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Agenda

Introduction: Catalysing science-based policy action on SCP: Value-

chain approach & its application to the food sector (15 min)
Martina Fleckenstein, Global Policy Manager Food, WWF-International

Governments working along the whole value chain to prevent food

waste: The example of Norway (10 min)
Ms. Marianne Gjgarv - Senior Advisor - Norwegian Environment Agency

Big business as a lever for change in the middle of the value chain (10
min)
Ms. Scarlette Elizée — Sustainability Outreach Lead - Carrefour

Positive impacts of local distribution networks in Senegal, Brazil,

Indonesia, Morocco, China & Mauritius (10 min)
Ms. Agnés Weil - Director of Sustainability and Philanthropy - Club Med

Discussion (20 min)

Final remarks (5 min)
Martina Fleckenstein, Global Policy Manager Food, WWF-International
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Aim: Strengthen the science-policy interface to provide insights on the
management of natural resources in relation to Agenda 2030.

/
International G Q
o ) () One planet
Panel . NS handle with care
Use
Prioritise
“Supplier” of scientific evidence and data Strengthen “User” of scientific evidence and data
A Focus:
Ove rV|eW Of th e 1. Apply practical approach to catalyse science-based
action that can organise information in such a way
TaSk G TOU p that key intervention areas are identified and

corresponding action shaped.

2. Value chain approach applied to 3 prioritized sectors:
:construction, food systems and textiles.
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#UNEAS Register for the webinar: bit.ly/value-chain-UNEA
Download the report bitly/value-chain-REPORT

THE VALUE-CHAIN APPROACH TO ACTION ON
SUSTAINABLE CONSUMPTION AND PRODUCTION

Findings from the One Planet Network-International Resource Panel Task Group

CATALYSING SCIENCE-BASED
POLICY ACTION ON SUSTAINABLE
CONSUMPTION AND PRODUCTION:

The value-chain approach & its application
to food, construction and textiles

Opening Remarks Presentation Panel Discussion + Q&A Moderator

N /
Ligés Noronha
Deecior, Econom

U Craronment
Pregrarme

UN & Date: 19 February 2021
enwronme;( """" Time: 130pm—300pm CET
eRgee 3.30pm-5.00pm EAT

UN @&

environment
programme
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Natural resource use

INn relation to

economic activities

and their impacts

RESOURCE INPUTS ECOMNOMIC ACTIVITIES IMPACTS

[fEna MNATURAL
E=—=J RESOURCES

® land, soils, landscapes
@ water

@ biodiversity and ecosystem
services

® forests
® genetic resources

@ nutrients

B MATERIAL
G¥ol RESOURCES

® metal ores (copper, iron ore,
alumina)

# fossil fuels (coal, oil, gas)

# non-metallic minerals
(sand, limestone, gravel)

= FINISHED
‘:& MATERIALS
(that undergo a

production process)

® concrete
@ steel

® aluminium
® timber

® glass

%

200

MATERIALS EXTRACTION

[T

O

(]

MANUFACTURING
PACKAGING/
DISTRIBUTION
EI'AILJ' SERVICE

USE/ I'.HJHBI.IP“DH

WASTE / DISPOSAL
FRECYCLING

ENVIRONMENTAL
IMPACTS

> ® biodiversity loss
& pollution: soil, air, water

® climate change

S0CIO-ECONOMIC
IMPACTS

9 & health

® gender
#® livelihoods
@ ineguality

Yz
sS4

@0

One planet
handle with care



Overview of the value-chain approach

Understand the value chain & identify key hotspots

1.a. Define the value chain
1.b. Map data on natural resource use and environmental impacts

l.c. Apply a systems analysis
STEP o 1.d. Identify key hotspots

2.a. Map initiatives of all actors in relation to hotspots
2.b. Identify gaps and opportunities

3.a. Define a common agenda with all actors
3.b. identify priority actions for all actors along the value chain

One planet
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Five value-adding features of the value-chain approach

Provides a picture of all actors,
processes and drivers.

Understands how different
— . .

drivers shape operations

along the value chain.

— 0\ @ Systemic

consumption

. Anchored in economic
\ Relatable activities of production and

o . Enables decision makers
= to prioritise their efforts by
identifying key impact areas

- To different sectors, products
and geographical scales

One planet
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By applying a systems analysis, the Value-Chain Approach identifies

the socio-economic drivers and barriers that cause the value chains of
different sectors to operate as they do.

