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Food Security: Elcaywyn

* To Food Security amoteAel kUpla emidlwén
TTOLYKOOLLOLC EUNUEPLAC LE TNV ULOBETNON TWV
Buwolpuwyv 2toxwv Avarmtuéncg (Sustainable
Development Goals- SDGs)ota mAaiola tTng
peta- 2015 avamntuélaknc atlevrac tov OHE.



Food Security: Elcaywyn

* OLOUYXPOVEC no)\ueﬁvmeq ETILXELPNOELC
eAEYXOUV ONULAVTIKO Kouuau TNC TTOLYKOOLLOLC
TP AYWYNC TPODLULWV KOl TTOTWV HECO OTTO




Food Security: Elcaywyn

* To Bepa tnC mapouvaoiaong eotlalel oTnNV
avaAvon tnc oxeon petaév MoAveBvikwv
Ertiyelpnoewv kat Food Security kat e€nyet
000 KaBopLOoTLKOC Elvall 0 pOAOC TWV
[MoALEBVIKWV ETMLXELPNOEWV yLa TN LEAAOVTLKN
ETIAPKELDL TPOPLUWV TTOLOTLKA KOLL TTOOOTLKAL
HEoW Blwolpwyv dleBvwyv emevduoswv.

MeAetn neplntwonc : H cokoAdta!!



Do we have enough food?

 The world has ample food.

* Yet a billion of people go hungry, while
another billion over-consume.

* Food systems are under severe stress due to
climate change, global population increase
reaching 9 billion in 2050, an observed diet
shift to animal products and continuous
resource degradation.



Famine in the world

* From Africa and Asia to Latin America and
the Near East, there are 805 million people in
the world who do not get enough food to
lead a normal, active life.

Source: http://www.wfp.org/content/hunger-map-2014
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Global Obesity
© Lovell Johns Ltd I

2

% of adult population
classified as obese*

No Data

Source: World Health Organisation (WHO), 2012**.

*An obese adult is classifed as having a BMI greater than 30, H
**The map uses the latest available data which varies in year of data collection. WWW. Iove ' Ijo h ns 'com
9/12/2014 Athens University of Economics and
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Multinational Corporations

* Major stakeholders in the achievement of
sustainable investment and growth in the
agro-food sector globally are Multinational
Corporations (MNCs). MNCs lead global value
chains and thus play a determining role in
food security globally.



Definitions: Food Security

* The World Food Summit of 1996 defined food
security as existing “when all people at all
times have access to sufficient, safe, nutritious
food to maintain a healthy and active life”.

(http://www.who.int/trade/glossary/story028/en/)

9/12/2014



Food Security

* Food security is built on three pillars:

* Food availability: sufficient quantities of food
available on a consistent basis.

* Food access: having sufficient resources to
obtain appropriate foods for a nutritious diet.

* Food use: appropriate use based on
knowledge of basic nutrition and care, as well
as adequate water and sanitation.

(http://www.who.int/trade/glossary/story028/en/)




Food security not the same around the
globe

 The 2014 Global Food Security Index (GFSI) reflects
that although FS is a global issue has distinctive
regional characteristics: “For example, reduced Quality
& Safety pulled down scores in Central & South
America and in Asia & Pacific, both of which were hurt

by reduced diet diversification.

By contrast, Europe and MENA experienced declines in
their Availability scores, owing to more limited food
supplies in both regions, tightening public expenditure
on agricultural research and development (R&D) in

Europe, and higher volatility of agricultural production
in MENA”.

(See, http://foodsecurityindex.eiu.com/Index/Overview)

9/12/2014 Athens Unlver5|tY of Economics and
Business
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TOP Food and Beverages (F&B) MNCs

 The top 100 F&B MNCs account for one third of
production and more than one half of the
technological activities of the world’s food and
beverage industry.

Active in all aspects of GVCs they internationalize their
R&D, they have extensive production networks and
they collaborate closely with their suppliers by
providing, developing and exchanging information,
products and services.

http://www.foodengineeringmag.com/ext/resources/Issues/2013-9/Top100List1.pdf

Filippaios, F., Papanastassiou, M., Pearce, R. and Rama, R. (2009), “New forms of organisation among the
world's 100 largest food and beverages multinationals”, Research Policy, 38, 6, pp. 1032-1043.

