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Germany: “Organic Strategy 2030”
Action Plan released in november

A Government-led Plan, developed through
consultations with organic actors/research.

* Full spectrum addressing entire supply
chain: supporting farmers, innovation and
market development.

« Organic as driver & model for transition in
all of agriculture.

*Organic opens up opportunities for the whole
of agriculture and the food industry. For me it
IS also about iInnovations. Numerous
developments in the organic sector are now
widely used, going beyond the organic sector.”

- Cem Ozdemir, Federal Minister of Food and
Agriculture
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The Netherlands: Organic Strategy from Organic Orgs.
as inspiration for National Organic Action Plan

* Organic stakeholders develop strategy
for farm transition, innovation, market
development, and public procurement.
Recommend actions for both ministry
and private sector actors.

* Ministry takes ownership of actions
and goals they consider most impactful
and feasible, utilizing existing
ressources and new. Gather in a
National Organic Action Plan.

e Organic integrated into Strategy for
sustainable agriculture
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Ministry of Food, Agriculture m
and Fisheries of Denmark —_—

No nation has developed

a thriving organic
farming sector without a
national organic pollcy

Organic Action Plan for Denmark
Working together for more organics




Impact from Organic Partnerships and Policy:
The ten countries with the highest organic retail sales

Top 3 =
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Austria for Sector-
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Germany
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France .
- national
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Pasta: 16,9%
Flour: 33,3%
Oatmeal: 42,3%
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Organic momentum in agriculture

v Organic area doubled 2007-20
New goal: 2x again in 2030

Eggs (25%) Veggies (30) Milk (13)
Organic farmers earn more (8 of
last 10 years)

Interest from young farmers
Organics driving innovation and
competitiveness:
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“Organic farming is Danish
Agriculture’s strongest sustainability
and value-added concept”

— Danish Food and Ag Council

Photo: Hestbjerg @kologi
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»: /. | stakeholders on policy

Embedding organic
policy as tool in
broad policies for
climate, jobs, nature

?Lé.')‘wf Al ,“';'z,‘!(’_ L4

Platform for govt
dialogue with organic

needs/design

(Organlc Counal)

'

Invest in Organlc
NGO capacity to
drive policy
implementation in

market & flelds

The "How” of
impactful
organic policy

Key elements
for success

Powerful enabling
role in the ministry

Strong Organic Unit
working through
NGOs

Active use of Organic '
Action Plans

Balanced Push PuII

Goals & actions for
both Production &
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Case: Organic as a pillar of climate policy (NDC)

2021: Danish Climate strategy for Agriculture:
2X organic area as climate tool + additional support for organ

2021: Europes largest national investmentiin plant-based foods
50% targetted to ORGANIC plant-based initiatives

2021:Innovation Center for Organic Farming’
(Organic Denmark and Danish Food & Agriculture Council)

2020: Plant-based Innovationcenter: organic plant-based supply chains
(Organic Denmark and Vegetarian Society)

Organic central in plant-based, low-waste, public meals
Photo: Arla Foods



Policy levers driving
maximum impact
for sustainability

1) Shifting all
farming with regs,
incentives.

2) Growing
transformative
approaches like
organic.....and
using organic to
drive innovation

holmbeck
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Number of producers

Situation today
Envisaged future

# i) Incentivizing incremental
\

\ Improvements in all systems

ii) Stimulating demand for
/ \ more sustainable products
/ \
iv) Raising legal ; Global \
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Agro-
ecological
systems

Sustainability (various dimensions)

Eyhorn, F., Muller, A., Reganold, J.P., Frison, E., Herren, H.R., Luttikholt, L., Mueller, A., Sanders, J., Scialabba, N., Seufert, V., Smith, P.
Sustainability of global agriculture driven by organic farming. Nature Sustainability 2 (2019) 253-255.

“The organic sector creates new solutions and inspires all of agriculture”

--Chairman, Danish Food and Agriculture



Powerful enabling
role in the ministry

Strong Organic Unit,
institutions

Enhanced
ministry role as:

Partner, catalyst
and policy
innovator for
upscaling
organics fthrough
other actors.

Enabling
organic growth.

holmbeck
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Policy and resources Farmers

e Training farmers
e Promoting OA
e Best Practice

e Development
financing, subsidies

¢ Policy frameworks
supporting OA

¢ Interministerial

L coordination D
Ministry
Organic o
\ Policy and
Team
/Knowledge Organic S Market
~
Research & NGOs

Dev Platform
e Market

development
e Public Purchasing
e Consumer Info

New knowledge
improves results for
farmers, companies
planet & consumers
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Balanced Push-Pull:
Goals & actions for

both Production &

Local markets
Public procurement

v" Market info
v" Organic School
v Supply Chain dev.

