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EIT Community Innovation
Communities
O EU Agency based in Budapest (2008)
O Operates through thematic “Knowledge & Innovation
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https://youtu.be/l4xs4pazfAg
https://youtu.be/Ruk-FcunZvc

EIT Food — Transforming the Food System

EIT Food is an ecosystem for solving complex societal
challenges by deploying innovative solutions
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EIT Food

Our vision is a world where\y!ygmtﬁ)dy can access and enjoy
sustainable, safe and healthy food, with trust and fairness from
farm to fork.

Mission
Our mission is to transform how food is produced and valued
by European society, solving the biggest innovation challenges

through trusted industry, education and research partners
working with informed and engaged citizens.
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Squaring the Knowledge Triangle
4 Action Areas of EIT Food
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EIT Food Partners:
Transforming our Food System together
Waitrose /= MASPEX

matis
Agrimetrics &
g 9 \ - / Herbstreith &Fox
© psm aztiJ W | ku LeuvEN
c Ll

Z Fraunhofer AN Q
R ——— = BOSCH
@DOHLER d e “ Invented for life m

R MO

=

UNIVERSITY

Gr P 0 AN OF WARSAW

S‘de DESDE 1910
Stream .
Seams Givaudan N7 Lab

' ........................... P ' ‘WWH

/ A4
AARHUS UNIVERSITY 2? K“’ % ; R
L N A, Y Q
i e - P 3 ROQUETTE
PEPS'CO I ‘estle } ert mzur,;ch Offering the best of nature~

Processing

* ................ o
\7 TecHNION sodexo . vaversina csiIC
Israel Institute QUALITY OF LIFE SERVICES ; . o Food i : BIL(J‘(L,L?,ESD[ T m———
of Technology B Comgumptlon Drodu{tlgm

~-\ UNIVERSITY OF _
HOHENHEIM ESBR;BYT @ JOHN DEERE

=PrL
PPERT

OfICAL SYSTEMS

§-< QUEEN'S Puratf?é

& UNIVERSITY
BELFAST

eS |)é MENS
TH UNIVERSITY OF  y ‘gﬁ

Food Group -

Acesur :" @ University of : ¥ CAMBRIDGE
e o TGO . Read ing e

VIT " us

< g / Universidad Autdénoma

%%f m UAM de \\1:‘1dbr‘i(d co

oa .
panone ¥ eurofins
LUNDS NUTRICIA ™
RESEARCH

PeakBridge



EIT Food - Knowledge & Innovation Community For Food

5 Innovation Hubs EIT Food North-East
Leuven (BE-FR-CH)
Reading (UK-IE-IS)
Madrid & Bilbao (ES-IT-IS-GR-P)

% li Warsaw
Freising (Munich) (DE-NL-A)

Warsaw (Eastern & Nordic EU) P Lo

Reading

Core partners (70)
Economic Actors it aod Ha
Higher education Belgium
Research & Technology Org.

RisingFoodStars (70)
Startups

Network partners (32)
Civil society
Regional and public authorities

EIT Food West Director : Martine Van Veelen




 Challenges & Strategic

Obijectives

Transparency in the
supply chain

SO 1: Address low
consumer trust in
their food

Sustainability

SO 4: Enhance
sustainability through
resource stewardship
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Distorted nutritional
habits

SO 2: Create
consumer-valued food
for healthier nutrition

Skill gaps

SO 5: Educate to
engage, innovate and
advance and attract
new talent to the food
sector

Fragmented supply
chain

SO 3: Build a
consumer-centric
connected food
system

Limited
entrepreneurial
culture

SO 6: Catalyze food
sector
entrepreneurship and
innovation




Societal impact indicators

SOCIETAL IMPACT INDICATORS FOR EIT FOOD

Healthier diets Environmental impact
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- Alignment with Strategic Objectives, Impact
indicators and Sustainable Development Goals

STRATEGIC SOCIETAL IMPACT
OBJECTIVES INDICATORS
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The linear Food System is ripe for

disruption

“The current food
system has
supported a fast-
growing population
and fuelled
economic
development and
urbanisation. Yet,

ese productivity™
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Illustration: Circular Economy for Food: A Systemic Interpretation of 40 Case Histories in the
Food System in Their Relationships with SDGs https://www.mdpi.com/2079-8954/7/3/43


https://www.mdpi.com/2079-8954/7/3/43

- Trends in the food sector 2020

Research done by our partner AZTI:
transform science into solutions that
e great challenges of

aztiy

EATrends

Trends with the
highest impact for
food innovation

Published by AZTI

Authors:
Sonia Riesco, Nagore Picaza, Elena Santa Cruz
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Transient food « Food on the go

Food consumption must be adapted to the new
urban, flexible and mobile paces of life, with food
avallable any-time and anywhere to satisfy needs
on the go.

SustainFood + Awareness of food

Thera Is Increasing awarenass about consuming
products and services that are environmentally sus-
talnable, and animal- and people-friandly.

Better for me - Personalised diet

We seek to be proactive when managing our health,
adopting an increasingly healthler lifestyle and diet,
adapted to Individual needs.

My universe * Tailor-made for me

The expresslon of our asplrations and our Identity as
people through consumptlon, leads to an Increase In
the demand for *tailor-made” products and services.

Simple & Smart » Technology

Faced with the little time avallable, efficlent, simple
and accesslble solutions are demanded, which save
time, help to take decisions, and facllitate life.

Q 6.
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28 8.
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Local « Source matters

There Is Increasing Intersst In the local, promoting
a demand for proximity products, which favour lo-
cal producers and companies, and that | feel more
Identifled with.

