


MUNICH SOUNDBITES

“Increased demand for ethanol produced from food crops has contributed along with increased
competition for resources to an escalation in food prices. Developing countries are demanding

their place on the world stage.”

Roger Corbett AM, Chairman of CIES — The Food Business Forum & Chairman, ALH Group PTY

Limited

“Between 40% and 60% of the world’s food is wasted. Just by sorting out global food waste we
could solve many of the world’s food problems.”
Gareth Ackerman, Chairman of the CIES Summit Committee & Chairman, Pick 'n Pay Holdings

“It is not possible to imagine any lasting economic growth based on predatory exploitation of
nature or social injustice ... It therefore makes sense to set binding international standards for
sustainability.”

Dr. Angela Merkel, Chancellor of the Federal Republic of Germany

“Don’t wait until you’re attacked: control the dialogue and put out a positive message.”
Andrea Debanné, Vice President Strategy & Strategic Programmes, Communications, Airbus

“The science of genomics can modify life, not to sustain bad systems but to give the genes that
make a sustainable future possible.”
Professor Robert Pickard, Chairman of Consumer's Association, Which?

“Meat production is one of the most pressing crises we face, in terms of water wastage and
provision of grain feed.”
Patricia Glyn, South African adventurer and writer

“There is place in the German market for each and every format. But the precondition is
operational excellence — this is key in a market dominated by discounters.”
Dr. Jiirgen Elfers, European Retail Research, Commerzbank Corporate & Markets

“We are locked in a new qualitative competition for consumers’ trust. Here, we can create
something of substance or fail. There is nothing in between, I’'m afraid.”

Alain Caparros, Chief Executive Officer, REWE Group

“Today, the demands of the industrial system, or technosphere, are depleting the resources of
the biosphere, sending all natural systems into decline. Therefore, the industrial system is
flawed and we need a new paradigm.”

Ray C. Anderson, Founder & Chairman, Interface, Inc.

“We will only grow as quickly as we can grow people to step into the positions.”
Mark Price, Managing Director, Waitrose Ltd.

The trade has been based on stimulating the supply side and bringing cost down with volume
purchases. “Now that consumers want to consume less, the price must go up.”
Serge Papin, Chief Executive Officer, Systeme U

“Prices are not too high now. They were too low before.”
Alexander Waugh, General Director, National Association of British and Irish Millers



“I feel empowered now as a consumer, knowing that | can influence what is supplied and how it
is packaged. Consumers will drive this process henceforth.”
Patricia Glyn, South African adventurer and broadcaster

“Our business in any market is only as healthy and sustainable as the community in which we
operate.”
Muhtar Kent, President & Chief Operating Officer, The Coca-Cola Company

“We don’t want to talk about charity. We believe there’s business to be done.”
Franck Riboud, Chairman and Chief Executive Officer, Danone Group

“Great leaders are all colourful individuals who use their distinctiveness to be large as life.
When we see someone who occupies the full size of their humanity, it’s remarkable.”
Caroline Sami, Chief ID:ologist, ID:OLOGY

“Even though family businesses are accorded greater goodwill than the often misunderstood
majors, they have to keep earning this acceptance.”
Dr. h.c. August Oetker, Dr. August Oetker K.G

“With new media, space, distance and time are free, if we can provide the content that
engages. If we can do that then we can earn time with consumers that we could never afford to
buy. Then we will have a sustainable model for the future.”

Andrew Robertson, President & Chief Executive Officer, BBDO Worldwide, Inc.