Athens University of Economics and

9/12/2014 Business




Top 100 food and beverages companies

(September 2013 | Food Engineering | www.foodengineeringmag.com)

Rank Company Food Sales ($ millions) Year Ending
1 Nestlé 87,977 Dec. 12
2 PepsiCo, Inc. 65,492 Dec. 12
3 The Coca-Cola Company 48,017 Dec. 12
4 Archer Daniels Midland Company 46,829 Jun. 12
5 Anheuser-Busch InBev 39,758 Dec. 12
6 JBS 38,675 Dec. 12
7 Mondelgz International 35,015 Dec. 12
8 SABMiller 34,487 Mar. 13
9 Tyson Foods 33,278 Sep. 12

10 Cargill 32,500 May 13

11 Unilever 31,180 Dec. 12

12 Mars 30,000 Dec. 12

13 Danone 26,920 Dec. 12

14 Heineken 23,715 Dec. 12

15 Kirin Brewery Co. 22,130 Dec. 12

16 Lactalis 20,255 Dec. 12

17 Suntory 19,370 Dec. 12

18 Kraft Foods Group 18,339 Dec. 12

19 Asahi Breweries 18,850 Dec. 12

20 Diageo  Athens University of Economid.808 Jun. 12

12/201
9/12/2014 Business



From Frost and Sullivan

(http://www.slideshare.net/FrostandSullivan/mega-trends-review-growth-strategy-optimization-in-the-global-food-beverage-industry-value-
chain)

The Global Food and Beverage Value Chain

The cumulative value of all revenue derived from the global food and beverage value chain
was over $20 trillion dollars in 2011, representing nearly 30 percent of the entire world's
economy.

Food and Beverage Market: Generalized Value Chain, SUS Billion (Global), 2011
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Walmart

9/12/2014

© 201Nkl © 2012 Mcosot Coposton

Where in the world is Walmart?
Zoom and pan vathin the interactive map fo select a country and leam

Locations at a glance

more about each location, including U S. state details gﬂmmmmn 11,158
4

From our humble beginnings as a small discount retailer in Rogers, Ark., Wl us 4244

Walman has opened thousands of stores in the United States and o :

expanded internationally. Through this model of expansion, which brings Sam's Club 643

the right store formats to the communities that need them, we are

creating opportunities and bringing value to customers and communities
around the globe.

Waimart International 8,188

Today, Walmart operates over 11,000 retail units under 71 banners in 27 countries. We employ 2.2 million
associates around the workd — 1.2 million in the U.S. alone.

W

Source: http://corporate.waimaft:com/our-story/our-business/locations/

22



Global Value Chains

Table IL1. Perspectives on GUCs

International Business Economics
“Firm perspective” “Country perspective”

Defining concepts ~ *  GVCa are dafined by fragmented supply * (GVCs explain how exports may incorporate
chain, with ntemationally dispersed tasks imported inputs; i.e. how exports nclude

and actiies coordinated by & lead firm (2 foreign and domestically producad vale
TNC). acided
Scope % (GVCa are present predominanty inindustries ® - GVCs and value added frade, by design and
characienzed by such supply chans, with by the nacessities of statisbcal calculstion,
typical examples ncluding slectronics, encompass alf frads; i.2. &l expors and
automotve and texties (Bthoush the scope impaorts are part of & value chain,
= widening to agricuiture and fead and
offshore sarvices, among ofhers).
Role ofinvestment ~ ® Iestment and frade are complementarybut— ®  Investment i needad to buld export capecty
and trade alternative modes of ntemational operation (L&, it creaies the factors of production
for firme; Le. & firm can access foreign raquired o generste vaiue added exparts);
markeis or resourcss by establishing an bioth rwestment and veiue added in exports
affiits or throwgh frade. are GOP contributors.

Source: UNCTAD.

Athens University of Economics and

9/12/200 Source: http://unctadserg/en/PublicationsLibra ry/wir2013_en.€’df



Food Value Chains

(source: http://www.fao.org/fileadmin/templates/esa/Papers_and_documents/WP_13 05 Gomez_Ricketts.pdf)

Table 1. Food value chain typologies and their hypothesized influences on nutrition

