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21ST CENTURY CONSUMER 

FOOD INFORMATION: ITõS 

COMING!
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NEW EU REGULATION ONTHE 

PROVISION OF FOOD

INFORMATION TO 

CONSUMERS

òImproved [IC] technology would in the very near 

future, I hope, enable us to give more timely 

information to consumers on what they are being 

offeredó [EU Commissioner John Dalli, July 2011]
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Schuttelaar & Partners

Bureau Brussels
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FOOD INFORMATION 

TRANSPARENCY INITIATIVE
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ÅConsumers often find food information hard to 

decipher, unreadable and even misleading

ÅConsumers increasingly demand easily 

identifiable , and clear information about the 

food they buy
Å

ÅThe patchwork of mandatory food information and 

voluntary labelling often is confusing and 

insufficient

PROJECT MOTIVE

http://www.caesar.nl/nl-NL.aspx
http://www.caesar.nl/nl-NL.aspx


BureauBrussels

http://www.caesar.nl/nl-NL.aspx
http://images.google.nl/imgres?imgurl=http://www.coopcoffees.com/Images/newsletter/issue-7/fair-trade-logo.jpg&imgrefurl=http://www.coopcoffees.com/all_news/newsletters/december-2008&usg=__QbGPK2qTRphvt_vO9C9kgm8L99I=&h=401&w=362&sz=15&hl=nl&start=8&um=1&itbs=1&tbnid=81p5xD1GgVQ3jM:&tbnh=124&tbnw=112&prev=/images?q=logo+fair+trade&hl=nl&um=1
http://images.google.nl/imgres?imgurl=http://daveruijer.onlineinveendam.nl/Logo_Fairtrade.jpg&imgrefurl=http://daveruijer.onlineinveendam.nl/Fairtrade.htm&usg=__7DcKDdoLTBZgnUrXxTRK0ypO8Rg=&h=275&w=266&sz=78&hl=nl&start=10&um=1&itbs=1&tbnid=N3du0ZCArRFlNM:&tbnh=114&tbnw=110&prev=/images?q=logo+fair+trade&hl=nl&um=1
http://images.google.nl/imgres?imgurl=http://autonomieproject.files.wordpress.com/2009/08/fair_trade_logo.jpg&imgrefurl=http://autonomieproject.wordpress.com/2009/08/05/fair-trade-sales-up-around-the-globe/&usg=__bKd6U9QUzCLqSJxQIGTbveIpSG0=&h=589&w=430&sz=66&hl=nl&start=4&um=1&itbs=1&tbnid=Y9OaxUoTymN4ZM:&tbnh=135&tbnw=99&prev=/images?q=logo+fair+trade&hl=nl&um=1
http://images.google.nl/imgres?imgurl=http://beanactivist.files.wordpress.com/2007/11/ifat-logo.jpg&imgrefurl=http://beanactivist.wordpress.com/2007/11/01/what-is-fair-trade-coffee/&usg=__cHsVplwz4guYr3nU_aKYua8JJF4=&h=768&w=605&sz=51&hl=nl&start=16&um=1&itbs=1&tbnid=KnJzO6-K2xws3M:&tbnh=142&tbnw=112&prev=/images?q=logo+fair+trade&hl=nl&um=1
http://images.google.nl/imgres?imgurl=http://www.wirksworth.net/images/user_images/FAIRTRADE_LOGO.jpg&imgrefurl=http://www.wirksworth.net/news/news.php&usg=__ngMwVyqM0kQDiMXrqrPjgLsHcQM=&h=637&w=423&sz=155&hl=nl&start=33&um=1&itbs=1&tbnid=K1g6PrpXhNsu6M:&tbnh=137&tbnw=91&prev=/images?q=logo+fair+trade&ndsp=18&hl=nl&sa=N&start=18&um=1
http://images.google.nl/imgres?imgurl=http://www.vendor.nl/upload/milieulogoNL.jpg&imgrefurl=http://www.vendor.nl/mvo.htm&usg=__NKRPa_S36uCIrmwvCx-TYvNkUW4=&h=79&w=80&sz=21&hl=nl&start=7&um=1&itbs=1&tbnid=QAB1bRvopWOK5M:&tbnh=73&tbnw=74&prev=/images?q=milieulogo&hl=nl&sa=X&um=1
http://images.google.nl/imgres?imgurl=http://www.vkblog.nl/pub/mm/tempest/4387/Image/ik-kies-bewust.gif&imgrefurl=http://www.vkblog.nl/blog/4387/Weeklog:_Liesbet_Zikkenheimer&usg=__EyV6kMBvnyHLVjTa4ucS0vut-ZY=&h=144&w=155&sz=5&hl=nl&start=44&um=1&itbs=1&tbnid=ykgN59tlJZM4WM:&tbnh=90&tbnw=97&prev=/images?q=diervriendelijk+logo&ndsp=18&hl=nl&sa=N&start=36&um=1
http://images.google.nl/imgres?imgurl=http://www.animalfreedom.org/pics/mklogo.gif&imgrefurl=http://www.animalfreedom.org/paginas/informatie/keurmerken.html&usg=__xO6Durx6Iyxqjn82y1L39aSwn44=&h=141&w=94&sz=4&hl=nl&start=61&um=1&itbs=1&tbnid=LDFNF4C6tp9WAM:&tbnh=94&tbnw=63&prev=/images?q=diervriendelijk+logo&ndsp=18&hl=nl&sa=N&start=54&um=1