“You have the potential to save consumers a lot of time. It’s potentially a big win.”
Rob Reid, Co-Founder RipCam Media and Former CEO & Chairman, Listen.com

“If you think you’re communicating with young people, you’re not.”
Sebastian Coe KBE, Olympic Athlete

“Sustainable companies are not built on quarterly earnings.”
Pierre-Olivier Beckers, President & Chief Executive Officer, Delhaize Group
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GROWTH AND SUSTAINABILITY

Welcome to CIES — The Food Business Forum
Roger Corbett AM, Chairman of CIES — The Food Business Forum &
Chairman, ALH Group PTY Limited
The world has changed dramatically and, perhaps for some,
unexpectedly in the 12 months since the Summit last met.
Following the subprime crash, many of the world’s banks wrote
off hundreds of billions of dollars and inflation developed into a
major issue. Last June, crude oil was selling at around 65 US
dollars a barrel. The day before the Summit, the price was 141
dollars. Maize — or corn —is up 31% from June to June. Rice is up
74% and wheat is up 130%. Last year’s Summit flagged up two
major future issues:
e The challenge of resources, with increasing demand from
China and other developing countries
e The importance of a swift resolution to the Doha Round
of world trade talks

Increased demand for ethanol produced from food crops has contributed along with increased
competition for resources to an escalation in food prices. Developing countries are demanding their
place on the world stage. The UN is warning of “hunger, malnutrition and social unrest on an
unprecedented scale”.

Welcome to the World Food Business Summit

Gareth Ackerman, Chairman of the CIES Summit Committee &
Chairman, Pick 'n Pay Holdings

Gareth Ackerman welcomed 770 business leaders coming from
50 countries to the Summit. We cannot go on doing business the
way we always have. The food industry the world over is
grappling with some very serious issues. We stare famine and
civil unrest in the face. Sustainability and responsibility go
straight to the heart of how we will conduct our affairs in future.
It is therefore incumbent on the industry to dig deep -
intellectually, financially, ethically and morally — to find solutions.
Sustainability is not only the ability to keep our businesses going
indefinitely, but also reversing the mistakes of the past,
particularly when it comes to the environment. But sustainability
goes further than the environment. It also encompasses human
issues:

e Food security

e Food safety

e Job creation

e Healthy eating

e Fair trade

e Ethical sourcing

e Labour rights, and ultimately
e Customer loyalty

e Poverty alleviation
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Between 40% and 60% of the world’s food is wasted. Just by sorting out global food waste we could
solve many of the world’s food problems. But we need to take corporate responsibility.
Responsibility means the onus is on the industry to provide leadership. Given its size and economic
power, the industry has the power to make a difference in three core areas:

e Eradicating extreme poverty and hunger

e Ensuring environmental sustainability

o Developing a global partnership for development

It must go forward in a positive way.

Keynote Address

Dr. Angela Merkel, Chancellor of the
Federal Republic of Germany (via
video)

Mankind is “living beyond its means”
in its appetite for finite resources.
Industrialized countries bear the
responsibility for ensuring
opportunities in other countries: “We
have no right to shift the social and
ecological burdens of our prosperity
to others.”

Developing countries, by the same
token, have a legitimate right to:

o  exploit the same resources as their developed neighbours

e g fair share in global trade. “A swift and balanced conclusion to the Doha Round is
therefore all the more important.”

The food industry made an “appropriate choice” of a sustainability theme for its 52nd international
meeting, but food companies must “take a careful look at the social and environmental conditions
under which suppliers produce their goods”. Opting for a strategy of sustainability does not mean
forfeiting growth and profitability. On the contrary: it is increasingly a decisive competitive factor.
“It is not possible to imagine any lasting economic growth based on predatory exploitation of nature
or social injustice .. It therefore makes sense to set binding international standards for
sustainability.”

Steering for growth and sustainability through
different economic cycles

Andrea Debanné, Vice President Strategy &
Strategic Programmes, Communications, Airbus

Just as the tobacco industry was once considered the
evil of all evils, today this pariah status falls to
aviation. Air transport is vital to the modern world: it
supports 32 million jobs worldwide, helps drive 8% of
global GDP and acts as a catalyst for economic
development. The truth is that people need and want
to fly. Conversely, air travel accounts for just 2% of man-made CO2 emissions. Air transport will
continue to grow at 5% per annum over the next two decades. But clearly it must do so without
increasing its environmental impact. Today the industry is in a defensive position, with some
countries considering restrictions on short-haul flights. The situation calls for a proactive,
collaborative approach:
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e Don’t wait until you’re attacked: control the dialogue and put out a positive message

e Being green makes good business sense

e Don’t assume it's someone else’s problem: work together

e More efficient aircraft operations can save fuel and CO2 emissions by 6%

o Look beyond the industry: work with environmentalists, lobbyists, politicians

e Anticipate and prevent inappropriate legislation

e Airbus and Boeing took unprecedented joint approach, while retaining lively competition

e Find a brand champion : for Airbus it is the « greener » A380 aircraft

e Innovate: retired aircraft can be recycled. 80% of research and development at Airbus has

environmental benefits.

