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Introduction


This report documents the private sector partnership between the NGO CARE Cambodia and the brewery Heineken International during the period of July 2003 – May 2005.  The partnership began with the implementation of the Selling Beer Safely project to help contribute to the improved health, general well-being, and safety of beer promotion women in the workplace, through provision of health education, policy changes and better understanding of their situation in the workplace. Following this project, CARE began a new research project into the working situation of beer promoters in Cambodia.  Although this was not a formal partnership with Heineken CARE continued its working relationship with Heineken, particularly in Cambodia, and expanded to collaborate with 5 other beer distributing companies too.

The report documents how the partnership evolved, what the partnership entailed, the challenges to the partnership, and what both partners can learn from this experience, and what was achieved during this period.  It is a combination of project progress summary reports, and includes excerpts from a CARE document reviewing private sector partnerships including the Selling Beer Safely project that was carried out by CARE UK intern in Cambodia in June 2004.

Beer Promotion in Cambodia

Each night, young Cambodian women wear branded uniforms and compete to sell different beers in venues including beer gardens, restaurants, soup shops, and karaoke clubs. They work in Phnom Penh and across the country, catering for predominantly male clients. 

On sitting down in a moderately sized beer garden in Phnom Penh, a customer can expect to be surrounded by beer promotion women
 (BP) who are all trying to persuade him to choose a particular beer brand. Many of the women are working without a base salary, and are reliant solely on commission. Others receive a basic salary plus commission on sales made above targets set.

According to research with 184 beer promotion women (Quinn, I, 2003
), almost half were married and the majority lived with their families. Many were in their 30s, with the oldest participant being 38 years old. The earnings of the women surveyed were often used to support two or more dependents. Similarly, a report from ILO
 found that more than 90% of 426 women surveyed went to work so they could help meet family living expenses.

Several beer brands are promoted in this way, and both the number of brands and the number of beer promotion women are believed to be increasing. The ILO report (Catalla, R and Catalla, TAP, 2004
) recorded that 17 beer brands were being promoted in the capital city Phnom Penh as of September 2004. Four months later, on a trip to one Phnom Penh beer garden, women could be seen promoting 7 brands which were not listed in the ILO report. Presumably these brands had been introduced to the market some time between September 2004 and January 2005
.

While there do not appear to be any nationally collated figures for the number of women employed to promote beer, it is estimated that there are currently more than 4000 beer promotion women and it is generally agreed that the number is rising – both within Phnom Penh and across the country. Women are working in provincial towns and district sites including (but not limited to) Banteay Meanchey Province, and Poipet town in Banteay Meanchey Province; Battambang, Kampong Cham, Kampot, Koh Kong, Rattanakiri, Siem Reap and Sihanoukville. In some sites, as few as 2 women will be working for one company.

Stigmatisation of Beer Promotion as ‘Sex Work’

In the past, the topic of beer promotion women in Cambodia has been approached from a predominantly public health perspective. While there is important work to be done on HIV and STI prevention, there is a worrying question which does not seem to have been addressed. That is the question of how women targeted for HIV prevention efforts are stigmatised within wider society. This is certainly true for beer promotion women who are usually categorised as ‘indirect sex workers’ within public and NGO HIV prevention / reproductive health work. Both the Ministry of Health’s annual HIV Sentinel Surveillance (HSS) survey and its Behaviour Surveillance Survey (BSS) list ‘indirect commercial sex workers’ as one of their target groups, and both surveys define indirect commercial sex workers as beer promotion women and women who work in karaoke bars / clubs. It is true that high rates of HIV infection have been recorded among beer promotion and karaoke women – 15% of all women tested for the 2002 HSS were HIV+
. Additionally, some of these women admit to having received either money or gifts in exchange for sex. In the last officially published BSS (MoH, 2001
), 30.6% of beer promotion women asked said that they had received money or gifts in exchange for sex in the past year. But the majority of those asked – almost 70% - said that they had not received either money or gifts. In ILO’s Research Report on Beer Promotion Girls in Phnom Penh, Cambodia (Catalla, R and Catalla, TAP, 2004), only 4.7% of 426 women surveyed admitted to having had relationships with clients beyond their work as beer promotion women.

Furthermore, it is known practice in Cambodia (and elsewhere in the world) for women who have a richer (often older) boyfriend to receive money or gifts from this ‘ta ta’ (a Khmer phrase equivalent to ‘sugar daddy’). This does not mean that the woman takes money or gifts from men other than this boyfriend. Nor does it mean that she identifies herself as a sex worker or is stigmatised as such by her friends and family
. 

While it is undoubtedly important among professional public health workers to be able to address the increased HIV risk of the minority of beer promotion women who do sell sex, this does not mean that all beer promotion women should be portrayed to the public as indirect or direct sex workers. Other groups who are also sampled for the HSS and BSS are not so stigmatised; members of the police are just called Police, although the rationale for sampling them is that these men are likely to have multiple partners and to be sex work clients.

Being publicly referred to as indirect sex workers does nothing to dispel the common perception among male and female beer outlet customers – plus among most outlet owners – that the women are sexually available and not ‘good’ Khmer women. The women pointed to the existence of several popular Cambodian songs which portray beer promotion women as ‘immoral’, and to frequent targeting of beer promotion women as a figure of fun and abuse from popular comics.  All of this adds to a culture where the women are seen as available for verbal, physical and sexual harassment. The nature of the uniforms which the women are told to wear does not help. For all venues other than weddings (where the women actually serve ice, rather than selling beer) uniforms are above the knee, tight fitting and generally culturally unacceptable. 

Beer promotion women like other entertainment workers represent the antithesis of the stereotypical virtuous Khmer woman.  The women during the Selling Beer Safely project repeatedly stressed their intense dislike of the phrase srey langse which is used by the general public to refer to beer promotion women, because they feel it carries a great deal of stigma. Common belief has it that originally the phrase was developed by putting together the Khmer word for woman (srey) with a borrowed and localised version of a French word linked to promotion, or sales. However the women feel that srey langse has now entered into popular understanding as referring to a woman who is basically either a sex worker or sexually promiscuous, or just available. This is borne out by research (Wilkinson and Fletcher, 2002
).The phrase also has another meaning that is less known about but is used in a derogatory way. The word se as in lang-se is also the technical word for clitoris, so the women are often teased about “promoting their sex”. The term that is preferred by the BPs is neary kousnah sra beer (the Khmer word for promotion)

While the beer promotion women’s sexual health is important, in the past the widespread adoption of the view that beer promotion women are a ‘public health concern’ seems to have somewhat obscured any discussion on, and action against, the human rights abuses they face.

A Human Rights Issue 

Both the ILO report and the SBS baseline survey recorded disturbing evidence of widespread verbal, physical and sexual abuse suffered by the women either during their working hours or as they travelled home or just as they arrived home, having been followed by customers who wanted sex. Even during the preliminary research exercises for CARE’s Private Sector Partnership Project survey about workplace harassment, reports were being made of women being raped in the toilets at venues where they worked; of having their underwear taken off while serving at tables; of being groped and being forced to fondle male customers’ penises; having guns pulled on them; being told they deserve to die; and being followed home and threatened at the doors of their own homes by venue customers. 

In the SBS baseline survey carried out by CARE in mid-2003, 80% of 184 women questioned said that they had witnessed other promotion women being physically hurt, and nearly half said they themselves had been physically hurt in their workplace (Quinn, 2003
). In fact, the women involved in both projects seem to view harassment and abuse as an unavoidable occupational hazard. This is despite the existence of national laws and international conventions which clearly state that such treatment is an unacceptable abuse of human rights (Annex 1 The Legal Context). 

The Beer Brewing, Distribution and Consumption Industry in Cambodia

Brewing and Distribution

With the introduction of the United Nations Transitional Authority in Cambodia (UNTAC) in 1992, an influx of 15,000-20,000 UN personnel flowed into Cambodia. Realizing the potential of the Cambodian market, overseas beer companies, including Carlsberg, Heineken, Budweiser, Fosters, San Miguel, and Interbrew, and subsequent local beer companies, such as Cambodian Breweries (CamBrew), wanted a piece of the market share. 

These beer companies are not linked into an association as in other industries, such as the garment and timber industries. Only CamBrew belongs to the Cambodian Federation of Employers and Business Associations (CAMFEBA), which represents all business sectors. 

The majority of all of the brands sold by beer promotion women in Cambodia are imported from regional breweries, and distributed via locally managed distribution companies. There are just two breweries in Cambodia – Cambodia Breweries Ltd (CBL) and CamBrew, the national brewery. CBL has the licence to brew and distribute Tiger, ABC Stout, Anchor, Anchor Strong and Crown beers
. CamBrew produces and distributes its own-label beers of Angkor, Bayon, and Black Panther.  

All beer which is brewed outside of Cambodia then legally imported is distributed by one of seven companies
: Anco Sutl., Asia Sunrise, Attwood Import and Export Co. Ltd, Duong Chhiv Import Export and Transport Co, Hak Soon Import Export Co Ltd, Hosten Distributor and Soon Soon Import and Export Co Ltd.

Attwood Import Export Co. Ltd. is the local distributor of Heineken beer. Large beer companies also own shares in smaller beer companies to broaden their regional or local base. In Heineken’s case, it is a partner of Singapore-based Asia Pacific Breweries (APB), in which Heineken owns about 42% of the shares. Because APB owns 80% of the local Cambodia Breweries Limited, Heineken also has influence with CBL indirectly through APB.   Similarly, Stella Artois is distributed on exclusive licence in Cambodia by Duong Chhiv Import Export and Transport Co Ltd. Bass, Cass and Becks beers are distributed by Soon Soon Import and Export Co Ltd. But all four of these beers are products from Belgian-registered InBev, which claims to be the world’s biggest brewer by volume with a net turnover for 2003 of US$12.25 billion
.  

Beer is also reported to be imported illegally into Cambodia, and sold without payment of the required import tax. The issue of illegal importation of beer has been said by legal companies as a threat to their companies’ ability to either maintain or expand their existing market share. Although the amount of beer which is illegally imported into Cambodia is unknown and therefore is difficult to assess the size of the risk of illegal importation to the business of legal breweries and distributors in Cambodia, the issue of illegal imports remains which also implies more women are required to promote these new brands.

Within Cambodia itself, CBL, CamBrew and locally-based distribution companies deal with off-sales (wholesale to retail outlets) and on-sales (direct selling). While it appears that the slight majority of sales actually occur through off-sales, on-sales represent both an important source of income to companies plus an important opportunity for ensuring that particular brands remain in the forefront of drinkers’ minds. Senior management at both CBL and Attwood agreed that Heineken (distributed by Attwood) was the top selling on-sales beer among ‘premium’ brands; Tiger (brewed and distributed by CBL) was considered to be the number 2.

Sales Venues and Consumption
While beer promotion women are directly contracted to either a brewery or distributor, their working hours are spent in venues which are operated by different owners and managers. The women work in karaoke clubs (where they have to sell beer within private rooms); family restaurants; beer gardens (where food can also served, but where clients come primarily to drink beer and watch / listen to live entertainment, usually in the form of mainly female singers); and soup shops (small scale restaurants specialising in soup – and beer). The women are also sent to serve ice at wedding parties. 

Although beer promotion women work for their company, in the workplace they come under the effective control of the outlet owner or manager, and who also wield enormous influence over the day-to-day experience of beer promotion women.  They (along with the customer who consumes the beer) are seen as crucial to brewery and distributor sales success. Outlet owners are important customers for the brewery and distribution companies, and as senior management in both CBL and Attwood told the author, “the customer is king”.