Type Participants Implications for Food Access Hypothesized Notritivnal Impacts
Traditiomal Traditional raders uy Affordability; A local ‘clearmz-house’ for products, ' Tradiional FVCs help reduce micronurint deficiencies amd
primariy from smallholder with flexible prices, product volumes, and quality undemourishment by offering low-priced fuits, vezetables, livestock
farmers, and sell to consumers standards. products, and staples, particularty in rural areas and i poor
and traders m wet, mastly ngighborhoods of whan areas.
local, marksts, Availability: Food b for consumers and local ‘mom
and pap’ stores to access directly from traders and . Production seasonalicy, combined with lack of post-harvest
stuallhalder famers, market ofermz: are bighly and disiribuion infastractre, increase FYC intermediation costs and
dependent on production seasomaliny. limit the ability of traditional FVCS to reduce micromumient deficiancies
ind imndermpanisbment
Modem Domestic and mulinational — Affordability: Economiss of scale enable the . Mlodem FVCs may conmribute o alleviate micromurmient
food mamafachurers procure produ:tion, markefing, and distbution of deficsencies by offering a wide assoriment of products year round; bt
primanily from commercial packaged processed foods at loor per-umit prices. supermarket's phivsical location and quality standards may imply higher
farms and s2ll throuzh modem Teta] prices, missme the poar.
supermarket putlets. Availability: Modem supermarkets provids year round,

wide product assortment, primanly i whan areas; ' Mpdem FVCs may conmiute to ohesity overweizht
supermariets are expandng successully the market r  maimatrition by expanding the reach of inexpensive. calorie-dense
proczssed and packaged fonds. proceszed packaged foods, primarily in urban areaz

Athens University of Economics and

12/201
9/12/2014 Business
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Food Value Chains

(source: http://www.fao.org/fileadmin/templates/esa/Papers_and_documents/WP_13 05 Gomez_Ricketts.pdf)

Modemte-  Domestic and molfinational ~ Affordability: Food mamufacturers benefit from : Expansion of processed packaged foods mio isolated, numl
traditional food mamufacurers sell econammies of scale to comect with radifianal regions may alleviate undemonrizhment: bt it can result in over-
thronugh the nemwork of distribators and retailers, offering low-priced processed mumitiOn AMONZ UrAD CONSUmET
fraditional fraders and refallers  foods to reach low mcome consumers.
(22, ‘mom and pap" stores). ' Food fortification initatives focusing on modem-fo-
Availability: By linking wih mditional rewilers, @00 tradiiona] FVCs may contribute to redure micromaimient malmition.
mamifachurers develap nfense drsmibution stratesies m
rban ares and m rura), 1solated mackets

Tradtional-ta-  Supermarkets nd food Affordability: Increased income opporumtes mbish Tradiional-to-modem FVCs may reduce micromuiriant
modem mamifachurers sgurce food vabue crop and livestock production for smalholder deficiancies and undemourishment of smallbolder famers drough and
from smoalbolder farmersand  farmers and waders can expand food budzetsbecmuse traders durouzh higher incomes leading to diet diversification

Iraders. most are nef-foad buyers.
: Cppornunities for smal'alder famers and traders fo benefit
Availablity: hereased production and crap directly from participation appear limited and may mis: asset-pour
diversification may increase food avadlable forlocal  fammers; substantia] henefits happen thronzh off-farm employment
COLSUIENL. OppaTTINifEs

Source: Developed by authors based on the review of the lterature

Athens University of Economics and
Business
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Chocolate Facts

 Demand for cocoa is predicted to rise by 30% by 2020.

e Steady growth over the last hundred years has
transformed the chocolate confectionary market into
an $80bn a year global industry.

* Around 3.5 million tonnes of cocoa are produced each
year. But rising incomes in emerging markets like India
and China, combined with anticipated economic
recovery in the rich North, have led to industry
forecasts of a 30% growth in demand to more than 4.5
million tonnes by 2020.

Source: http://www.theguardian.com/sustainable-business/fairtrade-partner-
zone/chocolate-cocoa-production-risk



Production and net exports of cocoa beans in 2005/06

Net exports
(% of total)
50 - 100%
25-50%
10 = 25%
1-10%
0-1%

Production
(thousand tonnes)
B More than 400
W 100 - 400
o 10100

1. 10

Less than 1

¥
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Source: http://www.icco.org/statistics/other-statistical-data.html
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MeyaAUTtepoL Mapaywyoi KaKao

Cocoa production: top 12

J440
¢ (thousand tonnes)

B Forecasts for 2013/14

08 s O Estimates for 2012/13

HNE

TO &9 T0 &5 47 45 0 37 30 2%

9/12/2014 Source: http://www.confecti’émepr%gﬁéygégmi\t)t%fr#&o&ﬁﬁgg?ﬁpeqfuture-of—cocoa-growing-Emerging-markets 28
usiness



NMwARCEL COKOAATOC- TTOAUEOVIKEC COKOAATOLG

Percentage of global sales on the chocolate and
confectionery market in 2012

Léébéé 2

MARS Mendeliz B3| [EEEH  remsmo m STORCK

/ ﬁ ‘%

Source: http://It.makechocolatefair.org/temos/cocoa-prices-and-income-farmers
Athens University of Economics and 59
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MeyaAUTEPOL KATAVAAWTEC COKOAATOLC