BureauBrusselsBureauBrussels

Å83%  of UK shoppers find the abundance of logos 

and labels òconfusingó

Å93% would like to see the labels on meat products 

abolished and replaced by a single retailer 

standard

Å65% of consumers are prepared to pay premium 

for fish and meat that has been humanely and 

ethically treated throughout its life cycle

Å27% would definitely not consider paying extra

[FoodBev communication 25/10/2011]

CONSUMERS VOICE 
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WE ARE NOT HEALTHY 

FOOD FANATICS OR GURUõS
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PROJECT OBJECTIVE

ÅDevelopment of a multi -facet, EU-wide, 

harmonized consumer information 

approach 

ÅFor reliable and easily accessible 

food information 

ÅEndorsed by all relevant stakeholders

üIt does not replace on -pack labelling 

requirements!
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THE STAKEHOLDERS:

All of you!  

ÅConsumer groups

ÅOther NGOs  

ÅFood producers  

ÅFood retailers 

ÅScientists

ÅGovernmental food (safety) authorities 
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PROJECT FEATURES 

ÅDriven by consumer demand for 

information 

ÅTechnologically independent 

ÅFuture aimed 

ÅBuilding block approach(personalised) 
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PROJECT 

EXPECTATIONS 

I. Provision of a multiplicity of food 

information in a harmonized way

II. Application of modern means of 

communication, accessible 

to European consumers
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1st PROJECT COMPONENT:

THE CONTENT

ÅFinding common ground on food 

information aspects to be provided to the 

consumer

ÅBuilding consensus on criteria, good 

practices and codes of conduct for the 

presentation of food information
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INFORMATION ELEMENTS

As required by the new EU Regulation and,

voluntarily , i.a.:

ÅFood quality

ÅHealth, allergies/intolerances   

ÅFood production, origin, packaging and 

safety 

ÅEthical considerations  

ÅEnvironmental considerations
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INFORMATION ELEMENTS

WHO DECIDES?

YOU DO! 

ÅInvolvement of all:

ÅInternet fora, LinkedIn, Facebook, Twitter,é

ÅSchuttelaar & Partners will explain how!
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2nd PROJECT COMPONENT:

THE ôITõ INFORMATION HIGHWAY

I. Interactive communication tools and 

instruments to facilitate consensus 

building within the project

II. Available to the consumer to access the 

requested information (a project 

deliverable )
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THE ELECTRONIC CONSUMER 

INFORMATION HIGHWAY

ÅNovel applications of existing, low costs 

ICT technologies

ÅUse of smart phones , scanners in shops, 

home computers

ÅInformation available in blocks: subject 

specific and at increasing levels of detail
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THE ELECTRONIC CONSUMER 

INFORMATION HIGHWAY

Caesar Experts  

will explain it all!
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THE CHALLENGES 

ÅEnsuring that information provided is 

truthful, unmistakable and not misleading

ÅParticipation of all stakeholders

ÅAgreement on a covenant , including codes 

of conduct and codes of practice 

ÅSustainability of the concept

ÅSufficient resources

ÅBroad endorsement
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A PROMISING OUTLOOK 

òWe will provide transparent, fact-based 

information that will help the consumer 

and shoppers [to] make informed 

product choices and usagesó  

From: Health and Wellness Resolution 2, approved by the Board of 

Directors of the Consumer Goods Forum (CGF) on 14 July 2011 (The 

Consumer Goods Forum Newsletter, Autumn 2011)
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A PROMISING OUTLOOK 

òWe will provide transparent, fact-based 

information that will help the consumer 

and shoppers [to] make informed 

product choices and usagesó  

é this fits seamlessly with our Initiativeõs 

goal of providing consumer access to 

food information it wishes to have !
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Free and easy to understand answers to food 

questions and (personalised) information on 

food products , thus:

Åallowing the consumer to make an informed 

choice based on what he considers relevant

Åfacilitating healthier choices

Åenhancing clarity and transparency of food 

information 

but also resulting in:éé.

PROJECT DELIVERABLES (1) 
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ÅSignificant contribution to environmental 

sustainability

ÅConsiderable energy savings for producers and 

retailers

ÅFor the food producing and retailer industry: 

almost unlimited direct access to consumers

PROJECT DELIVERABLES (2) 

http://www.caesar.nl/nl-NL.aspx
http://www.caesar.nl/nl-NL.aspx


BureauBrusselsBureauBrussels

ÅThe management of OHP, S&P, BB, and Caesar Experts

for allowing their staff to develop the project

ÅKees de Winter , nutrition consultant, for his many 

contributions

ÅJohn Doyle of DG INFSO for his enthusiastic support and 

original ideas

ÅColum Joyce , Strategy Director, IMR World for his 

creative thoughts and suggestions

ÅThe many colleagues from the EU Parliament , the 

Commission, national authorities , industry , consumer 

groups and other NGOsfor allowing us to pick their 

brains 
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NEXT STEPS

ÅEstablishment of the Stakeholder 

Partners Platform

ÅFair sharing of the project costs among 

all participating stakeholders

ÅJoint decision -making based on 

consensus

ÅOptions to extend to other consumer 

product areas
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SUGGESTION FOR BUDGET 

DIVISION AMONG STAKEHOLDERS
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FURTHER 

INFORMATION

herman.koeter@orangeOhouse.eu Å 

friso.coppes@bureaubrussels.eu Å 

rschilpzand@schuttelaar.nl Å

e.kerschkamp@ caesar.nl Å 
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