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Figure 7 below shows the percentage of the retail price received at each stage of a banana supply

chain.

Figure 7: Who earns what from field to supermarket
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source: Make Fruit Fair, based on a Costa Rican banana sold in UK supermarkets in 2010

Coffee Cost
£0.10

d

Breakdown for a £2.50 cup of coffee

Roaster
costs &
margin

8p

Milk
£010

Cups /
Napkins /
Stirrers
£018

Exporter
i 02

£0.63

¢ Transport
W ald

¥. Processor

" 04p

“.Grower lp

chart

&

KONSTANTNE PROMJENE
th¢wh~!2YLI bl xzLY!
h5Dh+xthw b! 5w} ~¢+9b9
nizak nivo transparentnostj prevare
u lancu (Soona & Manning, 2019),
obuhvata 7% svjetske trgovine (Spink
et al., 2013), uticaj na javno zdravlje i

L2 g2SNBy2aS LRINROIFG6F LINBY!
alternativnim inicijativama za hranu
LJ2 LJdzG NI Tt ABAGAK GALROIF t21FfyAK

(kratkih) lanaca snabdijavanja (Tefft

et al., 2017), koji postaju sve
LINR @t F 6yA2A 6. KIF gl yl
Ssposobni ponovno uspostaviti veze

ean 1228 2ayl Odzedz A

Project ID: 101128628 DERHE ERASMU&DU2023CBHE

lission

L 2! 12

Y!

g wl OS2

1 dzLJO

LINP AT 2SI 6SkLI2f 22 LINA ONB

S
R

agribiznisa/sektora

HAHAOU

A
yAl1Sd

A

NIZAK KAPACITET USVAJANJA
NOVIH TEHNOLOGIQAI 2
produbljuje digitalnijaz i

usporava toliko potrebnu re
konceptualizaciju na nivou
sistemacaASY SNA Odzo A Y
2SNJ YIFEA LINPAT @2
zainteresovanih strana prema

WEF (2020)) nemaju kapacitet da
usvoje tehnologiju, a zemlje u
razvoju se bore da izgrade ICT
infrastrukturu i obezbijede
finansiranje i prenos znanja
(Esposito, 2018).

h5w¢Lxh{ ¢c30% Hrah®
se gubi (179 do 290 kg po glavi
adly20yAll 3I2RA
zemljama (Annosi et al., 2021),
neefikasnost sistema u distribuciji
KNI ySS ymMH YAfA
ySaidl OAO02Y KNIy
2020; WEF, 2020).



= g ~SYlI ® ¢NBYR2OA (122A 20fA{dz2dz aS102
Ka ra kte r I St I ke THIEEE Institutions and Consumer Inome-wealﬂi Z Thnogies u
agribiznisa/sektora O e
AND TRENDS L ENVIRONMENTAL SYSTEMS m
&3

»@ SOCIOECONOMIC SYSTEMS

Technological AGRIFOOD SYSTEMS AGRIFOOD SYSTEMS
@- AGRIFOOD SYSTEMS e-
ek SUSTAINABLE DRIVERS OUTCOMES

F Imnsformahon to meet DEVELOPM ENT

gg , 15 the 2030 Agenda poon — —
i p - A
2 GOALS 8 2. ¢
— 3 X T Scarcity Population Food prices and profits changes
Consumer vl of natural dynamics and )
foggr‘CZVS(iﬁﬁnap”t?on Urbanization resources urbanization @ STDRINE Food security Impacton
e o o imouztion / N\ Nan
; e Q L , Impact on
s 4 SO 3 Epidemics ~ Economic growth Socioeconomic biodiversity
w,«i SeT i:% and - macro outlook ‘D ) ) ) well-being A
pue ‘o - e . ecosystem Public Impact on
ange  Newlogdsoures  Micobiomes  cconomy e e e et degradation € investment @ Socialstabilly  pathogens
production systems perspectives of emergingdn’vers and trends, present !_)oth within and [I'OSS—COUI']IT‘,'
arou"da,g"foodS{Steéns’tha‘{'a‘l/ef'mlé"cafmnsf°rthel @ interdependencies @ PRODUCING ~ PROCESSING RETAILING CONSUMING = Other ~ NetGHG
el ety ot b ey Gmate o Captal o socoeconomic _emissons
ange : intensi
Izvor:FAO. 2022Thinking about the future of food safetyA foresight report @ Bﬂjata Es @ '\ /‘ [e]:rhm?r:mn'lental
Rome https://doi.org/10.4060/cb8667en control, utcom
N , Sustainable uwnershlp In-out market 0 es
)4 X % concenkygetio =
AY2YLX S1ay2aid A YSSdAyYy(dSNE] OAR2 b o T 1 2A 20f A1 dz2o
Geo-political DISPOSING [DRE ACTIVITIES
S e kto r Instability Consumpfion
. and nutrition
Ve Py V4 e
e rr . DBHEmS
ACl1d2NR L2 NB6dudrikojise R 5 NB 2 Si¥ounm

2Ry2as8 yI araasSvyiaisz 3§ ysum”1s T I i
A 7-9 se odnose na faktore koji imaju direktan uticaj
na dostupnost hrane i egzistencijalna pitanja.