This takes into account the complex feedback loops that determine
and influence the operations and behaviours of actors along
different stages of the value chain.

In this way, the Value-Chain Approach goes beyond an understanding
of where resource use and environmental impacts occur,
to understand why this is happening and
what the key points of intervention are for science-based policy action.
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Food value chain:
key findings

72y | -\ One planet
ey Q handle E:m’l care



Producing Processing & Distributing & Consuming LEREGT]
food packaging food retailing food food waste

Land, soils, ‘'YX XX X ]

landscape

29000 ® ® ®
Biodiversity, W X X X ] ® ® 'Y Y
Ecosystem
Services
Genetic ‘XXX Y )
resources
Mim_arals& 290000 L L L X ® ®
nutrients
Fossilfuels X X L X ) L X X ® ®

Natural Resource use along the food value chain
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How food systems drivers shape the behaviour of different
actors in the food systems:

Food companies: Consolidation & Vertical Integration

- Small number of companies control a significant proportion of
the market, and the same company controlling different stages
of value chain from farming to processing to retail

- From public to private governance

- Driven by market dynamics

- Big business & big employer

Farmers & Fishers: Fragmentation & Weak position

- One hillion farmers

- Low prices & shrinking profit

- Structurally weak position

- Lack of infrastructure & low productivity

Individual consumers: Shaped by food environment

- Options determined by physical environment
- Lack of access & skills

- Lack of awareness

- Influenced by food companies

4{@ One planet
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Fragmentation,

structurally weak The Food Value Chalin
Primary production Transport / logistics Food Service Waste / Disposal
Crops, livestock, fishing Trucks, shipping, air, Restaurants, cafes, Landfill, pollution,
refrigeration takeaway, Caterlng, recycnng

cafeterias

4
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—
. . . . Fragmentation,
Input industry Food processing & Retail Individual . g .
_ _ limited choice
Seeds, fertilisers, paCkaglng Supermarkets’ markets Consumptlon
pesticides Private food companies At home, away from home
Consolidation, structurally —
owerful, shape both production
. P P P @) ( )One planet
and Consumptlon At 74 handle with care

Source: One Planet network, 2020



Challenges &
Opportunities

What types of food we produce
and consume:

Vast differences in resources and
environmental impacts to produce
different types of food along stages
of the value chain including
production processing,
transportation, and disposal.

How much food we produce and
consume:

One-third of all food produced is
either lost at the production,
transportation or processing stages,
or wasted downstream in the food at
the retail, food service and
consumption stages.

How we produce food:

The majority of natural-resource use
and environmental impacts takes
place during production. Changing
practices is critical using resources
more efficiently and sustainably,
while causing less damage to the
environment.

Sustainable diets:
shift to plant-rich,
away from ultra-
processed foods &
meat consumption

Food loss & waste:
Improved rural
infrastructure,
reshaping food
environment

Sustainable
intensification of
yields: e.g. nutrient
management, use of
ecosystem services

One planet
handle with care
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Mapping existing initiatives along the value chain

General

How much food we produce
& consume

How we produce food

What type of food we
produce & consume

Primary production Transport / logistics Food Service Waste / Disposal
GENERAL
Input industry Food processing & Retail Individual
packaging Consumption

f@ One planet
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Governments
working along the
whole value chain to

prevent food waste:
The example of
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Reducing food waste in Norway
The industry agreement

Senior Adviser Marianne Gjarv
One Planet Network webinar on food waste 22.03.21

_ Photo: Marianne Gjaryv -
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CATALYSING SCIENCE-BASED
POLICY ACTION ON SUSTAINABLE
CONSUMPTION AND PRODUCTION:

The value-chain approach & its application
to food, construction and textiles

environment
programme

Report from One Planet Network
and International Resource Panel n

We need to focus on the middle stages of the food
value chain; food companies, retail and food services

Key challenges to be addressed:

- what types of food we produce and consume
- how much food we produce and consume

- how we produce food

Food waste has to do with

- climate change

- biodiversity

- resource efficiency and

- consumption of energy and water

Food waste is bad for business and
household economy



Food or waste? TV show about food waste

Matsjokket
[

Photos: Marianne Gjarv
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Agreement to reduce food waste

News story | Date: 2017-06-28

The Norwegian Government and the food industry have
signed an agreement to reduce food waste in Norway by 50
percent by 2030.

