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Goals & Visions

Goals:

* Inform media and opinionleaders about food related
topics

e Contribut as a Think Tank to a better understandig of
how the food chain works — from farm to fork

* Build upon scientific evidence

Vision:

Receive the deserved recognition and appreciation for
the food chain

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT




1. FOOD RETAIL AND INDUSTRY IN GERMANY
2. BEING A CONSUMER IN GERMANY

3. MEDIA LANDSCAPE

4. INNOVATION AND COMMUNICATION

5. LET'S TALK ABOUT DIFFERENCES

20.04.2016 DIE LEBEN SMITTELWIRT SCHAFT



FOOD — FROM AVAILABILITY TO REDUCTION?
FROM FREEDOM TO REGULATION?

Post war objective:

Enough food at reasonable prices to prevent hunger and enable performance

Current issue:

Abundance shows side effects on consumer health

Future Challenge:

How to govern personal reduction in an era of digital change in communication and
technology

— should German state intervene?

Food issues are driving policies in developed countries.

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT
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THE BIG FIVE

TOP TEN 2016 NACH FOOD-UMSATZ - : '

Rang Unternehmen Food-Umsatz Food-Umsatz  Verdnderung Food- Gesamtumsatz
2015 2014 zu Vj. Anteil 2015
Mio. Euro  Mio. Euro Prozent Prozent Mio. Euro
'l ‘Ecll“gka-ﬁlruppe,”‘ - 48274 , 46,999  ' / +2,7 ’ 906 53 282
2 ReweGruppe 285697 27550 +37 ol ke
| 3 JSChwéerc:ruppe‘”""*’T' “,‘28;048*; 7657 +14 ‘841,2‘ . '!34 540*
4 AldiGruppe? 22794 22463 15 820 . 27
5 MetoGruppe? 5192?41?}_ el o 8 0 ] 130*
Lekkerland 8 984 i | 8 702 990 9 075
T r(n. El T 6326 57 60~ " : i “UU W 7 Oi’j
Rossmg nn i 5175 o 1%:% T ea l7*()0 7 7‘-'3(‘)- :
: {}lobuisw : 3:230 7 3 \;(J 1 67,0
Bartels-Langness-Gruppe ' 3 088" ! 3020 il / /7 o
o Top 1 (;Food 164 759’: 71760,,*52 74,7 212 007 *
Ui fi !m, . M it AL g
fes SEH msétze aufgrund Neubewertung der Vorjahres-Gesar itz

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT



HIGH BARGAINING POWER

Gemeinsamer Anteil von Edeka, Rewe, Kaufland, Lidl
und Aldi an der Beschaffung durch den
Lebensmitteleinzelhandelin D - Gesamt

Obst

Grundnahrungsmittel

Wurst: 5B-Ware

Fleisch: SB-Ware

Kise SB-Ware

Nahrungsfette, Ole

Weile Linie

Feinkost, Wirzen, Convenience
Geflupel

Alkoholfreie Getranke

Food gesamt (Durchschnitt Gber..

Heifkgetranke

Brot, Backwaren

____________________________ bE¥fed
I, 26, 5%
I 2.6, 5%
I, 26, 50
I G, 2
iR
L %h
I, £.4,6%
I 5.4,6%
I £4,2%

. I 24,0%

I, 2 3,6%
L EEEREL

SuBwaren, Dauerbackwaren
Kase Bedienung

Wasser

Fruhstick, Baby-, sonstige Nahrung
Konserven, Fertig- Fixprodukte
Wein, Sekt, Spirituosen

Bier

Wourst Bedienung

Gemiise

Fleisch: Bedienung

TKK

Eis

I S 3%
I S, 1%
I 5 9%
I G 2, 6%
i
I 79,1%
. 7 7.9%
I 77 ,6%
I 4%
I 7 3,3%
I 7 2,1%
I 71, 0%

Source: Bundeskartellamt Sektoruntersuchung Lebensmitteleinzelhandel - September 2014
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LESS BUT BIGGER STORES