A1omo a4S 2Ry2aS yI FlL1Gd2NB 12 dziA6dz yI LINRPOSAS
proizvodnje i distribucije hrane. Feedback

A 14.M y é é 2 ﬁ y‘ 2 é é y' I 2 ‘l 2 f 7\ O%r§&§g§ﬁgﬁﬁﬁm&3 %dmm;% g?s and triggers for transformation. The

/10.4060/cc0959en



https://doi.org/10.4060/cc0959en
https://doi.org/10.4060/cb8667en

Dy

NTION

FROM A FOOD SAFETY
PERSPECTIVE

Novi trendovi u upravljanju
otpadom (sekundarnim
resursimay)

consumers Process ng Retal Restaurants
Stores & hotels
-
L/
N B D
Farm fransport Int’l

" Distribution catering waste
4% 1%

/1IN 'l‘ 4

A
a‘ e Avoid surplus food generation in
U the whole food value chain

Prevention at source

e Donating surplus food for human
or redistribution &° consumption, or distributing it
ol FOO0 Ll 2 Y through food banks or other

) i redistribution organisations

e Using food no longer intended for human
consumption as animal feed

FLAVUREQ

et Potato C}ups .

o Transforming food-based materials (non-waste)
into added-value products for food and non-
food purposes (e.g. pharmaceuticals,
cosmetics)

e Transforming food waste into low added-value

& 3, U T st ‘
products such as compost and biogas (with use of :v ‘ ‘. Ny - o\ ' U pCYC LED

nutrients), construction materials, adhesives etc. , i e : § i 0 FOO D
& FOODANDAGRICULT! 0 NRTON . 4. [Piated2(
o Biogas (without use of nutrients) or biofuel production foock-poverty i ! S p R o D U CTS
from food waste ‘aste/eufood-wastereleva a 5 e : 4

e Food waste incineration with energy recovery ff A = T, R . . . . ‘ s MAR KET
HT

283@Report No.

o Food waste incineration without energy recovery
¢ Sending food waste to landfill

|-

rning-waste-into-


https://doi.org/10.4060/cb4094en
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.gminsights.com/industry-analysis/upcycled-food-products-market
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods
https://www.powderbulksolids.com/food-beverage/turning-waste-into-taste-with-upcycled-foods

A Prelazak na alternative mesu

NOVi trendOVi u A Ragt funkcionalne hrqneifunlfcionalnih.

proizvoda (npr. Bogatim vlaknima, usmjereni na

prehrambenim navikama I RN} 0t 25 ONRe2SgFs FSNXYSy
LIASI X @2RSXI Fdzy 1 OA2Yy Il fyS

hRNDAG2aG5 Ay20F 0A2s dzayaddNEWRNAGS O NI NS AL Y LANR Ayt

otpada, a u skladu sa globalnim pomacima prema oL ol yesS LINBYA2S T G417
SGA612Y A ydzZiNARGAGY2 Al o |Af8rn9«1@we|\9}p a recikliraqignkilupcikliyadigns v
FLX ALFOACS TF LINFGSyel &
i = 30{}07
mif'“ 1578 La&0 1384 1388 1592 1936 2000 2004 2008 1z e Per capita dietary energy consumption Average dietary energy requirement === Minimum dietary energy requirement

Izvor:FAO. 2022. The future of food and agricultgr@rivers and triggers for transformation. The Future of

In certain country represent 8/9% of gdp ) :
Food andAgriculture, no. 3. Roméittps://doi.org/10.4060/cc0959en

Izvor:James, W. P. T. (2008). The epidemiology of obesity: The size of the pradlenal of Internal
Medicine 263(4), 33&352. https://doi.org/10.1111/j.1365-2796.2008.01922.x



https://doi.org/10.4060/cc0959en
https://doi.org/10.1111/j.1365-2796.2008.01922.x
https://doi.org/10.1111/j.1365-2796.2008.01922.x
https://doi.org/10.1111/j.1365-2796.2008.01922.x

Novi trendovi u prehrambenim .