On June 23rd 2017, five Ministries on behalf of the Norwegian government
and twelve food industry organizations, signed a binding agreement to
halve food waste across the food value chain in Norway within 2030. Food
waste in Norway refer to the edible part of food waste. This reduction
target is in line with the UN sustainability goal 12.3 and in fact a bit more
ambitious because the goal applies to the entire food value chain from
primary production to consumers.

Ministry of Climate and
Environment

Ministry of Agriculture and Food

Ministry of Trade, Industry and
Fisheries

Ministry of Children and Equality

Ministry of Health and Care
Services

TOPIC

m Climate and environment

The industry agreement
to reduce food waste

\/ Photos: Marianne Gjgrv
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.\ % * The term food waste in the
e industry agreement

includes only the edible

Mg parts of food, produced for
= humans

Food resources intended
B for human use, but used
(% 0 for animal feed, is

“4." considered waste
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The industry agreement provides
knowledge and promotes cooperation
on how to reduce food waste

Photos: Marianne Gjarv
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3 We hope the industry agreement can

i serve as a model for other countries
l
W because
.
” - it covers the entire value chain, not
only consumers and retail levels

s - partners will meet at a regular basis to /

take stock and exchange lessons learnt

- we will trigger friendly competitions

'|
;\\
_ and cooperation between the actors

Q - we will have systematic mapping of

food waste
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Big business as a lever
for change in the middle

of the value chain:
Carrefour

One planet
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Overview of CSR
Strategy

March 2021

Scarlette Elizée, Sustainability Outreach
Lead, Carrefour Group

®

Carrefour




Raison d’etre

"Our mission is to provide our customers with quality services,
products and food accessible to all across all distribution channels.
Thanks to the competence of our employees, to a responsible and
multicultural approach, to our broad territorial presence and to our
ability to adapt to production and consumption modes, our
ambition is to be the leader of the food transition for all."

Carrefour ({9



2020
Carrefour CSR & Food
Transition Index

Level of achievement

1159%

Carrefour ({9



2 STORES

163%
r2.1 Food waste

191%
22 waste 96%

2.3_CO, emissions

>250%

L24_Food transition

"superheroes"

114%

-

-

<.

3_CLIENTS

I

£

3

L

100%

.1_In-store food
transition

106%

.2_Local products
& purchasingo

3%

.3_Act for Food

program 100%

.4 "Healthier diet"
action plan

100%

-

-

4 EMPLOYEES

90%
I cencer L

Equality 88%
4.2 Handicapped

workers 03%

4.3_ Training 69%

4.4 Health & safe%
atwork 1 0 %
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Carrefour’s engagements on packaging by
2025

- 100% of Carrefour brand packaging is reusable, recyclable or compostable
- Reduce packaging waste by 20,000 tons

® including 15,000 tons of plastic (since 2017)
= Integrate 30% of recycled plastic in our Carrefour packaging in Europe

Banane Bio Equitsble  EEEEN Pommes (Beigique) Tomate grappe B0
-23T/an 4 5 T/an @ 1,3 T/an

ETPLASTIOUE o w{uﬁa&q«w gmpusnaus o b anlastique! @mpusmue ) o fantngtine 1!

@ 277

Ex: Removing 70% of plastic
packaging from organic fruits and
vegetables in 2020
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Lecp HOW DOES IT WORK?

Carrefour (9

[

Brand

Brand sells the product to the retailer.
([X€] +[Y€])

YE
Loop sends cleaned 4 X€
containers back to brands

for refilling and shipping to
the.retailer

Y€ <

Total price

X€ content price
Y€ deposit amount

AAAAl o
> [ilalale== BT
ﬁﬁfﬁ o $5452 $5
> Yve Carrefour
> X€ Carrefour sells the Loop products.

(+marge)

Lthe consumers pays for a total price including
the content [X€ +margin]+ deposit [YE].

@ H
J 1O

v O

X€E v U

(+marge)
Y€

Loop

Loop cleaning facility
receives, scans, cleans and «
stocks empties

Lacp

Consumer

Consumer enjoys the products and returns
empties in the collection bin in his store or
gives it back to the delivery guy.

Loop refunds [Y€] to the consumer via the Loop app or the
store customer services refunds immediately.
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#:;L-tgr ‘ O b el il ¢ sne




Advancing on the Food Transition with
our national brand suppliers

Creation of the Food
Transition Pact

(e
0%
o ) S
P o "

P ‘food " @
. transition .
pael =
e T

. i

Network of 26 of our top national brands

Building collective products to help our
consumers to eat healthier and more
sustainably

Skyr Danone du monde

£

@"/)\' "
50NN

| Sﬂ{

ol

\

A\

g

Bowl Skyr, muesli et fruit frais

FABRICADO

‘ NP ICO
ECOLECTADO
E

PLAYAS®

,.,.J_;

— COLGATE -
S'INVESTIT DANS LE PROGRAMME
ACT FORFOOD!

