human resources, etc.)?

	 •	O pportunity to grow and expand markets?

	 •	L ong-term risks or competitive benefits 

		  for the business?

•	H ow do performance and trends related to the 

	 5 	 by 5 Framework dimensions affect business 

	 results, costs, revenue, reputation, and license 

	 to operate? 

Priorities for People Living in Poverty 

The vertical axis guides the partners to consult 

with and understand the views of stakeholders – 

focusing on people in relevant geographies living 

in poverty. The axis assesses both the kind and 

intensity of impacts these key stakeholders perceive 

the company to have on poverty. Both the CSO 

and the company should make efforts to consult 

with those living in poverty, and other related 

stakeholders, in the prioritization process. Section V 

of the “Implementation Guidance” provides examples 

of the kinds of stakeholders partners should consult. 

These stakeholders will be particularly focused on 

the perceived impacts – both negative and positive 

– the company has on issues the 5 by 5 Framework 

addresses. The partners should ask, What impact 

does the company have – either positive or negative 

– from the view of individuals living in poverty and 

related key stakeholders? In particular, where do the 

company’s activities most significantly: 

•	I mpact (positively or negatively) the issues the 

	 5 by 5 Framework covers?

•	 Affect how those living in poverty and related 

	 stakeholders perceive the company as a 

	 corporate citizen?

•	C reate beneficial outcomes and opportunities 

	 for people living in poverty?

Some common resources partners could use to 

identify priorities include:

•	M edia and stakeholder reports on key 

	 controversies or allegations of abuses from 

	 civil society (e.g., on human rights) 

•	 Feedback from workers and communities 

	 of significant company impacts 

•	R elevant human rights tools and indicators

•	O thers to be determined by the partners
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The UN Guiding Principles on Business and Human Rights10 provide a framework for companies 
and stakeholders to assess and address adverse human rights impacts, actual or potential, of a 
company. While the overall Poverty Footprint methodology described in this document, based on 
stakeholder engagement and dialogue, will inevitably identify some of the most salient human 
rights risks of a company, it is not a substitute for a full due diligence process required by the UN 
Guiding Principles. The Poverty Footprint’s objective is to uncover some of the most salient risks 
and make recommendations to address them, but also to go beyond risks and to identify the most 
high-impact opportunities to improve the lives of people living in poverty.

Human rights and poverty are often inextricably linked. The UN Guiding Principles can help partners 
understand a company’s most salient impacts on the human rights of those living in poverty.

What are the UN Guiding Principles?

The UN Guiding Principles methodology:
•	E nables identification of the full range of actual or potential human rights impacts arising 
	 from the company’s activities or through its business relationships 
	 •	I nvolving all relevant functions and units across the business
	 •	I nformed by the perspectives of those who may be negatively impacted
•	I dentifies for priority attention those actual or potential impacts that would be most severe, 
	 as defined in the Guiding Principles, namely:
	 •	H ow grave the impact is/would be
	 •	H ow widespread the impact is/would be
	 •	H ow hard it would be to put right the resulting harm
•	 Where necessary, further prioritizes impacts based on their relative likelihood, retaining 
	 due attention to high-severity, low-likelihood impacts
•	E xpects companies to engage with internal and external stakeholders to explain its conclusions 
	 and check whether any considerations have been missed

The UN Guiding Principles state that the company’s responsibility to respect human rights means 
that businesses are expected to (a) address adverse impacts that they cause or contribute to 
and (b) seek to mitigate or prevent those that are “directly linked to their operations, products 
or services by their business relationships, even if they have not contributed to those impacts.”  
Companies should also establish or participate in remediation processes for adverse human rights 
impacts with which they are involved.