Londen
NewYaork

navikamag odgovor gradova =

5.Paulo
Notterdam

kroz politike hrane urbanih

Ghent

L]
Bogota
sredina
S.Francisco
Turin
Toronto
La Par
Johannesburah

Birmingham
Nai b

A Kako gradovi dobuaju na socuaanJ ekonomskOJ
A LREAGAGTI22 Y20AZ uI‘[23{:;§;:
(dodatnih vrijednosti) iz dana u dan raste.

Lsz-u-u oyalk Tt

Mexio Cltv —

Governance W Nutrition mSocial m Production Distribution mWaste

KNI y2Y

A Javljaju se brojniicijative poput onih: urbane : —

L2 f 22 LINA ONBRS X
supported agriculture), gorila gardening,
vertikalnih vrtova, zelenih krovoa, akvaponskog
| hidroponskog uzgoja i td.
A Brojne inicijative favorizuju aktivnosti koje su
dzZda Y2SNBYyS yl 2Fh6lyas 2a

OA@f.28Syel

Filippini, R., Mazzocchi, C., & Corsi, S. (2019). The contribution of Urban Food Policies toward food security in
developing and developed countries: A network analysis approach. Sustainable Cities and Society, 47, 101506.

I 2SRYAG "“{ a.'K

2S0o 1 LJ
zajednice, napora zezy I LINE S S yes 19t Al

2015

1980 e 153 million @ &16 million @ 393 million

ol OGA 602YYdzyAdl e

Fig. 3. Percentage of actions envisaged in

a0 100

the food policy’s documents.

Larga 2ndary Medium 2ndary Small 2ndary and town
1=10 million 300k=1 million = 300k

1.56 billion 828 million 1.94 billion
31% '|ﬁ.na 38%
LJI aiAaAe

471 million e 1.15 billion e 633 million

Megacities

> 10 million

730 million
14%

1.7 billizn

1.16 billion

. Mumber of cities by city type, data not avalible for cities < 300k



[ 0dzRA 2¢ &t dz6
urbana poljoprivreda

Izvor: foodtank (nnJwelve Organizations Promoting Urban Agriculture around the World
dostupno nahttps://foodtank.com/news/2016/12/twelveorganizationgpromoting-urban
agriculturearoundworld/ pristupio: 6.10.2021.
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green dostupno nahttps://ideas4development.org/en/urban
agriculturecities/, pristupio: 6.10.2021.

Izvro: foodtank (20153 Inspiring Urban Agriculture Projectiostupno na: Izvor: iD4D (2023) ND | 'y |
https://foodtank.com/news/2015/07/urbarfarmsand-gardensare-feedingcitiesaroundthe-
world/, pristupio: 6.10.2021.
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(tradicionalnoorijentisani,ali npr. 90% ima Facebookprofil, skoro nikakone kupuju
prekointerneta)

GenX¢ 19651979

(tradicionalni ali dosta koriste a Y 2 R SWH B A @8niasrijetko kupuju preko
interneta)

GenY (Millennials); 19801994

6 OMND $  dodjadininX KB Odmajurazumijevanjazat 2péizvodili uslugu,lako
mjenjajuproizvode)

https://www.instagram.com/biofoodpro Genzg 19_952015_ . A _

ducts/ ' (stlanokoristemobitele,socijalneY” NB kKupullprekointerneta) 13
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plasman proizvoda
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e betenl. . Festival

7pm, Sat 15 Sept
@So L Association St Martin’s Hall
ganl . Northumberland St, NEV

food E=

fCS thal Environment Week ;'

> food.: wme
fo estival

n year | 2-21 march 2012
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Aspekt higijene i bezbjednosti proizvoda nikad ne smije biti zaboravljen!
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proizvoda

Festival zdravlja i ljepote u Latviji
R = s R Promocija regije;
| iy t N2Y2O0OA2F T RN} @23 VI8
Zdravih prehrambenih navika;
Novih proizvoda;
CAZNA AGAG61S | GNF {OACSTT
Ydzf AYEF NBR]1F GF1YAG6SyYye2

Brojne druge aktivnosti koJel 2 { NHzO dz2 dz|
ponudu

t 2G N2 Ol 6 A dzLINI} @2 (2
al 2aY2dS A 2SRYy2ft A6y

Izvor:http://www.jelgavasnovads.lv/lv/galerijas/1022/latypirts-un-veselibadestivals2019/,

pristupio: 14.07.2020. godine 15
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New Report: Tripling Organic
Acreage Could Unlock $1.73
Billion over 10 years for
Canadian Farmers

September 11,2025

+NA2SRy2aid 2NAlIyalAK
2025. iznosi 320,43 milijarde dolara.

t NEBROASI a4aS RI 6S R2
milijardu dolara.
h6S{1AGlIYA
2034. iznosi 13,70%.
{2SOSNY I ! YSNAT I
udjelom od 49% u 2024.

t 2 LINPAT @2 Rdzz
udio od 41% u 2024.

t2 RAAGNRAOdAzOA2a&a12Y Yyl dz=
udio od 65% u 2024.