The number of women provided to a venue is generally based on volume of sales and the higher the volume of sales, the more an outlet owner can ask of the brewery or distribution company. For instance in practice outlet owners often specify the age range of the women they want promoting beer in their venues, and outlet owners will often request to breweries and distribution companies to move a particular woman if they feel either her looks are ‘not appropriate’ or if the outlet owner feels that her behaviour is detrimental to his business. 

The women involved in the PSP research reported that some outlet owners treat them as waitresses, requiring them to serve food to customers (although in point of fact the women are not employed by the outlet owner, nor does their job description involve any reference to waiting tables with food orders). The women also referred to what seems to be an ever-present concern that the outlet owner might complain about them to their company. The effect of this appears to be that the women tend to not complain about harassment or abuse unless it is of an extremely severe nature. 

During discussion with beer promoters it was found that other staff within the outlet were also reported as having an impact on the working conditions / situation of the beer promotion women. Reports were made of waiters and waitresses ‘looking down on’ beer promotion women, speaking harshly to them and even of other outlet staff (plus outlet owners / managers) taking bribes from some women in exchange for not reporting real or imagined infringements of brewery or distribution company rules (e.g. a woman not wearing her hair pulled back, as required by both CBL and Attwood).

In terms of outlet customers, little information seems available. The beer promotion women themselves say that the clients which they are most wary of are members of the police or army, and people in higher government positions. Staff from CBL and Attwood say that customers also choose to drink a brand because they like the look of the women promoting it.  

Problem Summary

Engaging women to promote and sell beer in entertainment venues is a common and accepted way to market (regional and international) brands in Cambodia.   With an increase in the number of consumers, and more beer brands entering the market comes more competition and demand for women to serve a predominantly male clientele in outlets throughout the country.  Beer promotion is stigmatised in Cambodian society and women selling beer are viewed as available or promiscuous which is contrary to the concept of the virtuous Khmer woman.  Reported cases of verbal, physical and sexual harassment and abuse are rife within beer promotion, both in Phnom Penh and in the provinces. In fact abuse is so widespread it is almost regarded by some of the women as an occupational hazard. Harassment and abuse occurs within the venue, on the way home or at the woman’s front door, after being followed home. Such harassment and abuse contravenes human rights as much as it contravenes Cambodian law. 

Overall beer promotion women work in a precarious situation. As subcontractors to the beer companies, BPs do not get the status and benefits of an employee. In addition, because BPs are hired directly by the beer companies and placed at different venues, they are not considered staff of the outlets either. Thus, no one group takes full responsibility for the health and safety of BPs.  Although the level of workplace harassment is reported to be high, outlet owners generally do not provide much assistance to the BPs because customer needs are usually placed first. Moreover, BPs are conflicted between the desire to protect themselves and the pressure to sell beer and to keep their jobs. Thus, BPs are reluctant to tackle these problems with the customers, owners, or beer companies. 

From CARE’s human rights approach perspective, the main issue to pursue this initiative was that the poor, vulnerable women are not protected by anyone or any policies. For Heineken, it acknowledges that the BPs work in a risky environment. These problems were magnified by frequent international media attention and negative press targeting Heineken, who allegedly are not doing enough for the treatment of BPs infected with HIV/AIDS. 

Solution: Project Description

To address these problems two initiatives were designed and implemented by CARE in partnership with Heineken International.  Firstly, from August 2003 to July 2004
, The Selling Beer Safely Programme began to address the health needs of BPs and internal policies, and secondly the Private Sector Partnership project, funded by CARE UK, to further research the situation of BPs in the workplace.  The findings of this research were used to sensitise all responsible stakeholders and to decide on realistic recommendations to improve the working situation of BPs in Cambodia.  This second project was initiated by CARE Cambodia who collaborated with local brewing and distribution companies in Cambodia, as well as continuing its partnership with Heineken International. This is explained later.
Selling Beer Safely Project

Selling Beer Safely (SBS), a Cambodian Women’s Health Initiative, is a joint project of Heineken International/APB/CBL/Attwood and CARE International in Cambodia (CARE). This initiative lies within Heineken’s broader health and safety program. The project goal is to contribute to the improved health and well-being of beer promotion girls (BPs) through the provision of women’s health education, the promotion of safer health behaviours and increased access to and utilisation of quality women’ health services.  The Selling Beer Safely initiative is the first project of its kind in Cambodia and aims to incorporate the following key objectives:

1. To increase knowledge and awareness of women’s health issues through life skills education

2. To increase availability of and access to quality women’s health services for promotion women

3. To support the development of workplace guidelines and policies which promote an enabling and supportive environment for beer promotion women 

The beneficiaries were the BPs of CBL and Attwood (approximately 750), who had worked for a minimum of 3 months. The main focus of SBS is a 3-day training on life skills to empower and equip BPs with the skills to make informed decisions related to their health and safety. This is then followed by a 1 day refresher training (every 6 months later) to emphasise key health messages.  

The initial training curriculum covers:

Relationships between men and women / gender roles and responsibilities, sexual relationships

Contraceptive methods

Sexual health facts and information

Behaviour skills for sexual health / condom negotiation / consequences of sexual behaviour

Workplace harassment / definitions / effects / ‘Steps to Safety’

Alcohol and drug use

Health care options

The refresher covers:

Contraception

STIs and HIV/Aids

Workplace harassment

Drugs and alcohol

The focus lies mainly on sexual health, but within the harassment section of the initial training the ‘Steps to Safety’ activity offers the women a series of scenarios (ranging from “come and sit with me / us” through to build-up to potential rape) and possible responses from the woman which could reduce the risk. According to the beer promotion women involved in the review at the end of the SBS project year, this exercise has proved highly useful to them in the workplace. When asked how they deal with harassment, the women themselves mentioned the exercise and said that they frequently used the suggested responses with difficult customers. Usually the responses served to defuse the situation, the women said – although not with particularly drunk or difficult customers. In such circumstances the women tend to just move away and ask someone else to deal with that customer.

In response to Objective 2 of the SBS project, CARE Cambodia also facilitated links between CBL, Attwood and government / NGO sexual and reproductive health care services – both in Phnom Penh and in the provinces. The initial plan was for the companies to establish formalised referral links and throughout the project identified health services appropriate to the needs of BPs were established.  The women also received a personal booklet that contains useful information and contact numbers for health and social services and Hotlines for reporting problems.

Heineken also developed the Heineken International Promotion Girls Policy, which will provide guidelines for the working conditions of BPs. These guidelines include: human resource issues; information, instruction, and training; work organization; and implementation and monitoring. 

Heineken International is planning to use the SBS curricula throughout the SE Asia region, and Heineken International also advocated with other companies for taking a similar approach to creating a safer working environment for beer promotion women. It is believed that the use of beer promotion women is likely to increase within the region, particularly in Vietnam and China. 

From the distributor perspective (Attwood), they were informed by Heineken to take part in the project. Without Heineken’s influence, they would not have done the project themselves because of the lack of resources. From Heineken’s point of view, it requested the involvement of the distributors by explaining the importance of the project. Getting buy-in was not hard. The distributors supported this type of training so that the BPs can learn to take care of themselves. 

Although CARE Cambodia has now completed its role in the SBS project, it intends to keep in close contact with Heineken International and to use its experience of SBS in any future advocacy or project implementation work undertaken with beer promotion women.

Establishing Private Sector Partnerships 

Motivation to Address the Problem 

Heineken International has corporate social responsibility policies, mainly in health and safety in the workplace. In Africa, Heineken instituted HIV/AIDS prevention and treatment policies
.  In Cambodia, Heineken also had corporate social responsibility aspirations, and with gorwing awareness of the risks BPs face in their work, Heineken wanted to educate the BPs on reproductive health issues and create a safe and healthy working environment for the beer promotion girls. At the same time, negative press in Cambodia and China quickened the pace of the project. As an international brand, Heineken, felt responsible for protecting its image and workers. So the combination of corporate social responsibility ideals and negative press led Heineken to start a pilot health project in Cambodia. 

Why NGOs?

Heineken International’s Health Affairs team did not have the capacity or resources to implement this type of training alone. Heineken has training on organizational issues and work structure, but not reproductive health, male/female relations, drugs, etc. Thus, Heineken felt that collaborating with NGOs would produce a win-win situation. Although the Health Affairs department had general health knowledge, Heineken felt that expertise in this field and local context was needed. While other departments in Heineken and other businesses in general might not be willing to work with NGOs, this department had previous experience working with NGOs for awhile and is supportive of these partnerships. For the distributors, they were familiar with doing business, but not HIV and health issues. So they also felt the need to look for an organization that specializes in these issues.
Why CARE?

When Heineken first came up with this idea, it did a lot of research to find the right organization to help carry out the project. Staff had meetings with various groups in Cambodia from government ministries to multilateral organizations to local NGOs. Heineken and CARE first connected at a Thailand Business Coalition for AIDS function, and Heineken approached CARE with the project idea. Heineken decided on CARE because CARE has great experience with the private sector and in reproductive health. In particular, Heineken was comfortable working with CARE because CARE staff were familiar with working with businesses. Heineken appreciated the staff’s style of being clear, organized, transparent, and especially fast.  Heineken had considered partnering with the largest local NGO in Cambodia, but felt that its way of working (e.g. not goal-oriented, strategic, evaluative, and quality-focused) was different than that of Heineken’s culture. Overall, CARE matched what Heineken wanted.

Why did CARE agree?

Initially CARE was very hesitant about entering into the partnership. CARE was not sure if Heineken just wanted to use its reputable name and was worried about being co-opted. However, after many discussions with Heineken, CARE felt that Heineken’s interest was genuine. Heineken had an understanding of working ethics, appeared to be making a real effort, and had a plan for the region. Moreover, Heineken was open to addressing the real needs of the BPs based on the baseline survey. Originally the project was envisioned as a reproductive health training program. When the survey showed that sexual harassment was of more concern than their reproductive health, Heineken was willing to take the issue on board. CARE also recognised the importance of working with the vulnerable population of beer promoters and wanted to contribute to helping their situation.  Although CARE did not have formal strategies for working with the private sector, it prepared to move forward with this partnership due to its extensive experience working with the garment factories. Because CARE felt that nothing would change if there was only training and no policies in place to protect the BPs, CARE persuaded Heineken to pursue workplace policies and CARE would play an advisory role.

MOU process

As the implementing partner, CARE designed a proposal for Heineken and introduced Heineken to the Memorandum of Understanding. The negotiation process took about six months, and entailed much learning about the way the other organization works. For instance, Heineken was under the impression that CARE would be able to fund the project, but CARE had to explain that all of CARE’s projects needed donor support. Even the budget breakdown for these types of projects was a new system for Heineken. When the MOU was signed, a lot of investigative work was already done in terms of figuring out the design and implementation of the project, so the project was able to commence quickly. CARE mentioned that the swiftness of this process was unusual.

Contributions from each party

In terms of the financial contribution, Heineken, the primary donor, paid for most of the costs associated with the project while CARE contributes 10% for administrative expenses.  CARE was responsible for providing a comprehensive women’s health education program, which encompassed: designing the curriculum, building peer support networks, developing a referral service of local reproductive health providers, and supporting medical staff at CBL and Attwood. CBL and Attwood were responsible for ensuring the attendance of promotion women and providing logistical support for the trainings. Heineken was responsible for introducing the Heineken International Promotion Girls Policy and testing this policy in the field in collaboration with CBL and Attwood.

