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EU consumption trends

EU-27 Gross per capita veg consumption (in kg)/year
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2005/2010 |Gross supply |Net supply
Fruit -7,70% -8,40%
Vegetables -8,90% -9,30%

EU-27 population going up
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Consumption deficit

Freshfel’s latest Consumption Monitor
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— demonstrates an on-going decrease/stagnation of consumption across Europe

(between 2000 & 2010 =- 100 g per day)
—> 2011 initial data confirm trends!

VEGETAEBLES 20090 2010 S0 ,/10 p05-09,/10
Production 42.9 mT 40.4 mT -3.8 %0 -8.6%0
Imports 1.83 mT 1.78 mT -2.2%0 -7.2%0
Exports 1.5 mT 1.7 mT +10.4% + 200
Total gross supply 432.2 mT 40.5 mT -6.2 0 -8.00p
Margin waste 20% 8.1 mT 8 mT

Total net supply 35.1 mT 32.6 mT -7.1% -0.3 %0
FRUIT 2009 2010 %09,/10 | %05-09/10
Production 38.6 mT 35.6 mT -7.9%0 -7.1%0
Imports 11.18 mT | 11,17 mT -0. 1% -1.3%0
Exports 2,9 mT 3.2 mT +13. 7% +31.6%0
Total gross supply 46.9 mT 43.5 mT -7.3% -7.7%
Margin waste 20% 9.7 mT 9.1 mT

Total net supply 37.2 mT 34.4 mT -7.5%0 -8.4%
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Freshfel’s Consumption Monitor

Based on gross level ( assuming it would then cover both fresh and processed
consumption) , it demonstrates that level of consumption remains largely
below WHO recommendations in many MS

=> discounting a waste percentage would lead to even more worrying data

Fruit & Vegetables supply in g per day
a0n

WHO /FAQ minimum intake recommendation
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Consumption Monitor - waste [ mescessoano

Figure 6. Part of the initial production lost or wasted at different stages
of the FSC for fruits and vegetables in different regions

Food losses - Fruits & Vegetables
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Source: FAO, “Global Food Losses and Food Waste” Study
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Total fresh 45 %
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Challenges

L frudtss ot igpurmes frass trop choms 7

* Are F&V expensive? => price misperception L'““'

— Comparing fresh produce to competing categories 3 “ A‘
— Misperception also influenced by value chain ignorance

=> produce are not going straight from orchard to retail shelf e i

1 btre da =r..-1.J|:-r.-| maison

* Impact of economic crisis

— Matching new consumers requirements

(i3
=> on-going retailers/consumers focus on price
— challenge for sustainability of the producers ’/‘{ y fauair e
— food security at stake -. :{Hw

has a cost influencing price X ¥ &

EUROPEAN FRESH PRODUCE ASSOCIATION A.I.S.B.L
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Presentation Notes
Eating 5 a day (625 g/day) could cost between 0.5 € and 2 € / per day
Fruit and vegetables represent only a small part of the total consumer expenditure  (1%-1,5%)
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 |Image at stake

— NGO denigration campaigns influencing retailers and consumers
attitudes as well as credibility of public authorities => need to restore
confidence in legislation

— Impact on image in case of food safety crisis (EHEC - confusion
generated by the sector itself)
— (Mis)use of image by Agro/FMGC industry:
e competing products containing no or limited fruit...
e labelling debate (GDAs)

THAT QUESTION IS
COMPLETELY UNFAIR!
IT WOLILD BE LIKE COMPARING
US TO THEM!

Fach portion contains

Calories  Sugas Rt St Sal

22 g 0 UDg

ofan adu § gmdeline dalw amount

SPLDCOMICS COM @ 3090 LONNE ZASTERLING :I T T o o e ,.I - ACCOA] ,__....l - .
] i i !

