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Welcome to our 1st Webinar:
Building our Community of Practice —
Organic Market Insights

16.04.26

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.
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Today’s Program 16:30 — 18:00

Introduction to InnoFoodLabs

Ivraina Brandle, FiBL

What does the Community of
Practice need?

Eduardo Ruiz Velasquez, University of Kassel

Organic Market Insights

Evelyne Alcazar Marin, Ecovalia
Katrin Zander, University of Kassel

Photo credits: Claire Berbain




i me INNOFoodLabs
%Y= Innovative, locally-driven Organic Food Labs

Project team at Kick-off Meeting

© + Start: 01/09/2025
i+ End:31/08/2029 (48 months)

4« The project will promote 23 innovations in
. organic food value chains through 12
Living Labs across 9 European countries

“InnOFoodLabs creates new market opportunities for

AR e S R

organic farmers and operators through better

processing, distribution, retail, and marketing”



... Community of Practice (CoP):
€952 Capacity building & knowledge transfer

cantines / food service catering / gastronomy
Sdvisers food processors T Bl Couny of Coordinator and WP6 leader
. Countries of Living Labs and other partners
fFarmers certification @ Living Labs HEiaE
mariAtEuropean fnet fo Il thosewho
careabout N od systems.
students

Y

- nutritionists
food associations

, , seed production
social action group

academia / research
municipality / public bodies
organic associations
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Find the link to Excalidraw in the chat.
Please enter your name and "join as a guest” to acce?

In the Excalidraw frame "Tell us more about yourself!" please add your:
- Name -

- Organisation

- Country

Example: Ivraina Brdndle / FiBL / Switzerland

Schweizerische Eidgenossenschaft

: *; Funded by g Confédération suisse
0 the European Union eeeeeeeeee ione Svizzera

Confederaziun svizra

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Researc h and Innova tion (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.




Organic Market Experts
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Evelyne Alcazar Marin Prof. Katrin Zander
Coordinator & Brussels office Director Head of section Agricultural and Food Marketing
Ecovalia University of Kassel

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.
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Organic Market Insights SPAIN

Speaker: Evelyne Alcazar Marin

ecovalia 35:

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.
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Organic surface in Europe (2024)

SURFACE SHARE IN GROWTH

EUROPE

5 YEARS (2019-24) 19%
10 YEARS (2014-24) 69%

' ™
SPAIN
2,944,904 ha

M vy

FRANCE
2,711,567 ha

ITALY
2,514,551 ha

GERMANY
1,913,212 ha

Source: Ecovalia, based on "The World of Organic Agriculture 2026" (FiBL and IFOAM Organics International)

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by Schweizerische Eidgenossenschaft

Confédération suisse

the European Union Confederazione Svizzera

Confederaziun svizra
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Organic crops (2024)

Input: Organic Market Insights SPAIN

MAIN ORGANIC CROPS

NUTTREES aw'e 307,059 ha

-

NON ORGANIC/ORGANIC RATIO FOR MAIN CROPS

MON ORGANIC
NUTTREES aw'= 70%

ORGANIC

- o

OLIVE GROVES & 284,335 ha

GRAIN CEREALS o
vINEvaRDS “$e® 164,861 ha Dy
GRAIN LEGUMES AND
PROTEIN CROPS 46,642ha @
FRESHVEGETABLES 0 1000 ha
ANDSTRAWBERRIES @ 31, @
CITRUS CROPS 24,432ha
BANANA AND
SUBTROPICAL FRUITS 10342ha |
FRUIT CROPS # 8649ha |

44, 256,082ha

-
BANAMA AND
SUBTROPICAL FRUITS é" 74%

VINEYARDS 3P B2% @ 8%

L

FRESHVEGETABLES %
AND STRAWBERRIES & 87% @ 3%
GRAIN LEGLUMES AND 899% @ 1%

PROTEIN CROPS

OLIVE GROVES \.& 90% @ 0%
CITRUS CROPS 92% i 8%

L]

¥ 'l
GRAINCEREALS 388 95% § 5%
FRUIT CROPS ¢ 96% J 4%

Source: Ecovalia, based on data from Ministry of Agriculture, Fisheries and Food (MAPA), 2024