10	See the Guiding Principles here: http://www.ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf
	S ee also the Guiding Principles Reporting Framework here: http://www.ungpreporting.org/

box 1

The Poverty Footprint’s Relationship to the UN Guiding Principles
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Example 1

Chocolate Manufacturer 

In this example, the prioritization process reveals that the company increasingly relies on: 

•	C ocoa supplies sourced from: 

	 •	H ighly unstable regions subject to violent conflict

	 •	E cosystems becoming rapidly vulnerable to the effects of a changing climate

•	 Farms paying less than living wage and using child labour

•	O utdated, farming practices that exhibit low productivity and threaten smallholder health 

•	S torage, transport, and packaging processes utilizing materials and chemicals that do not 

	 easily integrate back into ecosystems contributing to degradation of the local environment.

  

The outcome would lead the company to see that managing its cocoa value chain successfully will 

require the assessment of a range of issues related to most, if not all, of the 5 by 5 Framework.

Example 2

Global Transport, Shipping, 
and Logistics company 

In this example, the core business model of the company relies on an economy that is growing 

based on reduced barriers to trade and increasing participation in the economy for all. As a 

result, the company has focused on a strategy to improve conditions for people, businesses, 

and industries to participate in global trade. This strategy includes addressing obstacles that 

hamper trade, including uneven access for poor workers and micro and small business, lack of 

infrastructure, corruption, burdensome documentation processes, supply chain inefficiencies, 

lack of capacity among smaller suppliers, and lack of logistics know-how. Related to this strategy, 

the company would prioritize an assessment of its potential to impact livelihoods, value chains, 

institutions, and policy. 

box 2

Examples from Three Industries on Setting Poverty Footprint Priorities
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Example 3

Information, Communications, 
and Technology (ICT) company 

In this example, the company manufactures devices and provides services that utilize 

telecommunication networks to connect not only individuals and organizations, but increasingly 

roads, energy grids, buildings, and even appliances. When stakeholders raise the company’s 

impact on poverty, three issues emerge:

•	T he enabling potential of ICT to alleviate poverty. Studies increasingly show that access to 

	ICT  supports empowerment of the poor in a way that translates to improved livelihoods 

•	I n the right conditions with the right product development and marketing, those living in 

	 poverty represent a profitable and high-volume growth market for the company. However, 

	 in too many markets government institutions and policy limit access through lack of investment, 

	 luxury tax policies, and restrictions on open communications

•	D evices rely on “conflict minerals” that are mined in conditions that degrade human rights 

	 and support violent political regimes. The company should assess how its sourcing affects 

	 stability and security and health and well-being.

Linking Priorities to the Scope of the Study

Poverty Footprints at any level can focus on a wide or narrow scope. Key considerations when defining the 

scope of the assessment include:

Geographic focus

What region will the Footprint assess? Partners can select a narrow 
geographic focus (e.g., a site of operations and its immediate vicinity), 

a country, or a wider coverage of countries or region of the globe.
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Demographic focus

	 What types of individuals, communities, workers, and enterprises require 
attention?  For example, agricultural industries may wish to focus on smallholders, 

manufacturing companies on micro-enterprises and workers in factories linked 
to the supply chain, and extractive companies on individuals living in proximity to 
operations. Gender and other diversity considerations should factor into decisions 

regarding demographic focus. It is generally advisable to ensure selection of 
topics and value chain elements where women workers and/or migrant labour are 

prevalent. This will ensure that different dimensions of poverty are addressed.  

Initiative focus

What, if any, company initiatives will the Poverty Footprint assess? For example, 
does the company have an initiative to sell products and services to individuals 
living in poverty? Has the company launched a major purchasing strategy that 

it believes will contribute substantially to improved local development? 

Accountability

What aspects, and which poverty issues identified for the study, fall under the 
responsibility of the company according to international standards, such as 

the UN Guiding Principles on Business and Human Rights?

•	T he Coca-Cola Company, SABMiller, and Oxfam (2011) focused on the sugar value chain in 
	E l Salvador and Zambia.
•	I PL and Oxfam (2013) focused on the impacts of sourcing green beans and cut flowers in Kenya
•	U nilever and Oxfam (2005) assessed the effects of the company’s operations and value chain 
	 in Indonesia with a case study on Kecap Bango soy sauce

Box 3 shares the scope defined by some previous Poverty Footprint studies.

box 3

Examples of Poverty Footprint Focus and Scope



1 2 3 4 5 6

conduct
the research
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The Poverty Footprint is a highly collaborative research 

process emphasizing stakeholder engagement. It is 

distinct from audits, compliance, rating, and disclosure 

processes, which companies and NGOs may use for 

their corporate responsibility practices. The indicators 

assessed are not aggregated, scored, or weighted and 

therefore do not lead to an overall score or grade.