Sustainable business in a world that is out
of control

Professor Robert Pickard, Chairman of
Consumer's Association, Which?

The key to developing a sustainable model
for business and society is an understanding
of the concept of dynamic equilibrium.
Nothing remains in a stable state passively: if
things hold together it is because the forces
acting on it second by second are equal in
magnitude and opposite in direction.
Positive feedback loops create reactions that
increase in size after the initial impact, such as with an atomic bomb explosion or the way media
stories feed off each other. This ends in catastrophe. Conversely, negative feedback loops diminish
in size, such as with the way scientific “discoveries” and theories are subjected to peer review,
acting as checks and balances. Equilibrium comes where the positive and negative loops are
balanced against a reference value in a servomechanism, where deviations are constantly brought
back to zero. We need to find this dynamic equilibrium in all activities .

Key points
e When consumers are short of food for money they will cease to pay a premium for organics

e The modern human race is an unnatural species: medicine has kept alive genomes nature would
not have allowed to pass

e The science of genomics can modify life, not to sustain bad systems but to give the genes that
make a sustainable future possible

e The human race is evolving from a territorial animal into a social supra-species, such as the ant,
honeybee or termite, in which the species acts as a whole to ensure its survival

e Single, childless households are increasing — a biological correction of overpopulation: marketers
will increasingly need to address these “intermorphs”

“The universe is neutral. It doesn’t recognize love or compassion. But we do and we need to make it
so and become committed to the welfare of every other being.”
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SOURCING AND THE RISING COST OF FOOD

Moderator: Alex Thomson

Round table: José Maria Folache, Member of Management Board & Managing Director Commercial
and Marketing, Carrefour; Serge Papin, Chief Executive Officer, Systeme U; Professor Robert
Pickard, Chairman of Consumer's Association, Which?; Alexander Waugh, General Director, National
Association of British and Irish Millers; Patricia Glyn, South African adventurer and broadcaster

José Maria Folache Patricia Glyn Robert Pickard

Is the rise in the cost of food inevitable, and what is the key strategy for dealing with it?

Patricia Glyn argued that the problem was not overpopulation but overconsumption. “We need to
live mindfully and consume carefully. How many varieties of yoghurt do we need? We need to
reduce consumption.” She added that only now were we experiencing the true cost of food. “We
are only now factoring in costs that were previously ignored.”
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Serge Papin said that, since the advent of consumer watchdogs, people were consuming less. “They
are taking a reasoned and balanced approach, not to consume more, but better. Our challenge is to
adapt to the changing times.” The trade has been based on stimulating the supply side and bringing

cost down with volume purchases. “Now that consumers want to consume less, the price must go

”

up.

José Maria Folache said the real issue was the crisis of consumption. “It’s not just rising prices.
Behind it, consumer confidence is in freefall. We have an opportunity to work together across the
whole value chain.”

Robert Pickard promoted the use of genetically modified foods. “We have outgrown the garden
into which we were born. We are ignorant, but we have a little bit of science. We must harness GM
[technology] to provide food that is appropriately priced.”

Alex Waugh argued the current perception of inflation was an illusion: “Prices are not too high now.
They were too low before.”

Is this a permanent cycle and how should we best protect consumers?

Robert Pickard: “No one can escape the moral imperative. It must be possible to run a fully
profitable company and actually serve the world’s needs. ‘Buy-one-get-one-free’ is a problem as it
creates waste in affluent societies, whereas in poorer communities it is beneficial.”