LINPA2SE6Y A
2S

asS3aySyi

o Do o Do Do I»

Canadian Organic Growers. (2025, September 11). New report: Tripling organic acreage could unlock $1.73 billion over 1

years for Canadian farmers. Canadian Organic Groweps.://cog.ca/blog/newreport-organictaskforce/
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Organic Food and Beverages Market Size 2025 to 2034
(UsD Billion)

LINB K NJ Y

$1,017.61

$895.00

— $787.16

$692.31

$608.89
600 = $535.52
71.00
$364.33 $41438

400 £350.43 ‘
- I I

2031

2025 2026 2027 2028 2029 2030 2032 2033 2034

Source: hitps:y/fwew. recedencenessarch comforganic-food-and - beverages- market
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Organic Food and Beverages Market Share, By Region,
2024 (%)

Precedence
RESEARCH
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® North America
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Source: hitps:/fwww. precedenceresearch.com/organic-food-and-beverages-market
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Rast prodaje organskih proizvoda

ST ST S S SO

Offline distribucioni kanalje imao @ S dofrinosod 65% u 2024,

godini.

Offline prodavnicenude raznolikupaletu proizvoda

Brendiran, kaoi R 2 Yilsupermarketi hipermarketj i I 1 2nGd8 NJ
mnogoorganskitnamirnicai LJA.O |
Drugidistribucionikanalisuspecijalizovan@rodavnice ¥ NI y OA T y
prodavniceitd.

Kupovinaorganskihnamirnicai LJA j@ pogodnakadasedistribuiraju
krozovekanale

Offline prodavnicemoguda R NJoularnebrendovekoji brzorastuna

0 NOA & i tzadrngiedigkomhranomi LIA 6 se¥talnol2 S8 | @
kroz offline prodavnice

= ORGANIC FOODS MARKET

$529.64 INDUSTRY A EUROPE

Organic Foods — Billion DEVELOPMENT e $69.39 $78.22
Market to $177.08 Billion Straus Family Creamery, a California ‘S B'I:'O(;'; BII;IO(;';
grow at Billion organic dairy, launched low-fat kefirs e

12.99% to its portfolio of premium organic Asiapatiic (\Soutimerc

i North America | Middle East & Africa
CAGR during

2024-2032 0

TRENDS
C

elebrity Endorsement
& Fund Raising Activities

DRIVERS

Evolving Agriculture
Farming

dairy products.

CANADA, BY DISTRIBUTION

o CHANNEL
@?{} Supermarkets/Hypermarkets 41.49%
) Specialty Stores | Convenient Stores

Online Retail Stores | Others

BY DISTRIBUTION CHANNEL
@ Supermarkets/Hypermarkets 47.27%
Specialty Stores | Convenient Stores

Online Retail Stores | Others

o
BY CATEGORY
o) Frozen & Processed Foods | Dairy
. Beverages | Cereals & Grains
\
/

Meat, Fish, & Poultry
Fruits & Vegetables
Others

o ~2%\ BYPRODUCT TYPE
=) unprocessed
Processed

Increasing Number
of Product Launches

Precedence  Organic Food and Beverages Market Share, By Distribution Channel,
RESEARCH Zﬂ!d{%]
. 658
60%%
n 50%
S 40%
0%
20%
10%
Il 0%
Online Offline
A h 6 S 1sdd28 Snline distributivnikanalrastipo LINR & 23S26R/A2C8)
stopi rasta (CAGRbd 14%tokom prognoznogperioda, zboglJ2 @S O |
upotrebeinternet usluga )
A Ovifaktori suodgovornizalLJ2 @ S Gptogaera i Ndrgariskknrane
i LJA.OU posliednje dvije godine R 2 Ojé 8o LJ2 @ S 0 prodaiel i
LINE (i L) pakefaxabryahskod 2 192 GND S
A ZbogO A hpBtrebe pametnih telefonai LJ2 @ S apoifebe interneta

nakon pandemije T I 6 A {j@1SYIS § pdalst Kkupovine organske
hranei LJA gutemonline prodavnica