The Poverty Footprint research process emphasizes 

learning and discovery that can support 

improvement and strategy design. Its indicators are 

meant to provoke, stimulate, and challenge partners 

to reflect on ways the company – and its value chain 

– impacts those living in poverty in myriad ways. 

In many instances these impacts will have complex 

outcomes. The results of the initial three pilot 

Poverty Footprint studies show a mix of nuanced 

results. In some ways the presence and activities 

of the companies and their value chains are a 

powerful force for development that helps improve 

the conditions of those living in poverty. In other 

ways, their policies, practices, processes, products 

and purchasing exacerbate conditions that cause 

poverty. Given these findings, a process that 

utilizes rigid metrics applied through a narrowly 

defined set of methods or criteria will oversimplify 

results and miss vital impacts. 

Defining the Research Methodology

Conducting the research includes the following steps:

Identify the principal researcher

Understand the context of the company’s impacts

Determine the data collection sources and methods

Identify the population sample

Specify the core indicators to address

Design a research model and tools

Create an analysis and review process

Follow ethical and good practices for research collection

Develop a progress report
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Identify the principal researcher

It is advisable for the partners to engage a third-

party researcher. Partners can look to consulting 

organizations, academic partners, CSOs with research 

expertise, or some combination of the above. 

Any research partner should possess experience 

conducting field work and primary research with 

individuals living in poverty. The research partnership 

should include research staff familiar with local 

language, culture, and the region. Partners should 

jointly establish the additional standards and criteria 

they want in a research partner. 

Recommended criteria include: 

•	E xtensive knowledge of poverty and 

	 development issues, including sensitivities 

	 to gender discriminations. 

•	E xpertise in a variety of research methods

•	 A reputation for quality

•	 Knowledge and commitment to employ 

	 high ethical standards in research methods 

	 (these are described below)

Partners should make a consensus decision on the 

researcher they select. The researcher will:

•	D esign the research approach to fit the goals, 

	 level, and scope parameters the partners have 

	 agreed on

•	C onduct the research within a project budget 

	 the partners have set

•	 Analyze findings and produce an analytical report 

	 (discussed further below)

•	B e available to advise and support the drafting 

	 of the public report (discussed further below)

•	M aintain data and records from the research in 

	 a secure fashion for a period of time specified 

	 by the partners

The researcher can play a central role in shaping the 

research methods used.

Understand the context of the 

company’s impacts

The partners and researcher should start the 

process by conducting background research. Using 

secondary research and published sources, the 

partners should gather information on the national 

context (legal, political, and economic development), 

poverty issues in the region, demographics, etc. The 

companion Indicator Guide provides guidance on the 

kind of secondary research that the partners should 

consider undertaking.

Determine the data collection sources 

and methods needed to collect the research

The partners, with the engagement of their 

governance system, should agree on appropriate 

methodologies. Typically data sources and methods 

will include the following:

•	S ummary, collation, and/or synthesis of 

	 existing research such as public documents, 

	 previously conducted studies by respected 

	 parties, and other pre-existing datasets 

•	 Primary research that includes data collected 

	 from, for example, interviews with research 

	 subjects or experiments

Identify the population sample 

to both assess and survey/interview

Every Poverty Footprint should interview a 

sample of management personnel, including 

middle-management functions in the company 

such as managers of subsidiaries, contractors, 

subcontractors, and other private sector actors 

along the value chain. The identified personnel 

needs to be consulted and provide information 

related to certain poverty indicators. 
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In addition, the research should consider engaging 

at least three main local stakeholder groups: 