Serge Papin: “Farmers need to get the right price, but how do we explain excesses or organized
shortages? Regulating structures are needed. Retailers and industry are made scapegoats while
politicians do not regulate the raw materials market.”

Alex Waugh, general director of the National Association of British & Irish Millers, said food
production must increase, but argued that only an increase in price would stimulate production.
Regulation of markets was no solution: “Government restrictions on rice has boosted its price.
Market speculation is good. It provides farmers with a guarantee of prices two or three years
ahead.”

Have retailers been lying all along when they said food was cheap?

Alex Waugh: “You have to look at cheapness in the context of the market. In Europe food has fallen
as a percentage of income — we spend only 10-15% of our income on food. In less developed
markets a small rise in the cost of bread is a big deal.”

José Maria Folache: “It is a retailer’s job to fulfill the consumer’s expectations so he has access to all
he can.”

Patricia Glyn: “| feel empowered now as a consumer, knowing that | can influence what is supplied
and how it is packaged. Consumers will drive this process henceforth.”
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SUSTAINABLE LEADERSHIP AND CORPORATE PROSPERITY

The next generation of sustainable leadership — making a real
difference
Muhtar Kent, President & Chief Operating Officer, The Coca-
Cola Company
Across the world, “few issues command more attention or carry
more weight than concerns over food shortages and the rising
cost of life’s basic necessities.” “The stress we’re now seeing in
the global food supply chain is cause for concern and for new
innovative thinking. In the food and beverage industries, we all
play a vital role in creating social connections by making our
products:

e Available

e Acceptable
o Affordable

The rise in oil prices is not a spike. The rise is fuelling one of the
largest transfers of wealth in history. Tomorrow’s business
leaders must adapt to a world in which the balance of economic power is shifting. For example, the
Abu Dhabi Investment authority is now one of the largest shareholders in Citigroup. Qil-rich nations
now have a USD 4 trillion cache of petrodollar investments around the world.
The surge in production of biofuels is combining with a sustained increase in demand for food and
energy to drive higher prices. By 2015, 700 million new consumers will be rising to the middle class,
most of them in developing nations. That’s two markets the size of the United States added in less
than a decade. Urbanisation is accelerating: for the next decade 65 million people annually will
migrate to cities. These challenges require shifts in our world view.
Keys to building sustainable market leadership

e Adapt our business models

They must serve not only the most affluent markets but also the most underprivileged regions of
the world. Engaging this overlooked consumer bloc is essential to sustaining global market
leadership in the future.

o Grow with new markets by providing jobs and economic opportunities
such as the network of 2,300 manual Coca-Cola distribution centres set up by individual
entrepreneurs across Africa

e  Build cultures of sustainability within our companies
Modern young professional share a belief that business should benefit the individual and
broader society. They want their work to be meaningful and productive to society. Business
should provide the same value to employees and society that it provides its customers.

e Shift our world view
Future leaders will be able to recognize and harness the power of diveristy. “True innovation
comes from this beautiful fusion of cultures, ideas, beliefs and experiences.”

“Our business in any market is only as healthy and sustainable as the community in which we
operate.”
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A business model for sustainable economic prosperity
Franck Riboud, Chairman and Chief Executive Officer, Danone
Group
Around three billion people live on less than two euros a day. For
Danone, whose mission is to bring health through food and to
develop in emerging countries, this represents a challenge: its
existing business models did not allow its products to reach the
very poor. In emerging markets such as Bangladesh, the majority
of the population live in precarious conditions. Danone’s stated
mission is to bring heath though food to the greatest number of
people, including those in the lower part of the affluence pyramid.
“We believe good nutrition reduces poverty.” The company also
has an objective to increase its business in emerging markets. The
decision to address the world’s poorest consumers prompted a
change in market strategy, making affordable food, priced
according to its target.

