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WHICH FUTURE FOR ORGANIC MARKETS 

& STRATEGIES OF OTHER VALUE CHAINS



1 - Which strategies to satisfy the diverse άŦƭŜȄƛǘŀǊƛŀƴǎέ 
and the emerging demand globally

Å Worldwide opportunities of growing organic demand

By Pierre Escodo, EUROFRESH DISTRIBUTION editor.

Å New EU regulation & global approach on the regulatory frameworks, 
which new constraints & opportunities

By Michel Reynaud, ECOCERT Vice-President & EOCC chairman.

Å ²ƘƛŎƘ ǎǘǊŀǘŜƎƛŜǎ ǘƻ ǎŀǘƛǎŦȅ ǘƘŜ ŘƛǾŜǊǎŜ 9ǳǊƻǇŜŀƴ άŦƭŜȄƛǘŀǊƛŀƴǎέ ŀƴŘ ǘƘŜ 
emerging demand globally,

by Tea Thaning, EUROMONITOR INTERNATIONAL senior food analyst.



2 - Specialized retail chains and discounters 
competing on the organic wave

ÅThe revolution of the specialized distributors for 
organic food,

By David Siffert(BIOCOOP head of F&V division)

ÅThe new strategy of the discount chains to seduce 
consumers,

By Daniel Cruz, REWE GROUP sourcing manager at 
CAMPIÑA VERDE



3 - Which ōŜǘǘŜǊ ŀŘŘŜŘ άǾŀƭǳŜ-ŎƘŀƛƴǎέ 
beyond organics

By Miguel de PorrasFIBL EUROPE director, latest 
comparative research on quality standards

By Eduardo Tilatti, DEMETER INTERNATIONAL director

By Anton Carra, BRIO SPA (ALEGRA GROUP) sales 
director

By Stefanie de KoolPLANET PROOF program manager for 
F&V

By Bruno Vila COLLECTIF NOUVEAUX CHAMPS (0 
residue) chairman






