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When it comes to transparency,
consumers are interested in...

ANIMAL
WELL-BEING R FOOD SAFETY

TRANSPARENCY

LABOR & IMPACT OF
HUMAN R FOODON
RIGHTS S HEALTH

b ENVIRONMENTAL S8
IMPACT

Source: The Center for Food Integrity, Consumer Trust Study, 2015



WHAT DOES CONSUMERS WANT?
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VEGETAIS EM LOJAS
FINAS DE PRODUTOS DE
BELEZA E SAUDE NO
AEROPORTO DE
MADRID
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The thoughtless person playing with
penicillin treatment is morally
responsible for the death of the man
who succumbs to infection with the
penicillin-resistant organism.

SlR | hope this evil can be averted.

ALEXANDER DISCOVERY RESISTANCE
FLEMING

ANTIBIOTIC RESISTANCE |



‘Big Chicken’ chronicles the
public health dangers of using

antlblotlcs in farmlng
Llsez ceci et vous pourriez ne plus jamais
emanger du poulet
Over 350KWi - l “I|\| der \u,

Chicken Antibiotics Policy o Chnged e oy the o =

t 11, 2016 Lena Brook

MARYN MCKENNA



Once antibiotic free mentionauthorized “Antibiotic free products around the world
F— |

| Des bonnes JOF e e — « From the « plofkip:-
i mome“es - f le to the « chicken of Tomorow »

“Plofkip”
Poulet Bio 2,350 grams
930 grams

OcéanfArctique

()
.

‘ Océan Pacifique Océan Atlantique «°

No-antibiotics-ever »
2 companies

Océan Indien

Océan Antarctique

« Our Chicken is happy »
Betagro
RA'SED NSFcertification

Antiblotics

GERTIFIED HSF



Antibiotic-free companies : 2 strategies

sBARE®

young chicken

Whole Chicken @

without giblets and neck
e

Perdue
1 brand for antibiotic-free production
But 3 differents concepts of use

)
old n * No Antibiotics - ever
: Vegetable and grain feg
PGlu 1 No added hormones
* Humane certified

® Traceable 1o fq,
* Gluten Free

mily farms

Company
2 differents brand for antibiotic-free



YVBN “ONBEGRIJPELIJK
dat supermarkten
als Albert Heijn

Piofip Albert Hejn

De plofkip heeft vaak ziektes ¢
met antibiotica worden bestrec

Carrefour

La Cooperl - Brocéliande nog s steeds® &
: Approach "Pig Wellness" PLOFKIP RE
" |Pork “Well raised, without antibiotic verkopen.”.

treatment since weaning”

BROCELIANDE )

Goal «smce blrth

perl

+1€/ kg

e
7 De Hollandse
Nieuwe is er!

LaNouvelle Agnculture
Poulet élevé sanstraitement
antbiotique
-> GMS Super U

“Hollandse
Kip” Ne
standard i




NSF - Worldwide certification

HMSED « Rais.ed v-lithout antibiotics »
WITHOUT [

-> NSF International = The Public
Antiblotics Health and Safety Organization,
born in USA

CERTIFIED
. HSF — w2 Antibiotic-Free Certification—

BETAGRO

/B = " . 1st antibiotic-free Chicken
LPuie B s 9| certificated with NSF label
et \ > W (2017)

Source: Justia Trade Mark
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2018

ANTIBIOTIC FREE
Thanks to Algae

From Antimicrobial resistanceto
antibiotic free production
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www.tejon.com.br tejon@tejon.com.br
O pos porteira das fazendas, o 4° poder
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A nova alimentacao

Uma monta}dora
AGROTECNOLOGICA de
sustentabilidade intensiva, numa

Colcha de segmentos, nichos e
percepcoes de sentidos de vida.
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DEPOIS DO ZECA...
VEIO O JUCAI!!







My students at AUDENCIA — NANTES Business
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EDUCAR E INCOMODAR
GOSTOSO...
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Somos o resultado do foco

Daniel Goleman & Tejon na Global conference — USA
85% do éxito depende da CE — 10 mil células novas —

SO VEMOS O QUE PRECISAMOS; QUANW







MUNIQUE E
UQUE...

RE NA GUERRA MEDIATICA EDUCADORA...




- ..
Q tiro foi esse ? | —_—

Ou nos EDUCAMOS, ou o
Kondzilla, com 1 bi de
visualizacoes dia...educa....



¥ ESTADAO

Em REDE

HISTORIA, CREDIBILIDADE E QUALIDADE ALIADAS AOS NOVOS PROCESSOS DE INFORMACAO



¥+ESTADAO

Em REDE

ot : . 2 Destaques interessantissimos

Ve 7 : d d
PAG | NA TE MAT' CA — " ii‘;‘gr;zdzzén;s redes e em

CONHECA UM POUCO MAIS DE i g ;

NOSSA PAGINA TEMATICA. RNENER B4D . Informagdes bdsicas sobre o
' tema para quem quer pesquisar

Tudo o que esta sendo e ja foi : .
escrito sobre o seu tema pela Q| 952t mais carg detodos os e Aqui vocé da o seu recado. De
nossa Vertical Tematica 2 »J forma aberta, transparente sem

ser tachado como o “dono na
bola”.

