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ABSTRACT

Food safety, environmental friendliness and sustainability are the current mega
trendsof theinternational food and beverageindustry.
International incidents

Recentinternational i ncidentsinvolvingfood contaminationindevel oped countries
haveprovoked governmentsand consumerstodemandincreasingly higher standardsof
food safety. Theoutbreak of E. coliin Japan prompted asearching appraisal of not only
food itself but thefood distribution system aswell. The outbreak of “mad cow disease”
inthe UK in 1996 provoked an even bigger international reaction. Beef consumption
dropped inthemajor markets of theworld, including Asian markets not supplied from
Europe.

A recent survey conducted by Project 98 in five of New Zealand's major food
markets revealed food safety as being the prime concern of purchasers for retail
organisations, government agenci esand | obby-groups, thosepeoplewho had asignificant
decision making capacity into what productsfound their way to retail shelves.

Peopleinaffluent countries, in particul ar, arebecomingincreasingly concerned that
thefood they eat and drink will not detrimentally affect their health.

Environment

Environmental “friendliness’, whileseemingly well bel ow food saf ety in consumer
preference, is nevertheless becoming a mainline issue and indications are that it will
become more important. This is especially true in countries where environmental
degradati on hasimpacted strongly onthesocial conscience. Germany and Japan appear
tobeparticularly sensitive.

Thecommercial responsetoenvironmental i ssueshasbeenvaried. Somecompanies
continueto make claimswhich either cannot be substantiated or aresimply misleading.
The term “greenwash” has entered into the lexicon. Other companies are making
genuine effortsto ensure their products do not impact adversely on the environment.

Governmental responses have been equally varied. Those with active consumer
|obbies have moved quickly to clamp down on misleading claimsthrough legislation.
Others, with strong producer lobbiesare equally activein exploring the possibilities of
using thisissuefor afresh wave of trade protectionism.

Food safety

International markets are demanding higher standards of food safety and someare
currently payingapremiumfor“cleanandgreen” differentiation. Considerableanecdotal
comment hasbeen madeon market opportunitiesoffering substantial ly increased returns
for “environmentally sensitive” products. Thereissomeevidence of higher returnsfor
certified organic productsin Germany and Japan. The counter balancing point isthat
thereisevidence of organic productslosing their initial premiumsin the United States
and the United Kingdom. Most informed commentators believe that theimportance of
“cleanandgreen” ismoreacaseof devel oping customer recognitionof New Zealand as
aproducer of “safe”’ food, than seeking a price premium. In this respect organically
certified product isvery useful in hel ping establish asuperior image. Debate continues
onwhether consumer demandwill ultimately forcefood producersto supply produceto
organicstandards. United Kingdom evidencesuggeststhat if consumerscanbesatisfied
their interests on food safety are being looked after by retailers, demand for organic
product will decrease.

Economic strength of Clean and Green positioning
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New Zealandisbeing positionedinternational ly asbeing“ cleanand green” anditis
of utmostimportanceto our continued national economicwell being that thiscontinues.

Whether wewishitor not, survey resultsand consi derabl eanecdotal evidencepoints
toNew Zea and beingwidely recognisedinternationally asbeing“ cleanandgreen”. This
iscontinually reinforced by overseasvisitorswho seeusinthislight, relativetotheir home
surroundings. Thisisbeing reinforced offshoreby advertising campaignsdevel oped by
New Zealand trade and tourism interests. This positioning is becoming increasingly
important asour competitorsimprovetheir food saf ety programmestothelevel enjoyed
amostexclusively by New Zealandfor thelast thirty years. Tocommand premium prices
wewill need to moveup afurther notchin customer preferenceand at thistimea* clean
and green” positioning appearsto offer the best opportunity for us.
Validatingclaims

There hasto be substance behind the claims. New Zealand will need to ensurethat
credibleandauditable cleanand green” programmesarein placetounderpintheclaims
beingmade. Progressisbeing madeinthisregard. Project 98isanaspirational initiative
which providesafocusfor anational activity. The New Zealand Way Ltd providesan
umbrella set of values of which environmental responsibility isalynchpin. Thereisa
myriad of local rurally basedinitiativesspringing upwhichif co-ordinated could provide
the necessary underpinning to provide substance for “ clean and green” claims.

Raw material and service suppliers to the food and beverage industry must see
themselvesasbeing part of these programmesand beinvolvedinthem. Increasingly the
entireproductionand distribution chainisbe ng studied by our customerstoensurefood
producedissafetoeat. Hazard AnalysisCritical Control Point (HA CCP) methodol ogy
will become anecessity for any food businesswishing to remainin business.

Plant material forms the base of much of our food industry. Plant protection
technology will need to takeinto account these changesin consumer preference. New
Zealand’ scontinued economic wellbeing dependsoniit.
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