Danone’s solution in Bangladesh
“We don’t want to talk about charity. We believe there’s business to be done.”
e Formed joint venture with Grameen Bank

e Developed Shoktidoi: low-cost yoghurt fortified with vitamin A, iron, iodine and calcium to
address specific nutritional deficiencies

e  Built small, low-cost factory with 50 employees

e Independent distributors cycle product to network of self-employed saleswomen

e Grameen offers loan to start “Grameen Ladies” up in business

e Yoghurt sold door-to-door at six euro cents

The company also created Danone communities, an investment fund to support social enterprises.
“It goes beyond health and into economic and social development. | believe we should set tough
objectives and goals. If you just take one step, eventually you get there, if each step has a knock-on
effect.”
Change your way of thinking

e Think small and simple

e Search for human strengths
e Pay more, sell cheaper

Inclusive leadership: releasing human potential to its full
Caroline Sami, Chief ID:ologist, ID:OLOGY

Central to Caroline Sami’s interpretation of leadership is the
notion of personal authenticity. She compared the fates of
Kenneth Lay, who died of a heart attack while awaiting sentencing
for his role in the Enron fraud and Warren Buffet, the famous US
investor who gave away USD 37 billion to the Gates foundation.
“What does this have to do with my leadership style? | hear you
scream. It has everything to do with it.”

Drawing on the teachings of psychologist Carl Jung, Sami
promotes a process of self-realisation, which Jung called
Individuation, as a way to achieve authenticity. In a world that
rewards conformity, being yourself is not easy, but Sami claims it
is essential for leaders. She uses the word “interiority” to describe
the quality of a person who is able not only to introspect but delve

14 52nd CIES World Food Business Summit — Executive Summary



/ \
rd
into, penetrate and ultimately deploy themselves in a way that others don’t. The key to achieving
this is dispensing with any role-driven persona you have accepted or created for yourself — boss,
parent, husband — and merging the outer perception people have of you with the persona you wish
to project, the ego that gives you confidence and your essential inner self, to animate your whole
self in a way that others can’t.

On leaders

e Great leaders are all colourful individuals who use their distinctiveness to be large as life

e  “When we see someone who occupies the full size of their humanity, it’s remarkable”
On sustainability

e They say the only sustainable advantage is your people

e They say the only sustainable advantage is to respond faster than the competition

e They say the only sustainable advantage is innovation

e But there’s no only sustainable advantage: yours is a new ROI — a return on individuality

OWNERSHIP MODELS AND PERFORMANCES

Corporate Social Responsibility - a critical success factor for family
businesses
Dr. h.c. August Oetker, Dr. August Oetker K.G
In an increasingly corporatized world, with their anonymous
structures, the future of the family business depends upon its
acceptance in society. Family-run businesses have a face and
therefore tend to be a focus of public interest. There is increased
acceptance of the new maxim that “morality yields profit”, with
media coverage of corporate social responsibility reaching a tipping
point. This is not about “giving something back to society” — we are
not selling indulgences. It is recognition of the fact that:

e The world’s top 200 companies make up a quarter of global

economic activity
e For this reason, society rightly questions their level of

responsibility
e Big business moulds the image of the economy
e The public is becoming alienated from big business, with trust at a low
Corporate social responsibility (CSR) is:
e Responsibility to employees
e Responsibility for the effects of the entrepreneurial activity on society and the environment
o Acknowledging that a corporation is also a citizen, so must act like one
For the company, CSR should deliver:
e A contribution to profitable growth, by acting in tune with consumer wishes
e Alimitation of risk and vulnerability to attack
e Astrengthening of reputation and brand

A longing for a better world is leading to a moralization of the markets. This means that moral
motives are increasingly market-relevant in a civil community where big business is perceived as
immoral or threatening. Dr Oetker — both on its own initiative and under pressure from NGOs — long
ago took initiatives that show a readiness for responsibility all the way to the product. “Even though
family businesses are accorded greater goodwill than the often misunderstood majors, they have to
keep earning this acceptance.” If family businesses accept this and commit to communicating their
responsible action, they will continue to have a voice in concert with big corporations.
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HOW BUSINESS SUSTAINABILITY CAN DRIVE INNOVATION

New Media - The communication specialist's view
Andrew Robertson, President & Chief Executive Officer,
BBDO Worldwide, Inc.
Today’s consumer is a new breed — homo mobilis. Deskless,
connected via iPhone and WiFi technology, this consumer
has the choice of a million places to go at the touch of a
button, including video games and social networking sites. In
today’s world the scarcest resource for the communications
industry is attention. To address this consumer it is
necessary to dispense with outdated vocabulary:
No “target audience”

e target implies that by shooting and pointing you will hit

e audience implies they will listen passively

If advertising is “magical ability to engage with the consumer with a demonstration that changes the
way she or he thinks, feels or acts”, then a fundamental change in our approach is needed.