. dzRdzO A LINJ GOA

A5 NXzO YeNSSa@itkuju narativ o organskojhrani

A OnlineLJI O ys@jkrenana organskuhranuima utjecaj posebno
tokom lietnih_mjeseci t 2 (i NPSGHl-aépiuniciraju tako O (i 2
dijeleili | v 3| seda@nline vijestima, O iddprinosil V' I 6 | 2y 2
dosegu po pomeni. %2y | 6 bbr8j loryfine interakcija u vezi sa
organskomhranom fokusira se na funkcionalneprednosti koje
mogu obuhvatiti teme o zdravlju crijeva vezaneza probiotike i p vl BN
prebiotike, zatim osobinekoje LJ2 2 | 6dnéddijB 02 6 2 f 2 Ol G| édz

kOgnltlvnefunkClje Eosta (2023, September 6). Nudging in a supermarket leads to a 21% (!) increase in sales of organic product
https://eosta.com/en/news/nudgingn-a-supermarketleadsto-a-21-increasein-salesof-organicproducts
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/
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GLOBAL ORGANIC
FOOD TRENDS

+ Consumers Shop Where Planet-Friendly
Priorities Come First

A ¢ ND argadskehrane i NpdOsticaj

AW2 @Wijek postoje prostor i organizacijekoje LJ2 R NDO |
organskuhranu Postajesvedz2 0 A 6 Ivalif gzl dsekoji
seudaljavajuod industrijskih, ultra-LINB NJ Sd&zyoklaka
6 A & Or@aBskoj i regenerativnoj poljoprivredi. Piijedlozi
podsticajaza organskepoljoprivrednikesu na putu, zajedno
samnogiminicijativamausmjerenimnaorganskuproizvodnju
hrane To izaziva LJ2 @S 6 LIy 6/ pRedza organskoj
poljoprivredii njenojuloziu 2 R N A déndjuiyAl N2 6 A
Sjedinjenim Y S NASSNIIYD | Y |

* Organic Innovation Slows as Other Health and
Lifestyle Claims Gain Ground

* Online Buzz Around Organic Food is Having
an Impact in the Summer Months

+ Convenient Organic Formats Will Help Grow
Appeal

Innova Market Insights. (2025, August 11). Organic food trends, global market overview. Innova Market Insights. httpsmevamarketinsights.com/trends/organiood-trends-globatmarketoverview/
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Organic Snack Food Global Market Report A
2025 $15.64 A
billion

The | Busine;s i ]—‘

$12.22
billion

$11.46
billion

2028 2029

2026 2027

Market Size (in USD billion)

2024 2025

t N2 OA NIBY @ 8 | ofgghgkén jprbizvoda i izvan ranog
djetinjstva

Roditel]i daju prioritet_hrani i sigurnostj pa su organskeopcije
postalepouzdanizborzahranu bebai maledjece a S S dzird Y
2 RNO | @dvjgrénfa nakon tog ranog perioda, brendovi
trebaju graditi relevantnosty dzR SroizZvode zastarije uzraste
koji prepoznajuprednostii LJ2 R NJOAdrghist@iz & Bk hije
primarni LJ2 { NJ&ipolirde,organskahranadobro ¥ dzy 1 OA 7
kao zamjena za meso, koje je jedna od V | 2 6 NNIOSSH dz
kategorijaorganskihproizvoda

R2St 20 yet

Premiumstandardniproizvodipostaju sve prisutniji

Prema trendovima organske hrane, evidentno je da su

Y £ A 2potzwbdii grickalicepremium standardna i N A O
organskih proizvoda To dz] f 2 de§aieRdhezglutensko
pecivoi sladolednapravljenod organskogmlijeka lokalnog
porijekla Brendovi koriste tvrdnje poput "tradicionalna
poljoprivreda”i b 2 R NDukz grgagskubertifikacijukakobi

2 2| & Iy Apfoavoda, uz zadovoljenjeNJ & (LAINT OV
LJ2 (0 NEddkugomiS | 2t 2208 @AY2 SO6 Sy 2 OO dz

F‘reczdence

RESEARC

Organic Baby Food Market Size 2024 to 2034 (USD Billion)

1

$8.67
$8.12

2033 2034

$7.61

2032

$6.68 $7.13

2030 2031

$5.87 H526

2028 2029

$5.15 $5.50

2026 2027

$4. 52 $4- 82

2024 2025

O =2 N W kA OO N®©® OO

The global organic naby food market size is predicted to increase from USD 4.52 billion in 2024 to approximately USD 8.67
billion by 2034, expanding at a CAGR of 6.73% from 2025 to 2034.

