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Goals:

• Inform media and opinionleaders about food related
topics

• 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

Goals & Visions



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
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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.
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FOOD – FROM AVAILABILITY TO REDUCTION?
FROM FREEDOM TO REGULATION?
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1.
FOOD RETAIL & 
THE INDUSTRY
IN GERMANY
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THE BIG FIVE



HIGH BARGAINING POWER
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LESS BUT BIGGER STORES

TOTAL NUMBER 
OF STORES

DISCOUNT
STORES

SUPER
MARKETS

HYPER
MARKETS
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REVENUE ON THE RISE
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THE GERMAN FOOD INDUSTRY

Fourth-largest sector 

Revenue 166 billion € (2015 vs 172 in 2014), 
6% GNP in Germany

Including agricultural production and the 
mechanical engineering second largest branch.

90 % small or medium sized food businesses

Source: Statistisches Bundesamt, BVE
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REASONABLE PRICES

20.04.2016 DIE LEBENSMITTELWIRTSCHAFT 12



REASONABLE PRICES

The average household 
spends per year on food 
consumed at home (2011):

$2,390 America
$2,646 Germany (11,5%)
$3,241 France (13,5%)
$4,454 Norway (13,3%)
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ONLINE SALES GROW BUT SLOWLY
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DEMAND FOR HIGH QUALITY PRODUCTS ON THE RISE
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German market –

complex

competitive

abundant 

price sensitive

depends on export
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SUMMARY: REGIONAL BRANDS – NATIONAL TRADE –
INTERNATIONAL AMBITIONS
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2.
BEING A CONSUMER
IN GERMANY
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AVAILABILITY AND CHOICE



VALUE #1: HEALTH, #2 FREEDOM
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MASLOV‘s HIRACHY OF NEEDS
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IT IS NOT ABOUT IF
IT IS ABOUT HOW …

Needs for self-actualization (status)
(ideology, morale, health, lifestyle)

Needs for esteem
(convenience, cooking classes)

Needs of love & belongingness
(CSR, sustainability, animal welfare)

Safety needs
(food inspection, hygiene)

Physiological needs
(enough to eat)
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AND HOW IS IT PRODUCED … TRANSPARENCY

DETOX PALEO VEGAN FRUGAN 

VEGETARIAN 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 
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38 per cent say: "Transparency? I've no idea what 
that means."

Transparency paradox
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.
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Identification of 5 consumer groups concerning:

 Preference for food transparency 
 Consumer‘s trust
 Information overload

6 % 
„sceptical-

disinterested“ 

31,4 %
„satisfied-

unconcerned“

22 %
„trust

and insight“

17,1 %
„confusion
and trust“

23,4 %
„demanding-

detail-oriented“

Preference for 
food 
transparency 

very low very low high high very high

Consumer‘s
trust

very low moderate high high low

Information
overload

high moderate very low very high low

SOURCE: „VERBRAUCHERVERSTÄNDNIS VON TRANSPARENZ“ (SPILLER 2014)

SMALL BUT LOUD GROUPS WITH SPECIAL INTERESTS
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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
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3.
ROLE OF MEDIA
IN GERMANY
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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.
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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
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„Werte-Index“
Peter Wippermann
Trendbüro 
Hamburg

WHAT CAN I EAT TO STAY HEALTHY …
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… AND WHO TELLS ME

Personal Trainer
Nutrition advisor
Best friends
Web communities
Peers
TV / Radio
Governmental institutions
WHO
…



JOURNALISTS PREFER OFFICIAL STATEMENTS
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FEAR DRIVES HEADLINES – FACTS ARE SECONDARY
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SOCIAL MEDIA – THE „NEW EXPERTS“

Social media
Private, enthusiastic, 
indignant, unfiltered, 

myths, half-knowledge, 
rumours, sharing   

OPINION

INFORMATION

TV / radio / print
Public, objective, 

informative, critical, 
provocative, reader-

friendly, 
journalistic
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NGO CREATE ECHO CHAMBERS
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THE ECHO CHAMBERS
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SOCIAL AND ESTABLISHED MEDIA MELD

INFORMATION

Social media
Private, enthusiastic, 
indignant, unfiltered, 

myths, half-knowledge, 
rumours, sharing   

OPINION

TV / radio / print
Public, objective, 

informative, critical, 
provocative, reader-

friendly, 
journalistic
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COMPANIES AND ASSOCIATIONS NEED TO REACT 

Who distinguishes between
opinion and information

Journalism

emotional

NGOs
Private

Rational and emotional

Companies
Associations
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WHATS HAPPENING IN BERKELEY