Make news not advertising: an advertisement can be an event that consumers want to engage
in and share with friends. A solar paneled billboard in Africa powers nearby houses. An online-
only video starring Harrison Ford coincides with a film release and appears on the TV news — for
free.

Work the ecosystem: success depends on connecting all the “pods” of consumers’ lives. Thus
your message “jumps” from the advertising world into the consumer’s world.

Use jujitsu: use the power of your opponent against them: to counter DVR, which enables TV
viewers to fast forward commercials, BBDO developed “one-minute theatre” in which each
frame can deliver additional interactive features — it encourages consumers to pause the ad and
engage, frame by frame.

Change the cost structure: media is no longer a distribution system that we buy. It is a point of
entry to a world in which consumers can participate.

Provide content consumers want:

“With new media, space, distance and time are free, if we can provide the content that engages. If

we can do that then we can earn time with consumers that we could never afford to buy. Then we
will have a sustainable model for the future.”

Beyond the green business hype - a car manufacturer's perspective

Willy Tomboy, Director of Environmental Affairs, Toyota Motor Europe
Global warming has become a major public and political concern. At 23%
of the total, transport is the second-largest emitter of greenhouse gas
CO2, after electricity generation and ahead of industry at 19%. The
growing number of motor vehicles contributes to energy consumption and
air quality as well as carbon emissions. In addition, consumer expectations
are changing to include demands for responsibility from corporations.
Rather than take a train, 45% of Europeans want car makers to provide
environmentally-friendly alternatives. In addition, the EC has given a
directive for a 20% reduction in greenhouse gases by 2020. Therefore
reducing emissions is essential for the sustainable growth of the car
industry and Toyota.
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The company acknowledges man-made global warming and takes a 360-degree approach to
sustainability, meaning that all business activities must have a sustainability element. On the
product side — with a mission to create the “ultimate eco-car” — the company has developed hybrid
cars, such as the Lexus and the Prius, to reduce fuel consumption and exhaust emissions. The Lexus
range combines petrol with electric power to create a six-cylinder car that performs like an eight-
cylinder with the fuel economy of a four-cylinder machine. When it comes to biofuels, Toyota has a
preference for second-generation cellulosic biofuels, which as well as delivering a better overall CO2
reduction, are not made from food crops. However, there is no need to reject biofuels out of hand:
more sustainable versions are coming. Biofuels will be sustainable in future. The evolution of the car
will see the engine ultimately replaced by a fuel cell stack. As a company, Toyota has taken a
concerted stance on energy and emissions reduction and air quality improvement: this has reduced
the energy used per car produced by 41% since 2001.

Benefits of hybrid technology

e  Fuel efficiency

e Low emissions
e Driving performance
e Quietness

NEW TECHNOLOGY

The Internet and the super-empowered
consumer

Rob Reid, Co-Founder RipCam Media and
Former CEO & Chairman, Listen.com

The recent and ongoing power shift from retailer
to consumer, from media to audience, is without
precedent in its speed and violence. Consumers
are “armed to the teeth” with technology and
information and have “unbelievable leverage”
with the companies they consume from. The
music business faced the consequences of this
shift first. The record industry refused to license
legitimate digital file sharing networks, believing it could suppress the technology and continue to
sell CDs. Mr Reid, however, created Rhapsody in 1998, the first legal online music network to sign
with all major labels. It was sold to Real Networks in 2003.

TECHNOLOGY GIVES CONSUMERS:

e Price discovery: the power to compare prices instantly and choose the cheapest vendor.

e Atomization: why pay USD 20 for a CD when you only want one song?

