Gregor Christiaans BhA
Certified Olive Oil Taster

Member ‘Organizzazione nazionale Assaggiatori Olio Di Oliva’ Imperia, Italy
Owner horeca wholesale company Olijfbedrijf
Initiator “Falco Eleanorae Award” restaurant sustainability award
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a) Facts and figures

a) SWOT analysis

b) Suggested Strategies
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FACTS AND FIGURES

Consumption

s \WORLD TOTAL

= Member Countries

e Other non-10C countries

Trend of world table olive consumption (1.000 tons)
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Annual per capita table olive consumption (kg) in EU countries in 2014
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TRENGTHS EAKNESSES

Price quality Stendhal syndrom

History Marketing
Knowledge Sales support
“blue zone” Language
Lack of large scale
enterprises

PPORTUNITIES HREATS

Aging
Mediterrenean Diet/Health
Healthy food (organic)

sustainability

Intrest in authentic food
Education

Medical tourism
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TRENGTHS EAKNESSES

Price quality Stendhal syndrom

History Marketing
Knowledge Sales support
“blue zone” Language
Lack of large scale
enterprises

PPORTUNITIES HREATS

Aging
Mediterrenean Diet/Health
Healthy food (organic)

sustainability

Interest in authentic food
Education

Medical tourism
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Oil or Nuts Improves |

HEALTH | ?,\.;ﬁ\\

Keeps Blood Sugar Levels Lower t
i@ with Corn Oil

.V / //ﬂ Mediterranean Meal with Olive Qil §

"Olive oil during perinatal period seems CO m po n e nt i n EVO O Ki I I S

to be able to prevent oxidative damage

and improve the expression of protective Ca n Ce r Cel IS

neurotrophins in the adult brain."




THE MEDITERRANEAN DIET
MANIFESTO

EAT HAVE YOUR LARGEST MEAL AT LUNCH

PLANTS SAY NO TO PROCESSED FOODS EVEN IF THEY SAY SHARE
THEY ARE MEDITERRANEAN-THEY ARE NOT YOUR

DO NOT BE AFRAID OF OLIVE OIL Foob
EAT SMALL AND CHEAP |EAT FRUIT for&uiGricus
FATTY FISH LIKE SARDINES | A§ A DESSERT ALWAYS

ACCOMPANY
THERE IS NO SUCH THING AS A LOW FAT MEDITERRANEAN DIET A T"C o H O L

EAT VEGETABLES AND FRUIT | TALK DURING MEALS. WITH FOOD
THAT ARE IN SEASON DRINK WATER

LEARN TO COOK|OR WINE ... ;m

EAT MEAT AS A SIDE DISH| §YOUR MEALS of last

AVOID YOGURT THAT TASTES [IKE - ice
CHEESECAKE OR BLUEBERRY PIE \ A WEEK

KNOW THAT CANOLA OIL
IS NOT MEDITERRANEAN

OLIVE OIL IS YOUR MAIN SOURCE OF FAT

olivetomato.com
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Suggested Strategies

Focus on EU (no trade barriers).
USP: mediterrenean diet/health.
Combine your forces (Kalamata sales).

be aware: cultural and food perception
differences.

Be picky on your exhibitions.






Social media

 @olyfolieproever

e Olijfbedrijf

* Gregor Christiaans

* Gregor Christiaans

e Columnist ourbubble.nl



DISPELLING

_ THE MYTH:

Olive oil
cannot be
used for frying.

Olive oil is great
. 410°F
for frying and has Extra Virgin Olive Oil | . -

a smoke point that
; 436-468°F
can hold up to heat Olive OIl _,,ﬂ_: 5 &

when cooking at high
400-435°F

temperatures. anola OIl
¢ Canola OI 204-224°C
__ | 450°F
Vegetable Oil 232°C
440-450°F

Peanut Ol

227-232°C

www.AddSomelife.org

ADD SOME
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STRONG FLAVORED FOODS

INTENSE

MEDIUM

INTENSE

Pungent

Bitter

Foodpairing exercise is made with staple foods:

Soft cheese Italian bread Smoked meat Blue cheese

Fresh grated

Unl‘lu'/(







Consumption in 1.000 ton

Morocco

Mondial
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™ 2015/2016(est) 2989 1615 308 171 120
126 120