•	M icro, Small, and Medium Enterprises (MSME), 

	 and Smallholders (where relevant).11 

	MSME s are men and women entrepreneurs – 

	 other than smallholders – who provide 

	 products or services to the company either 

	 on the supply or distribution side of the value 

	 chain. For companies with agricultural supply 

	 chains, partners may agree to survey 

	 smallholders, which could require collecting 

	 data at the household-level, enterprise-level, 

	 or with representatives of smallholder groups 

	 (e.g., farmer cooperatives). The researcher and 

	 Poverty Footprint partners should identify at 

	 what level data collection should happen, and 

	 plan research and consultation accordingly  

•	W orkers

	M ale and female, low-wage and low-income 

	 workers (e.g., factory workers, farm labourers, 

	 truck drivers, migrant labour, labour supporting 

	 micro-entrepreneurs, smallholders, etc.) who 

	 work for different employers along the value 

	 chain,. Collecting data for workers can happen by 

	 surveying workers directly or their representatives 

	 (e.g., trade unions, workers’ committees, etc.)

•	C ommunity

	M en and women who reside in the communities 

	 or surrounding communities in which the 

	 company and its value chain operates. 

	C ollecting data from the community can 

	 happen by surveying community representatives 

	 (e.g., community-based organizations, women’s

	 groups, youth groups, local authorities, local 

	 chamber of commerce, farmers’ organizations, 

	 health workers, etc.) depending on the context 

	 and topic being researched. For some indicators, 

	 Poverty Footprint partners and local researchers 

	 might want to perform research at the 

	 household-level. The research should ensure 

	 appropriate representation of gender and 

	 diversity (e.g., women, elderly, those with 

	 disabilities, children, indigenous populations, 

	 migrants, etc.).

Specify the core indicators to address

The research should blend both quantitative and 

qualitative indicators, often posed in the form of 

questions, with the intent to be evaluated across 

different parts of the value chain and different 

stakeholder groups. 

Indicators are grouped across each element of the 

5 by 5 Poverty Framework. Several of the poverty 

dimensions in the 5 by 5 Framework define sub-

topics that help reflect their scope of coverage. The 

companion Indicator Guide provides a suggested list 

of indicators.

When reviewing indicators, the bias of partners along 

with the researcher should be towards inclusion. 

Working with a research team, the partners will 

agree on indicators based on the initial stakeholder 

context, company business model, industry analysis, 

and on the level of analysis chosen.

11	S mallholders are typically relevant for those sourcing farmed commodities. Smallholder refers to men and women farmers with “limited resources endowments.”
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Think SMART

Indicators need to be Specific, Measurable, Accurate, Relevant, 
and Time bound. The formulation of human rights and gender equality 

indicators needs to address these aspects in a very clear manner.

Identify suitable indicators

Look for indicators that give a detailed, accurate, and comprehensive 
picture of progress, and that focus on the most critical aspects 

necessary for the results to be achieved.

Do not treat stakeholders as a uniform group

Disaggregate indicators on different groups (by sex, ethnic group, 
age, disabilities, health status, income, sexual orientation, 

gender identity, HIV status, political affiliation, etc.).

Use a mix of qualitative and quantitative indicators 
to measure the results of an intervention

A balanced mix is essential to generate more and diverse information,
to add credibility to the data, and to probe more profound aspects 

of the changes demonstrated.

Consult stakeholders (including women) 
when formulating indicators

They may have additional ideas and contextual knowledge to identity
 what information is most relevant.

Adapted from UNEG (UN Evaluation Group). 2011. 
“Integrating Human Rights and Gender Equality in Evaluation—Towards UNEG Guidance.” New York.

box 4

Tips for Formulating Indicators that Integrate Human Rights 
and Gender Equality Considerations
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If a Poverty Footprint does not analyze certain 

dimensions of the 5 by 5 Framework and their related 

indicators, the partners (with reference to the level 

of analysis chosen) should provide an explanation of 

why certain poverty dimensions were selected and 

others not for stakeholder review. 

