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Outline

* What is Organic 3.0?

* Achievements of organic
« Shortcomings of organic

 Roadmap to success ORGAIP™

BIOFACH

Notes derived from the 2014 Organic World Congress and 2015
BIOFACH in Nurnberg,

With slides and content contributed in part by Markus Arbenz (IFOAM
Organics International) and Urs Niggli (FIBL)



Organic 1.0 >> 2.0 >> 3.0

Organic 3.0 is being conceived as a new erain
organic agriculture.
What should it look like?
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3.0 The future

SOAAN, the process of describing
the revolution

2.0 Todays well-codified Organic World with $70 bil
consumer purchases

1.0 The World of the Organic Pioneers



LEADING & INSPIRING

The Sustainable Organic Agriculture Action
Network (SOAAN) Invites you to Join the

DEFINING & '
CONSTRUCTING #

“SOAAN is a think tank that positions organic agriculture and its related supply chains as a
holistic, sustainable approach to the production of food and fiber for all of human society”
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Organic statistics: 2013 survey

(Willer and Lernoud, 2015)

e $72 bil U.S. sales
e 43 mil ha
e 2 mil producers

e 6 mil ha increase
from 2012-2013 THE WORLD OF

' ORGANIC AGRICULTURE
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Organic Achievement & i

* A leading example of a sustainability-
based production system
— Globally recognized standards
— Addresses global agricultural issues

— Can be productive, economically feasible and
sustainable at the same time

— Can be applied to many scales of production
— Has saved farms

— Attracts young people to farming

— Market growth driven by consumers



Kevin and Anne-Marie Klippenstein Sally and Mark Bernard
Klippers Organics Barnyard Organics
Young farmers of the year, Canada  Young farmers of the year, Atlantic
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into natural beauty.

Internationale Fachmesse fiir Naturkosmetik
International Trade Fair for Natural Personal Care
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LOVECHOCK STIMULATES THE GROWTH
OF YOUR CHOCOLATE SECTION

CHOCKFULL OF
FLAVONOIDS AND
‘LOVE CHEMICALS’




Neumg,
P arkte
dmmsl)r’;rm

Neumarkler_ |
Lammsbrau

Kellerbier

Erleben Sie wie lhr
Genussmoment e

Verantwdrtung leben.
Genus$ schaffen.
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Bio Seifenblasen
Organic soap bubbles
Bulles de savon bio
Bolle di sapone bio

Bio zeepbellen
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BiorganicLifeStyle

A HAPPY CHOICE
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Organic statistics: 2013 survey

THE WORLD OF

ORGANIC AGRICULTURE

B e —
e ——

1% of global ag land and
producers

5 of the 6 mil ha increase from
2012 was grazing land in
Australia

Growth in producer numbers
has stagnated in Europe and
North America

Increase in production not
matching market growth
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Why is a shift in organic needed? (Niggli, 2015)

« Weak growth of organic farms and organically land

— Extrapolating the growth of organic agriculture from the
last 10 years, organic agriculture will never top 5 %.

« Gap between principles and standards in terms of best
practice, innovation and claims

» Despite many sustainability advantages, organic
agriculture is not effective in mainstreaming

« Organic movement is more in-ward looking than actively
pursuing alliances with like-minded movements

« Organic is not contributing to the global challenges of
humanity
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Global issues
» Food security, hunger, food scares

« Health decline

» Social justice and poverty alleviation

* Animal welfare, crop-livestock integration
« Climate change

* Energy use

« Resource depletion
 Biodiversity loss o
Pollution




Frequency

Towards more sustainable agriculture

~
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Global
agriculture

/ Orgahic //
agriculturey
/

N\
N\

1) Increasing the adoption of organic principles
in mainstream agriculture («organic lighthouse»)

\ 2) Growing the organic sector

(certified and non-certified) while

making it more sustainable

Sustainability high




Shortcomings: The System

« Global standards do not address
local/regional best management M e s, oo
practices
— Equivalency issues for trade

Organic Production Systems
General Principles and Management

 Certification is inaccessible or Standards
unaffordable P
— Particularly in developing countries &\“c .8'°.‘o"é,
where small scale farms are o & 2
prevalent ‘é‘* | é',"
« Certification “unwieldy” PN [ 24

— A primary reason for reversion from

organic to non-organic farming Canadi ~zsiome, B0




Shortcomings: “O”-Barrier

* Word “organic” gives us identity as a

movement and allows development of
markets,

« BUT it is also a barrier to integrating other
related movements.