Decision-making and communication process

The SBS Stakeholder Chart is shown on the next page that shows the organizational structure of the project and the multi-layered structure for decision-making.  At the top level is the Steering Committee, comprised of key representatives of Heineken, APB, Attwood, and CBL (some of whom are out of the country). This committee meets quarterly to discuss the progress of the project and higher level issues, especially those affecting their business. The project leader from Heineken is also a member of the Steering Committee, and a liaison to CARE since CARE was not represented on the Committee. The next level is the supervisory level, which consists of the human resource managers of CBL and Attwood and the project advisor from CARE. This group handled planning, coordination, and monitoring. Finally, the operational level comprised of CARE staff and distributor staff responsible for the direct implementation of the project. CARE had a say in everything related to implementation, but did not have autonomous decision-making. In some instances, such as getting the companies to take action that might affect work schedules, CARE called upon Heineken for support. Communication was usually done over e-mail and phone, and had worked well this way.
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Report on Initiatives

SBS Baseline Survey / Needs Assessment Summary

This study was undertaken to assess the reproductive health knowledge, attitudes and practices amongst beer promoters working for Cambodian Breweries Limited and Attwood Distributors in Phnom Penh, Cambodia.

A questionnaire was used to assess the reproductive health knowledge, attitudes and practices (KAP) of the target group. In addition, qualitative research methods were used to obtain rich information and an in-depth understanding of beer promoters knowledge and behaviours.

Although the research was primarily designed to explore the reproductive health needs of beer promoters, throughout the course of the research it became apparent that workplace health and safety issues are more detrimental to the health of beer promoters than a lack of knowledge of reproductive health issues.

The results indicate that beer promoters have an adequate level of factual knowledge about HIV/AIDS, sexually transmitted infections (STIs) and contraception although discrepancies between health knowledge and practice were apparent.

Inconsistencies in the results suggest that although beer promoters are often ale to recall health messages, real understanding of sexual health is questionable. Over two thirds of women mentioned they worry about getting pregnant and/ or know a beer promoter who has had an abortion. Despite this, awareness of available contraceptive methods was reasonably high. An inability to translate knowledge into practice and to apply current health messages to their own situations appears to be a considerable obstacle for this target group.

The term indirect sex worker has been widely and often indiscriminately used to describe women working as beer promoters. In the course of the research the term indirect sex workers has been deemed an inappropriate and inaccurate description of beer promoters. The findings challenge the assumed profile of beer promoters as young, uneducated and socially isolated women.

Alarming levels of workplace and sexual harassment contribute to the vulnerability of beer promoters. Beer promoters are regularly subjected to workplace and sexual harassment, further exacerbated by unsafe and unsupportive work environments. This has a significant impact on beer promoter health, well being and performance.

The challenge in developing relevant and practical health messages lies in being able to transform knowledge into action and providing women with the confidence to adopt new learnings and behaviours.

Selling beer is not easy. The following recommendations are put forward as a means of improving the health of women  working as beer promoters. 

SBS End-Line Survey Summary

The objective of the evaluation study was to assess the achievements of The Selling Beer Safely: A Women’s Health Initiative project (SBS) which is based on a partnership between Heineken International, Asia Pacific Breweries Limited, Cambodia Brewery Limited (CBL) and CARE Cambodia who implements the project. One of the projects main components was the 3 day SBS training curriculum for beer promoters aiming to improve the reproductive knowledge, attitudes and practices among the beer promoters, empower the beer promoters and equip them with skills to be able to make safe and informed health choices. 

The evaluation study draws data from two sources: (1) the baseline knowledge, attitude and practice (KAP) survey conducted in August 2003 and (2) the KAP endline survey conducted in February 2005. The baseline survey used a cross-sectional study design and data was collected using an interviewer administered questionnaire. The same method was used for the endline survey, so that all indicators could be compared. A total of 149 respondents were randomly sampled and 138 beer promoters agreed to participate. Eligible beer promoters for the endline survey were beer promoters working in Phnom Penh for CBL and Attwood who had participated in the 3 day SBS training. 

All the beer promoters who participated in this study work in Phnom Penh but the majority originally come from the provinces. The average beer promoter is 25.1 years old, and the majority are either married (38.4%) or divorced (21.0%). Almost half the beer promoters have children and most live in a household with family, husband and/or relatives. Almost 60% of the endline respondents had attended some primary schooling. A total of 40.6 have worked as a beer promoter for more than two years. 

An important finding of this study was that the SBS project was highly successful in improving the knowledge, attitudes and practices regarding HIV/AIDS. A much larger percentage of the beer promoters are now aware of several transmission routes for HIV/AIDS and a number of serious misconceptions have been removed. 

There now exists a more precise perception about the nature and seriousness of HIV/AIDS as more beer promoters now correctly state that there is no cure for HIV/AIDS but that there exists a treatment that can delay the onset of HIV/AIDS. 

The project has successfully addressed the knowledge of where a HIV+ person can seek help, giving positive indications for future practices if a beer promoter should be infected with HIV/AIDS. The stigma surrounding HIV+ people based on misconceptions have changed as a result of  the SBS project, such as an increase of beer promoters feeling that they can seek help and advice from friends and family if they think they might have HIV/AIDS; and the attitudes and behaviour towards other people with HIV/AIDS are more positive. 

The number of beer promoters who feel they are at risk of contracting HIV/AIDS has declined and the majority of the beer promoters who do feel at risk do so because of mistrusting their partners’ behaviour. The percentage who report that they do not feel at risk has increased due to consistent condom use.

The SBS project has also been successful in improving a number of STI indicators mainly by increasing the awareness of STIs among the beer promoters. More beer promoters now obtain their information about STIs from NGOs and less from relatives and friends – who are more likely to give incorrect or false information. The endline survey indicates that the SBS training has been successful in encouraging beer promoters not to self medicate but to seek quality assured treatment for STIs.  More beer promoters also have a better overall knowledge of STI symptoms and less beer promoters have misconceptions regarding STI symptoms. 

The knowledge, attitudes and practices regarding contraceptive methods has improved as a result of the training by the SBS project. The beer promoters now have a high knowledge of a range of contraceptive options and there has been a significant and positive shift in the contraceptive method of choice with a higher percentage now reporting condoms as their preferred choice (44.9% compared to 32.0%). 

The SBS project has also improved the attitude towards how difficult it is to buy condoms and more beer promoters now feel confident that they can discuss condom use with other beer promoters. The beer promoters’ knowledge of where to purchase condoms is very high. 

In case of an unwanted pregnancy the beer promoters feel they have a broad range of options of where to seek advice. Despite the very good knowledge of contraceptives an increased percentage of beer promoters know of a beer promoter who has had an abortion.

The impact of the SBS project on work place harassment is beyond the scope of this endline evaluation due to the inability of the beer promoters to control their work environment. The survey highlighted that the level of beer promoters being intimidated or threatened and physically abused at work is still alarmingly high. However the survey showed an increase in beer promoters discussing work related problems with the outlet owner. The results also indicate that the SBS training has been successful in giving the beer promoters tools to avoid situations that could lead to physical and sexual harassment and abuse.

There is no evidence to say that the SBS project has improved the beer promoters’ capabilities to avoid pressure to drink alcohol in their workplace. However this is a very complex situation which is not solely up to the beer promoters themselves to change. Not related to the SBS project, the survey found a drastic increase in the percentage of beer promoters who knew other beer promoters using drugs. 

The impact of the SBS project on the knowledge, attitudes and practices among the beer promoters is evident from the current evaluation study. The impact is most visible in the changes regarding HIV/AIDS and contraceptive use. It is recommended to continue to provide the beer promoters with refresher courses to sustain the SBS achievements. 

This evaluation study has highlighted the need for further work to be conducted in relation to ensuring a safe work environment for the beer promoters in order to ensure sustainable and improved health and wellbeing amongst beer promoters in Cambodia. 

Feedback about the Selling Beer Safely Life Skills training

“The training makes us happy.. We are happy and friends together who respected and listened (PG4, FGD3, Siem Reap)



“[The training]… was good as it has given me skills how to communicate and discuss with other PGs” (PG 8, FGD2)

All the participants’ general feedback about the training was positive. All PGs said that it was good fun, very informative and that they enjoyed learning together as a group.  The participants were also very grateful to CBL and Attwood for allowing them to attend the sessions, and to CARE for providing them with training in a supportive environment.

The majority of PGs expressed how they liked the training as they had gained a lot of new knowledge about their health, how to protect and look after themselves, and risk behaviour, as illustrated by the following PGs:

“The training taught me not to forget myself” (PG 1, FGD 6, Phnom Penh)

“I have learnt what good health means to me” (PG11, FGD8, Battambang)

“The training taught me things that I didn’t know before” (PG7, FGD 7, Phnom Penh)

“We have learnt about how to look after our personal health, and I know how to tell my husband to use a condom” (PG1, FGD 9, Battambang)

“Before I could not use a condom but now I can” (PG5, FGD 3, Siem Reap)

“…the training taught us how to protect ourselves.  I have learnt a lot. Before when the customer was angry and was rude to me because he said I did not give good service I couldn’t deal with this problem. Now I can” (PG7, FGD6, Phnom Penh)

Some PGs also commented on how the training helped them to contextualise and understand more about the company rules, such as sitting with customers, drinking beer at work, and using the company bus to go home:

 “The training made us understand that after work we should go home on the company bus, and not go with customers” (PG2 & 3, FGD 6, Phnom Penh)



“If we drink too much beer we can lose control and not make good decisions. Sometimes it is hard not to drink beer with the customer” (PG4, FGD4, Siem Reap)

Although most PGs talked about how good the training was to learn about how to deal with difficult customers, it was seen by at least one third of the participants as “not enough”.  The problem of customers was said to be beyond the control of PGs and their ability to negotiate.  It was clearly demonstrated that PGs learning to change their behaviour will not change what happens in the workplace, and some PGs, namely from the provinces, felt the training was not realistic:

“Sometimes the training was good and sometime it was not useful.  For example the training taught the PGs not to develop intimate relationships with the customers, but this idea is not useful for PGs in Battambang province because the customer doesn’t accept this behaviour…” (PG3 FGD 8, Battambang)

 “I have learnt about how to protect my health. In the training the trainer encouraged us a lot to understand our rights and motivated us to act. But when I sell beer, I still  receive harassment, because really I can not solve this problem” (PG5, FGD 4, Siem Reap) 

A few PGs felt the length of time of the training course was too short, and if it was longer they could then gain more knowledge to pass on to other peers as explained by one PG in Phnom Penh.  

“I need to know more, but it was too short time. If we know a lot of knowledge then we can educate others about how to keep good health” (PG6 & 7, FGD2)

Feedback on the method of learning and teaching tools

The training sessions are based on participatory education methodologies otherwise known as Participatory Learning and Action (PLA) that are fun, explorative and rely on group activities that can be used by literate and illiterate women.  The sessions contain a series of practical activities to learn from and encourage participants to explore their own ideas and experiences.   This way of learning is very appropriate for strengthening decision making skills, negotiation skills and in identifying choices and personal risk situations.  The participants worked in groups to help reinforce solidarity between themselves and to encourage them to learn from, and support one another.    The activities are also supported by fun learning methods that give correct medical and factual information about STIs, HIV/AIDS, contraceptive methods, appropriate health services, sexual harassment and alcohol and drugs.  The participants were also given practical training in condom use and negotiation skills, and ways to deal with workplace harassment, alcohol and drug effects through role-play and case studies. 