Source: http://www.consultancy.uk/news/530/kpmg-swiss-and-brits-largest-chocolate-consumers

Ten top chocolate consuming countries in 2012 (kg/person)

0 2 4 6 8 10 12

Switzerland
Ireland

UK

Austria
Belgium
Germany
Norway
Denmark
Canada
France

Athens University of Economics and
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FIGURE 2
The cocoa-chocolate supply chain

Domestic
consumption

Farmers

Confectionary
industry

Supermarkets

Domestic
. converters !
Local traders
or Large
cooperatives Multinational chocolate
converters manufacturers

Specialist
retail outlets

Small
chocolate
manufacturers

Dairies Sugar
refiners

Source: Gilbert, C.L, Value ¢hain-analysis and/marfietpowesincommodity processing with
application to the cocoa and coffee sectofs, {emumodity Market Review, 2007-2008, FAO




Nutella®

Figure 6. The Nutella® global value chain

. Headquarters

. Main international suppliers
A\ Factories

#¢ Main sales offices

Source: Fermero, SOUrCEmMap and varous on-ine Sources.
Athens University of Economics and
9/12/3Bdtee: http://www.oecd.org/dac/aft/MappingGlobalValueGhaips. web_usb.pdf
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The Nutella® Facts

e 250,000 tons of Nutella® are sold in 75 countries each year. Though
Ferrero International SA, the company that produces the spread, is based
in Italy, they have nine global factories: five in Europe, one in Russia, one
in North America, two in South America, and one in Australia.

 What's most amazing about the OECD report is just how many countries
are suppliers of Nutella® ingredients. The hazelnuts come from Turkey,
cocoa from Nigeria, palm oil from Malaysia, sugar mainly from Brazil (but
also from Europe) and the vanilla flavor from China.

* Nutella® is then sold in 75 countries through sales offices.

* The location of production is close to final markets where Nutella® is in
high demand (Europe, North America, South America and Oceania).

Read more:
http://www.businessinsider.com/nutella-map-2013-12#ixzz3KqlCzaMu
http://www.oecd.org/dac/aft/MappingGlobalValueChains web usb.pdf



http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.businessinsider.com/nutella-map-2013-12#ixzz3Kq1CzaMu
http://www.oecd.org/dac/aft/MappingGlobalValueChains_web_usb.pdf

Share in the sales of an average chocolate bar
(100g, 0,79 €)

Intermediaries Retailers

p .
Cocoa and Chocolate

~ companies
y ¢

Cocoa farmers
(1980: 16%)

Source: http://It.makechocolatefair.org/temos/cocoa-prices-and-income-farmers

Athens University of Economics and

12/201
9/12/2014 Business
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Corporate Social Responsibility and
F&B MNCs

e Taking into consideration the strong position of MNCs and their
GVCs is not surprising that their role and commitment to fortifying
sustainable solutions for FS has been questioned.

* Inresponse to such concerns we do observe that many of the top
100 F&B MNCs have launched their own initiatives in an effort to
address such concerns.

* For example, in April 2014 PepsiCo accepted the Voluntary
Guidelines on the Responsible Governance of Tenure or there was
recent pledge by Kelloggs, Nestle and others to stop targeting
children in advertisements of unhealthy food.

See, http://www.soschildrensvillages.org.uk/news/charity-blog/will-the-g8-food-security-alliance-benefit-africa2019s-small-farmers.
See, http://www.fao.org/news/story/en/item/224619/icode/

See, http://www.smartcompany.com.au/marketing/42505-nestle-coke-and-other-big-brands-say-they-Il-stop-advertising-junk-food-to-
kids-by-2018.html#



2015 Trends in Food According to
Innova Market Insights

9/12/2014

Top five food trends for 2015

1. From clean to clear fabel

2. Convenience for foodies
3. Marketing o milennials

. Snacks rise 1o fhe occasion

2. Good fats, good carbs

Athens University of Economics and

Business

Top five food and beverage trends for 201
By Nicholes Robinsan+, 20-Nov-2014

Clear labeling and convenience are two of the top five trends that will dominate the food and
irink industry in 2015, Innova Market Insights has predicted.

htp:forww foodmanufac ture. c.o.uk/Supplements/Food-Ingregients-Heatth-Nutrtion/Top-food-

rends-for-2015
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