Source: hitps:y//www.precedenceresearch.com/organic-naby-food-market

Innova Market Insights. (2025, August 11). Organic food trends, global market overview. Innova Market Insights. httpsmevamarketinsights.com/trends/organimod-trends-globatmarketoverview/



TRANSFORMING FOOD & FARMING THROUGH

o le‘:'Q d26 A LJN\] @ (v) A TH) EiLORCANIZ ACTIDN 21N 2021-2027
primjeri iz prakse [UORGANIC | THE EU ORGANIC ACTION LA

23 actions
14 6 + Push-pull approach to increase production & consumption,
- offering many opportunities to current & future organic operators,

million
such as:

hectares of
organic land
in 2019

IFOAMje koordiniraoi doprinio izradi Manifestacijeza 0 o Ringfendngatleas
“ 8.1%

Minimum mandatory

h 30% of Horizon 1= criteria for organic in
Europe budget to A i org
. . —  Green Public
@ topics relevant to the —
ES . Procurement
organic sector b

uspostavljanjeminimalnih standarda za javne kantine

O A NBrgpskeunije, dokumentaproizvedenogu okviru 5.5 incrense 010,201

Radne grupe za javne nabavke FPGa, u kojem se ; B oo N rember Stamee o
Lq.-_....u! 4 rganising annua

zagovara dz] f 2 dz6sedaimn yol&&znih minimalnih oyt ./ EUorganicDay (M Organte Acton Plans

Kriterija zajavnekantine,ato su: s
A Zd ravah rana ﬁ Actions on taxation ! : Eggzi;tllg?ganic
J— | and true cost of food - ;:gfe'g':‘c‘;;f;m

A najmanje20%organskenrane
AL RNBIMLIN2 AT 92SI 6A YL

. . p 2 c Supporting the Strengthenin
A Klimatskeakcije WLEETS e GO
A socijalnagkonomijai radnaprava et B

A fer trgovina,i }
A standardizadobrobitOA @2 G Ay 2 | e

=

5. LET'S GET TO 25% EURCPEAMN ORGANIC LAND BY 2030,
&9 TOGETHER!

7 \4 Phone number: +32 2 416 52 32 o @ 0
’M’ M info@c nicseurope.bio
C5E agne bio

@0rganicsEurope

ORGANICS EUROPE



* S00 MG OF THE
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ASHWAGANDHA BANVYAN
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* SUGAR FREE
« NATURAL DELI- ASHWAGANDHA
CIOUS FLAVOURS LATTE
& COLOURS RESTORATIVE ADAPTOGEN BLEND”

* VEGAN FRIENDLY
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Novi trendovic il NOA Oy S
YA OS

A Organskaneso,peradi miijS 6 grdizvodi A Organske grickalice i pogodno@&
@0 At2GN2OF6A OS8StS LIIA2Ry24aiG  LINJ
A Ovakategorijad A fir@pse6ivarast, 2NHIFyail1Sz 6AaGS aradtazei1So
uglavnomzbogzabrinutostiLJ2 U N®OF 6 I A Organski obroci u paketima i spremni za jeMinimalno
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OAg2uAyet OAf2YAY LINRPGSAYAYI X LIaidl 2dz
A Organskamesoi perad: Ovo jejedanod § 122A OGSRS ONxeSYSo
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U NJproi8sodebezhormonarastai 2NHIya123 aftlydziirs €S6S A
antibiotika i I+ R2@2f 2 g 2dzd6A LRGN} Oyedz 1
A Organskiogurt i jaja: Segment mjS 6 y' A K proteina.
proizvodal.J2 R NB®Y B fastofganskog A Certifikovani organski ukust NB AT @2 S| 6 A Ay 2 ¢
jogurtai jaja, potaknutfokusomLJ2 U NB® I 61 3t 208y AYS OSNIAFAOANI YAY 2 NJ
visoka | R pidueindi percipiranebolje 2@ JI2G20F 2SSt oAt LINA G I

standardedobrobittOA @2 G Ay 2 | stroge organske standarde.



Kategorija Yt 2dz6y S Ay 2@ Primjeri materijala
Certifikovani kompostabilni
Prelazak na materijale koji :bioplastici (PLA, PHA od

A Inovacije u 912f 201 A LINR zaista biorazgradivi i 1 dz] dzNXzl | «k OS5
pakovanjul@ kompostabilni. Pakovanje od gljiva (micelij
A Fokus je na | Folije na bazi algi.
E;e:f;zﬁunzt?teplr?ztlke Mono-materijalni dizajn
materijale koji su zlyYesyl ©OAOS zltl\(grﬂa]:iz\;ne naNbJ:ziva\al}arEa
dza 1 £ I SSy A Smanjenje materijala pojednostavljenim 6L LIANYS ONB
ciljvevim‘ia org,anske, materijalima od jedne vrste tacne sa barijerama protiv
2RNOAGZ2auAz LINR vliage).
60SYdz asS yl 3t Ol gt S .
INr2 OAg2iy23 QAeS{lt Kreiranje cirkularnih sistem® * 951 NJ-du yl')'\ y 1_
pakovanja. Ponovna upotreba koji u potpunosti izbjegavajlrLa?Utg ﬁ%zfvoa (;’ g%e O)E’I

odlaganje. od farme do maloprodaje).