EATertainment  Food experience

Eating Is more than Just nutrition; it can be converted
Into @ memorable experience that goes beyond the
frontler towards leisure, which Is Inclusive of enter-
talnment, novelty and emotions.

Social & Sharing - Social aspect

We are advancing towards a collaborative culture,
with spaces to connect and voice opinions, to par-
ticipate, learn or Influence.

Trust4Food - Trust

There Is an Increasing demand for companles to be
more open, honest and empathetic, seeking a greater
connectlon with the foed environment, based on
values, trust and transparency.



1 Transient food ¢ Food on the go

This trend arises from today’s

nomad life and the de-locali-sation
of activities, promoted by a
connected lifestyle, and where time
and immediacy are more important
than ever. This gives rise to the need
to adopt diet to this active i :
making consumption more fff
and efficiently and healthily

akilitating access to food an
@ Food ,.
gnhsumption on the go.




2 SustainFood ¢ Awareness of

Thfé)?rdend arises from consumers’
growing awareness of the impact of
consumer behaviour on the
environment, on animals and the
different agents of the food value
chain. Hence, the claim that this
reverts to products and serv
not only generate an econo
profit, but also benefits for

@1 the planet.
eit ) Food

- Food production worldwide represents 40% soil use, 30%greenhouse gas emissions and 70%




3 Better for me ® Personalised diet

The greater access to knowledge,
the provision of data and monitoring
of our lifestyle, has empowered
consumers who are more aware of
the role that food plays in their
health and well-being. And the

3sumption habits.
eit ) Food

* Over the past couple of years there has been a dramatic shift in attention to mental well-



4 My universe e Tailor-made for

EVEIY person is unique, and there is

increasing interest in expressing our

identity and authenticity through

our con-sumption behaviour. This

trend comes from that need to

easily and quickly personalise

products, services and expe

Production flexibility, access ;1413?5; ”W @'\

3d an increasingly person-c e
Food =
@ em, makes the food wor(@=e>
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5 Simple & Smart e Technology

This trend arises from the increasing
over-exposure to in-formation,
products and services, as well as the
increasing monitoring capacity of
different aspects of life, and the data
that this generates. In this context,
what is sought is simplificatie~
smart solutions that facilitat
management and purchase =

dacisions, where citizens arcl@..—f.
@ Food P
epipowered to take decisions anu o
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6 Local ® Source matters

Local products connect to
consumers’ more emotional side,
and are associated with trust,
authenticity, health or identity. They
are also associated with cultural
aspects, and moreover, there is an i
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7 EATertainment ¢ Food
Th%?reerﬁ%lqﬁeframed within the

economy of experience, where the
consumption of experiences is
preferred over products, and where
food goes beyond its nutritional
role, and interacts with people’s
more emotional side. Attract] W
anything new is natural in hufE s
beings, and this leads us to efRg.

i/ discover Elements that S

orporated into food consuFrem,
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8 Social & Sharing ¢ Social aspect

This trend is driven by the growing
participatory culture and
collaborative economies.
Technology has favoured sharing,
connecting (products, services,
knowledge), and participating, in an
accessible and unprecedent ,
manner. The new citizen
engagement, expression and
> Iaboratlon formulas form '
ocratlc and gratifying
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9 Trust4Food e Trust

Consumers are people, and they
increasingly demand that more
human and emotional part, seeking
a greater and closer connection with
brands/companies, from whom they
claim openness, empathy, honesty
and transparency. In short, th
trend seeks a relationship of
the area of food consumptiol

well as mutual commitment § &
@ Foad s . 2
wolvement (citizens, compaiies
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Trends by Covid-19 crisis

Strategic analysis of the Impact of
COVID-19 Pandemic on EIT Food'’s
Focus Areas

ALTERNATIVE SUSTAINABLE TARGETED SUSTAINABLE DIGITAL CIRCULAR
PROTEINS AGRICULTURE NUTRITION AQUACULTURE TRACEABILITY FOOD SYSTEMS

CONSUMER CENTRICITY

DIGITAL TRANSFORMATION OF THE FOOD SYSTEM
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* The agri-food supply chain:
insights
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* Impact of covid-19 on focus
_areas

ey ALTERNATIVE Sjgnificant (positive) impact
PROTEINS lack in consumer trust for traditional protein sources and their supply chains
increased awareness for a more sustainable and healthier diet
Demand for local / regional self sufficiency can boost European alternative crops, algae and/or cellular-

@Ta

meat.
; SUSTAINABLE
@ AGRICULTURE/ Positive impact
AQUACULTURE - need of reconsidering the importance of the “one health” triangle (environment, animal , human)

‘Farm-to-Fork policy can translate this need into a paradigm shift to accelerate the sustainability challenge

Positive impact

TARGETED . . . .
NUTRITION People are more aware of the need to improve their diet to benefit their health.
Needs of certain populations (elderly, people affected by NCDs, etc.) must be addressed to avoid serious
deficiencies
Financial and economic setback can lead to a reduction in purchasing power and challenge affordability
DIGITAL

TRACEABILITY Significant (positive) impact
Expected to see an impulse as an outcome of the COVID-19 pandemic
Reinforced safety as an accelerator for technologies that advance the digitalisation of measuring and tracing.

CIRCULAR Mixed to Negative impact

FOOD SYSTEMS - safety concerns have caused a slowdown of the environmental attention
Restrictions in the supply chain have increased food loss/ waste.

- Clear need to prioritise the design of resilient, sustainable and circular food systems in the context of COVID-
19 and other potential future crises

eit ) Food
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Innovate with
us!
- EIT Food is supported by th_e EIT
a bocy of the European Union
eitfood.eu
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