THE GREAT FRUIT DEBATES
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e Lifestyle
e Getting the youngest to eat

fruit and vegetables!

e Less time for cooking at home
e Eating more away but F&V
still have problem of availability

and accessibility (equipment, education...)
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* Meeting customers expectation

e standard constant quality

-~
- o freshfness

} * enjoyment

Pivrer
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IER SPIEGEL

* Communication and promotion | n;,:;l'é"
e translating many findings of
scientific community into marketing messages

* “competing” with pharmaceutical DIE VITAMIN-LUG

[z Millanlen-Creschift mit (iberflisigen Pillen

e Limited sector budget for promotion

=> ratio of 1 to 100 - limited brand compared to FMCG and sector

fragmentation (

eLimited public promotion budget
HealthAB

= :‘- '.r . ‘
e“ Marketing Investny w
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Challenges

Proliferation of (confusing) messages
e Little coordination and poor communication

in case of crisis (EHEC)

6

00
251

sy czennie o \Neak information
warzywa | owoce
on production methods on portions, tips...
=
OM DAGEN
L
eat N ery
" - @ fruits &veggies
colonr more
0 matters.

 Local v global
Proliferation of logos and messages

-.E.A DAY

Just Eat More

Enjoy Fresh (fruit & veg)
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How well
}ramlle:l

s your -
dinner?

Herbivores eat plants.
Carnivores eat meat.

®
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Consumers readiness to eat more fruit and vegetables
( E u rOba rO m ete r) Q8 We often hear people talking about the importance of eating a health

diet. What do you think "eating a healthy diet” involves?

Q11 What kind of(iérl;azr;g)es did you make? (SPONTANIOQUS - MULTIPLE ANSWERS POSSIBLE)
1 » Eat a variety of different foods/balanced diet | =k
More fruit and vegetables | il | Eat more fruit and vegetables | 8%
B Less fat | sk | Avoid/do not eat too much fatty food - g |
Drinking more water ] SR | Avoid/do not eat too much sugary food 1 28%
Eatless sugar | 39% ‘ Eat more fish | 25%
Fewer calaries | 38% | Do not eat too many calories | 22%
Less salt | 27% | Avoid/do not eat too much salt 1 19%
Less slcohol | 21% Eat less meat T
Less meat 20%

Avoid/do not eat food containing additives 3%

Eat organic food | 8%

Eat more bread, rice, pasta and other ]
8%
: carbohydrates :|
at less bread, rice, pasta and other carbohydrates | ™

Eat more meat ji%
Eat less fruit and vegetables ]2%

More meat

Less fruit and vegetables |4

More calories
More alcohol
Eat more sugar

More fat )
Eat less fish

:|1$1
Other 1 %
DK -]w

More salt

Drinking less water

g |
2
&

DK

=
F

Other (SPONTANECUS)

g 4
-]
H

"WE'RE MEANT To HAVE 5-A-DAY, ACTuALLY!
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Health: Obesity and chronic diseases

— WHO report on status of chronic diseases

=> role of diet rich in fresh fruit and vegetables
— UN report this week on tax for junk food/ no VAT on f&v

— Alarming rate of obesity among the youngest (School Fruit Scheme &
accompanying measures)

Huge cost to society

EUROPEAN FRESH PRODUCE ASSOCIATION A.I.S.B.L
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EU policy reshuffle => moving towards healthier/environmental
friendly products IN 2012

CAP 2013 budgetary reform: opportunity for fresh produce?
School Fruit Scheme: a positive instrument to be extended?

Promotion policy: a reform coming up, reinforcing the position of fruit and
vegetables?