It is important to validate with local stakeholders 

what they perceive to be the critical poverty 

issues to investigate. After consulting with local 

stakeholders, the partners, with their research 

team, will have a set of core indicators and related 

questions to investigate, research, and report.  

Design research plans and tools, including:

•	T esting and refining research tools

•	C ollecting data and analysis - according to the 

	 ethical and good practice principles listed below

•	D etermining the sample size – i.e., the numbers 

	 of stakeholders required to survey/interview 

	 to obtain reliable information for the indicators 

	 selected. With the input of stakeholder advisors, 

	 the partners should determine the scope and 

	 numbers of stakeholders to interview based on 

	 contextual analysis, the agreed scope of 

	 study, the Poverty Footprint goals, and the 

	 Poverty Footprint level selected. Figures 5 and 

	 6 provide examples identifying the numbers of 

	 stakeholders interviewed for the Coca-Cola/

	S ABMiller and IPL Poverty Footprints.

The graphic below highlights how the project 

partners and their researcher identified stakeholders 

to interview across core elements of the value chain.

Figure 5

Coca-Cola and SAB Miller’s Primary Research with 
Community Actors at Each Step of the Value Chain12

12	O xfam, The Coca-Cola Company and SABMiller, 2011. Exploring the Links Between International Business and Poverty Reduction: The Coca-Cola/SABMiller value 
	 chain impacts in Zambia and El Salvador. p. 25.
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Figure 6

IPL’s Poverty Footprint Research Methodology13

The graphic below summarizes the research focus and stakeholders interviewed for IPL’s Poverty Footprint. 

For comparison, IPL’s Poverty Footprint takes a somewhat different approach from that used by Coca-Cola 

and SABMiller. The research aligns core aspects of IPL’s business with their most relevant geographic impact. 

The table identifies the stakeholders interviewed across focus areas. A companion table lists the individuals 

interviewed by stakeholder category.

13	R achel Wilshaw, with contributions from Erinch Sahan, Gerry Boyle, Katie Knaggs and Neil McGregor, 2013. Exploring the Links Between International Business 
	 and Poverty Reduction: Bouquets and Beans from Kenya. Oxfam and International Procurement and Logistics, Ltd. (IPL), p. 11.
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In total, 419 individuals were interviewed during the Poverty Footprint study.

categories total

Farm workers 136

Community 54

Small-scale producers 51

Management 80

Key informants 32

categories total

Interviews to understand context 9

Industry experts 10

Government 21

Civil society 26

Total 419
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Create an analysis and review process

The partners should determine what analysis will be 

conducted. Determining this analysis could include:

•	C omparison of findings and mapping.  The 

	 partners that previously conducted Poverty 

	 Footprints found it useful to create a matrix that 

	 aligns key findings across the poverty dimensions 

	 and corporate areas within the 5 by 5 Framework. 

•	 Application of statistical techniques. This could 

	 include a range of analytics. The partners could, 

	 for example, apply regression and econometric 

	 analysis to determine the company’s impacts 

	 and to identify the key factors that affect those 

	 living in poverty the most.

•	R elevant in very rare circumstances, application 

	 of experimental design methods and processes. 

	T his would set up a comparison between the 

	 conditions of those living in poverty in a context 

	 where the company is engaged versus a context 

	 where it is not. This approach is a “gold standard” 

	 for research to assess what kinds of impacts the 

	 company is causing.

Follow ethical and good practices 

for research collection14 

If the partners are unaware of these practices, 

they should consider retaining a researcher that 

possesses this knowledge. Key considerations for 

the research include: 

•	E nsuring privacy and confidentiality of 

	 information is both respected and protected 

•	R especting rights and ensuring consent of 

	 participation, especially among communities 

	 and countries with individuals that are subject 

	 to intimidation or severely unbalanced power 

	 relationships, where the introduction of surveys 

	 and interviews can raise concern. Considerations 

	 in this area include: 