16.093
/ DISCOUNT /
M STORES 15468 lll

2008 2015

14.082
36.655
l SUPER -
MARKETS I i

2008 2015

49.673

2008 2015

TOTAL NUMBER
7.291

F STORE
OF STORES ° /
HYPER
#é\’ MARKETS o1s lIII

2008 2015
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REVENUE ON THE RISE

Umsatzentwicklung im
Einzelhandel mit Lebensmitteln

jahrliche Entwicklung

111,3

114,7

105.6

101.,6
97.9 100.6 1%2% 100,3 99 1 100

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
vig.

[ | - in jeweiligen Preisen
Daten: Statistisches Bundesamt
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THE GERMAN FOOD INDUSTRY

FOU rth'la r835t SeCtor Umsatz Export Exportquote | Importe*
in Mrd. Euro J in Mrd. Euro in Mrd. Euro

A . 1998 116,9 20,3 17,4 % 23,4

Revenue 166 billion € (2015 vs 172 in 2014), 1999 166 198 0% 2
6% GNP in Germany 2000 120,4 22,0 18,3 % 25,7
2001 126,7 24,1 19,0 % 27,5

2002 126.4 24,8 19,6 % 28,1

Including agricultural production and the 2003 1273 26,1 205% 264
mechanical engineering second largest branch. 2004 1318 27,7 s 29,2
2005 133.,5 29,6 22,2 % 30,5

2006 138,2 32,6 23,6 % 33,6

90 % small or medium sized food businesses 2007 147,0 35,0 23,8 % 34,9
2008 156,0 41,4 26,5 % 39,2

2008 147 .7 38,2 26,5 % 36,7

2010 151,8 42,8 28,2 % 39,2

2011 163,3 48,0 29,5 % 44,1

2012 169,3 51,2 30,5 % 44,9

2013 175,2 53.3 30,0 % 46,1

2014 172,2 54,4 ** 32,0 % 47,2%*

Veranderung 2014 4T % +168 % +84 %
gegeniiber 1998

Source: Statistisches Bundesamt, BVE




REASONABLE PRICES
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REASONABLE PRICES

The average household Konsumausgaben privater Haushalte nach Lindern
Spends per year on food Anteil der Ausgaben fiir Nahrungsmittel und alkoholfreie Getranke (2011) an den Gesamtausgaben in
Prozent

consumed at home (2011):

$2,390 America

$2,646 Germany (11,5%)
$3,241 France (13,5%)
$4,454 Norway (13,3%)

Daten: Eurostat. * Angaben beziehen sich auf das Jahr 2010.



ONLINE SALES GROW BUT SLOWLY

00%
= Fashion & Lifestyle

80%

T0% = Sport & Freizeit

60%
= Technik & Medien
50%

40%
= Einrichten & Wohnen

30%

20% = Garten & Heimwerken

10%

13% 16%
6% 8% Lebensmittel & Drogerie

0% T T T T T T T T T T T T T T T T ]
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

} Absolut betrachtet wachsen alle Sortimente,
allerdings verschieben sich die Gewichte innerhalb des Onlineumsatzes.

ECOMMERCE: WACHSTUM OHNE GRENZEN?

Online-Anteile der Sortimente — heute und morgen

White Paper von Dr. Gerold Doplbauer Herausgeber:

GfK GeoMarketing GmbH, Juli 2015
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DEMAND FOR HIGH QUALITY PRODUCTS ON THE RISE

e

PRICE @

QUALITY @

()

QUALITY

2003 2015

GfK Consumer Index Total Grocery 02 | 2016
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SUMMARY: REGIONAL BRANDS — NATIONAL TRADE —
INTERNATIONAL AMBITIONS