All PGs were supportive of using PLA as a way to learn, and the majority of participants agreed the training content was a good balance between entertainment and games, and an intense 3 days of learning facts and technical information.  Many said the games and participatory activities kept their attention and “helped not to be sleepy”.  Many commented on how they liked the training because it was suited to the lives of PGs and explored real life situations (the use of case studies and examples), Others said “the training made them think”.  As one-third (26)of PGs in the FGD reported to be illiterate their feedback about how useful this method was for all PGs was of particular importance, as said by some PGs:

“It was fun, we learnt a lot. In the training we discussed a lot. It made us want to learn. We want to study more. We drew pictures.” (All PG, FGD 4, Siem Reap [3/9 illiterate])

 “The training didn’t teach directly, but made us think and understand when I played the games” ([illiterate] PG 8, FGD 6, Phnom Penh)
“I learnt and played, so it was easier to remember” ([illiterate]PG5, FGD 5, Phnom Penh)

“[the training]…is good, it is like real life” (3[illiterate] PGs, FGD 8)

The participants also talked about the training giving them confidence and then being able to apply this knowledge to real life.   

“It gave me confidence to learn and now I can educate or explain things to my peers” (PG2,7,8, FGD 2, Phnom Penh)

“the technical training was good” 

“Why was that?”

“Now we know…we can choose birth spacing and go to get our blood tested” (5 PGs, FGD 8, Phnom Penh)

One of the strengths of the SBS training is the emphasis on team-work and solidarity among PGs. The training sessions, when possible, was a mixed group of PGs from both companies. So, potentially PGs who bear different brands of beer and compete with one another at night, joined together to share and learn from one another’s experience during the 3 days.  There was some encouraging feedback and hope that this feeling of solidarity can be taken back to the workplace to continue to help and support one another, as said by some PGs:

“We gave advice to one another…we related to each other…We helped each other and we did not take sides” (5 PGs mixed Heineken and CBL, FGD 9, Battambang)

“I learnt to work together with my peers to solve problems at work” (PG6 FGD1)


“We were friendly to each other”  (2PGs, FGD9, Battambang)

“PGs are friendly. Now PGs do not show off to one another. They help and protect each other because PGs have trained and the PC gives advice too” (PG1, FGD 8, Battambang)

“The group discussion lets people come out with a lot of good and bad ideas. We look for the good advice and take it. This is good way to learn” (PG7, FGD 2, Phnom Penh)

As mentioned earlier the use of games and different activities was enjoyed by almost all and seen as a good way to learn and remember key messages.  This was particularly evident when PGs talked about the HIV Transmission Game, which is an activity to show how one person can spread HIV/AIDS to many people by having sex.  This is represented by the group mixing fluids in a glass (see curriculum Session 4). After the game everyone has the option to test themselves (their drink) to see if they are HIV+.  This game evoked a lot of energy and emotions as told by the following PGs:

 “I played some games for example, the HIV transmission game. I understood that although your partner is beautiful he may be infected with STI or HIV. We have to prevent ourselves from STIs and HIV” (PG3, FGD 1, Phnom Penh)

 “I think it is a useful way to learn, but in the HIV transmission game, I felt uncomfortable when I saw my fluid turning pink. This meant I had been infected with HIV during the game. I had been careless and I was infected with HIV. [I learnt]...if you see someone who is handsome, don’t think that he does not have HIV. I have good understanding of these issues” (PG1, FGD 1, Phnom Penh)

“The training made me understand that I can not trust my partner. I was happy when I was playing the game [like in real life], but when the water turned pink, I just knew [I had HIV]” (PG5, FGD 1, Phnom Penh)

“Through the training I understand that although we are honest, our partners are not always honest, so we still face the problem of HIV and STIs”  (PG 6, FGD 1, Phnom Penh)
Despite some games being interpreted, or remembered for reinforcing different messages than actually intended, the participants still remember important lessons, like one PGs account of the following energiser game which was to encourage team work!: 

“The crocodile bridge game, made me understand that if I fall down, it means I don’t know STIS and HIV prevention and no body can help me, so I have to help and prevent my own health. The game made me understand STIs (PG4, FGD1, Phnom Penh).

Private Sector Partnership Research Project – The Situation of BPs in the Workplace, Cambodia

The partnership began with the implementation of the Selling Beer Safely project to help contribute to the improved health, general well-being, and safety of beer promotion women in the workplace, through provision of health education, policy changes and better understanding of their situation in the workplace. This partnership allowed CARE to expand its work with beer promotion women and develop the Private Sector Partnership research project (PSP).

The Private Sector Partnership Project is an initiative supported by CARE UK.  It is a nine month research project, from September 2004 – May 2005) to explore the key issues that affect the safety and protection of beer promotion women in Cambodia, to influence policy and working conditions of BPs by working with the private sector.  

The PSP project evolved from CARE’s experience of the SBS project as although the SBS project had already begun to address policy issues by supporting, through feedback mechanisms, the development of company workplace guidelines and policies that promote an enabling and supportive environment for PGs, CARE felt that to fully acknowledge and act upon recommended policy improvements, especially addressing the issue of personal security, were far beyond the time frame of a one year project.  More understanding of existing beer company policies and working conditions of PGs from all beer companies, as well as the development of national policies is required.  The findings of the project were finally presented at a workshop with all stakeholders present to participate in consolidating recommendations that work towards improving the working situation of beer promotion women.

CARE recognizes the importance and value of working closely with the private sector for maximum support and sustainability for project work. CARE Cambodia followed on from the SBS initiative to build on and support this corporate response from Heineken to take the initial steps to address the health and safety of beer promotion women in the workplace and continue strengthening these positive relationships with beer companies working in Cambodia.  The project is thus an extension of CARE’s collaboration with Heineken International, Asia Pacific Breweries and Cambodian Breweries Limited, by working with other brewing and distributor companies in Cambodia. All companies who agreed to participate, collaborated in organising the fieldwork for the survey.

This research study has three primary objectives:

1. To increase companies understanding about the working experience of beer promotion women and, 

2. Create a legal definition of sexual harassment, and quantify the prevalence, severity and frequency of sexual harassment through in-depth research.

3. Develop recommendations for corporate social responsibility practices that are supportive of the  safety and health conditions of beer promotion women

The research is based on a questionnaire survey about harassment and the situation in the work place of beer promotion women in Cambodia,  and a review workplace policy
 resulting in some recommendations directly from the beer promotion women and sales and marketing staff. 

The objectives of the research were to first explore the concept of harassment, and in particular sexual harassment in Cambodia and the experiences of beer promotion women.  This was done through a series of Listing and Taxonomy sessions with a sample of beer promoters in Phnom Penh. The types and categories of harassment and abusive behaviour identified by the women were used to design the questionnaire survey, and to create a legal definition of sexual harassment.  The second phase of the research was aimed to quantify the incidence, severity and frequency of sexual harassment, and where such behaviour takes place and by whom.  The survey also included questions about drinking habits of BPs and its relation to increased vulnerability in the workplace. During the analysis of the data some focus group discussions were conducted with BPs from different companies to cross validate or clarify some of the findings.

Summary of PSP Project Research findings

· Beer promotion is a job which carries with it a heavy stigma, probably even more so in the provinces where culture remains more traditional. The women feel that beer promotion is seen as synonymous with sex work, and therefore many customers perceive them as ‘available’ to be verbally, physically and sexually harassed and abused. 

· Cases of harassment and abuse are rife within beer promotion, both in Phnom Penh and in the provinces. In the survey of 640 beer promotion women 83% reported to have ever experienced derogatory behaviour (verbal/non-verbal), 80% unwanted sexual touching, 54% physical abuse, 60% have ever been threatened or forced (verbal, physical and at gun point), and 38% have had to perform a coerced sexual act in the workplace.  Such harassment and abuse contravenes human rights; it also contravenes Cambodian law. 

· Beer Promotion women are experiencing these abuses every night, and most frequently a few times a week.  One in ten women have experienced a coerced sexual act (touch a man’s penis, rape) more than 10 times. On average for those who have experienced a coerced sexual act it has happened between 3-5 times while working as a beer promoter.

· Almost all harassment and abuse occurs at the table when serving the customer/s, it also occurs in toilets in the venue, on the way home or at the woman’s front door, after being followed home. 

· The incidence of harassment is higher in provincial towns than the capital Phnom Penh, most probably due to the lack of control in entertainment venues. 

· One third of beer promoters said they had to seek medical treatment (31%), and 66% said the main perpetrator was customers, followed by outlet owners /managers and staff (17%). 

· Half of the women have been a beer promoter for less than 6 months (48%), and there is little difference between the duration of working as a beer promoter and ever experiencing harassment from customers.  Only 5% endure this kind of work beyond 5 years. 

· Only half of beer promoters said they feel safe in their workplace (48%), and 70% said they felt safe working for their company.

· One quarter of beer promoters are paid a monthly salary (plus bonuses), and 73% work on a commission-only basis. There are many conflicts between commission-only and salaried women on the basis that commission-only women are seen by the salaried women as increasing their risk, because they need to sell almost at any cost to their safety. They are also seen as more likely to be physically demonstrative to customers; increasing expectation that women are ‘available’.  

· Nearly all Beer Promoters admitted to drink beer while working (91%) and the average consumption per night is high -  31% said they drink between 1-2 bottles /cans a night, 25% between 3-5 and one in four women (24%) said they drink on average more than 5 bottles / cans.  The main reason why they drink was pressure from customers followed by the need to sell more beer.  Only half of beer promoters (53%) were aware that excessive drinking could be dangerous to their health.

· The use of drugs in the workplace was not the objective of the survey, but the incidence of being drugged by a customer was explored as this had been reported as an issue in the past.  Personal knowledge of another beer promoter who has been unknowingly drugged in the workplace was higher in Phnom Penh (34%) than in the provinces (29%).

· Some beer promotion women may have a regular boyfriend who provides money for living expenses and other BPs may sell sex.  But the majority of beer promotion women say they do not sell sex. The women certainly do not identify themselves as sex workers; and even if they did, harassment and abuse would still be against the law.

· The common perception that beer promotion women is synonymous with sex workers may have been unintentionally reinforced by public health work related to HIV prevention, in which beer promotion women are regularly referred to as a target group of ‘indirect sex workers’.

· There is a perception that women who enter beer promotion work are somehow doing the job because they have ‘lower morals’. The reality is that most beer promotion women are working to support extended families, and that beer promotion can offer a higher income than working in a garment factory (the single largest employment market for Cambodian women, outside of agriculture). But in exchange they must accept an ever-present threat to their personal safety.

· The nature of the job demands that beer promotion women use their looks and ‘sweet talk’ to sell the brand they are promoting, and therefore to earn enough to live. Competition for sales is fierce. Women who reject customers’ advances say that these customers will then often refuse to drink their beer, or become physically/verbally abusive. However some beer promotion women from Phnom Penh who were involved in this review spoke of small numbers of customers who have actually defended them against the men’s own friends.

· The survey concludes that there is no significant relationship between the women’s socio-economic characteristics and the incidence of harassment in the workplace. Although working in some venues are more unsafe than others, the research demonstrates that all women are at risk of harassment and abuse from customers,

· Harassment and pressure to please customers to increase sales for outlet owners or managers is also a serious issue. A third of respondents reported ever having been forced by outlet owners / managers to sit with customers (36%), to drink with customers (37%) and to be more intimate or friendly with customers than wanting to (36%).  Fifteen percent of beer promoters said they have been pressured by an outlet owner / manager to have sex with customers.