CMO report on fruit and vegetables (December 2012 )

Role of authorithies in generic communication (like in USA)
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e |nnovation

— European Partnership Agricultural Productivity and Sustainability

Opportunities

— Towards better coordination of research?
— More innovation in new varieties (club...)

e EU claims regulation

— Protect image (negative aspects) => denigration campaigns

— Enhance image and better use of health assets (claims)

EUROPEAN FRESH PRODUCE ASSOCIATION A.I.S.B.L
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Tt Environment /climate change v. healthy food
(Barilla environmental food pyramid)

2100

Portlons suggested

Ecological Footprint
(m* per 100g)

EUROPEAN FRESH PRODUCE ASSOCIATION A.I.S.B.L
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Freshfel case study: Where is the fruit?

e General outreach study on the display of images or reference to fruit in their
packaging

e 207 products analysed
=> 6% of products did not specify the amount of fruit content

=> 18%, almost 1 in 5 products displaying fruit on packaging, contained no fruit or
minimal fruit

=> 32% had less than 10% fruit content
=> 27% had a content between 11% and 50% of fruit
=> Only 17% of products had more than

50% fruit content

I T
Besides, only 13% of products had more than 50% fruit content and E ? J i ‘
less than 15 g per 100 g of sugar content (draft parameters |

for future EU legislation on claims)

Study available on www.freshfel.org and on
www.enjoyfresh.eu

# freshfel
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“Enjoyfresh” initiative: a website with positive stories moving into
Platform for networking and best practices www.enjoyfresh.eu

&‘% WELCOME PRODUCTION QUALITY SUSTAINABILITY FRESH FACTS
NUTRITION & HEALTH HOW TO ENJOY FRESH DID YOU KNOW? NEWSROOM

_ Information on:
Production, trade & consumption
T

Quality + link to freshquality.org

WELCOME TO
ENJOY FRESH

Fruits snd vegetables are = food
atagory Which cffars virous marts

Juids you lr*mngballa 1
be s plstform for 3l the farar

questions you might have sbout f Er
fruit and vegetables. You will find
i and

Sustainability

27082011

e e ;; Freshfel launches major F res h Fa Cts
Ereshiel Eur, p_e "ihe farum for the communication campaign

European fresn fruits  and on fresh erIIt and

vegetables chain, in an ffort to

spread the mﬁ:&@ why it is =0 grest

age and value
to “Enjoy Frash Fruit and Vagetables®] o

Nutritional and health data
Promotional activities across the world

Tips to consume/recipes

Newsroom

CONSUMPTION

EUROPEAN FRESH PRODUCE ASSOCIATION A.L.S.B.L
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Conclusions

MMWW&M: Rrirs ex gaones
TLANT EREARPRORIER
LES fRUITS ErlEGUMES
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e Stagnating consumption, BUT possibilities to increase it:
v' Profile fresh produce image to consumers and decision makers
v’ Rectify misperceptions and take the benefit of our assets
v’ Brainstorm and improve collective communication => “fresh produce” as a category
v’ Stimulate new position in emerging market segments

e Consumers in principle “positively minded”

e Strong fresh produce features to be for the sole use of the sector with
v’ good health and nutrition determinants
v’ positive ecological/environmental records

. Need for a European business plan to boost consumption
— Understanding the reasons behind the decline
— Pan-european platform for stimulating consumption

&
— Create a digital fresh prodcue community . ?

— Consider a pan european generic communication with support of EU \.( l\

— Enhance promotion and SFS 3 ) "

— 2012 as a milestone ( CAP 50’s , CMO report , promotion white paperw E



Y4

€9)

Enjoy Fresh

Conclusions @ freshfel

e Relevance of the School Fruit Scheme:

Scheme is progressing in regard to number of children
Get the youngest on the right track in regard to taste and texture

Scheme to be driven towards the products and secure a wide diversity of
product available to children

Facilitate the logistics and administration

More communication is required both at EU level and in regard to
accompanying measures at national level

More budget will improve the efficiency of the scheme and its outreach

»

&
' 4
- - |
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Thank you!
info@freshfel.org

www.freshfel.org

www.enjoyfresh.eu

EUROPEAN FRESH PRODUCE ASSOCIATION A.I.S.B.L
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