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Schweizerische Eidgenossenschaft
Confédération suisse
Confederazione Svizzera
Confederaziun svizra

Funded by
the European Union
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Organic Livestock (2024)

ORGANIC LIVESTOCK CATEGORIES MEAT VS MILK/EGGS PRODUCTION ANIMALS
..--__..- e : :.-__.-"-.' -, \
3% (wl || 42K 3% 23% MILK 4% MILK
M N T “ 1%
4% MILK 74% LAYING HENS
96% MEAT 26% MEAT

LIVESTOCK FARMS AND AQUACULTURE

(: Bovine 6.829 )
(:Dﬁ.rine 3,028 ) 11,1 54
[ More than 50% of organic j l:: Goat a7 :;1

livestock farming is bovine

Source: Ecovalia, based on data from Ministry of Agriculture, Fisheries and Food (MAPA), 2024

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by Schweizerische Eidgenossenschaft

Confédération suisse

the European Union Confederazione Svizzera

Confederaziun svizra
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Organic Business (2024)

VEGETABLE PROCESSING ACTIVITIES

15%
OIL & FAT

20%
BEVERAGES

&

86% W 4%
HAMDLING /S
PRESERVATIOMN

23% orHERs

[Last year variation -3,5"%)

ANIMAL PROCESSING ACTIVITIES

% 5% PROCESSING/

13% P PRESERVATION
= [T DAIRY
i

PRODUCTS

39%

HANDLING/PRESERVATION
MEAT PRODUCTS

n

43%

OTHERS

14%

[Last year variation -4,3'%.)

Source: Ecovalia, based on data from Ministry of Agriculture, Fisheries and Food (MARA), 2024

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by Schweizerische Eidgenossenschaft

Confédération suisse

the European Union Confederazione Svizzera

Confederaziun svizra
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Organic World Consumption (2024)

18,286 m¢
! v

144,900 M €

GROWTH

5 YEARS (2019-24) 36.8%

10 YEARS (2014-24) 145.8%
\. S

SOUTH AMERICA

778 Me

L & | 7

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,

Schweizerische Eidgenossenschaft
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect rhuenge?obyean Union Ez:;z::::;‘li”::“s'\f:zera
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them. urop Confederaziun svizra
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COUNTRIES WITH HIGHEST ORGANIC EXPENDITURE TOP TEN COUNTRIES WITH HIGHEST EXPENDITURE
IN THE WORLD PER CAPITA +SPAIN
usa @) 60,421 Me swiTzerLanD D 481 ¢€
GERMANY (0 16,990 Me DENMARK D 373 €
CHINA (0 15,463 Me ausTrIA @D 292 €
FRANCE (000 12,176 M€ LUXEMBOURG @) 264 €
CanaDA () 5243 M€ GERMaNY D 204 €
Tl @) 5,95 Me - ~ SWEDEM ) 190 €
SPAIN
SWITZERLAND @) 4,354 M€ FrRamcE @0 178 €
UNITEDKINGDOM @y 4,126 M€ m usa & 176 €
\_ (2025) .,
AUSTRIA @ 2,888 M€ canADA D 126 €
SPAIN @ 2,724 M€ BELGILM @D N2 €

Source: Ecovalia, based on“The World of Organic Agriculture 2026" (FiBL and IFOAM Organics International)

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by Schweizerische Eidgenossenschaft

Confédération suisse

the European Union Confederazione Svizzera

Confederaziun svizra
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TOTAL ORGANIC FOOD EXPENDITURE DEVELOPMENT IN SPAIN

3.250 Mill €

According to the yearly
development, Spain will

reach 79 € per capita in
2030

2020 2021 2022 2023 2024 2025

Source: Ecovalia from Official data coming from the Spanish Ministry of Agricullture, Fishing and Food (MAPA).