Novi trendovic Inovacije u organizaciji

A5NHzOG @OSYyS=>
organizacijske i
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Ove inovacije se
fokusiraju na
transformaciju
poslovne strukture,
toka znanja i

L2t AGAG] 23
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poljoprivrede.

Kategorija

YfadzwyS Ay20l O

Uticaj na sektor

OrganizaciAone
- OA2S

Novi modeli distribucije i
y3aF o2@Fyal 11

t 2f 22 LINA ONB Rl LJ
(CSA) i lokalni prehrambeni centri
smanjuju udaljenost od farme do

L2 GNRBOFG6F A 2aA

farmerima.
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t262f20ty2S YILNBRG2SSYS Tl NY
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novih izvora prihoda.

Zelene javne nabavke koje
zahtijevaju organsku hranu za
AYyaadgAaiagdzOaesS o007
I S12araiasSvyals
poljoprivrednike za sekvestraciju
ugljika i biodiverzitet.




Organic sales: Food Service, DK
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prodajuorganskehranei bile su@ | Okatglizator prodaje L
) ) T Organic cuisine labels 2011-2020,
organskenraneu privatnimugostiteljskimuslugamar Denmark
restoranima hotelima, keteringa f dzO okkntWfnamau kojima o
sehranezaposleni 2% s o
A To jerezultiralopetostrukim LJ2 @ S 6 |ppdi8 organske 2500 m 0 g
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A Ovajii NDsigay saradnjau lancuvrijednostiu vezis ‘j‘;g .
nabavkomorganskitproizvodau Danskopilisul y I 6 | 2 v = i

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

doprinosLJ2 & S dokgsh8kdepoljoprivrednogl S Y f ZaN® i

posto u istom periodu (2011-2019). tg { r g 1

30-60% okologi 60-90% ekologi

IFOAM Organics Europe. (2020, December 31). Best practice in Organic Public Procurement: The case of Denmark. A siressssfsiebfor organic public procurement, with useful lessons
for other nations. https://www.organicseurope.bio/content/uploads/2021/06/IFOAMOE_#astticein-OrganiePublicProcurement_Tha-caseof-Denmark.pdf



A

A

. dzRdz6 A LINJ ¢pomhjeriR2 St 2 gl y 2l
prakse (Finska)

CSAc community supportedagriculturei Urbanakooperativnafarmau Helsinkijy Finska
je organskaarma, mjestozadz6 S ypRit®rma zazagovaranje2 R NJbrand.S

PokretCSAe rastaou Evropiu poslednjimgodinamasaokoG 300farmii milion LJ2 { NE
u 2015 godini Dokse CSAO S Yr&llkUJu osnovnoy I 6 e tlj@jenje rizika i korlstl od FRE-N
poljoprivrede A I Y SBnoera i LI2 (i NP L(DFFlrIsHo; umjesto dogovorasalLJ2 & 0 2 2
farmom kao O (it®8 mnoge CSAO S Y&A yuBbana kooperatlvnafarma u Helsinkiju & l'
iznajmljuje polie i | | LJ2 Ogrosioddinedzl 3 | 2 ik & A G&ntered Koji proizvode
organskoLJ2 @ kakoSperativuod ranogljeta do kasnejeseni

Dabi bili dio kooperative LJ2 i NBIOF @K & gz b NA B/idfakhaddza O S i Bood [
toga provode do 10 sati 3 2 R A, Oayp8nier NI R Saqoﬁlju il na mjestu distribucije AL ,
2 t | ykédgfativesu prijavili promjenu u ishranika @S 6 8ngsulLJ2 @ .Nipoknavanje CO-OPERATIVE FARM FOR
say S206A o/rv,‘tarrakJY @ NBI2 F S Sslijestoa O A Niltawjima 2 R NJO Asigténda (FA 1T

hrane. Farmaa t d&@d\edukativniprostor zadjecu, O | 2 fgrifje Bstudente kullnarsklh ~
O 2 4d Kooperativaje pilotirala model osolidarnogudjelad namenjen LJ2 0 N2 Gsh & )\ck’shnneunxsmrucommumnss
niskim primanjima Kooperativaje dobila veliku medijskuLJI Oy leyiZ & kagofatala
2 R NJbrandiaEinskoj