Market Market Development targeting:
Organic subsidy “: Supermar.kets
Paid Certification ~ ¥ Product ¥ Food service
Training/Demos development ’ Export promotion
v

Research & Dev
Innovation Centre
Conversion advice

v Consumer awareness

PULL

Food Sales

Farmers :
Companies Channels




Balanced Push-Pull:
Goals & actions for

both Production &
Market

Market Development targeting:

v" Organic subsidy o v Supermarkets
v' Paid Certification roduct v Food service
v' Training/Demos y development v Export promotion
v Research & Dev y I(\)/Iarke_t 'gfoh l v' Local markets
v Innovation Centre  * rganic ochoot v pyplic procurement v Consumer awareness
v' Conversion advice Supply Chain dev.
PUSH PULL

Food Sales
Farmers

Companies Channels

In red: Actions implemented via organic associations.
Reflects a cross-cutting objective of building capacity in
organic organizations as catalysts

Photos: Coop, Aarstiderne
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powerful', agile policy multi-tool
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- ¥_ Innovation in organic farming"
\\’ Organic advice, best practice
Market development .

Photo: Coop Danmark/Saris
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PUSH

MEASURES
900

Annual payments for maintenance of arable land, €/ha, 2019
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Organic subsidy typically from repurposed existing subsidies.
Source: Lampkin, 2022 (Thiinen Institute)




PUSH b
Free "Conv ﬁon
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PULL Policies driving market growth

Consistent political support for
differentiated organic market initiatives:

v’ Leveraging retail via partnerships

v Developing farmer-direct sales

v' Export promotions

v' Consumer awareness initiatives
communicating “the why” of organic

Small public investments that leverage
private resources.

holmbeck
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Policy support for partnerships mobilizing supermarkets

L 19

B ) O AN, P Top leadership in retail (strategy)

Assortment Product Campaigns, PR,
strategies presentation '\ Advertising
In-store

. / Central
Producers purchase &
Processors logistics

Making organics available, visible, affordable and meaningful!

holmbeck
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Policy support
helping companies
succeed

Start-ups working
rofessionally with retail and
ood service.

Better Market data

Product development help;
new value positions

Better basis for:
v'"New organic crops,

v'Conversion of large branded
farms, and

v'Better prices to farmers

Photo: Naturmeaelk



Policy support for organic sector

capacity to communicate “the
why?” of organics

Govt. owned logo => marketing by
organic sector

Clear, simple positive messaging about
the value of organics.

Small investments leverage capacity in
Retail

Unified communications team in organic
sector

ﬂl ORGANICS ARE J YOU SAY GOODBYE TO
DID YOU ORGANIC A SUSTAINABLE | 343 E-NUMBERS WHEMN
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. ORGANIC LIVESTOCK HAVE "
7Y PLENTY OF SPACE AND CAN ) ‘ k
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THERE ARE 30% MORE WILD
ANIMALS AND PLANT IN AND
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®
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ORGANICS ARE
RECOMMENDED BY

THE UM AGAINST FOOD
SHORTAGES IN
DEVELOPING COUNTRIES?

ORGANIC FARMERS HELP THE
CLIMATE BECAUSE THEY HAVE
FEWER LIVESTOCK PER HECTARE

YOU HELP ENSURE AN UNCON-
TAMINATED AND RICH NATURE
WHEN CHOOSING ORGANICS“

ORGANICS CONTRIBUTE
WITH CLIMATE-FRIENDLY
SOLUTIONS

ORGANICS ARE
A SUSTAINABLE
CHOICE BECAUSE

DIDYOU | YOU PROTECT OUR
; KNOW | GROUNDWATER WHEN
THAT | BUYING ORGANIC?




I Kommuner har succes me¢
gkologi som om red - kab
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Photo: Copenhagen House of Food

Public
Procurement as
driver for organic
growth




Public Procurement success: mobilize Policy, Market and Sector capacity

Political support

1. National goal: 60 % organic in
all public kitchens.

2. Financing: Support for cities
for education in the kitchens.

3. National organic cuisine label:

documentation and pride!

161§

30-60% okologi

Organic Sector mobilisation

1. Guarantee for supply —
Collaboration in supply chain.

2. Organic Schools for Food
Service Companies.

3. Education and motivation in
the kitchens



Holistic, transformative
sustainability agenda!

v Less meat

v' More greens;
root veggies

v" Food in season

v' Reduced waste

Healthy, organic,
climate friendly,
meals within the
same budget

holmbeck
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THE ORGANIC
CUISINE LABEL

[EHIEH G

90-100% organic 60-90% organic 30-60% organic

RESTAURATION RESTAURATION RESTAURATION |

Aslasas

AGRICULTURE AGRICULTURE AGRICULTURE
BIOLOGIQUE BIOLOGIQUE| BIOLOGIQUE

50%75% d 75% EX a)nxgs%
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Certified Organic Cuisine Labelled
Restaurants, Canteens etc

Source: Fadevarestyrelsen
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https://paulholmbeck.com/wp-content/uploads/2021/06/IFOAMOE_Best-Practice-in-Organic-Public-Procurement_The-case-of-Denmark.pdf
https://apps.who.int/iris/bitstream/handle/10665/363337/WHO-EURO-2022-6178-45943-66333-eng.pdf?sequence=3&isAllowed=y

Building organic momentum.

» Develop a strong National Organic
Action Plan with goals, budgets & actions
for both organic farming and market
development

» Integrate organics into broader policies
for climate, biodiversity and rural
livelihoods, and into regional/city policy.

» Create an inclusive stakeholder platform
to advise the ministry.

» Use policy to build capacity in organic
organisations as catalysts for market
growth & farm transition

holmbeck Photo: Aarstiderne
eco » consult
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