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect

Funded by Schweizerische Eidgenossenschaft
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Confédération suisse
the European Union Confederazione Svizzera

Confederaziun svizra
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Organic Consumption in Spain (2025)

EXPENDITURE IN THE SPANISH REGIONS WITH
HIGHEST EXPENDITURE

697 M€

; awonusin I 540 M€
e woro (I 396 M ¢

wenos QD 312 M €

cavcn QD 243 M ¢

57€

i N
EXPENDITURE EXPENDITURE PER
IN SPAIN CAPITA IN SPAIN

IRE,IEDHE 66 €

33€

v

Source: Ecovalia, based on data from Ministry of Agriculture, Fisheries and Food [MAPA), 2025

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by Schweizerische Eidgenossenschaft

Confédération suisse

the European Union Confederazione Svizzera

Confederaziun svizra
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Organic shopping cart (2025)

Input: Organic Market Insights SPAIN

SHARE IN THE ORGANIC SHOPPING CART (expenditure in €)

7 %
42 % Other

Plant origin

51%

Animal origin

SHARE IN THE ORGANIC SHOPPING CART (kg/1)

4 %
Oth
28 % =
Animal origin
68 %
Plant origin

-

EXPENDITURE IN SPAIN (home + HoReCa) Jic Wl 7" j

2024 GROWTH $d

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

CONSUMPTION ACCORDING TO HOUSEHOLD COMPOSITION

Retired @D 33 %
Households with grown children @000 15 %
Households with middled-aged children @ 12 94
Senior childless couples @ 12 94
Independent adults @ 7 %
Households with young children @00 § 94
Single-parent househalds @00 g o4

Young childless couples @80 § 9%
Independent young people @0 4 %

CONSUMPTION BY AGE RANGE

71 %
>50 years

29 %
<49 years

Source: Ecovalia, based on data from Ministry of Agriculture, Fisheries and Food (MAPA), 2025

Funded by
the European Union

Schweizerische Eidgenossenschaft
Confédération suisse
Confederazione Svizzera
Confederaziun svizra
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The organic consumer priority Organic meat prices confirm there is a
is not “buying cheaper”, but convergence of prices, only 0,36€/kg

“buying better”. compared to conventional ones

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by
the European Union

Schweizerische Eidgenossenschaft
Confédération suisse
Confederazione Svizzera
Confederaziun svizra
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Retail channels (2025)
EXPENDITURE BY DISTRIBUTION CHANMEL SHARE IN THE ORGANIC SHOPPING CART @ Ammal origin
BY DISTRIBUITION CHAMNEL [€) & Plant argin
SUPERMARKETS | EIG BOX 53.6 b SUPERMARKETS J BIG BOX
=" O SEEDY G 59 % NN G 41% e
HATURAL & ORGANICSTORES (Y 30.8 %4 RATURAL & ORGANIC SToRES (T 59 % AT 41 %%
REST ) 5.9 % rest O 2B o DN 72 % S
mReCTSALES ) 4.5 % MRECTSALES N 42 « T of = S
E-COMMERCE ] 2.6 % E-coMMEACE I 29 % I T % [
STREETMARKETS | 1.5 % STREETMARKETS H18a% M Baee 00
COMMISARY [CODPERATIVE | 0.7 % COMMISARY [CODPERATIVE I 40 == DDA 6o
DOaR TO DO0A 0.4 % DDOR T DOOR N 65 %= I 35 %%

Seurce B orsalia Barsad on data Trem Bines try of Agricul bena, Faherers and Food (WAPY) 2036

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by Schweizerische Eidgenossenschaft

Confédération suisse

the European Union Confederazione Svizzera

Confederaziun svizra
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Specialized retailers, Veritas case

AGE
18-24 years 4%
More than 65 13% ' 25-34 years 13%
55-64 years 18% i
35-44 years 25%
45-54years 27%
GENDER
, WOMEN MEN
NUMBER OF PEOPLE 77 % 23%
1%
3%
15 %
22% 4%

—
High loyalty of their clients
with frequency of 3,3 times

in the month buying.

Source: Veritas. 2025 data

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

¥ % Schweizerische Eidgenossenschaft
b * Funded by g Confédération suisse
X the European Union Confederazione Svizzera
Confederaziun svizra
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ECO restaurants is a visible and growing sector

According to our information organic products will increase in
the the following years, main reasons:

* Social Demand

* Recent emerging standards

* Initiatives to foster the certification of restaurants and caterings

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Confederaziun svizra

¥ % Schweizerische Eidgenossenschaft
: ’; Funded by g Confédération suisse
* o the European Union Confederazione Svizzera
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Organic consumer in Spain

Why the consumer choose organic food

1. Heath

2. Environmental Impact and sustainability
3. Animal Welfare

4. Trust (Eurohoija)

Source : Own Elaboration bazed on various sources (MAP. Eurobarometer , own studies,...)