· Some companies prohibit beer promotion women from sitting with or drinking with customers as a way of reducing harassment. But within venues, women fall under the effective control of outlet owners and managers. Some of these owners/managers respect the women’s refusal to sit with customers and drink. Others threaten the women that if they do not generally pander to customers then the owner will complain about them (on made-up grounds) to the company.

· Some women reported outlet owners / managers and other staff asking for bribes in exchange for allowing the woman to stay in the venue. 

· The multiple pressures of the need for money; already being stigmatised by society as ‘bad women’; the need to keep outlet owners (and therefore customers) happy; the need to keep the employer happy (which means keeping outlet owners and customers happy); and wanting to avoid being regularly moved around from venue to venue, compound together. This leaves beer promotion women in a position where there is a sense they must be compliant, not ‘cause trouble’ and that it is their sole responsibility to avoid abuse or harassment. Women working in the provinces, where often there are as few as 2-7 women working for one company and fewer employers available, must feel much more vulnerable.

· Only one company, Heineken International has developed a Promotion Girls Policy (Heineken International, 2004) which is being considered as the basis for an international consensus on industry use of beer promotion women. As part of this policy, the Selling Beer Safely (SBS) training for beer promotion women has proved highly valuable by the women and should be adopted by other companies.  However, this initiative should not be regarded as the only response by all stakeholders to abuse and harassment in Cambodia or throughout the region.

Presentation of findings to International Brewers

CARE Cambodia was invited by Heineken International to attend and present the preliminary research findings of the PSPS research project at the European Brewers Seminar in Amsterdam, to sensitise international brewing companies to the situation of beer promotion women in Cambodia, in March 2005   The meeting was an opportunity to share the SBS model and to discuss this as a platform of action for beer companies to take social responsibility of the welfare of their workers.  The findings presented were later presented to all stakeholders in Cambodia. 

Disseminating the Research Findings

The Private Sector Partnership Project dissemination workshop of CARE’s Research and Findings about the Workplace Situation of Beer Promotion Women in Cambodia

Held on Tuesday 31 May 2005, from 8.30-12.30pm, at  Sunway Hotel, Phnom Penh

The dissemination workshop presented the research findings and recommendations for all responsible stakeholders to discuss and prioritise in groups (see Annex 2).  The workshop also included three video stories from anonymous beer promotion reflecting their personal experiences in the workplace. 

Summary and introductory notes for the workshop:

It is fundamental that it is understood that CARE conducted this research to help Beer promotion women. CARE conducted this research so more can be understood about the working situation of these women. It is CARE’s responsibility and obligation to share this information with all of you today, and to sensitise all stakeholders about the issue these women face. The research findings have found harassment and abuse from customers is common place for all beer promoters. This contravenes their human rights and Cambodian law.  

A lot of time, energy and commitment from some beer companies and other organizations have already begun to make positive steps to help towards improving the situation. A lot more needs to be done by all responsible stakeholders. Please do not use the information presented today in a way that will hinder progress and have detrimental effects on the real reason why we are here today.  We particularly ask the media, who have a lot of influence in the way they document this event to the public to act responsibly. From our experience negative press will not help the women. 

******

Cases of verbal, physical and sexual harassment and abuse are rife within beer promotion, both in Phnom Penh and in the provinces. It is so widespread it is almost regarded by the women as an occupational hazard. Harassment and abuse occurs within the venue, on the way home or at the woman’s front door, after being followed home. Such harassment and abuse is a violation of human rights; it also contravenes Cambodian law. 

Sexual harassment at work violates a worker’s right to job security and equal opportunity. It creates working conditions that endanger physical and psychological well being; and fosters a disempowering and demoralizing atmosphere.  It is an accepted fact that sexual harassment is an abuse of power. It is an abuse of power that beer promoters are subjected to on a nightly basis.

At present there are little means to ensure the safety and protection of these women in the workplace. Some companies have begun to address the issue by developing workplace policies and providing extra training and services to equip the women with better skills, but the responsibility is too often put only on the women.  At present there are no consequences for the perpetrators of harassment and abuse and beer promotion women are hardly encouraged to report incidents. 

CARE in collaboration with beer companies and distributors, has recently completed a nine month research project, to explore the key issues that affect the safety and protection of beer promotion women in Cambodia.  The purpose of this Private Sector Partnership Project workshop is to share the research findings and sensitise all stakeholders about the working situation of Beer Promoters in Cambodia.  The study will be presented in two parts, firstly, the results of a Harassment and Abuse Survey of Beer Promoters in Phnom Penh and provincial towns, and secondly, a review of the situation of Beer Promoters from a workplace policy and guidelines perspective. 

CARE recognizes that the brewing and distribution industry is not the sole player in ensuring that the women’s right to work free of harassment is met. A broader perspective is needed, involving the brewing and distribution industry as well as government, law enforcement institutions, civil society and communities. Thus the workshop will provide an opportunity to discuss and work towards realistic and appropriate recommendations driving greater improvements to the working conditions and human rights of beer promotion women, both within the industry and on a broader stage.

Summary of Recommendations

The report recommends a holistic approach for the improvements to the working conditions and human rights of beer promotion women, both within the industry and on a broader stage. The situation facing BPs needs to be addressed by all stakeholders including government,   law enforcement institutions, civil society and communities as well as the brewing and distribution industry. It is also the recommendation of CARE that the issues needing to be addressed be prioritized.

All stakeholders:

· Monitoring systems are needed, to keep check of levels of abuse in the workplace and to push for prosecutions of abusers and those who allow abuse to occur. Such monitoring should be carried out both by an internal industry system and by an external system, operated by an independent body. Both systems should seek to engage the active participation of beer promotion women. This would require an industry commitment to women being enabled to document and report abuses, free of any comeback.

Government:

· National campaigns are needed to target beer drinkers, highlighting the existing laws regarding harassment and promoting a government stance of zero tolerance for violence against women. A process of media sensitisation, more positive representation of beer promotion women and abandonment of the common term for beer promotion women (srey langse). This work is currently being initiated by the Ministry of Women’s Affairs (MoWA), and UNIFEM.

· Given that the Ministry of Commerce (MoC) wishes to promote Cambodia as a site for ethical employment within the garment industry, issues of corporate social responsibility within the brewing and distribution industry should also be pursued. The issue of illegal import/export of beer also needs to be raised at a government level, as the legal breweries and distributors feel this threatens their business and would diminish the effectiveness of an industry body

· The Ministry of Labour needs to be involved in clarifying the women’s employment status, and rights under the Labour Law, and to monitor or act against outlets or breweries /distributors which do not respect the human rights of staff, and do not follow the Labour Law.  The Labour Law that covers “sexual harassment” needs to be up-dated and strengthened so that it is more appropriate to the working lives of women in Cambodia

· The roles and responsibilities of outlet owners need to be addressed, possibly through stricter regulation systems which carry the threat of removal of licence for repeated incidents of abuse.

NGO and other civil society bodies:

· NGOs and other civil society bodies have a strong role to play in liaison and advocacy work, specifically in formation of a beer promotion women’s federation or union. NGOs and other civil society bodies can also play a role in establishment of external abuse monitoring systems, assist the government in campaigns work and – if necessary – participating in any legal challenges made, supporting human rights work linked to beer promotion women. 

· Development of a union or federation for beer promotion women should be pursued but this initiative needs to be lead by the women themselves.

Brewing and distribution industry:

· Breweries and beer distributors (as the women’s employers) are in a position to introduce stronger policies and guidelines to protect the safety of their workers, in which their responsibility for worker safety is clearly stated. 

· A beer brewing and distribution industry Code of Conduct in relation to beer promotion women in Cambodia is needed. This Code of Conduct should be developed by a cross-industry body, modelled on the Garment Manufacturers’ Association of Cambodia (GMAC). Issues such as transport provision, uniforms and responsibilities of outlet owners, and internal company policies addressing misconduct of company staff should be covered. Furthermore, the Code should clarify the women’s employment status, state categorically that the industry will not accept abuse and harassment of beer promotion women, and outline measures which will be taken against venue owners and or customers who harass or abuse beer promotion women (e.g. withdrawal of all beer promotion women from outlets or stop distribution of beer to the outlet).

· The Code of Conduct should be a consensus document, which has the active support of and input from beer promotion women themselves 

· The international brewery and distribution industry must ensure that any international Code of Conduct also covers the issues outlined for the Cambodian Code of Conduct. Such companies must also take responsibility for ensuring any local companies employed in promotion adhere to international (and local) standards, or face consequence to their business.

· International breweries and distribution companies should develop a standard training package (based on the SBS model) as a part of orientation for Beer Promoters focusing on how to deal with difficult customers, their human rights with regard to harassment, and the dangers of excess alcohol consumption. 

· The introduction of other marketing strategies should be explored by companies that divert the customers’ sexual attention of women in the workplace.  Initiatives such as “scratch card games” or promotions with prizes could be distributed in the venues by the women themselves. 

· To conduct marketing and advertising research on consumer buying habits within on-sales venues to then explore alternative marketing/ product promotion strategies. 

Lessons Learnt from Private Sector Partnerships (SBS)

The issue concerning the health and safety of beer promotion women in Cambodia is a complex, multi-dimensional problem that has been demonstrated in SBS and the research project to involve many stakeholders, extending beyond the corporate responsibility of companies, to also include, outlet owners, customers, local authorities and the government.  The issue of harassment, abuse and sexuality is also extremely sensitive, and particularly difficult for women to discuss and confront to their employers. 

By working together CARE and Heineken can, and did, achieve more than doing it alone. Heineken needed CARE, not only for their technical expertise to conduct reproductive health training for beer promoters, but also their extensive experience in Cambodia and of working with vulnerable groups, were able to contextualise the problems and lives of the women to their employers.  CARE needed Heineken as the company has the power and influence to really make an affect on the working lives of beer promotion women

Value of partnership for SBS

Both the beer companies and CARE believe that the parties have been able to work well together in designing and implementing the SBS project, and expressed interest in continuing the relationship beyond the end of the project. 

CARE at the time of SBS defined partnership in terms of having a written understanding of what each party is responsible for and working together toward a common goal. In this case, CARE considers the SBS project a real partnership. Louise Bury, SBS Project Advisor, felt that  

“Heineken and CARE are partners to achieve the common goal of improving the working conditions for the health and well-being of promotion girls, through their contractual agreement to perform their respective services…Heineken to review and change its organizational structure and policy, and CARE to implement training and a referral system. We have shared responsibilities, and it is the sustainable way to alleviate the problems as neither party can achieve the goal without the other.” 

Similarly, Dymphna Kenny, The Reproductive Health Coordinator of CARE at the time of SBS, 
 agreed that CARE and the beer companies are partners because 

“We have MOUs and partner directly. Partnership is about building something together and having dialogue.” 

The beer companies consider SBS a partnership because all parties work well together.
To ensure sustainability of the project within CBL and Attwood, CARE provided capacity-building assistance to the distributors and handed over the project after one year to the CBL and Attwood to conduct in-house trainings, thus taking ownership of the project and institutionalizing it within its business operations. As Katinka van Cranenburgh, International Programme Manager for Health Affairs, Heineken International,  mentioned, “This has been our main wish from the beginning—to learn from CARE and incorporate the training as part of our normal training. It is important to do it ourselves and make it our responsibility—to show BPs we really care. We don’t want to just send them off to NGOs.” 