— Missing opportunities to connect with other
sustainability movements




Shortcomings: Market Driven

« Organic entered the conventional market
system to develop and promote organic, and

change conventional

« BUT, has the market changed organic more

than or%anic has changed the conventional food
system*

— Organic has become commoditized which drives
value system

— Have conformed to conventional system instead of
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« Qrganic is “biocolonialism™?

— 80% of producers in developing
countries, but 90% of sales in Europe
and North America (willer and Lernoud, 2015)

— Organic farmers in developing countries
export food for price premium rather than
selling to local market

— Fair trade and treatment of [abour

« Organic only for the rich?
— Market driven
— Move toward true cost pricing

MR W FOSTOTE | m e R L S
T e el PRODUCE



Roadmap to Sustainability: the System

 QOrganic should have diversity in systems
addressing variability in politics, environment,
social issues, operations, etc.

« Certification must be more accessible for local
markets (e.g. Participatory guarantee systems).

« Organic must go beyond food (e.g. textiles,
amenity)
* Farmers need positive signals

— Market, policy, access to training resources, peer
support




Roadmap to Sustainability: Research

Knowledge transfer to all

More research in developing nations

Organic and conventional producers
Consumers, policy makers

Research priorities

Cost of production, increase production efficiency
Life cycle analysis of systems

Complete innovation pathways (field to fork)
Eco-functional intensification

Locally/organically adapted plant breeding

Novel forage utilization (essential to sustainability)
Plant protection innovation

Nutrient management

Crop-livestock integration
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Recognize & integrate traditional knowledge of-‘producers




Roadmap to Sustainability: Engagement

» Our message needs to be more impacitful
— Real facts, identify issues, honesty
— How organic can have impact
— Be bold, focus on radical change, not conforming
— Inclusive, not exclusive
« Engage in megatrends
— (food supply, climate, biodiversity)

« Target small landholder, key to solving global
hunger




Roadmap to Sustainability: Bridging

 Bridging needs much more work
science — practice
rich — poor
north — south
organic — other sustainability movements
certified — noncertified
among stakeholders

* Engage youth and women




Organic 3.0 Towards True Sustainability

(Modified from Arbenz presentation, BioFach 2015)

From _ ee—— | To

Compliance with standards

Certification Multi-options for building trust and
authenticity

Organic as an objective

Focusing on quality products from A system that also relevantly addresses
impressive producers global challenges

Celebrating philosophy and showcasing
success stories

Creating value with price premiums True cost pricing



WHAT MAKES IT

- ORGANIC

Idea Certified Standard,

Market Niche

Innovating the practice
and guaranteeing
organic with
certification. Building
the value chains and
developing the markets

Pioneers laying the
philosophical and
practical
foundation

Some pockets
2013: 1% of market and

agricultural land
Modified from slide of Markus Arbenz, Biofach 2015

Recognized Good
Practice,

Transparent Production &
Trade

Continuous social &
material innovation towards
best practice,

Inclusive of other like-
minded movements, global
impact

>10% market share
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For more information Organic 3.0 Visit

IFOAM Organics International: http://www.ifoam.bio/en/what-organic-30
The Sustainable Organic Agriculture Action Network (SOAAN)

Also Visit OACC:
www.dal.ca/oacc

Andrew Hammermeister

andrew.hammermeister@dal.ca
Phone: (902) 893-8037 T