German market —
complex
competitive
abundant

price sensitive

depends on export

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT
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AVAILABILITY AND CHOICE
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VALUE #1: HEALTH, #2 FREEDOM

2009 2012

O 00 N O N1 AW =

-t
o

DIEC WELT

2014

2016 Rang
| Gesundheit  Ji
Freil 2
3
Natur &
6
Sicherheit 7
Anerkennung 8
Gerechtigkeit 9
Nachhaltigkeit &[]

QUELLE: TNS INFRATEST

* bt
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MASLOV‘s HIRACHY OF NEEDS

Self-fulfillment
needs

achieving one’s
full potential,
including creative
activities

Psychological
needs

Basic
needs

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT
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IT IS NOT ABOUT IF
ITIS ABOUT HOW ...

T@T ! e } B Needs for self-actualization (status)
i e (ideology, morale, health, lifestyle)

SELBSTVERWIRKLICHUNG

[ & Needs for esteem
Q — “ (convenience, cooking classes)

ICH-MOTIVE

0o @ ~ Needs of love & belongingness
A b (CSR, sustainability, animal welfare)

SOZIALE MOTIVE

Safety needs
(food inspection, hygiene)

SICHERHEITSMOTIVE

Physiological needs
(enough to eat)

PHYSIOLOGISCHE GRUNDBEDURFNISSE

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 21



AND HOW IS IT PRODUCED ... TRANSPARENCY

et DETOX PALEO VEGAN FRUGAN
8 \/EGETARIAN DRY AGED FREE
= OF LACTOSE FREE GLUTAMAT
FREE SUSTAINABLE GMO
RESPONSIBLE NATURAL
» ORGANIC REGIONAL BIO
CARBON FREE ON PASTURE
ANIMAL JUSTICE HEALTHY ...




CONSUMER ON “TRANSPARENCY”: A LOT WANT LITTLE

- 38 per cent say: "Transparency? I've no idea what
sl ";3 that means."
:’%ﬁﬂ =S
R Transparency paradox

‘3’193!’ g\\'

Consumers want to be able to know,
but don't make use of the available information.

Take-away

%

"The consumer" who has a certain basic need for
transparency doesn't exist as such. The group of
discerning consumers is hugely fragmented.

Studie im Auftrag von DIE LEBENSMITTELWIRTSCHAFT

,Verbraucherverstandnis von Transparenz®, 2014




SMALL BUT LOUD GROUPS WITH SPECIAL INTERESTS

Identification of 5 consumer groups concerning:

-> Preference for food transparency
- Consumer’s trust
- Information overload

6% 31,4% 22% 17,1% 23,4 %
»sceptical- ,,satisfied- ,trust ,confusion »demanding-

disinterested” unconcerned” and insight” and trust” detail-oriented
Preference for
food very low very low high high very high
transparency
Consumer'’s . )
trust very low moderate high high \ low /
Information high e | high |
overload ig moderate very low very hig ow

SOURCE: ,VERBRAUCHERVERSTANDNIS VON TRANSPARENZ* (SPILLER 2014)



SUMMARY: FOOD TOPICS GAIN ATTENTION?

Live style topics are in.
Companies offer relevant products?
Good prices are paid.

NGOs support niches professionally,
ask for regulation.
Institutions / scientists deliver insights

DIE LEBENSMITTLWIRTSCHAFT



ROLE OF MEDIA
IN GERMANY

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 26



NGOS WITH BROAD MEDIA ACCESS

Journalists want sector PR to be more professional.
No product PR, participate in political discussion.

Important sources for journalists to quote are:

* Researchers

* NGOs

* Authorities

Very few journalists consider representatives of the food sector as
good sources to quote. Reason: Relevant people (CEOs) remain
silent.

Overall food is an important topic.

Take-away

- Too much product PR instead of journalistic stories
- That's why journalists avoid them and quote others
- The debate is therefore one-sided

Survey conducted on behalf of "DIE LEBENSMITTELWIRTSCHAFT e.V."