Also from the beginning, Heineken envisioned that the project would be expanded to other SE Asia countries, such as Vietnam and Laos. CARE has developed training modules and facilitator guides that would allow the project to be replicated in the region. Heineken expected that implementing the project via CARE offices in other countries would happen quickly, but did not realize the decentralized nature of CARE. During the SBS project, CARE Cambodia received funds from CARE UK to conduct research and needs assessment of the private sector, which would build upon the SBS project and explore more policy-oriented issues (PSP Project)

The SBS project assessed based on the following factors of a successful partnership. 

· Mutual trust and respect: In light of the politically sensitive nature and negative press surrounding the topic of BPs, trust is especially important for Heineken and the beer companies. CARE also needs to trust that the companies are sincerely interested in the well-being of BPs. In this project, it seems as though trust and respect have been successfully fostered. For example, Heineken is able share private documents on internal policy development and CARE is able to give its input.
· Shared decision-making: At the implementation level, CARE has a lot of input and impact. CARE is also able to provide input regarding higher level issues, but does not make the final decisions. The major decisions, especially related to policies, are made at the Steering Committee level and CARE is not a member. Thus, the decision-making process is not as collaborative as it could be, and the power dynamics are still unequal in this respect. As a donor, should Heineken automatically have more decision-making power in the partnership? Would the partnership be considered successful if Heineken’s international policy for BPs is not instituted?
· Shared ownership: The MOU discusses the details of giving credit to all parties involved in the partnership. However, there is no clear understanding of what happens once the official partnership terminates after one year. Is the project/concept/name patented to the beer companies or the partnership? Would it be OK for CARE to use the same training, as it has with the garment factories, for other breweries? Even if ownership rights is not a top issue among the partners, it is still valuable to discuss this topic to make sure that everyone is on the same page.
· Shared accountability: The beer companies take responsibility for fulfilling their end of the agreement. Because they have spent a lot of money and energy on it, they have a self interest in making sure the project survives beyond one year. They do not want the project to be a waste of time in the end. At the same time, that sense of responsibility dissipates if the project actually does not continue. If the project fails, the sentiment is that it is beyond the control of the partnership, which is trying its best to improve the lives of BPs. If BPs do not take advantage of the training and change their behaviour, then they would be responsible for the failure.
Constraints - Other stakeholders

One area that was challenging for SBS is proving the project’s cost-effectiveness, which is important to the distributors directly involved with employing the BPs. 

Outlet owners represent a key missing link to the project, but it is challenging to get their support. (although little has been done to date initiate their role).  Heineken and the distributors would like to collaborate with the outlet owners, but feel that this is impossible because of conflicts with their interest in selling beer. They do not feel they are able to venture into this camp, and thus the project does not address outlet owners. One CBL Human Resource Employee pointed out, “We are a business, and when we try to instruct the outlet owner, our partner, in doing their business, it is not so good. That’s why we try to find CARE or the government; this is better or else it affects our business.” 
Similar to outlet owners, consumers are another group that the beer companies believe needs to change, but the beer companies again feel powerless in this situation because customers are kings, and ultimately pay for their jobs. One distributor asserted, “We’d be killing ourselves!” The distributors did have recommendations for CARE and other NGOs to work on getting government policies to regulate consumer behaviour and creating commercials about BPs to change the stereotypes and reduce negative treatment. All partners feel that they cannot change the BP situation alone, and mentioned the need for government interventions in creating national policies as well as the participation of other breweries.   This is where the following PSP project took off, to sensitise all stakeholders about the real situation of beer promoters in Cambodia.

Value of partnership for PSP

CARE Cambodia recognises the importance and value of working closely with the private sector for maximum support and sustainability for project work.  CARE Cambodia has been working in successful partnership with garment factories in Cambodia for more than five years, and understands the necessity to work together with communities, the private sector and government to adopt innovative and multi-sector approaches that make the most effective use of available resources and to foster strong political and local commitment.  

CARE Cambodia built on this experience to expand its partnership with the beer industry and together developed the Selling Beer Safely Project with Heineken International.  CARE has learnt that that partnership was central to the project’s success, as CARE nor Heineken, were able to attain sustainable results without the other’s role and in put.  By working together with mutually agreed objectives and a common goal to help beer promotion women in Cambodia, the two parties achieved greater impact.  Partnership provides a solid opportunity for improved development processes, by recognizing the qualities and competencies of each sector and finding new ways of harnessing these for the common good. 

The PSP research project was successful based on all the companies involved sharing the risks and responsibilities of the outcome of the research. In the PSP research the two methods used were participatory in their nature; however the policy review process was not participatory due to unforeseen constraints, which then led to the risk of CARE seriously undermining / damaging the partnership (SBS) with Heineken International.  

After the dissemination workshop, CARE and Heineken (and CBL and Attwood) held a meeting to review the partnership, internalise the lessons and recommendations, next steps and future collaboration. 

Recommendations / Next Steps

The recommendations for future work and initiatives to contribute to improve the health and safety of beer promotion women in the workplace, and to reposition beer promoters within the company, and more importantly in the community, are a result of all stakeholders who participated in the Dissemination Workshop conducted by CARE on 31 May 2005.  The 3 priority recommendations that are most realistic explained for each sector as follows:

Group 1: Brewing and Distribution Industry

1. Establishment of an Industry body, where all members share the same vision in terms of beer promotion women’s welfare. 
- All companies to agree on a ‘Code of Conduct’ (sharing existing policies to work towards a standard approach) that includes a basic salary, decent style of uniform, provision of transport to and from outlets, how to serve customers etc.  
- All agree and monitor the code of conduct. 

2. All companies need to advocate to the government for their support to ensure certain laws and legislation are enforced, and to support the code of conduct.  
- Such as, proper licensing to distribute beer in Cambodia and so only legal imports are on the markets.

3. Social awareness / social marketing campaigns to educate consumers and the public about respecting beer promoters and about their role in promoting and selling beer. 
- A campaign to emphasise the real lives of the women and the difficulties they face at present.

Note. The recommendations to be implemented in reverse order

Group 2: Government

1. Support the development of a brewing / distribution industry body
- develop an Association that benefits the beer promotion women

2. Strengthen and up date the definition of sexual harassment / abuse under the Labour Law, Article 172 (Section VIII Child Labour – Women Labour)
- Implement and enforce these laws;
- Advocate existing and amended laws regarding harassment and rape at the workplace.

3. The ministry of interior needs to review the roles and responsibilities of outlet owners and to enforce stricter regulations and licensing of outlets
- MOI to also improve on their Hotline service for women, and role of local authorise to mediate and deal with problems of workplace disputes and problems. 

Group 3: NGOs / other Civil Society

1. To assist the government in their campaign work to eliminate all forms of violence against women, including sexual harassment. 
- NGOs to support the government’s role in advocating to the public as the government has the authority to change and enforce laws. 
- The campaigns should include the media and use appropriate messages that improve the social status of beer promotion women.

2. To participate in legal activities made by beer promotion women (against a perpetrator of harassment / assault)
- Existing NGOs who are already working in Human rights are be encouraged to support individual cases
- Educate beer promotion women about human rights and how to legally address problems in the workplace 

3. NGOs who have already established working relationships with breweries (local and international) should build on these links and advocate and implement the recommendations documented in this report 
- To work with the government to develop a Beer Promotion Women Association

The following highlights the key points made by H. E Dr Ing Kanthaphavy, Minister of Women’s Affairs during her closing speech at the workshop, that emphasise the government’s commitment and support for collaborative action.

· MOWA will support social campaigns to advocate the role of beer promotion women, and the value of women in general. And to encourage the public to stop calling beer promoters srey langse which has many negative connotations and stigmatises the women as promiscuous and available.   

· Ministry of Health to address the term indirect sex workers as a target group.

· Private sector to address the image and way beer is marketed

· Call for zero tolerance of harassment in the workplace, and to ensure accurate measures are in place to prevent all violence against women.  This includes working in close collaboration with the police and asking the MOI to improve upon the timely response of their hotlines, and to establish a special unit to address these problems (that will also include domestic violence as the new law will be passed soon). 

MOWA will advocate to other ministries to support this issue: 

· Ministry of Commerce – To work towards establishing an association like GMAC for the garment industry in Cambodia that promotes the interests of beer industry investing in Cambodia, by enforcing the licensing of foreign products to support legitimate companies,  and to work closely with the private sector to explore ways to prepare a ‘code of conduct’. 

· Ministry of Labour - To review the labour law and to modify some articles and to enforce these laws.

· Ministry of Labour has suggested the consideration of changing the name of beer promotion women to “Promotion Agent” (phneak gnea)

Next Steps

Following the dissemination workshop for the PSP research findings, CARE, Heineken International and CBL and Attwood had a meeting to discuss future collaboration.  Heineken was interested to continue to work with CARE in moving things forward, and expressed their commitment to encourage changes within their organisation.  CARE will continue to promote the work that Heineken, CBL and Attwood are doing and use them as an example of best current practice for other beer companies. Action plans for CARE and Heineken (CBL and Attwood included:

HENEKEN INTERNATIONAL

Employment status of beer promotion women

· Heineken International is advised by CARE to review the employment status / contracts of beer promoters in order to comply with the National Labor Law (Article 9 and 10 in the Law)

· ILO has informed CARE that they are happy to work with companies in ensuring they are complying with the Law.

· CARE recommends that HI take the first steps in preparing themselves in relation to the Law. CARE cannot control what happens to the information presented following the dissemination workshop and are aware of human rights organizations who want to take this issue further (legally).

· CARE will also be working with the MoL. We strongly suggest and recommend that HI clarify their contracts / policies to meet the Law.

Code of conduct 

· Even though there is currently no industry body, HI can take the lead in addressing some of the issues raised in the review, in particular HI should review the uniforms – Tiger’s zip as recommended in the SBS baseline survey / needs assessment 2003.

Outlet owners

· Developing a strategy with the outlet owners as the beer promoters are under the effective control of the outlet owners when at work.

CARE CAMBODIA

Write up the recommendations of the workshop

· The feedback from the workshop will be written up and distributed to all as a call for Action. 

Printing of documents and dissemination

· The final report (including the research findings and the write up of the workshop) will be printed and disseminated to all Government bodies, Beer companies, LNGO’s and other stakeholders.

Advocacy  

· Working with the government MoWA and MoL. CARE has an MoU with MoWA

· National campaigns 

· The Minister MoWA has made many commitments to take these issues forward and she has a very good relationship with MoL / MoC.

· CARE UK will set up meetings with International Beer companies from Europe in the UK to lobby for change.

All parties will meet again in 3-6 months time to follow up on our Action plans and progress that has already taken place.

ANNEX 1: The Legal Context

Whenever the issue of harassment of beer promotion women in their workplace arose during the SBS and PSP research comments were made on the need to strengthen the rule of law. Often, these comments would run along the lines of a need for stricter laws to be introduced. Such comments were made by beer promotion women, sales and marketing staff, human resource staff, and senior executives. However the truth is that Cambodia actually has quite strong laws which are applicable to the situation of beer promotion women – both in terms of harassment and abuse, and in terms of the question regarding their employment status. Public knowledge and legal enforcement of these laws is low or even non-existant.

Reproduced below are Articles from relevant laws.   The laws on sexual harassment are in fact told to the women who undertake the SBS training. Anecdotal evidence from CARE Cambodia staff suggests that inclusion of this section in the training curriculum has helped to raise the women’s awareness of the fact that what they experience at work is, in fact, harassment – and actually illegal. However the women’s knowledge of the harassment and rape laws does nothing to resolve the challenge of ensuring that these laws are either respected by others or are actively enforced. This is an issue which needs to be tackled at a community / government / local authority level, but there is a long way to go. 

