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Ol mproved [I C] technol og
future, | hope, enable us to give more timely
Information to consumers on what they are being

O f f e MEe dnbnissioner John Dalli, July 2011]
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Current label under EU Rules applying internal legibility guidelines and using CIAA Nu
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PROJECT MOTIVE

often find food information hard to
decipher, unreadable and even misleading

A Consumers increasingly demandeasily
identifiable , and clear information about the

food they buy
A

AThe patchwork of mandatory food information and
voluntary labelling often is confusing and
iInsufficient
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CONSUMERS VOIC

oppers find the abundance of logos
abels oconfusingbo
A93% would like to see the labels on meat products

abolished and replaced by a single retailer
standard

A65% of consumers are prepared to pay premium
for fish and meat that has been humanely and
ethically treated throughout its life cycle

A 27% would definitely not consider paying extra

[FoodBev communication 25/10/2011]
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Nutrition Facts E 2006 McDonakd’s
Serving Size 1 container u&m w &%’TG
Amount Per Serving “::”‘“n""'l . """"" ﬂ',d.'-', e?v::m
Calories 560 Fat Cal. 270

*%Daily Value* F;zmww:nmmum
Total Fat 47%

Sat. Far 1 529
Trans Fat 1.5g
Cholesterol 80mg 26%
Sodium 101 42%%
Total Carb. 479 169
Dietary Fiber 3g 149
Sugars 8g

Protein 255

Vitamin A 8% - Vitamin C 2%
Calcium 25% - lron 25%
“Percent Daily Values (DV) are
based on a 2,000 calorie diet.
Due to the individual preparation

of each of our menu items, actual
values may vary from those listed.
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www.hallomcdo.be
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Voor meer info, surf naar / Pour plus d'informations, visitez notre site / Bitte besuchen Sie fiir atzliche|Auski www.mcdonaldsmenu.info

m Nutritionele informatie / Informations nutrltlonpelles / Nahrungsmittelinformationen
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PROJECT OBJECTIVE

ADevelopment of a multi -facet, EU-wide,
harmonized consumer information
approach

AFor reliable and easily accessible
food information

AEndorsed by all relevant stakeholders

U It does not replace on -pack labelling
requirements!



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

ORANGE @ HOUSE & partners
PARTNERSHIP.. Schuttelaar

THE STAKEHOLDERS

AConsumer groups

AOther NGOs

AFood producers

AFood retailers

AScientists

AGovernmental food (safety) authorities
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PROJECT FEATURES

ADriven by consumer demand for
Information

ATechnologically independent

AFuture aimed

ABuilding block approach(personalised)



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

ORANGE ® HOUSE smmfetzggfme’sg BureauBrussels CAFSAR

PARTNERSHIP viw EXPERTS

PROJECT
EXPECTATION

|. Provision of a multiplicity of food
Information in a harmonized way
ll. Application of modern means of
communication, accessible
to European consumers
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ROJECT COMPONEN
THE CONTEN

AFinding common ground on food

Information aspects to be provided to the
consumer

ABuilding consensus on criteria, good
practices and codes of conduct for the
presentation of food information



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

ORANGE @ HOUSE & partners
PARTNERSHIP.. Schuttelaar

ORMATION ELEMENT

by the new EU Regulation and,
voluntarily , 1.a

AFood quality

AHealth, allergies/intolerances

AFood production, origin, packaging and
safety

AEthical considerations

AEnvironmental considerations
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WHO DECIDES
YOU DO!

Alnvolvement of all:
Al nt ernet fora, Linked
ASchuttelaar & Partners will explain how!
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’ROJECT COMPONEN
| TO | NFORM

Interactive communication tools and
Instruments to facilitate consensus
puilding within the project

Il. Available to the consumer to access the
requested information (a project
deliverable )



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

ORANGE @ HOUSE Schutitgartners

PARTNERSHIPv:

ECTRONIC CONSUME
FORMATION HIGHWA

ANovel applications of existing, low costs

ICT technologies

AUse of smart phones, scanners in shops,
nome computers

Alnformation available in blocks: subject
specific and at increasing levels of detall



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



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

ORANGE ®HOUSE  qpypB2rtners

PARTNERSHIPvow

ECTRONIC CONSUME
NFORMATION HIGHWA

Caesar Experts
will explain it all!
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THE CHALLENGES

hat information provided is
truthful, unmistakable and not misleading

AParticipation of all stakeholders

AAgreement on a covenant , including codes
of conduct and codes of practice

ASustainability of the concept

ASufficient resources

ABroad endorsement



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

ORANGE ® HOUSE smm%%gfme’sg BureauBrussels CAFSAR

PARTNERSHIP viw EXPERTS

PROMISING OUTLOO

provi de -baseasn
Information that will help the consumer

and shoppers [to] make informed
product cholces and U

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)



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

ORANGE ® HOUSE smm%%gfme’sg BureauBrussels CAFSAR

PARTNERSHIP viw EXPERTS

PROMISING OUTLOO

provi de -baseasn
Information that will help the consumer

and shoppers [to] make informed
product cholces and U

e t hi s fits seaml ess|
goal of providing consumer access to
food information - it wishes to have !
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CT DELIVERABLES (

ASy to understand answers to food
guestions and (personalised) information on
food products , thus:

Aallowing the consumer to make an informed
choice based on what he considers relevant
Afacilitating healthier choices
Aenhancing clarity and transparency of food
Information
but al so resulting
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CT DELIVERABLES (

ignificant contribution to environmental
sustainability
AConsiderable energy savings for producers and
retailers
AFor the food producing and retailer industry:
almost unlimited direct access to consumers
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NEXT STEPS

Stablishment of the

AFair sharing of the project costs among
all participating stakeholders

AJoint decision -making based on
consensus

AOptions to extend to other consumer
product areas
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STION FOR BUDGET
AMONG STAKEHOLDERS

10%

W initiators

m public

private
m NGOs
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