Information processes & structures on food safety issues, 2013




WHAT CAN | EAT TO STAY HEALTHY ...

LR N N S DS SN )
® 0089000
ey

N

»

WERT 2012

Gesundheit

Freiheit

Erfolg .

Familie

AN W

Gemeinschaft

Natur

|

Gerechtigkeit

frd | I
QUOUONDNGNNWNME

Zwischen gesunder Erndhrung
E  und Hysterie - wenn Genuss

g zur Glaubensfrage wird »Schéuble soll uns 5000
Steuerfahnder schicken“

NS N S

Anerkennung

Nachhaltigkeit

s

[S2EEN (e o} {d®)

Sicherheit

,Werte-Index”
Peter Wippermann
Trendbiro
Hamburg
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... AND WHO TELLS ME

Personal Trainer

Nutrition advisor

Best friends

Web communities

Peers

TV / Radio

Governmental institutions
WHO

Grimmen im Bauch

Nahrungsmittelunvertraglichkeiten Pommes frites
und ihre Ausloser* und Ketchup
*Beispiele ’

Salzstangen
Lippenstift

Zoliakie

Autoimmunerkrankung des Diinndarms, o 73 a
hervorgerufen durch glutenhaltige Lebensmittel. = R, Bl g
Symptome sind u.a. Magen-Darm-Beschwerden,

Wachstumsstérungen, Osteoporose und Vitaminm lerscheinungen ————

Der Feind auf meinem Teller

Ernahrung Fast jeder vierte Deutsche glaubt, dass er bestimmte Stoffe in der Nahrung nicht
vertragen wiirde — nach der Laktose ist vor allem das Gluten in Verruf gekommen.
Mit zweifelhaften Bluttests schiiren Geschéftemacher die Angst vor dem falschen Essen.

29



JOURNALISTS PREFER OFFICIAL STATEMENTS

Jobs | immobilien | Anzeigen

Minchen 7° 5 A
Suddeu"‘sche’le‘lmng Login & | Abo MEPs About Parliament Plenary Commi
S8Z.de Zeitung Magazin
ﬁ Politik Wirtschaft Panorama Sport Miinchen Bayern Kultur Wissen Digital Chancen Reise Auto Stil mehr.. Q

European Parliament
arnung vor Risiken durch Glyphosat News

Home > Wirtschaft > Glyphosat:

20 januar 2016, 18:52 Uhr  Pestizid
Neue Warnung vor Risiken durch
Glyphosat

Newsroom Top stories Contacts and Services

Press releases ~ Backgroundnotes | Weekly agenda | Plenary sessions | National angle

Glyphosate herbicide: don’t renew its authorisation,
urge MEPs

Press release - Public health - 22-03-2016 - 14:34

So long as serious concerns remain about the carcinogenicity and endocrine disruptive properties of the
herbicide glyphosate, which is used in hundreds of farm, forestry, urban and garden applications, the EU
Commission should not renew its authorisation. Instead, it should commission an independent review and
disclose all the scientific evidence that the European Food Safety Authority (EFSA) used to assess
glyphosate, said Environment Committee MEPs on Tuesday.

The European Commission should not renew the approval of the herbicide substance glyphosate on the EU
market for another 15 years, until 2031, without any restrictions as proposed, said the Environment
Committee in a resolution passed by 38 votes to 6, with 18 abstentions.

Hhund solich

1 Das Umw warnt vor Risiken des umstrittenen
Unkrautvernichters Glyphosat - es bestehe weiterer Forschungsbedarf.

I Die Bewertung steht in Kontrast zu den Einschéatzungen anderer wichtiger
Behdrden, die das Pestizid als "unbedenklich” eingestuft hatten. “The fact that we have to resort to a parliamentary objection shows that something has gone wrong in the
decision process”, said MEP Pavel Poc (S&D, CZ), who drafted the motion for a resolution.