Furthermore as stated previously, society-wide stigmatisation of beer promotion women which arises from general assumptions made regarding their ‘immorality’, feeds into what seems to be a commonly held view that ‘bad’ women ask to be harassed and abused, and therefore do not deserve protection under the law. 

Harassment and Abuse

The Labour Law (1997)

Article 172:

“All employers and managers of establishments in which child labourers or apprentices less than 18 years of age or women work, must watch over their good behaviour and maintain their decency before public. All forms of sexual violation (harassment) is forbidden.”

Articles 248 and 250:

“An accident is considered to be work related, regardless of the cause, if it happens to a worker working or during the working hours… all occupational illness, as defined by law, shall be considered a work-related accident and shall be remedied in the same manner.

“Every manager of enterprise shall manage or have someone to take all appropriate measures to prevent work-related accidents.

“The victim or his [sic] beneficiaries are entitled to compensation from the manager of enterprise or the employer in the event of work-related accidents inflicting on him and resulting in temporary incapacitation.”

Article 256:

“A general insurance system obligatory for work-related accidents shall be set up”.

Additionally, Cambodia is a signatory to the United Nations Convention on the Elimination of All Forms of Discrimination Against Women (CEDAW), which ensures women: “the rights to protection of health and safety in working conditions”. Furthermore, CEDAW adds: occupational health and safety are human rights; women should not be injured while producing goods or services for the profit of others” (UN, 1992).

Criminal Law

Article 5:

“Anyone who rapes or attempts to rape another person… shall be guilty of rape and shall be condemned from 10 to 15 years in jail… Rape is an act of penetration of sexual organ or all other means by force, coercion, or surprise… If the rape is committed… by any person in a position of authority over the victim, the punishment shall be the imprisonment with labour of 15 to 20 years.”

Article 42:

“…a person guilty of touching, caressing or any other sexual act not involving penetration is liable to a term of imprisonment of one to three years… if the indecent assault is accompanied by fraud, violence or threat… the duration of sentences shall be doubled.”

Employment Status

The Labour Law (1997)

Article 1:

“…This law applies to every enterprise or establishment of industry, mining, commerce, crafts, agriculture, services, land or water transportation, whether public, semi-public or private, non- religious or religious; whether they are of professional education or charitable characteristic as well as the liberal profession of associations or groups of any nature whatsoever.”

Article 3:

“’Workers’, in the sense of this law, are every person of all sex and nationality, who has signed an employment contract in return for remuneration, under the direction and management of another person”.

Article 5:

“’Employees or helpers’ are those who are contracted to assist any person in return for remuneration, but who do not perform manual labour fully or who do so incidentally.”

Categories of Employees

Articles 9 and 10 

Casual employees:

The labour law defines casual employees as those who:

· Perform specific work that has to be completed within a short period ;or

· Perform work temporarily, intermittently or seasonally.

Casual employees are sometimes also referred to as floating or temporary employees.

Time limit on casual work:

It is not proper to use casual (or floating) employees on a regular basis for long periods of time.  The Arbitration council has found that if casual (or floating) workers work more than 21 days per month for more than 2 months in a row then they should be considered to be probationary or regular employees.

Articles 10. 161

Rights of casual employees:

Casual employees have the same rights as regular employees.  Therefore, casual employees’ benefits may be reduced if they work less than full time.

If an employer does not provide casual employees with annual leave, sick leave, public holidays, bonuses and other benefits then the employer should provide them with an increased hourly rate to compensate for this.

Part- time employees:

Part-time employees are employees who work less than 48 hours per week.  Part-time employees have the same rights as full-time employees except that their wages and benefits may be reduced in proportion to the number of hours they work.

Article 65:

“A labour contract establishes working relations between the worker and the employer. It is subject to common law and can be made in a form that is agreed upon by the contracting parties. It can be written or verbal… The verbal contract is considered to be a tacit agreement between the employer and the worker under the conditions laid down by the labour regulations, even if it is not expressly defined.”

Under the Labour Law, workers (and / or employees; see definitions in Articles 3 and 5 above) are governed by and entitled to rules and benefits including:

A maximum 8 hour day, or 48 hour week (Article 137)

Prohibition of 7-day-a-week working (Articles 146 – 160)

Paid leave at the rate of one and a half days’ paid leave per month of continuous service, with the right to use paid leave accrued after one year’s service (Articles 166-167)

Compensation for paid leave in proportion to the amount of time worked in the enterprise, upon leaving employment (Article 166)

Unpaid maternity leave of 90 days for women with less than one year’s uninterrupted service, and maternity leave of 90 days at half pay for women with more than one year’s service (Articles 182 and 183)

One hour per day during working hours to breastfeed, for one year from the date of child delivery. Breastfeeding breaks must be separate from normal breaks (Articles 184 and 185)

Managers of enterprises employing a minimum of 100 women or girls shall set up, within their establishments or nearby, a nursing room and a crèche (day-care centre). If the company is not able to set up a crèche on its premises for children over 18 months of age, female workers can place their children in any crèche and the charges shall be paid by the employer. (Article 186)

Enterprises and establishments employing more than 50 workers must have a permanent infirmary on the premises, and during working hours (day or night) there should always be at least one male or female nurse present. The infirmary should also be supplied with adequate materials to provide emergency care in the event of accidents or occupational illness or sickness during work. (Article 242)

Enterprises with more than one branch or work sites that employ at least 50 workers and are located more than 5 kilometres from the main work site should provide the branches or work sites with the same means as the main work site to assist and treat workers. (Article 243)

Workers or employees should receive free vaccination against epidemics (Article 245)

ANNEX 2: Final Recommendations

The Private Sector Partnership Project dissemination workshop

of CARE’s Research and Findings about the Workplace Situation of

Beer Promotion Women in Cambodia

Tuesday 31 May 2005

8.30-12.30 

Sunway Hotel, Phnom Penh

Discussion Groups: Recommendations and Action Plan

Objective:


Each table will be allocated a set of recommendations for a specific sector such as; the brewery industry, the government and civil society. Each group / table will then prioritize 3 main interventions from the list of recommendations below that can realistically be achieved.

Method: 


· Each table will be given a specific sector to represent.

· Each table will be given a list of recommendations for that sector and will need to read and discuss these recommendations.

· From the list of recommendations, as a group, please identify and prioritize 3 recommendations.

· Please then come up with an action plan detailing exactly how these 3 recommendations will realistically be achieved. 

· Please use the flip chart paper provided to document all of your ideas and your action plan. 

Recommendations

Many of the following recommendations were developed by the beer promotion women, human resource and sales and marketing staff from brewery / distribution companies themselves. They were asked to envisage ways in which the safety and security of beer promotion women could be increased, and who would need to be involved.  

The recommendations are not exhaustive.  Additional recommendations are welcome. 

**********

Group 1: Brewing and Distribution Industry

In Cambodia

1. A brewing and beer distribution industry body should be established in Cambodia (e.g. GMAC) Such an industry body would be able to bring pressure to bear on industry members, outlet owners, and to represent the industry at a national and international level. Registration of any new business linked to the brewing and distribution industry could be linked to a requirement to join the industry body, and to abide by the industry body rules. 

A primary task of such an industry body would be to work on development of an industry-wide Code of Conduct, preferably with the (paid) involvement of beer promotion women representatives. The Code of Conduct could cover:

· Clarification of the women’s employment status (thereby leading to clarification of industry-wide benefits and job requirements)

· Industry-wide rejection of commission-only work, and agreement of a minimum base salary for beer promotion work

· Agreed standards for brand promotion uniforms, based on active input from beer promotion women

· Industry-wide requirement of provision of transport home from venues for all promotion women

· Industry-wide standard training package as a part of orientation (based on the SBS model) for Beer Promoters focusing on how to deal with difficult customers and the dangers of excess alcohol consumption. 

· Requirement for all industry members to maintain accurate and up-to-date abuse and harassment reporting systems, and to participate in external monitoring 

· Clarification of expectation placed on venue owners in relation to providing a safe working environment

· Cross-industry agreement on withdrawal of all promotion women (from all brands represented by industry body members) from venues where serious or persistent physical or sexual abuse occurs

· Statement of zero tolerance for abuse and harassment of beer promotion women

· Encourage all employers to develop and implement a sexual harassment policy for company staff as a part of personnel contracts and code of conduct.  They should clearly communicate to employees and provide sufficient training to sensitise that sexual harassment will not be tolerated, by establishing an effective complaint or grievance process and taking immediate and appropriate action when an individual complains

An industry body could also:

· Publicly condemn workplace harassment and abuse of beer promotion women, plus provide financial and practical support for national campaigns against such work-based harassment (in collaboration with relevant government bodies)

· Promote best practice in relation to preventing workplace harassment of women, both on a national and international stage

· Respond to media issues

· Advocate at a government level on issues related to the brewing / beer distribution industry, including issues related to import / export laws and taxation

2. The role and responsibilities of outlet owners need to be addressed, requiring:

· Stricter regulations for entertainment business implementation, covering the threat of loss of licence for repeated recorded incidences of abuse or harassment (this would involve top level involvement of the relevant government ministries)

· Internal industry and external monitoring of venues for abuse and harassment (combined with the industry body threat of withdrawal of women and a stronger rule of law response)

· Key outlet owners engaged in negotiations with the industry body re: Code of Conduct

· Requirement on outlet owners to make an official police report in any incident of abuse or harassment which results in injury to a beer promotion woman

· Instigation of an industry recognition scheme for outlets which protect the human rights of beer promotion women (and other staff)

International Brewers

1. Support the Cambodian industry body (both financially, if required, and through training / capacity building)

2. Work on development of an international Code of Conduct for companies employing beer promotion women, based on the Cambodian model (assuming the Cambodian Code of Conduct is seen as beneficial to the beer promotion women, and has been developed in a participatory manner)

· Require regional representatives to adopt the international Code of Conduct

3. Ensure that regional representatives recognise beer promotion women as employees, and provide the relevant rights and benefits

4. To conduct marketing and advertising research on consumer buying habits within on-sales venues to then explore other marketing/ product promotion strategies. 

5. Develop new marketing tactics for the workplace that distract customers attention from the women selling beer, (and their association with sex), such as scratch card competitions or other promotions.  As a part of the women’s role to serve beer, they could also distribute such cards or facilitate an event.
Group 2: Government

1. The Ministry of Women’s Affairs could:

· Campaigning on zero tolerance of abuse and harassment of women in the workplace, through a campaign aimed predominantly at outlet owners and customers

· Work with media on developing a more positive representation of beer promotion women (and abandoning the use of the term ‘srey langse’)

· Involving beer promotion women in broader national discussions on eliminating violence against women

· Advocating with other ministries 

2. The Ministry of Commerce wishes to promote Cambodia as an ethical business environment, in the wake of the ending of garment factory quotas. It could also:

· Extend the concept of ethical trading from the garment sector into the beer brewing / distribution industry

· Support development of the brewing / distribution industry body

· Work with other ministries on ways to tackle the issue of illegal import / export of beer, which apparently threatens the legal industry

3. The Ministry of Labour needs to be involved in:

· Clarifying the women’s employment status, and rights under the Labour Law

· Monitoring and acting against either outlets or breweries / distribution companies which do not respect the human rights of staff, and do not follow the Labour Law

· To strengthen and up date the definition of sexual harassment / abuse under the Labour Law, Article 172 (Section VIII Child Labour – Women Labour).  To consider the different working conditions of women in Cambodia and extend the definition that is appropriate to the Cambodian context and to ensure it is properly understood and implemented. The Ministry of Interior can be involved through:

· Sensitising police officers on the need to respond to violence against women, wherever it occurs and whoever it occurs to (in collaboration with the Ministry of Women’s Affairs)

· Sending out a strong message – via senior police chiefs – that violence against women which occurs in entertainment venues needs to be tackled, and offenders prosecuted (both of these recommendations represent long-term work, given the current lack of belief from the beer promotion women that the police are actually of any relevance in prevention of abuse and harassment)

4. The Ministry of Health may wish to question whether or not beer promotion women have been inadvertently stigmatised within HIV/Aids work

5. The Ministry of Interior needs to review the roles and responsibilities of outlet owners and to address possibly through stricter regulation systems, such as the threat of removal of licence for repeated incidents of abuse.