LE DENTIFRICE AVEC

4 el plastique
Yeeye (}.l‘)b\

i

Colgate Colgate

o 2 o 2
smile” smile
for good for good

DE REMISE
IMMEDIATE

Dentifrice
Smile for Good
COLGATE
Protection ou Bloncheur,
2x75ml.

Autres voriétés ou
A1 Yeetag
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Carrefour’'s engagements on Climate

Reduce CO2 emissions by 30% by 2030, and 55% by 2040 -
approved by the Sciences-based targets initiative

Reducing energy consumption;

Increasing the proportion of renewable energies in power
consumed;

Reducing refrigerant-related CO2 emissions by 2025 compared to
2010, by phasing out hydrofluorocarbon (HFC) gas refrigerants and

limiting refrigerant leaks.

y One planet
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Collective action to create systemic change

Deforestation Plastlc

Forest Pos:t/ve Coa//t/on of Act/on
Soy Manifesto, France - French National Pact on Plastics

- EU pact on plastics
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Positive impacts of
local distribution
networks in Senegal,
Brazil, Indonesia,
Morocco, China &
Mauritius:
Club Med

g"@ ™Y One planet
Ry handle with care
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ClubMed ¥

AGRISUD

INTERNATIONAL

Lt i
| I"l m ux
)
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In partnership with Agrisud, 8
Club Med modifies its supply chain to
create and share more value locally

I n retu rn : SUSTAINABLE o ) 10 Mot 3h: 12 coisomumoy 17 Drowans 15
) . DEVE!;OPM ENT e = RESPONSABLES sty "j:
« Contributionto  G£:ALS Sl £ &

Resorts supplied with quality fresh traceable products
A positive image valued by customers, employees, partners

O One planet
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Diagram of the approach:

@

G Implement
professmnallzatlon
‘ program : Capacity
building of the farmers on
agro-ecological
production and the

management of their
Perform full farms

feasibility
diagnosis

W -
Implementatlon of
agroecological

—

chains
(Production — Sales)

ot
practices and Quality fresh "’ j
Organize value products
CIub Med
Resorts

Local products,

healthy valued by Fair price for
customers local farmers
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ClubMed't
2 A

In 2020, the program is implemented in 8 resorts and 6 countries :
Bali (Indonesia), Rio das Pedras et Lake Paradise (Brazil), Cap Skirring (Senegal), Marrakech
(Morroco), Guilin (China), Plantation d’Albion et la Pointe aux Canonniers (Mauritius)

AGRISUD

INTERNATIONAL

T One planet
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AGRISUD

INTERNATIONAL

ClubMed ¥

In 2019 :

358 Family farms or
VSB (very small
businesses)

2 123 direct beneficiaries

66 t and more than 130
varieties consumed by
the resorts

83,5 k€ additionnal
revenue from deliveries to
resorts

‘0
L
Y

Natural resources

~ preservation: 156 ha

switched to agroecology

Additionnal value creation on
site level: 313 k€ generated by the
VSB in 2019

5 types
vegetables,

fruits,
products

€g9s,

of  products:
aromatic  herbs,
& processed
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ClubMed ¥

AG R I S U D Agrisud - Number of g.a:ien farmers
INTERNATIONAL accompanie

I AR I ANML e APAC

e AMN - WW
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ClubMed ¥

Agrisud - tonnage purchased from supported

AGRISUD

INTERNATIONAL e CAF mmmm AML s APAC

e AMN -------- Seéried

37
S
18 oy
13 15 14 &
10
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2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
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AGRISUD

INTERNATIONAL

ClubMed ¥

As a conlusion: an effective way to break down silos in a value chain..
 Atomized offer >> allow producers to group together
» Fragmented supply chain >> link directly producers to consumers
« Direct enlargement of the chain : involvement of new players
>> |ocal markets /local populations/ NGOs
>> |ocal administrations
« Expanded influence on sustainable consumption

>> clients (from awareness >>to fundraisng )
>> employees

One planet
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CONSULTATIONS ON THE
FOOD VALUE CHAIN

Call for nomination of experts
Call for submissions of existing
Initiatives and solutions

{& xjp i) One planet
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