0000

I Glyphosat ist das meistverkaufte Pestizid der Welt, die Europaische

4 heid

Feedback K ission wird in den } ent obes
o “Glyphosate has been classified as probably carcinogenic by the World Health Crganisation (WHO). While the

industry claimed that the substance can be completely metabolised, itis now clear that glyphosate residues
are everywhere: in the environment, in many products we consume every day, in our bodies”, he continued.

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT



FEAR DRIVES HEADLINES — FACTS ARE SECONDARY

Titel: Die Rache aus dem Stall
| o,
o ' ’
dS DITIZ U NS
h ’
noch um
In Deutschland sterben jahrlich tausend Menschﬂ‘i an Bakterien, gegen die kaum

ein Antibiotikum hilft. Eine Brutstitte fiir besonders gefihrliche Keime
riickt jetzt erst ins Blickfeld: Die Massentierhaltung

o
ale

' > ‘, < .,:




SOCIAL MEDIA — THE ,,NEW EXPERTS”

INFORMATION

Social media
Private, enthusiastic,
indignant, unfiltered,

myths, half-knowledge,

rumours, sharing

OPINION

*Jens Lonneker, Rheingoldsalon, ,Bullerbii oder Discount”, 2015

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT
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NGO CREATE ECHO CHAMBERS




THE ECHO CHAMBERS

POLITICAL DISCUSSIONS ON THE FACEBOOK

/|
LOTS OF THE /
(ke wie )| B ,
5 oF / m
OPEN-MINDEDNESS

o

!
/////////////////

ECHO CHAMBERS g FLAME WARS

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 34



SOCIAL AND ESTABLISHED MEDIA MELD

INFORMATION

TV / radio / print
Public, objective,
informative, critical,
provocative, reader-
friendly,
journalistic

(X

Social media
Private, enthusiastic,
indignant, unfiltered,

myths, half-knowledge,
rumours, sharing

OPINION

*Jens Lonneker, Rheingoldsalon, ,Bullerbii oder Discount”, 2015

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT

35



COMPANIES AND ASSOCIATIONS NEED TO REACT

/ 'H \ Companies
NGOs
Private

Associations
Who distinguishes between
opinion and information
emotional

t /

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 36




WHATS HAPPENING IN BERKELEY

Couldn‘t we eat differently

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT
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ANIMAL RIGHTS: SHOULD WE STOP ...

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 38




COULD WE CHANGE: EAT VEGAN OR SOYLENT OR IN VITRO
MEAT

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 39



IT'S NOT FOOD ITS VIOLENCE

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT

social resources
DXE meetups WEBSITES
QARLAND, HAPPYCOW.NET
Every. the VEGANSOCIETY.COM
pecple v o PETAORG
pd MERCYF ORG
o Cot ol e iig b DIRECTACTIONEVERYWHERE.COM
between ONEGREENPLANET.ORG
where/ 125 2nd. 5t. #414 Oakiand
when/ Saturdoys at 10 AM
facebool DOCUMENTARIES
Earthiings
BOAA meetings/events Cowspirocy
Y artect
Organization for Animol £orks Ower Knlvex
Advocacy is & community of super cool The Cove
mmmmmmkn Speciesism The Movie
awareness on onimol
00 and off campus, Meeting times and
mm“x‘w“ {noun) vog vameisim ;
“awoy o liing which seeks Jo exchude.
focebook convboarocks as o as s possible and practicable.
N " Sy all forms of exploitation of. wid
L (3 cruelty 1o, animals for food.
SO chhing or any e pospose

' begins with the fork." -

= 1
Cinnaholi¢
popples Donut Fe!
souley Vegan
Millennium
grocery
Berkeley Bow!
Whole Foods
Monterey Market
BSFC ]
Saturday Farmers
|
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SUMMARY: CLEAR RULES — NO PATRONIZING

Culture is what a society agreed on in forms of rules, regulations, norms and
behavior.

