Club PAI

Fod Ingredients

# $%%&




)*%)




(
3 2 4!

$56 3 $76
$%%8 9/ $%%7

Tahle 2.1: Buving of ethical or socially-responsible grocery items over the
last vear, by country, 2006
2 respondenis  Much less  slightly less ™o change  Slightly more buch more
France 1.7% 5.6% 58.7% 19 8% B.2%
Crermany }3.8% 0% it 5% B3% 4.4%
Traly 4B% 409% 524% 22 2% E0. 7%
Metherlands 58% 465 A3 B% 10 8% 6.0%
Spain 6.6% 4.1% 54 5% 3% F2.5%
Sweden 11.8% 56% 61.5% 13.7% T13%
UK T3% TE% 52.6% 21.T% 10.6%
Earope 9.1% G5 5835 18.1% BS5%
s Q.65 50% i1 0% 14 6% DA%
Source: Husmess Insighls Consumer Survey Businegs dabghirg Lid




Tahle 2.3: Influence om purchasing hehavior and awareness of issues
regarding food and drink, 2006

Always infleenced  Sometines
by this issue  influenced

Amnimal hushandey (for meat and 20.2%
products contalning

ingredients of animal orgin)

Prowvenance and raceahiliy 16.3%
Use of Genetically Modified
Crrganisms (GMOs)

Usze of pesticides ferilizers and 212.4%

ozher potentially harmful ageochemicals

Fonod miles {the distance that a
procfuct’s ingredicnts have traveled)

Patenting of plant or TI%
animal genomes

Crverfishing 1605
Deeforestation's=mil erosion 150%
Problems associated with wasie 17.8%

disposal particularly packaging

Pauperization of small farmers 15.9%
Unfair imtemational trading practices

and rules (pacticularly at the expense o
meodnoers in developing countrics)

The loss of agriculural animal 1129
and plant varieties

The homogenization of foods 21 7%
and food cultures theough slobalization

Soorce: Besiness Insights Consumer Sarvey
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Total Products Launched

2003 2006 2007 2008

Ewvent Date

(4.433 [ Products Launched )
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Figure 4.13:% of food and drinks products in each category launched that are

ethical, 2005 and 2007
25%
2005
20% m 2007
15%

10%)
5%
0% . r y - . !

T

Dairy  Bakery & Confection Snacks Ready Softdrinks Other
cereals -ery meals

% share of ethical products launched in each category

Note: Year ends May 21 2007.

Source: Productscan Business Insights Ltd




.
I..::c"’r'. N

CERTIFIED
HUMAMNE

BAISED L MANDLER

10




Club PAI

Fod Ingredients

11




(

2 5%% 241 Cl))6
)**:D
4 - 77%
J $58

?% $%%$ > &% $%%8

12




K )%%

/

! TA
L

)%%

9 |/
C)8% 1D

"A 9

Local is becoming the new ‘pash’

The chef ™"

who will 1) HE M

only use @ )
produce o

sourced
around

London

(_

13



. vegetable oil, water, salt,
mone-and di-glycerides
avourings, vitamin E, acidity
acid, preservative potassium

four beta carotene, vitamins A and

ry and coffee essence contains: sugar,
yater, chicory, coffee.
& pyjergens: Contains egg, gluten, milk, walnuts
wheat
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hings we care about:
100% Organic
Buying British
Neon GM
Mo additives or preservatives
Locally sourced
environmentally-friendly
packaging where possible
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En choisissant de produire son
électricité et sa chaleur a 'aide
de combustibles renouvelables,
la s.a. Aigremont n.v. s'inscrit dans
une démarche résofument citoyenne et V
responsable !
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Table 3.8: Fairtrade market by produoct type, Europe and North America,
2004 & Z006
Sector el || ) L1 Notes
em % of FT sales em T of FT sales
Coffee 548 585 1010 511 Move than half sold in LS.
Bananas 140 1540 205 11.6% UK & Switzerland take S5+
of vilume.
Chocolae il 75 140 3.2 UK key market, then France &
Gecmany,
Fruit juice 35 3.7 B} 4 France is largest market.
Tea 3l 332 55 3.1 Mearly half vedume sold in TVE.
Fresh fruit 20 2.1 35 an UK main market.
Homew {supne 15 1.6 3l ) High penetration in Switzerland
- 16%.
Cut flowers il &4 105 0 Nearly half sold in Switzerland.
(rhers 18 18 124 T4 Wine, rice, processed food,
nuis, spices, sports balls, textiles.
Total 936 g 1,769 LiWb.0

Source: Estimabes based on Nahonal Fairtrade arganzzations

Businesy fnaghts Lid
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Tahle 3.11: Fairtrade market forecasts, €m, 2006-2011

Country bty
France L6
Crermany 110
Ttaly a5
Mictherlands 0
Switzerland 42
K 426
Srandinavia fil
Crher Europe B2
Overall Europe L063
LIS h52
Conado 54
Overall ITah
*oter Others inclode Aunstria, Belgiam. Irelend and Luxemboerg.

Hource: Trade estirnabos

2011
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Table 2.3: Organic market value and growth rates, by country, $bn, 2004-
2009
Table 2.2: Value of organic food and drink markets by key product markets,
2004 2000 CAGR 2004-2000 Europe and US, 2004-2009, Shn
France 1.3 1.7 34
Crermany 3T 52 7 i 2004 g CAGR 2004-2008
Txaly .7 LB 43%
Metherlands [ ] 06 BAG Bakery & cercals T4 11.3 BT%
Spain 04 06 B.1% Crairy food 6B 114 LRSS
Sweden 04 06 b2 25 Fruit & vegetables T3 9.6 5.T%
UK |.E 2 6.5% Juices 3 0.5 14.49%
Crher Euroge 1.7 26 3% Meat 32 58 12 7%
Total Eurape 106 14.7 71% Ready meals 03 0.7 R
Orher 0 R B
s 15 282 15%
Overall 253 42.9 JLLR. B
US & Europe 257 42.9 185
Source: Wustness Insights Businass insghts Lid
Source: Business Insaghts Businegs haights Led
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