Couldn‘t we eat differently



ANIMAL RIGHTS: SHOULD WE STOP … 
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COULD WE CHANGE: EAT VEGAN OR SOYLENT OR IN VITRO 
MEAT
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IT‘S NOT FOOD IT‘S VIOLENCE
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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.
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SUMMARY: CLEAR RULES – NO PATRONIZING



4.
INNOVATION AND
COMMUNICATION



THE SUPPLY CHAIN – EFFICIENCY DRIVEN

• Energy efficiency

• Ressource utilization

• Bio-economy

• SDG 2030
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THE INDUSTRY – EFFICIENCY DRIVEN

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



THE INDUSTRY – EFFICIENCY DRIVEN

PULSED ELECTRIC FIELD PROCESSING

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



High pressure processing

Personalized nutrition

Crispr

GMO

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

INNOVATIONS
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NO GENERAL SCEPTISISM TOWARDS INNOVATION

64 % agree
Innovation is important to
fight hunger.

34 %
are sceptical towards innovation
in the food sector.

21 %
oppose innovations in the food
sector because they fear health-
risks.

85 % agree
Innovative strategies are
important to save ressources.
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WHY INNOVATION? EXPLAIN BENEFITS

48

77 % agree
I want to understand the additional 
benefit of innovative food before
I buy it.

76 % agree
The agricultural sector should
communicate more transparent.

73 % agree
I want to be involved more when
it comes to technical innovations.

67 % agree
Traditional and innovative 
production is not mutually
exclusive.
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INNOVATIONS – WHERE TO COMMUNICATE THEM
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OPPORTUNITY TO COMMUNICATE FOOD
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• 90 per cent of TV broadcasting time and 68 per cent in print is 
everyday communication about food.

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

• Scandals constitute peaks 

One-dimensional debate
• 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.
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OPPORTUNITY TO COMMUNICATE
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5. LET‘S TALK ABOUT DIFFERENCES
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5.
LET‘S TALK ABOUT
DIFFERENCES - TTIP



THE EVALUATION OF RISK

EU USA

WHO 
EVALUATES 

RISKS?

Government approval 
procedures

Risk evaluation mainly 
performed by companies

CHEMICALS 
IN FOOD 

PRODUCTION

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

Market authorities have to prove 
that chemicals used are harmful.

(Toxic Substances Control Act)
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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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WHAT DO I NEED TO ENTER THE GERMAN MARKET

56

1. Highly competitive product or company

2. Which benefits health or the environment

3. Be prepared to be challenged by NGOs regarding risks and social/ 
environmental aspects of the product / company

4. Speak up – do not leave the messaging to NGOs 

5. Communicate innovations, take the audience with you
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DIE
LEBENSMITTEL-
WIRTSCHAFT



WE HAVE EXPERTISE

Lebensmittel-
technologie

Prof. Dr. Töpfl

Tierschutz und 
Tierhygiene

Prof. Dr. Hartung

Lebensmitte
l-chemie

Dr. Bücking

Ernährungs-
psychologie

PD Dr. Thomas 
Ellrott

Kultur-
geschichte

Prof. Dr. 
Hirschfelder

Pflanzen-
genetik

Prof. Dr. 
Jacobsen

Kommunikation 
und Trends

Nachhaltigkeit

Prof. Dr. 
Wesseler

Marketing

Prof. Dr. Spiller

Lebensmittel-
innovationen

Prof. Kleinert
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Prof. Wippermann



UNIQUE POSITION AS THINK TANK

Lebensmittel-technologie

Prof. Dr. Töpfl

Tierschutz und Tierhygiene

Prof. Dr. Hartung

Lebensmittel-chemie

Dr. Bücking

Ernährungs-psychologie

PD Dr. Thomas Ellrott

Kultur-geschichte

Prof. Dr. Hirschfelder

Pflanzen- genetik

Prof. Dr. Jacobsen

Kommunikation und Trends

Prof. Wippermann

Nachhaltigkeit

Prof. Dr. Wesseler

Marketing

Prof. Dr. Spiller

Lebensmittel-innovationen

Prof. Kleinert

 Good issue quality of topics

 High, independent design standards

 Professional agenda-setting

 Provision of research results will be further expanded

 Application orientation of research will be increased 
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CREDIT
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Prof. Dr. Romy Fröhlich

Dr. Karin Bergmann, Isabella Pfaff

Dr. Mark Bücking

Prof. Dr. Joachim Trebbe

Prof. Dr. Achim Spiller

Joachim Bacher
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www.lebensmittelwirtschaft.org
dialog@lebensmittelwirtschaft.org
Tel: +49 30 319850550
Twitter: @LMWorg
facebook.com/LEBENSMITTELWIRTSCHAFT
foodculturenet.newsmarket.com