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

¥ % Schweizerische Eidgenossenschaft
b * Funded by g Confédération suisse
X the European Union Confederazione Svizzera
Confederaziun svizra
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Thank you

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

** % Schweizerische Eidgenossenschaft
b * Funded by 9 Confédération suisse
A the European Union Confederazione Svizzera
Confederaziun svizra
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Photo Credits: Stephan Jaun, Bio Suisse
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Organic Market Shares in Europe

Organic in the EU

Organic area in all area: 10.8 % (2024)

Europe: The countries with the highest shares of the
total retail sales 2021 and 2023

Source: FiBL-AMI survey 2025

Blermorah ———————
SRR “ﬁ 16
Austria, I 1.0
sisie DL 2
L uxembourq M 2 o
I G ©2023
Germany 6.3

France IEGEG— 5 e

Estonia G /&

416
I - S
Netherlands A4

4.0

—
—
oo

8.2

Belgium 3
| |
0 2 4 6 8 10 12

Market share in % Source: FiBL & IFOAM 2025
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Background

14 5.2//
13 48 A4 5
12 45 _~"50

Increase in food prices since Jan 2020 11 4.6 I .

-2 36%

| o

\
A
o\
\

9 3.3/” g
: : 8 36 32 36 I
= QOrganic - some time lag and less w 27 /% 3
a 7 2.3 /‘/ I I I %
: : : 2.9 0
= Change of price relation 6 " -
conventional and organic food 5 1g/, *° : ] : ?
4 =
3 i
Z.IIII IIIIIIIIIIIII1
1
“annnniiiill I .
O =« &N N < 1N O N 00 O O =« N OO < I O IN 00 OO O 1 N O < N
O O O O O O O 0O 00 d d@ d A d «d «+d «d «d «+d o8 o o N N
O O O O O O O O O O O O O O 0O O O 0O O O oo o o o o o
AN AN AN AN AN &N AN AN &N AN &N &N AN AN AN NN AN NN N NN NN
Relevance mm \Whole food stores Supermarkets B Other 1) All 2) —e=Share in %
= Organicareainallarea: 11.5 % (2025)
= QOrganic food sales in all food sales (2025): 6.3 % 1) incl. Bakeries, Butchers, Farmers, etc. .

2) no detailed data available
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Organic Area in 2024 without impulses

Development of organic area in Germany, growth rate compared to the previous year in % and area @
in 1,000 ha

| Growth rate in % .
W 2.2 25 18 1.0 03 - H 3.7 16 s

00 01 02 03 04 05 06 O7 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

1.860 1.896
1.7021.802 1.889

Agricultural area in 1°000 ha 1 494 -61
313
1.034 1.048 1.251
1016 1.045 1.08
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Socio-economic framework with effects on organic markets
= Stable and slightly increasing demand, increasing turn overs but inflation
— Share of turn over with organic in all food rather stable
= Shift from small organic shops to supermarkets and discount and drug stores
= Some quantity effect due to increasing sales in discount and drug stores at lower prices
" |ncreasing scales of farm production, processing and trade = conventionalisation!
= Stable production, very low conversion rates
— producer prices too low to cover organic production costs, not only milk

" |ncreasing imports = only meat and dairy

UNIKASSEL|[ORGANIC
VERSITAT|AGRICULTURAL
SCIENCES
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Motives for buying organic food

Support of organic farming
They are with minimal /no pesticide residues
They are environmentally friendly

They guarantee high standards on animal...

They contain only little additives

They are natural

They are GMO free

They taste well

_ _ > Egoistic/hedonistic reasons
They give me a good feeling

> Altruistic reasons

They are healthy

They are climate friendly

o
o
[H
o
[H
o
N
o
N
(93

W 2023 m 2023 young 30 35 40

X

Source: Zander, 2025, https://orgprints.org/id/eprint/56027/
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Barriers for organic food consumption

They are often too expensive
They are often packed in plastics
They are not any better

They are not trustful

They are not available everywhere
Transport distances are too long
They are not externally attractive

They often are of bad taste

W 2023

Other reasons m 2023 young

There are no reasons not to buy...