Group 3: NGOs / other civil society bodies

For the previous recommendations to be implemented, it is likely that active financial and technical support will be required from civil society. This is perhaps particularly true in relation to development of a federation or union of beer promotion women. However care needs to be taken that the women are not simply ‘adopted’ by (and therefore subsumed by) either an existing union (for instance the Cambodian Tourism and Service Workers’ Federation, or representative bodies formed among Cambodian garment factory workers) or by NGOs working in either human rights or public health. Thus NGOs and representative bodies could:
· Assist in enabling representation of beer promotion women’s views and experience at the industry body and at a government / international level

· Facilitate and enable collectivisation of beer promotion women, across Cambodia and across breweries and distribution companies. 

· Assist with government campaign work aimed at reducing verbal, physical and sexual harassment and abuse of women in the workplace (MoWA).  

· Establish cross-industry, externally operated monitoring systems, to be implemented with (paid?) input from beer promotion women and to document and publicise incidents of verbal, physical or sexual harassment and abuse. (For example, Asian Trans-National Corporations monitor, and the Asia Monitor Resource Centre)

· Make ongoing recommendations to the industry body and to the government on ways to better meet and protect the human rights of beer promotion women

· Participate in any legal challenges made by beer promotion women – either in terms of their employment status, or in terms of holding companies which do not show an interest in the human rights of beer promotion women responsible for abuse (Human Rights organisations).

· Advocate for enforcement of existing and amended laws regarding harassment and rape

· NGOs who have established working relationships with breweries and distribution companies (internationally and/or local) should build on these links to advocate and support where possible for their adoption of the recommendations made in this report.

· Public health NGOs need to consider whether or not they are unintentionally stigmatising beer promotion women within broader society through making links between beer promotion and sex work.

ANNEX 3: Participant list for PSP Dissemination Workshop

CARE International in Cambodia RH program – Private Partnership Project

Dissemination Workshop of CARE’s research and finding about the workplace situation of Beer Promotion Women in Cambodia

Proposed participant List

	No.
	Name
	Institution
	Other



	1
	H.E. Dr. Ing Kanthaphavy, Minister
	Ministry of Women Affair
	

	2
	H.E. Sok San, Acting Minister   
	Ministry of Labor and vocational training
	

	3
	H.E. Dr. Tia Phalla, Secretary General
	NAA
	

	4
	H.E. Heng Poav
	Municipal Police
	

	5
	Mrs. Em Sophon, Deputy Director of social wealth fair department
	Ministry of Social affair and Youth Rehabilitee
	

	6
	Representative from NCHADS
	NCHADS
	

	7
	Mrs. Katinka C. van Cranenburgh, Programme Manager
	Heineken International
	

	8
	Mr. Jeffrey Lee, Country Manager
	INTERLOCAL EXIM PTE LTD
	

	9
	Mr. Lim Sok, Marketing Manager
	Attwood Import Export Co., Ltd.
	

	10
	Mrs. Kuch Sothyda, Promotion Girl Leader
	Attwood Import Export Co., Ltd.
	

	11
	Mr. Lieven Van der Boght, General Manager
	CAMBODIA BREWERY LIMITED
	

	12
	Mr.Ti Sophanna, Assistant HR Manager
	CAMBODIA BREWERY LIMITED
	

	13
	Mr. Kiv Chan Dika, Marketing Manager
	CAMBODIA BREWERY LIMITED
	

	14
	Mr. Chea Mong, General Manager
	Asia Sunrise Co., Ltd.
	

	15
	Mr. Chov Cheayeng, Customer Service
	Asia Sunrise Co., Ltd.
	

	16
	Mr. Ear Meng Hi, General Manager
	HAKSOON
	

	17
	Mr. Ear Kong, Marketing Manager
	HAKSOON
	

	18
	Mr. Kok Kheng, General Manager
	Hosten Distributor
	

	19
	Mrs. Chea Kim I, Promotion Girl leader
	Hosten Distributor
	

	20
	Mr. Teh Sing, Chief Operating officer
	CAMBREW LTD
	

	21
	Mrs. Buoy Chansothea, Office Manager
	CAMBREW LTD
	

	22
	Mr. Ky Meng Seng, Office Manager
	Soon Soon Import Export Co., Ltd.
	

	23
	Tith Phearum
	Soon Soon Import Export Co., Ltd.
	

	24
	Sale Man
	Duong Chivv import & transport Co.
	

	25
	Office Manager
	Duong Chivv import & transport Co.
	

	26
	Mr. Keo Piseth, Sale Manager
	Mittweida Co., Ltd
	

	27
	Mr. Keo Borith, Promotion Coordinator
	Mittweida Co., Ltd
	

	28
	Mr. Dy Rattha, Promotion Coordinator
	Mittweida Co., Ltd
	

	29
	Dr. Chawalit Natpratan, Country Director in Cambodia
	Family Health International (FHI)
	

	30
	Mr. Andrew Boner, Country Director
	PSI
	

	31
	Dr. Ouk Vong Vathiny, Executive Director
	RHAC
	

	32
	Mrs. Pong ChivKheach, Executive Director
	LICADO
	

	33
	Mrs. Oung Chantol, Executive Director
	CWCC
	

	34
	Mr. Chun Bora, NPC
	HIV/AIDS Education in the workplace, ILO
	

	35
	Mr. Jean Yves Dufour, Director
	PSF
	

	36
	Mr. Bunnath Moeung, National Coordinator
	UNIFEM
	

	37
	Ms. Ingrid Fitzgerald, Consultant
	UNIFEM
	

	38
	Mrs. Ros Sopheap, Executive Director
	GAD
	

	39
	Mr. Lim Phai, Executive Director
	Urban Sector Group, USG
	

	40
	Ms. Elizabeth Smith, Health and Population Advisor
	DFID
	

	41
	Ms. Rosanne Barbero
	WAC
	

	42
	Mr.Matthew Rendall, Lawyer, (Arbitration Council)
	East and West Management Institute
	

	43
	Ms.Sandra Mitchell, Chief of Party
	East and West Management Institute
	

	44
	Mrs. Hor Phally, Executive Director
	PADV
	

	45
	Ms. Sok Ny, Promotion Women
	
	

	46
	Ms. Pech Davy, Promotion Women
	
	

	47
	Ms. Mom Rany, Promotion Women
	
	

	48
	Prom Leakhana, Promotion Women
	
	

	49
	Lim Mi, Promotion Women
	
	

	50
	Sok Pisey, Promotion Women
	
	

	51
	Sorn Lyna, Promotion Women
	
	

	52
	Chum Srey Peov, Promotion Women
	
	

	53
	Mrs. Albertha. Nyaku, Health Sector Coordinator
	CARE Cambodia
	

	54
	Mrs. Chi Socheat, RH Program Coordinator
	CARE Cambodia
	

	55
	Ms. Claire Christie, RH Program Advisor
	CARE Cambodia
	

	56
	Mr. Lea Dooley, HIV/AIDS Program Advisor
	CARE Cambodia
	

	57
	Yim Sovann, Health Unit Senior Officer
	CARE Cambodia
	

	58
	Sok Pun, HIV/AIDS Program Coordinator
	CARE Cambodia
	

	59
	Mr. drian Botha, Head of Industry Affairs
	SAB Miller
	

	60
	Mr. Eric Vaes, Vice President Corporate Public Affairs
	InBev
	

	61
	Mr Knud Hedeager Nielsen
	Carlsberg
	

	62
	Mr. Geoff Donohue, Senior Vice President Corporate Affairs
	Foster
	

	63
	Mr. Kieran Simpson
	Scottish & Newcastle
	

	64
	Ms. Leah Hibbin, Private Sector Partnership Advisor
	CARE UK
	

	65
	Ms. Caroline Francis, ACD
	FHI
	

	66
	Ms. Nith Sopha
	FHI
	

	67
	Ms. Khoun Bunny, Coordinator, Empowering Women Migration Worker Project
	UNIFEM
	

	68
	BBC World Service
	
	

	69
	Cambodia Daily
	
	

	70
	Cambodge Soir
	
	

	71
	Fit media
	
	

	72
	Voice of America (VOA)
	
	

	73
	TVK (National TV channel)
	
	

	74
	CTN (Local TV)
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� In Cambodia and internationally, both industry and NGO representatives refer to beer promotion women as ‘promotion girls’ or BPs. However, this report uses the term beer promotion women in recognition of the fact that the beer promoters are adults, and in recognition of the fact that the word ‘girls’ can be belittling.


� Selling Beer Safely: A Baseline Survey and Needs Assessment of Beer Promoters in Phnom Penh. Quinn, Ingrid, CARE Cambodia, Phnom Penh: 2003.


� Research Report on Beer Promotion Girls in Phnom Penh, Cambodia (Catalla, Rebecca and Catalla, TAP; ILO 2004).


� As above.


� A total of 27 brands have been counted, distributed by 11 distribution companies and 2 breweries.


� HIV Sentinel Surveillance, Ministry of Health, 2002.


� Behaviour Surveillance Survey, Ministry of Health, Cambodia 2001.  The BSS 2003, - but not yet published quotes 37.4% of beer promotion women who sell sex for money or gifts)


� Sex work per se should not necessarily be a form of stigma; as many sex work activist organisations argue, sex work is just another way of selling a commodity. However the reality in Cambodia (and many other countries) is that sex workers are still heavily stigmatised as ‘bad’ women, with low morals and over-active libidos.


� Love, Sex and Condoms - Sweetheart Relationships in Phnom Penh, Cambodia. Wilkinson, D. J., & Fletcher, G. (2002).


� As above


� Promotion women are used to boost in-venue sales of all CBL’s beers apart from Crown – which is predominantly sold through off-sales.


� CARE has identified 7 legal distributors in Cambodia.


� � HYPERLINK "http://www.inbev.com" ��www.inbev.com�


� This was the end of the project year, although CARE continued to support the company trainers to complete the training to all BPs, and then to develop, implement and supervise the refresher training until end of December 2004.


� In December 2003, Heineken and CBL in Cambodia also began to provide anti-retroviral therapy to employees who are HIV+, and to their families.


� Taken from SBS Final Report August 2003 – July 2004, CARE CAmbodia


� Unpublished


� Dymphna Kenny was an active player in the initiation and set up of SBS in Cambodia, and was an advisory role on the partnership and project activities.





� Ministry of Social Affairs, Labour and Veteran Affairs, March 1997. Labour Law.  See also www.arbitrationcouncil.org





� Provision of transport to venues is also necessary in provincial areas, but within Phnom Penh it seems as if provision of transport to venues is linked less to safety and more to control of the women. However this is an issue which would need to be pursued further with beer promotion women themselves.
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