If rules are replaced with should, could or would we change our democratic
system.

Cultural change has to include the society as a whole. So let them know what to
expect and how to react.

Communicate what you do and organize an innovation friendly climate.

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 41




OVATION AND
ICATION




THE SUPPLY CHAIN — EFFICIENCY DRIVEN

Energy efficiency
* Ressource utilization

* Bio-economy

SDG 2030

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT
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FROM BEER MARC TO DIETARY
FIBER

Today beer marc is mainly sent to
animal feed.

New methods will develop soluble
dietary fiber from beer marc to use
in beverage industry and for human
consumption




Mass Transport Enhancement
Cutting and Peeling Improvement
Shelf-Life Extension of Juices




INNOVATIONS

High pressure processing
Personalized nutrition
Crispr

GMO

Avoidence of waste (potato peel, coffee
grounds, whey ...)

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT

Nutri :

VS
Personalized nutrition




NO GENERAL SCEPTISISM TOWARDS INNOVATION

TS 34 %
@S~ Innovative strategies are are sceptical towards innovation

important to save ressources. in the food sector.
AN 21 %
( ../)) Innovation is important to oppose innovations in the food
" fight hunger. sector because they fear health-
risks.

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 47



WHY INNOVATION? EXPLAIN BENEFITS

| want to understand the additional
benefit of innovative food before
| buy it.

The agricultural sector should
communicate more transparent.

| want to be involved more when
it comes to technical innovations.

Traditional and innovative
production is not mutually
exclusive.

48



INNOVATIONS — WHERE TO COMMUNICATE THEM

Wahrnehmung Innovationen Gewiinschte Informationskanale

Wao haben Sie in den letzten 12 Monaten etwas Ober Inwelchen Medien wilnschen Sie sich perstinlich mehr

Innovationen im Lebensmittelbereich wahrgenommeny?

v N s

(Tages-JZ eitungen/Z eitschriften _ 3

Onlinemedien [N 30

Familia/Freunde/Bekannta 27 Haorfunk 3
soziale Metzwerke 20
Urmwelt-/ Tierschutzorganisationen 18 offener Tag an Forschungseinrichtungen
Wissenschaft 7 Besuch eines Bauernhofes
Harfunk 15 Besuch egines Unternshmens 18
unabhangige Testinstitutionen 10 Fachzeitschrift 18
Erndhrungsberater 8 Parsonlich im Gesprach mit Familie usw. 15
Bundesregierung 6 offener Tag an Uiniversitat usw. 15
andere Medien 1 Fachmesse 12
nichts “buf;}:';'mum - 2 Austausch iber soziale Netzwerke 1

andera Madien = 1
keine Informationen gewilnscht - 8

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT



OPPORTUNITY TO COMMUNICATE FOOD

GofakK

Medienforschung

* 90 per cent of TV broadcasting time and 68 per cent in print is
everyday communication about food.

e Regionally, both positive and negative. Nationally, more
critical

* Scandals constitute peaks

One-dimensional debate

e Central figures are consumers and customers.

* Speakers from the food sector are under-represented.

* Controversies and opposite standpoints are extremely rare.

Take-away

- The media interest in everyday life and consumption is high.

- Scandals are only the peaks

- The food sector does not have much of a say in the debate, except
for a few individual voices.

Studie im Auftrag von DIE LEBENSMITTELWIRTSCHAFT ,,Medienanalyse zum

Themenkomplex Lebensmittelsicherheit in der Presse”, 2013



OPPORTUNITY TO COMMUNICATE

NR.19 3.5. 2002 Dectschiand €3.50 tumwoms ¢ 100 w09 430 “l'“'_!l' I,“ 29. OKTOBER 2015 DIE ZEIT N°44 A S
Rlarioaiic ‘- ﬁ.mm%
S e m 4 =
7 ’

V4 -

Mist an Be’}f‘?’; Z

Muss aufs Feld!