1-|l|'|ll

o
[N
o

20 o 30 40 50

Source: Zander, 2025, https://orgprints.org/id/eprint/56027/
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Organic or local

100%
Local food M Organic food ® Neither/nor, don't know

90%

80%

70%

60%

50%

40%

30%

20%

I | Il

0% II ll Hm

Source: Zander, 2025, https://orgprints.org/id/eprint/56027/
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Organic food with high price image

90
m Willingness to pay
80 Price expectation organic
20 ® Real market price premia
60
© 50
» Low price knowledge
40 » High price image
30
20
10 I
0

Bread Milk Potatoes Minced mead Spaghetti

Sources: Zander, 2025, https://orgprints.org/id/eprint/56027/
AMI, Consumer prices 2025
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= Low knowledge of the impact of food production and consumption on the environment and climate
= Lack of knowledge of benefits of organic food production to environment and health

= Limited availability of organic food in various European countries

= High prices in some countries, often associated with smaller organic market sizes

= High price image in other countries with larger market sizes
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= Stable organic markets
= Discount stores (and drug stores) are drivers of organic
food demand

Consumers
=  Economic constraints
- Consumers are becoming more price sensitive
=  But consumers are highly divers!
= Low price knowledge
= Heuristics determine purchase decisions = organic is (too) expensive
= Some knowledge on organic = not sufficient!

* Farm gate prices under pressure = Low conversion rates
= Bankruptcy of traditional organic processors

=  Huge challenges in the German organic food market
(supply chains)

- Need of better communicating benefits of organic farming
(hedonistic and altruistic)
= Go on explaining what is organic!!!
= QOrganic is the more stable and resilient SYSTEM!
= Resilience of organic systems in times of crisis (energy, less dependency on
international markets)
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Innovative, locally-driven, multi-actor Organic Food Labs

Organic food markets in Germany

Many thanks
Vielen Dank
Merci beaucoup

Muchas gracias

Prof. Dr. Katrin Zander
Agricultural and Food Marketing
University of Kassel
k.zander@uni-kassel.de

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by
the European Union
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Questions ?

Photo Credits: Stephan Jaun, Bio Suisse



How has the organic
market evolved in your
country?

Have you observed any

recent shifts in
consumer demand?

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education, Seleizeizdhe Bdamsesanse haft
: : A H Funded by Confédération suisse

Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect the Eur n Union oy ot

those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them. € kuropea Confederaziun svizra




Wrap-up of CoP
Marketplace

Eduardo Ruiz Velasquez

Photo Credits: Andreas Basler, FiBL
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Together we shape the future of local
organic food systems in Europe:

InnOFoodLabs project is funded by the European Union (Grant no. 101181923) and by the Swiss State Secretariat for Education,
Research and Innovation (SERI). Views and opinions expressed are however those of the author(s) only and do not necessarily reflect
those of the European Union, REA or SERI. Neither the European Union, nor REA nor SERI can be held responsible for them.

Funded by
the European Union




Role of processing in local organic food systems

Speakers:

Rodolphe Vidal (Itab, FR)
Bernard Lignon (Synabio, FR)
Moderation:

Alexander Beck (A6L, DE)

Connecting farmers, communities, and markets in

organic agriculture.

Speakers:

Michaél Wilde (Organic Embassy, NL)
Michele Hiirner (Biomondo, CH)

Camilla Mikkelsen (@kologisk Samsg, DK)
Moderation:

Nina Lamprecht (FiBL, CH)

Funded b g Schweizerische Eidgenossenschaft .
y Confédération suisse

the European Union Confederazione Svizzera I
Confederaziun svizra
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General coordination:
* Jorge Del Cueto
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Community of Practice: ' ! J :

* E-mail: cop@innofoodlabs.eu

Communication: j\
 Website: www.innofoodlabs.eu 5 AR
* Linkedin: @InnOFoodLabs '
* YouTube: @InnOFoodLabs \

(Copyright: Ilaria Barbonetti) . Nk .
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