¢ A global forum: with blogs, it has never been easier for consumers to speak their minds.
Atomization is dangerous for established business models. eBay and online listings sites are a
preferred choice over print media classified adverts, or movie listings, for example. The latter bring
advertising revenue to print newspapers, but that is lost online as consumers cherry pick their
vendors. “Megaphones” such as blogs, social network sites such as Myspace, Facebook and Bebo
and consumer review sites such as Yelp increase word of mouth by a factor of 10.

The food industry must not to take the attitude of the music business, which effectively granted a
five-year monopoly to piracy when Napster took off. Instead it must embrace the trends by
developing new business models that better chime with the way consumers want to shop. “You
have the potential to save consumers a lot of time. It's potentially a big win.” Amazon’s food
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subscription service allows consumers to arrange automatic deliveries of essentials, with free
shipping. “I will never run out of All Bran — every few weeks | get four boxes in the mail.” Atomizing
food shopping this way means spending less time in local stores. “Convenience can mitigate price.”
In addition, traditional media are in decline or trouble: consumers are choosing control over
passivity. Radical new ways of reaching consumers are needed, and advertising is optional. The way
ahead is accepting that “your business is content”. Food businesses should therefore become a
content provider that consumers seek out, rather than an intrusive advertiser. New media are very
cheap. Short infomercials are a possibility.

MAKING GROWTH AND SUSTAINABILITY WORK FOR ALL STAKEHOLDERS

Pierre-Olivier Beckers, President & Chief Executive Officer,
Delhaize Group

Winning without the willingness to do the right thing is without
sense. A company has no right to exist indefinitely. It must earn
the right each day. Beyond creating economic value and short-
term profit, a company must commit to play a responsible role in
society if it wants to live a long life. In addition, companies should
not take themselves or their culture too seriously: humour
supports innovation, while humility enables a corporation to
learn from its mistakes. All these qualities are formalized at the
Delhaize Group and lie at the heart of the company’s success. It’s
not a “business model”, it is a mutually beneficial relationship
underpinned by care and respect for everyone in the local
community.

Focus.

Have a clear vision. It will enable effective decision-making and forward progress. When
legislation restricted growth in Belgium, instead of diversifying, Delhaize stuck with its core
business and expanded into the US, a rare example of a successful foreign player in that
market.

Have a long-term strategy. Sustainable companies are not built on quarterly earnings. Think in
terms of generations.

Have a faultless execution. A relentless focus on cost reduction, state of the art systems and
processes are the indispensible instruments of excellent execution.

People

Stay healthy. Healthcare, especially screening, and financial support has given the group’s
Hannaford banner one of the lowest employee turnover rates in the business, while reducing
actual heathcare costs.

Stay relevant. Training and career development creates humble teachers and proud learners,
every day, while knowledge of and proximity to the customer resulted in the success of
Hannaford’s industry-leading nutrition information system “Guiding Stars”, soon to be rolled
out within Delhaize and licensed to other retailers. Starred foods at Hannaford are growing at
least twice as fast as non-starred items.

Stay together. A team approach and the commitment to “win together” is crucial to Delhaize’s
success. Compensation is based on the achievement of group, not individual, targets.
Meanwhile, a responsibility to the community
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Attitude

Be courageous. Attitude makes the best companies stand out from the pack. Resist the
mainstream and short-term pressures and be resilient. The stock markets punished Delhaize’s
share price for the high price it paid for Hannaford in 2000. In hindsight, however, the price is
forgotten, but the benefits to the business remain. However, arrogance is counter-productive:
humility allows a company to learn and adapt. Above all, humour is essential. “The ability to
make or understand a joke is the result of being able to bring together two ideas that never
were supposed to come together and that is exactly the principle that supports creativity and
innovation. If your company endorses humour, your company can create.”

“Sustainable companies are not built on quarterly earnings.”