	 •	E nsuring participants provide their informed 

		  consent to participate. This includes making 

		  sure not to raise expectations of those being 

		  interviewed about outcomes resulting from 

		  the process

	 •	 Providing clear translation that removes 

		  unfamiliar jargon from questions

	 •	R einforcing the need for honest feedback and 

		  not for what the research subject may believe 

		  the researcher wishes to hear

•	E nsuring credibility and legitimacy of the 

	 research and its methodology through 

	 appropriate research design, for example, 

	 by	 establishing clear hypotheses, asking the 

	 right questions, and gathering data relevant to 

	 the questions posed.. Secondary data should 

	 come from respected sources with clear sourcing 

	 and citation. Data collection should employ 

	 controls to ensure reliability. 

•	D esigning the research to meet criteria of internal 

	 and external validity. Where relevant, the partners 

	 should test data to ensure it credibly relates 

	 to poverty and poverty impacts (internal validity) 

	 and can be generalizable beyond the specific 

	 case example (external validity). 

•	E nsuring the data maintains a balanced 

	 representation of men and women

14	 For guidance on ensuring the voices of affected stakeholders and communities are included in impact assessments, see Oxfam’s Community Voice in 
	H uman Rights Impact Assessments (2015), available at: http://policy-practice.oxfamamerica.org/static/media/files/COHBRA_formatted_07-15_Final.pdf.
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Typically, a Poverty Footprint will produce at least 

two kinds of reports – an analytical review and a 

public report.

The analytical review is shared only with the partners 

and members of the project governance team. It 

presents findings and recommendations, and includes: 

•	D ata collation and analysis

•	 A report on stakeholder well-being, needs, 

	 and attitudes

•	 An assessment of which aspects of the 5 

	 by 5 Framework are priorities for action and 

	 further investigation

•	H ighlights of key issues, concerns, and gaps 

	 that need addressing

•	 An assessment of positive contributions and 

	 good practices

•	I dentification of improvement opportunities

•	R ecommendations and suggested next steps

The partners will jointly agree and sign-off on the 

analytical review.

The analytical review serves as the basis for the 

public report. The public report:

•	H ighlights the objectives of the Poverty 

	 Footprint project

•	D iscloses the key findings

•	I dentifies recommendations and related 

	 commitments that the partners agree can be 

	 publicly shared

Migrating the findings of the analytical review 

to the public report can be a sensitive process. 

Bringing these considerations into the partnership 

development process early on (see Section II of 

the “Implementation Guidance”) can help create 

conditions for constructive negotiations.

The process of drafting and publishing the public 

report includes:

•	S electing a writer. Partners are encouraged 

	 to agree on a trusted third-party writer to draft 

	 the report

•	R eviewing and applying the relevant areas 

	 of the project ToR/MoU. Partners should reference 

	 expectations regarding the elements that 

	 constitute private and sensitive material

•	C onducting a report planning session. It is 

	 recommended that the partners, representatives 

	 from the project governance team, and the writer 

	 hold a meeting to discuss the report outline. The 

	 partners should highlight their expectations for 

	 the report, underscore where differences 

	 may exist, and identify any findings and 

	 recommendations that may be sensitive to 

	 disclose. They should use the meeting to discuss 

	 ways forward and acceptable compromises

•	T he governance team should reach out to 

	 stakeholders, who should have an opportunity 

	 to review and comment on report drafts

•	I t is required that the Poverty Footprint 

	S ecretariat housed in the UN Global Compact 

	 review the report. The Secretariat will identify 

	 whether the report’s content demonstrates:

	 •	 An adequate representation of the scope, 

		  objectives, and level of analysis 

	 •	 A credible and legitimate research process

	 •	C redible and legitimate governance that 

		  ensures shared decision-making authority 

	 between partners and appropriate engagement 

		  of stakeholders

•	T he partners will both sign off on the final report 

	 before publishing
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Appendix C shares the table of contents of the 

final reports issued by Oxfam with The Coca-Cola 

Company and SABMiller (2011), and IPL (2013). Key 

elements of the report include:

•	 An impact assessment across the 

	 5 by 5 Framework 

•	L ocal poverty-related issues and priorities

•	 Positive and negative impacts of business 

	 and value chain, including: 

	 •	O perations 

	 •	 Policies 

	 •	I nfluence on government policies and public 

		  institutions that are impacting the rights of 

		  those with little or no voice in the system

•	C urrent and future risk areas

•	O pportunities to design pro-poor strategies 

	 and initiatives

•	T ailored recommendations and commitments 

	 to address negative impacts, improve business 

	 models, strengthen company and value chain 

	 performance, improve relationships with the 

	 community, and enhance positive contributions

Form Recommendations 
and Commitments

Recommendations and commitments should relate 

to the Poverty Footprint goals and objectives, and 

identify how the company can:

•	I mprove the lives of those living in poverty and 

	 alleviate poverty in the regions where it operates 

•	M itigate the negative consequences of its 

	 practices and that of its value chain

•	E nhance its efforts to positively contribute 

	 to solutions

•	I mprove business models to better the conditions 

	 for those in poverty and identify opportunities to 

	 pursue pro-poor strategies that benefit the 

	 business as well

•	E stablish the scope of the company’s 

	 accountability (and related obligations for 

	 reporting and disclosure) for alleviating the 

	 impacts of business practices on poverty

•	I mprove learning and understanding regarding 

	 how the company and its value chain affect poverty

The partners – working through the project 

management and oversight teams – will negotiate 

which recommendations and related commitments 

should be included in the public report. The CSO, 

with the researcher, will be responsible for issuing 

recommendations, and the company will be 

responsible for issuing commitments. Separating 

recommendations and commitments allows space 

for disagreement between the company and the 

CSO. For example, difficult issues can be captured in 

CSO recommendations but not necessarily through 

company public commitments. Ideally the report 

should acknowledge and explain any differences 

and discuss steps to resolve them in the future. 

Both partners should consult with stakeholders in 

developing recommendations and commitments.

Examples of recommendations and commitments 

from previous Poverty Footprints include the following:
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1

IPL learning and commitments

Workers 

IPL will require suppliers to build strategies that achieve improved living 
standards for workers, and at the same time assist and enable in this.

2

IPL learning and commitments

Small-scale producers

IPL will include small-scale producers in the supply chain on the products 
and regions where it makes commercial sense.

3

IPL learning and commitments

Security and stability

IPL is committed to sustainable development and will:

Continue to offer a market for produce grown in developing countries to ensure long-term 

livelihoods for those who are involved in the industry. By continuing to take unnecessary costs 

out of the supply chain, the business model offers scope to generate funds to be shared more 

equitably with suppliers and workers;

Establish preferred relationships with suppliers (exporters, farms, and pack houses we deal directly 

with) who emphasize an economically sustainable approach to their own business, as well as the 

livelihoods of workers and small scale producers;

Demand visibility needed to improve working conditions from our primary suppliers into the 

conditions of employment at farm and packhouse level and dealings with small-scale producers 

where applicable; and

Use our influential position in the industry to support and drive industry-wide initiatives for 

social and environmental sustainability, working with global and local initiatives to support and 

strengthen attempts at industry improvement. 

15	T hese represent a high-level summary of more detailed commitments found in: Oxfam and International Procurement & Logistics Ltd’s (IPL) report 
	 “Exploring the links between international business and poverty reduction. Bouquets and beans from Kenya” (2013); slightly adapted

box 5

Examples of Three of IPL’s Commitments15
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1

Diversity and women’s participation

Establish business training and support for women in the Coca-Cola/
SABMiller value chain to work toward more equal employment opportunities.

Make further efforts to recruit women for nontraditional and 
senior management jobs.

2

Local environmental impacts:
water and recycling

Publish independent analyses indicating the safety of water discharged 
from the bottling plants on a regular basis.

Encourage water-intensive suppliers to implement best practice policies 
and practices on water through its sustainable agriculture programme.

3

Product and marketing

Explore the feasibility of introducing micronutrient supplementation 
programmes in these markets, working with government, health 

and civil society experts. 