™ 2014/2015 2858 1532 290
™ 2013/2014 3076 1731 301 171 120




2015/2016

2014/2015

2013/2014

2012/2013

2011/2012

2010/2011

2009/2010

2008/2009

Import in 1.000 ton

|

(0] 200 300 400 500 600 700 800 900 1000
2008/2009 2009/2010 2010/2011 2011/2012 2012/2013 2013/2014 2014/2015 2015/2016
* World 601 652 705 769 853 780 891 824
= US 255 258 275 300 288 303 295 300
¥ EU 96 78 82 97 153 53 199 132
¥ China 12 18 30 40 39 32 31 31




Producing countries

Il mercato

LA PRODUZIONE ITALIANA DI OLIO DI OLIVA

Trentino Alto Adige

Ry 275 | 206
Lombardla
Friuli Venezia Glulla
5 . 33 |23 &

$47 Y LA PRODUZIONE MONDIALE
3 )

Emilla Romagna

687 412
Marche
3344

Abruzz
18592

Mollse

5720

Ligurta | . 3 Pugla

8728 2150 " \* 184,826

Toscama

16,808

Bassilcata
6197 408
w20 Tunista
Campanla Calad

18026 | 22815 14

Sicliia
Turchla

190

190



Producing countries

Xylella fastidiosa

Bacteria destroying Puglia's precious olive groves could ruin

bhe @Blegl'll]]ll Italy's oil industry




EU and olive oil




U and olive oil
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Boek:
“beleef de wondere wereld van
olijfolie”

Voordekunst is hét platform voor crowdfunding in de creatieve sector.
Doneer. Start een campagne. Tweet of like. Doe het voordekunst.




Olive oil and fraud

-----

MONTE TESTACCIO

"tituli picti"



i Olive oil and fraud

from Unknown Sources

b‘]f \ RAL Lﬁfk b\.‘“ \

The Toxic Oil Syndrome (TOS), which occurred in Spain in 1981, was caused by
the ingestion of rapeseed oil denatured with 2% aniline, sold illegally as edible

d “toxic oil sydrom*“

oil. The number of unaffected individuals exposed to the toxic oil is unknown,
but more than 20,000 people suffered from the disease.


http://www.nytimes.com/




Food Fraud Resources ra»

HOW CAN CONSUMERS PROTECT
THEMSELVES FROM FOOD FRAUD?

There's no surefire way to avoid food fraud since perpetrators are
clever and know how to "work the system," but here are some things
smart consumers can do:

BUY FROM REPUTABLE
BRANDS AND SOURCES

Brand-name companies work hard
to protect their reputations since
they have to safeguard very large
investments into their brands. “

d 0810

READ THE LABELS ON THE FOOD PRODUCTS YOU BUY

Oftentimes, what a consumer might think is "fraud"” actually meets FDA
labeling requirements. Make sure to read ingredient statements closely and pay
attention to the fine print.

BE SKEPTICAL OF PRICES THAT
APPEAR TOO GOOD TO BE TRUE -
THEY PROBABLY ARE

The old adage of “you get what what you pay
for” should stick in your mind when
purchasing groceries, since a fair market price
will reflect quality, care, and supply.

WHEN POSSIBLE, BUY PRODUCTS FROM SHORT,
VISIBLE SUPPLY CHAINS

Speaking directly to local suppliers can give you a good idea of how they ensure
the integrity of their products. (This may not be possible for foods that can only
be grown in particular climates - chocolate or spices, for example.)

BUY FOODS IN A MINIMALLY
PROCESSED FORM, IF POSSIBLE

Buying whole foods empowers you to ensure the
integrity of those foods. It is much easier to
make fraudulent apple juice than a fraudulent apple.




SWOT Analysis

TRENGTHS EAKNESSES

Price quality Stendhal syndrom

History Marketing
Knowledge Sales support
“blue zone” Language
Lack of large scale
enterprises

PPORTUNITIES HREATS

Aging

Mediterrenean Diet/Health
Healthy food (organic)
sustainability

Intrest in authentic food
Education

Medical tourism
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