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Consumer response timeConsumer response time



Historical key consumer interestsHistorical key consumer interests
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New key consumer interestsNew key consumer interests
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Changing consumer expectationsChanging consumer expectations

Sustainability Wikipedia,Sustainability Wikipedia,
a matter of timea matter of time



Resilience to recessionResilience to recession

Sustainability is even more important in the current economic climateSustainability is even more important in the current economic climate

Sustainability issues have been put on hold due to the current economic climateSustainability issues have been put on hold due to the current economic climate

88%88%

y py p

S t i bilit i t f f hiS t i bilit i t f f hi

10%10%

Sustainability is out of fashionSustainability is out of fashion

2%2%

Source: IGD Poll, April 2009Source: IGD Poll, April 2009



‘Eco‘Eco--Nomics’Nomics’

Al GoreAl Gore
“… the financial crisis and “… the financial crisis and 
the environmental crisis the environmental crisis 
originate in the same originate in the same 
thinking mistake: thinking mistake: exploit exploit 
today at the expense of today at the expense of 
tt ””tomorrowtomorrow…”…”



Climate ChangeClimate Change
Agriculture with 30% second largest contributor to Green House Gas EmissionsAgriculture with 30% second largest contributor to Green House Gas Emissions

External costs of mineral fertiliser 
not accounted for in costprice:

• Climate changeClimate change

• Soil degradation

• Water holding capacity of the soil

• Loss of biodiversity

D i t & di ti t• Decreasing pest & disease restistance

Greenpeace Cool Farming reportGreenpeace Cool Farming reportGreenpeace Cool Farming reportGreenpeace Cool Farming report



Changing consumer expectationsChanging consumer expectations
12% of all Germans consider climate change as 12% of all Germans consider climate change as thethe most urgent issuemost urgent issue



Changing consumer expectationsChanging consumer expectations
Almost every second German would pay a premium for climate friendly productsAlmost every second German would pay a premium for climate friendly products



EU policy responseEU policy response

Subsidy schemes shifting from price support to Subsidy schemes shifting from price support to 
multifunctional added valuemultifunctional added value

Food SafetyFood Safety
Food Safety, Food Security, Health, Food Safety, Food Security, Health, 
Traceability & Transparency, Consumer ProtectionTraceability & Transparency, Consumer Protection

‘Green and Blue’ Services‘Green and Blue’ Services
Clean soils, waste, recycling, water, air, emission reduction,Clean soils, waste, recycling, water, air, emission reduction,
bbiodiversity, animal welfare, nature conservation, country sideiodiversity, animal welfare, nature conservation, country sidey, , , yy, , , y

Rural DevelopmentRural Development
Regional Integration, Community.Regional Integration, Community.
C F C lt l H it L d iC F C lt l H it L d iCare Farms, Cultural Heritage, LandscapingCare Farms, Cultural Heritage, Landscaping



Global organic market in US$ billion Global organic market in US$ billion 
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Who is driving trendWho is driving trend

C i 7 68Connie
Concerned

% Organic Buyers
18 21Eddie Extra

% Organic Turnover

75 11Annie Airmile

Source: TNS 52 w/e May 2008. Segmentation based on CMA data



Beyond OrganicBeyond Organic

• Age between 20 and 85
• Females
• Families with young children

- Civil Society
- LOHAS

• Families with young children
• Educated
• Concerned
• Urban

- Moral Hedonists
- Urban Regionalists
- Cultural Creatives
- Innovaters & early adapters

Potential
20-25% 

of society
Urban

• Cosmopolitan
• Recession resilient

- Trend setters
- Opinion leaders
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Multi value communicationMulti value communication

In anticipation of the sustainability Wikipedia…In anticipation of the sustainability Wikipedia…



Multi value communicationMulti value communication

ReRe--grouping social and environmental Key Performance Indicatorsgrouping social and environmental Key Performance Indicators

S i l F t i tS i l F t i tSocial Footprint:Social Footprint:
-- Personal development and culturePersonal development and culture
-- Community and equal opportunitiesCommunity and equal opportunities

Fair distribution of wealthFair distribution of wealth

-- FreedomFreedom
-- JusticeJustice

S lid itS lid it-- Fair distribution of wealthFair distribution of wealth

Environmental Footprint:Environmental Footprint:
-- Soil, mineral resources, wasteSoil, mineral resources, waste

-- SolidaritySolidarity

-- EarthEarth, ,, ,
-- Water resourcesWater resources
-- BiodiversityBiodiversity
-- Clean air, CO2Clean air, CO2

EarthEarth
-- WaterWater

-- AirAir
-- Animal welfareAnimal welfare
-- EnergyEnergy -- FireFire



Sustainability FlowerSustainability Flower



Sustainability FlowerSustainability Flower



You’ve got mail…You’ve got mail…



natureandmore comnatureandmore comnatureandmore.comnatureandmore.com























natureandmore.com      natureandmore.com      



Check his carbon footprint…Check his carbon footprint…



Full Product Cycle AssessmentFull Product Cycle Assessment

Green House Gas Emissions Green House Gas Emissions 
throughout the supply chain, in throughout the supply chain, in 
CO2 equivalent per kg product. CO2 equivalent per kg product. 
TUV certified.TUV certified.



Climate Neutral CertificationClimate Neutral Certification

Verified Emission Rights issued byVerified Emission Rights issued by
Kyoto Protocol designated authorityKyoto Protocol designated authority

•• Methane gas avoidanceMethane gas avoidance

•• Nitrous Oxide gas avoidanceNitrous Oxide gas avoidance

•• Carbon sequestrationCarbon sequestration

Nature & MoreNature & More

TÜV certifiedTÜV certified
climate neutral labellingclimate neutral labelling

Climate Neutral PolicyClimate Neutral Policy
-- InformInform
-- ReduceReduce
-- Compensate (with sector internal carbon credits)Compensate (with sector internal carbon credits)



Communicate…Communicate…



Meet the grower …Meet the grower …

…and his sustainability…and his sustainabilityyy
flowerflower



Capitalising on sustainabilityCapitalising on sustainability
Why commodifying your product ifWhy commodifying your product ifWhy commodifying your product if Why commodifying your product if 

you have a unique story to tell !you have a unique story to tell !
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