A melhor curadoria da web
brasileira sobre o tema.

Mosaico

Espaco para reconhecer e valorizar a
comunidade de usuarios em torno

do tema: profissionais, Rede do Café
influenciadores, apaixonados.

Mitos e verdade sobre o tema.
Vamos acabar com a

desinformacao e fakenews
juntos?

==




¥+ESTADAO

Em REDE

ESCUTE A REDE

CONHEGA UM POUCO MAIS DE NOSSO RELATORIO TEMATICO.
EXCLUSIVO PARA A SUA MARCA

REVEREERA

2,123 swrein

Reverberacdo do
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midias sociais e
plataformas
digitais.
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Edgard Morin

e Somos criados para a certeza, jamais para as incertezas.




NOS
0S NOVOS
CEOs ATIVISTAS

GUIA PARA ESTES TEMPOS DE POLARIZAGAO POLITICA
AARON K. CHATTERJI E MICHAEL W. TOFFEL

|

GER
FOTOGRAFIAS DE DAN SAELIN




Convencdo 2018 s

A MAIOR ESCOLA DA EDUCACAO
ALIMENTAR E CONSCIENCIA DO
CONSUMIDOR DO PAIS.....

» 89 368 LOJAS, 89 368 PONTOS DE EDUCACAO

1 800 000 FUNCIONARIOS, EDUCADORES

« 300 MIL PROMOTORES DIA, EDUCADORES

« 27 MILHOES PE§SOAS DIA, E_DAUCANDOS...

o — Aparenc.las = ClenCI?S ;
sssencial g servico das ESSENCIAS,




The Bio Era...Everything is coming from the farm!

Food and -

< Beverage
s

-Construc -

rnit
~Shoe and &
dust
Textiles é
N é
< Clothing )
ertainm
ourism.—~ .
— - Environm

~ Pharma
w

_Pharma
A

Cosmetic



http://www.portaldoagronegocio.com.br/arquivos/n_3107_1320611353.jpg

——> agricultural production
and livestock

ENVIRONMENTAL and economic p WULEN RQRICo, » of supplies and equipments

DISTRIBUTION AFTER FARM GATE

LEASURE VERSUS HEALTH AND WELLNESS new paths to the table

Eating habits



olomarketng -
DE QUEM E A RESPONSABILIDADE ? oo
(VISAO DO CONSUMIDOR)

B Food Co's/Brands ®mFarmers M Grocery Stores M Restaurants

Business Ethics 42 27 16 15
Animal Well-Being 49 11 10

Labor & Human Rights

Environmental Impact 38 37 13 12
Food Safety 37 28 17 17
Impact of Food on Health 41 28 16 15

Fonte: the Center for Food Integrity, Consumer Trust Study, 2015 biomarketing.com.br S
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PewResearch( enter peme seence s reen

PUBLICATIONS

Public and Scientists’ Views on

TOPIGS

PRESENTATIONS

Science and Society

Opinion Differences Between Public and Scientists
% of U.S. adults and AAAS scientists saying each

genetlca

Biomedical sciences

Safe to eat genetically
modified foods

Favor use of
animals in research

Safe 10 eal foods
grown with pesticides

Humans have evolved
over time

Childhood vaccines
such as MMR should
be required

t 14+ 2015 | Building a healthy food ch

following

| AAAS scientists

N

-».ﬂmu'ﬁa.sgm ani

INTERAGTIVES

KEY INDICATORS

INTERNET & TECH

Climate change is mostly

due 10 human attmty

Growing world population
will be a major problem

Favar bullding more

nuclear power plants

Faver more

nfér]g drilling -
Astronauts éssential for
future <>f U 3 space pro@;ram

& QETIN0 d efe n S IVO vor increased use

6% QECHND) 5
Sarampo/Caxumba/Rubéola: s e
Measles,Mumps,Rubella e

T bipenginesred fuel

Favar increased
use of fracking

Space station has been

DATASETS EXPERTS

Science and Society

REPORT MATERIALS
UUd C

Climate, energy, space sciences CI m at ICa

bloenergla

31 3

a good investment for U.5,




- LA

uncertain, and the
| end |s always near

What are the consumers
expectations worldwide
Aeor

, .
- ( V“""
.com.br
eWould Say dlways ClE m/joseluiztejon


http://www.tejon.com.br/
mailto:tejon@tejon.com.br

Trends
EXAMPLES OF CHARACTERISTICS APPRECIATED BY CONSUMERS IN DIFFERENT COUNTRIES

- Appreciation of culinary arts and gastronomy - Products with proprietary and differentiated design and packaging

- Greater value added products (gourmet, specialty products, premium, delicatessen) - Exploration of regional and traditional culinary traditions

- Varied flavor profiles and flavor options - Harmonization of foods and beverages

- Products with strong sensory appeal - Socialization around food

- Products that appeal to indulgence 10mic circuits and clusters)

ot fot Products with physical and
- Culinary traditions from specific regions (ethnic products)
mental performance