Keynote closing speaker:
Sebastian Coe KBE, Olympic Athlete
British former double Olympic champion
Sebastian Coe — now Lord Coe of Ranmore — is
chair of the London 2012 Olympic Games
Organising Committee, having won the bid for
London as chairman of the London 2012 Bid
Company. He acknowledges that organizing
the Games is “the most complex piece of
project management any city can take on” 4
Early on, Coe knew that the Games should be a catalyst for sustainable change in London, not
only galvanizing urban renewal in the underprivileged borough of Newham, but similarly kick-
starting a renaissance of interest in sport and athletics among disenfranchised young people.
“For me it was clear: we were doing this to transform and change the lives of young people.”
However, the odds were stacked against London. Obstacles to the original bid included:

e Poor transport

e Low public support

e Government disinterest

e Poor track record

e A wide distribution of venues
For Coe it was a fundamental given that the city be left in a sustainable condition after the
games and create facilities for the future. To this end, 75 pence in each GB Pound spent on the
Games is going to urban renewal. As well as the Olympic Village itself, the development in East
London will leave:

e The Olympic Arena

e Three indoor arenas: Basketball, Handball, Volleyball and Modern Pentathalon

e A hockey centre

e A BMXcircuit

e Avelodrome

e A baseball pitch
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Coe’s message for business leaders was this: “If you think you’re communicating with young

people, you're not.” When the London bid began, sport had not woken up to the fact that “we

need to get into their space”, which in effect is “new media” such as: the internet and social

networking sites, mobile phones and video games. “Get back into your community and do

whatever you can,” he concluded.

Summary compiled and written by

Richard Lewis

Sector analyst, CIES — The Food Business Forum
r.lewis@ciesnet.com

A selection of sustainability related websites recommended by CIES members:

http://www.unglobalcompact.org/

http://www.panda.org/

http://www.worldwatch.org/

http://www.earth-policy.org/

http://www.weforum.org/en/index.htm

http://www.fao.org/

http://www.nbi.org.za/

http://www.unglobalcompact.org/Issues/Environment/Water sustainability/index.html

http://www.un.org/millenniumgoals/

http://www.sustainable.org.nz/cms/index.php

http://www.utopies.com/indexhtml|.htm

http://www.goodplanet.org/
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Networking moments facilitated by the Official Sponsors at
CIES World Food Business Summit
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LOREAL Gak
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Store Visits
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Sponsors

CIES — The Food Business Forum would like to thank again the following
companies for their generous support of The CIES World Food Business
Summit 2008

ATKEARNEY LOREAL

Delegates’ Lunch Official Gala Reception & Dinner
Friday 20" June Friday 20" June

luklees. S 8 PEPSICO
S b o B S

Delegates’ Lunch
Thursday 19" June

Cetets, CRYOVAC

Food Packaging Systems

Conference breaks

Official Opening1 Cocktall

i
Wednesday 187 June Store Visits Programme

Tuesday 17" June
& Delegates’ Briefcases

SUNTORY

Cocktail Reception
DANONE Thursday 19" June

Partners’ Programme

epnac

Cyber Café WRIGLEY
& Message Centre

Delegate “Welcome to Munich” Package
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INTERNATIONAL HEADQUARTERS
Paris, France

Tel: (+33) 1 44 69 84 84

E-mail: info@ciesnet.com

ASIA/PACIFIC OFFICE
Singapore

Tel: (+65) 63 46 96 50

Email: singapore@ciesnet.com

JAPAN OFFICE

Tokyo

Tel: (+81) 3 6382 8081

Email: a.okumura@ciesnet.com

/. WA
ICIES IR
THE FOOD BUSINESS FORUM /N

A\ 4

THE AMERICAS OFFICE
Washington

Tel: (+1) 301 563 3383
Email: j.berger@ciesnet.com

GREATER CHINA OFFICE

In partnership with the China Chain Store &
Franchise Association in

China (CCFA) to ensure the best local
contents in its strategies.

Tel.: (+86) 21 6311 1297

Email: s.to@ciesnet.com

Tel.: (+33) 1 44 69 99 22

Email: c.leung.vermorel@ciesnet.com

Join us at the 53rd World Food
Business Summit, 17th-19th June
2009 New York, USA
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