‘Wer ackert, crzeugt Daten. Und wer diesc zu lesen verstche,

Die 26 popularsten Irrtiimer iiber unsere Emahrung - el i ek Karofld oo s
und worauf es beim Essen wirklich ankommt

ernbard Freiherr von Welchs mur ~ falische Landschaft. Es gibt Ricken, tber die der  Hachstens zwei Zentimeter ung dass sie
__D Wenne fohre seine Giste gern Wind streift, Senken, in denen das Wasser linger _vorgegebenen Kurs verspricht der 17 Tonnen _am Rechner 7u_einem Gesamibild zusammen-
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1. FOOD RETAIL AND INDUSTRY IN GERMANY
2. BEING A CONSUMER IN GERMANY

3. MEDIA LANDSCAPE

4. INNOVATION AND COMMUNICATION

5. LET'S TALK ABOUT DIFFERENCES

20.04.2016 DIE LEBEN SMITTELWIRT: SCHAFT 52



LET’S TALK A OUT"’ -
DIFFERENCES - TTIP



THE EVALUATION OF RISK

EU USA
Government approval Risk evaluation mainly
procedures performed by companies

Market authorities have to prove
that chemicals used are harmful.
(Toxic Substances Control Act)

Producers have to prove that
chemicals used in food are safe.



END OF PIPE VS PROCESS INTEGRATED

Today German / EU certifications are process integrated regarding
production and product safety.

- High standards
- High expectations
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<3 WHAT DO I NEED TO ENTER THE GERI\/IAN MARKET

g Ba e s ? .“"q‘,~*~. f . .
e A e N L T
T M S R Y ' rf‘ > "1'??' s [ ' BRNE
t‘___ & ‘} L_L,_L‘J: i
Ses o .
5 1. Highly competitive product or company
) \\
2. WhICh benefits health or tr(1 environment ;
. o/

Ciahg 3 Be prepared to be challenged by NGOs regardmg risks and social/
e i

enwronmentaT?spectg of the product / co/pény

(

4. Speak up —do not leave the messaging tolJNGOs

5. Communicate innovations, take the audiencé\yvith you
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WE HAVE EXPERTISE

Prof. Dr. Hartung

Prof. Wippermann

Prof. Dr. Topfl |

Prof. Dr.

Tierschutz und - . Wesseler
Tierhygiene Kommunikation
Lebensmittel- “ // und Trends
i /
Dr. Biicking technologie \\ \‘ /
AN | / /
/ _
\\ e bL / Nachhaltigkeit
Lebensmitte l ' .f lw l Prof. D. Spiller
I-chemie - Ct ast
_— B pd \ ~
PD Dr. Thomas _— 7 | S~
r' Y 5 - /// \“ ~_ -
& prof. Dr. Prof. Dr Prof. Kleinert Marketing
o> .Dr. .Dr. n

Hirschfelder Jacobsen

Erndhrungs-
psychologie

Lebensmittel-
' innovationen
Kultur- Pflanzen-
geschichte genetik
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UNIQUE POSITION AS THINK TANK

v" Good issue quality of topics

v High, independent design standards

v Professional agenda-setting

v Provision of research results will be further expanded

v Application orientation of research will be increased
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CREDIT

Prof. Dr. Romy Fréhlich III M Prof. Dr. Joachim Trebbe

Medienforschung

\

Prof. Dr. Achim Spiller = Fraunhofer Dr. Mark Biicking
FOOD CHAIN

TNS Infratest
Dr. Karin Bergmann, Isabella Pfaff TNS Joachim Bacher
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www.lebensmittelwirtschaft.org
dialog@lebensmittelwirtschaft.org

Tel: +49 30 319850550

Twitter: @LMWorg
facebook.com/LEBENSMITTELWIRTSCHAFT
foodculturenet.newsmarket.com