- Products with physical and mental performance benefits

- Products with cardiovascular benefits P ro d u Cts W|t h n at ura I

- Products with gastrointestinal health benefits (probiotics

- Products for specific diets and food allergies a d d |t |Ves an d | n g re d |e nts

- Products with natural additives and ingredients
- Foods with high added nutritional value (functional) - Mlasatahla nraducte (fruite araan laafu vanatahlae flowers and medicinal herbs)

- Zero salt-. sugar- and fat products. foods with reduced levels of sa .
Organic products

- Traceable products and products of guaranteed origin - Qtato.nf-the.art terhnalnov nraceccac
- Safe production and distribution processes

_ Risk management processes Products from sustainable

- Quality and safety certification label

- Informative labeling CO m p a n ieS

- Products with brand credibility

Sustainable products

o

- Products from sustainable companies p rO Ce S S %
- Companies assessed and certified by social-environment... coc.ccicig vipmrmmrivie crvrrer o S “
- Products with lower carbon footprint - Residue and emission management [
- Products with low environmental impact - Environmental certifications and seal-of-approval, eco-seals 3
- Products associated with animal wellness - Products linked with social and environmental causes 2
- Environmental and social labeling - Rationalized products and packaging ko]
- Fair Trade Certified products - Sustainable production processes ,:,
- Recyclable and recycled packages - Efficient processes ’5
0:




Results of a comparative analysis of the findings of studies and surveys on trends

STUDIES AND SURVEYS ANALYZED

Strategic Research Agenda 2007-2020
(ETP, 2007)

Canadian Food Trends to 2020 — A Long
Range Consumer Outlook (Canad4, 2005)

Food 2020: The Consumer as CEO
(FOOD 2020, 2009)

Issues, Trends and Challenges Facing
the Food and Drink Industry — forecasts to
2014 (JUST-FOOD, 2009)

Global Market Review of New Product
Development Strategies in The Food and
Drink Industry — forecasts to 2013
(JUST-FOOD, 2008)

WORLD INNOVATION PANORAMA - 2009
(XTC World Innovation, 2009)

Analyse wichtiger Zukunftsthemen der
Lebensmittelindustrie und-forschung
(EISNER, 2008)

Trends and Drivers of Change in the Food and
Beverage Industry in Europe: mapping report
(EUROFOUND, 2006)

Tendéncias da Ali cao ( poranea
(Barbosa, 2009)

Prepared by: BFT 2020

Sensoriality
and Pleasure

COMMONLY FOUND TRENDS

Healthiness - Convenience Reliability Sustainability
and Wellness - and Practicity - and Quality and Ethics

2]

&]

Sensoriality and pleasure 4 all

Healthiness and wellness 4 all

® @ [

Sustainability and ethics 4 all

L J
@ @ @
® ® @



THEY WANT

A FARM IN THEIR KITCHEN

._-'l,;.";:,._ G, gg‘i‘f&
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ALL NATURAL




THEY WANT
HEALTHY AND PLEASURE




BUT PLEASE BRING THIS NEW WORLD TO




INTELIGENCIA — A CAPACIDADE DE ‘ -
' TOMAR DECISOES QUE MAXIMIZAM
POSSIBILIDADES FUTURAS (ALEx wisSNER,

Fight 4
Perceptions




ncomodar,
comunicar,
sem educar

Nao da certo
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Comunicar
EDUCACAO
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ALIMENTOS



BALANCO DO PROGRAMA

RAMA 2018
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Colocacdo
Auditoria 2016

Fornecedores . . . Nota Maior Pré-  NotaMenor Pré-  Colocacdo Pré-

wiodazy TSI Melakr 20 ola Moser 20 Auditoria uditori
1 Certificado Global GAP 0 89 1000 4 0 838 874 1
2 0 100,0 100,0 0 %23 820 2 4 §1.2 68,4 7
3 0 9,3 940 1 %2 9. 9 3 804 50,0 4
4 0 93 100,0 0 942 %28 1 3 847 57,0 3
5 0 93 913 0 n 88,2 7 3 800 MA 5
8 0 804 129 0 918 800 3 3 851 421 8
7 0 885 90,0 0 T8 864 8 4 0,0 00 n |
8 0 a7,2 783 0 857 792 5 4 29 38 9
9 0 848 800 0 825 835 8 1 755 818 2

L 79,0 865 3 540 s m 4 56 54 8
Média Total D 91 D 83 84 3 52 50

media 51 para 85’s ok certif
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A superagao maior de um ser humano é saber aquilo que € imutavel no mundo,
em si mesmo, cujo valor é o de permanecer eterno.

Ao mesmo tempo, saber aquilo que muda a cada momentoggmea'dﬁ
particula do universo e na sua mais sincera e profunda intimidade humana.

Entao, qual é a sabedoria?

Sera fazer ambas as coisas

com auséncia total de duvida.
e T Tt

: S 3 Rt \‘“\t
o . «Q. e D

A sua grénd:os:dade sera o resultado de parar

~de duvidar do proprio destino, compreendendo

oimutavel e o mutante conJugados no mesmo
grao... da eternidade a cada instante.”

-

L