16	T his Box provides a high-level summary of more detailed commitments found in: “Exploring the links between international business and poverty reduction. 
	T he Coca-Cola/SABMiller value chain impacts in Zambia and El Salvador” by Oxfam America, The Coca-Cola Company, and SABMiller (2011): slightly adapted

box 6

Examples of Three of Coca-Cola/SABMiller’s 
Recommendations for Follow-Up Action16
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Follow up on Progress

At the end of the study, the partners will:

•	 Publish findings 

•	 Plan to conduct a progress review

For the progress review, partners should meet after 

an agreed period of time to assess the steps that 

the company has taken related to the commitments 

it has made. The progress review should involve:

•	 A presentation by the company, supported 

	 by evidence, of the steps it has taken to 

	 address commitments and related outcomes

•	 For particularly sensitive and/or priority 

	 issues, the partners should engage in a 

	 process with the research partner and 

	 stakeholders to assess progress

Next Steps

The steps outlined in this implementation 

guide provide the tools for partners to embark on 

the effort to conduct a Poverty Footprint. Partners 

should not feel alone in the effort. The Poverty 

Footprint Secretariat is available to support 

and advise the process. Interested companies 

and civil society organizations should contact: 

povertyfootprinting@unglobalcompact.org

As a tool to support business action on the 
Sustainable Development Goals, the Poverty 

Footprint provides a unique opportunity 
for companies to collaborate with civil 

society and learn concretely how to make 
transformational change. 



Appendix A

The Relationship 
between the 
Sustainable 

Development Goals 
and the Poverty 
Footprint Tool
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The historic adoption of the Sustainable Development 

Goals (SDGs) put people at the centre of sustainable 

development and issue a global call to build a more 

just, more equitable and more sustainable future for all.

A key objective of the SDGs is eradication of poverty, 

and the goals present a multi-dimensional definition 

of poverty that is inter-linked across multiple goals.  

This people-centred approach to sustainable 

development is aligned with the Poverty Footprint’s 5 

by 5 Framework.  By undertaking a Poverty Footprint, 

companies and civil society partners can better 

understand business impacts on multi-dimentional 

poverty and identify opportunities to contribute to 

achieving the SDGs.

Please visit SDGcompass.org for a mapping of 

Poverty Footprint indicators to the 17 SDGs.

Goal 1 

End poverty in all its forms everywhere 

Goal 2 

End hunger, achieve food security and improved 
nutrition and promote sustainable agriculture 

Goal 3 

Ensure healthy lives and promote well-being for all at all ages

Goal 4

Ensure inclusive and equitable quality education 
and promote lifelong learning opportunities for all 

Goal 5

Achieve gender equality and empower all women and girls 

The Sustainable Development Goals
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Goal 6

Ensure availability and sustainable management 
of water and sanitation for all 

Goal 7

Ensure access to affordable, reliable, sustainable 
and modern energy for all 

Goal 8

Promote sustained, inclusive and sustainable economic growth, 
full and productive employment and decent work for all 

Goal 9

Build resilient infrastructure, promote inclusive
and sustainable industrialization and foster innovation 

Goal 10

Reduce inequality within and among countries 

Goal 11

Make cities and human settlements inclusive, 
safe, resilient and sustainable 

Goal 12

Ensure sustainable consumption and production patterns 
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Goal 13

Take urgent action to combat climate change and its impacts

Goal 14

Conserve and sustainably use the oceans, seas 
and marine resources for sustainable development 

Goal 15 

Protect, restore and promote sustainable use of terrestrial 
ecosystems, sustainably manage forests, combat desertification, 
and halt and reverse land degradation and halt biodiversity loss 

Goal 16

Promote peaceful and inclusive societies for sustainable 
development, provide access to justice for all and build effective, 

accountable and inclusive institutions at all levels 

Goal 17 

Strengthen the means of implementation and revitalize 
the global partnership for sustainable development
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www.unglobalcompact.org

www.oxfam.org