Share this initiative! @

IFOAM Organics Europe. (n.d.). Organic on every table. EU Organic 2030 Iitigtvéeuorganic2030.bio/initiatives/organion-everytable/
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A StartdzLJ 2S LI26S2 NI
EIZIEQ)\VSZ I £f A &adz LJ
LINRPf 2S6S HAHMD 33
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Gruntek 1s a Croatian Startup With an Ingenious 300 korisnika ima. vlastite vrtove na

Concept: Renting Gardens Monitored via an App L2 ONDAYA 2R HH K¢

Tri koraka do eko vrta

Odaberi jedan od Prepusti brigu o eko Odaberi dostavu ili
paketa uzgoju hama samostalnu berbu
Moj vrt Putern web aplikacije pristupi UZivaj u zdravem povrdd iz eko
Personaliziraj svoj vrt prema svom vrtu te prati rast i razvoj uzgoja!

vlastitim Zeljoma. povréa

Zajednicki vrt
MNe moras misliti 0 odabiru povréa
jer te ¢eka mix sezonskog uroda.

¢CKS /KFEttSy3aSa FYyR Lyy20FdA2ya . SKAYMFAMER I GAF Q& az2ali ! YOAGA2dza hNHIYAO CIENN® 0y PRDOO D
https://wikifarmer.com/library/en/article/the-challengesand-innovationsbehind-croatia%E2%80%99sost-ambitiousorganicfarm
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Revenue
o = 5-20% revenue uplift for mare n Reduce weight or size of packaging material

50%
susfainable products
» Sales of carbon cerfificates Use innovative vehicle technologies and tires 8%
» Rewvenues by new business
models Increass vehicle utilization degree
Cost Sell through crowd-shipping

» 8-16% lower supply chain cost

« 5-15% lower manufacturing cost Smart and green building deployments
= 10-25% lower material cost

Use alterative fuels

Risk

* Overall decrease in company risk m De-speeding of the supply chain
thraugh lower risk of unathical

suppliers, NGO campaigns, legal Consider mare deceniralized distribution network Smart
fees and secure resource supply [ consenvative Execution
B share network faciliies and transpart B Opéimis |

Brand
* 10-25% increase in overall BB Reduce travel distances
corporate brand by implementing

Practices sorfed by cost

reduction polentials for 1
responsible supply chain practices B8] Use more sustainabe (intermodal) transparts

i conservative scenario _l_
& Local Economies / High Value Practices |ttt
Societies Example: Community Benefits ;‘:‘agr;‘:ormf;:gmm‘m

Autonomous devices

T

Design for positive influence on consumer's health

+ Openness to change
* Product attachment

Consider sustainability criieria in location decision

Health

O = Medium effect, e.g. by designing B Enforce high enviranment, health, safety standards Simultaneous operations
mare healthy products and i i »
excuting EHS programs m Establish supplier auditing and contral

B  source romiocal (micro) suppliers -
----- - - ————— -
Use lechnology fo trace materials 4
Community ) ) 3oy .

0 # High effect, e.g. through local H Source from sustainable suppliers an:i:ymu' risk
development programs, selection prog. Sy
of more luﬂlh?l;h suppliers m Implernent fair wages policy and empower workforce Manwt c:ha"actenm

S Demogra Ics
18]
o]

Ethical Standards Supply chain actors
= High eflects, through fair wages Sell through micro retailers aareement
policies, supplier auditing and
materials traceability Reduce energy, waler use and emissions
The Community Benefit Index (1-10) is based on ratings discussed by pariners from the World Economic Implementation
Farum,
STEP4
Figura 12. Profitability potentials and banafits for lacal aconamies’ sociaties (Sourca: Taam analysis, Accaniure

Fig.7. Capabilities of technologgnriched supply chain (Leng et al., 2020)
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uticajem pritiska politike i zakonodavstva),
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optlmlzacuu eksternallja (pod uticajem
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LJ2 (i NE Ol 61 0%
ALINRY2OA&l Y2l Ay]fdzd
malim farmerima i MSBvima partnerskih
pozicija unutar sistema,
Agraz123 YAD2F LINBNI

| unutar svih aktera.
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Environmental impact:

E 5 @@%E

Mark Esposito (2018)
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Economic impact:




Digitalne tehnologije 1 digitalni
twinovi/blizanci

A Digitalniblizancié A Mk‘acuuwelevantnom 2Y23 dzodnv@jfllaccim
ekonomskitaktivnostic 2 Y 2 3 dzoLINGS: I%QELZLJNIJ Vb B38alddn
vremenui preciznosiakcijac dza 1 f luSu§e/poizvodec spajajujudei
resurseu jedaninkluzivanprostor

Virtual kitchens 3D, Augmented Reality Food Food Storytelling
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