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Foreword
The Association of Belgian Horticultural Cooperatives (VBT - Verbond van Belgische Tuinbouwcoöperaties) is delighted to welcome you to the second Sustainability Report from Responsibly Fresh.
The report describes the efforts towards sustainable development made by the Responsibly Fresh marketing cooperatives and their producers in the period 2014-2015, and offers an update to the first report,
which covered the period 2012-20131.
This second report explores the sustainability challenges facing the cooperatives in the fresh fruit and
vegetable sector. It describes the strategy applied by Responsibly Fresh in addressing these challenges
collectively as a sector. When Responsibly Fresh started as a sustainability project, the various participants each made a specific commitment, on which they have delivered over the years. VBT has backed
the incorporation of sustainability criteria into existing quality systems. For several cycles in succession,
the marketing cooperatives have earned the certificate of a sustainable business or corporate social
responsibility (CSR) charter. The producers continue to qualify for a certificate for GLOBALG.A.P. or
Vegaplan. In addition, the marketing cooperatives have been tracking the progress of their producers
with regard to various sustainability criteria by once again drawing up a collective dossier, taking as the
benchmark the start of Responsibly Fresh and the first collective dossier in 2014. These are various initiatives which the cooperatively organised fresh fruit and vegetable sector is embarking upon in its efforts
to honour its responsibility for making the agri-food chain more sustainable. These efforts are communicated via the Responsibly Fresh label to the subsequent stages in the chain. Responsibly Fresh is
a recognisable symbol for buyers and stakeholders interested in sustainable development in the sector.
Buyers can apply the Responsibly Fresh guidelines in their own sustainable purchasing behaviour and
in communication with their clients. This gives consumers the chance to make an informed choice and
enjoy fresh fruit and vegetables grown and marketed with consideration for sustainable development.
Responsibly Fresh started in 2012 with five participating marketing cooperatives: Belgische Fruitveiling,
BelOrta, Coöperatie Hoogstraten, Limburgse Tuinbouwveiling and REO Veiling. The addition of
Veiling Haspengouw to the project in 2014 further extended the reach of Responsibly Fresh. The content of the project was also expanded with activities devoted to South Cooperation. The participants in
Responsibly Fresh are seeking to support farmers’ organisations in the South, working from the firm
belief that cooperative organisations can represent added value for them. Sustainability and a cooperative approach are therefore clearly linked. The participants in Responsibly Fresh have already known
that for years. In the years ahead, efforts will be made to make that link even clearer by continuing to
work collectively to support and expand sustainable development in the sector.
Rita Demaré
President
1

Philippe Appeltans
General Secretary

The Sustainability Report Responsibly Fresh 2012-2013 can be consulted at www.responsibly-fresh.eu.
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Participants
Responsibly Fresh is an initiative by the Association
of Belgian Horticultural Cooperatives (VBT), the sectoral organisation of the Belgian fruit and vegetable
marketing cooperatives. At present, there are six VBT
member marketing cooperatives and their produc-

ers participating in Responsibly Fresh: Belgische
Fruitveiling, BelOrta, Coöperatie Hoogstraten2,
Limburgse Tuinbouwveiling, REO Veiling and
Veiling Haspengouw. These marketing cooperatives
bring together more than 3,500 active producers.

Turnhout
Antwerpen

Brugge
Gent

Mechelen
Aalst

Roeselare

Hasselt
Brussel

Liège

Mons

Charleroi

Namur

Marche-en-Famenne

Vegetables
Fruit
Fruit & vegetables

Arlon

Figure 1: Marketing cooperatives participating in Responsibly Fresh
2

In early 2016, Veiling Hoogstraten changed its name to Coöperatie Hoogstraten.
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Themes
Sustainability is a very broad concept. While taking due account of the input of external stakeholders, the VBT and its participating marketing
cooperatives have identified four themes which
are the most relevant for the sector. Within these
themes, we can distinguish various different

material aspects of sustainability. These are
aspects which involve a significant impact of the
cooperatives and/or the producers. This sustainability report takes a look at the efforts made by
the Responsibly Fresh participants on each of
these material aspects.

Marketing
cooperatives

Producers

Packaging

Low impact

Energy

Careful use of means
of production and the
application of the principles
of integrated production.

Water
Mobility

Biodiversity

Opting for crop diversity
and supporting scientific
research into new varieties
and cultivation techniques.

Integrated production

Food thrift

Implementing rational
storage techniques,
providing portions
tailored to the customer
and reacting constantly to
market demand.

Proximity

Ensuring a short, integrated
chain via the structure of
marketing cooperatives,
resulting in transparent
pricing for producers, one
stop shopping for customers
and affordable quality for
consumers.

Food thrift

Economic performance
Employment
Employee welfare
Diversity and opportunities
Product responsibility
Local community

Figure 2: Responsibly Fresh material aspects
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Strategy
The aim of Responsibly Fresh is to collectively
develop the sector towards sustainability by means
of continuous improvements. The collective
character makes the project unique. The fact that
the whole sector is working together on sustainable
development means that the project can achieve
a significant impact. The various participants in
Responsibly Fresh encourage and support one
another. The project runs at various levels, meaning that information from different channels can
be exchanged, and there is room for intensive
discussions with the various stakeholders. When
Responsibly Fresh first started, VBT, the participating marketing cooperatives and the producers each
signed up to a specific commitment. The responsibilities have been honoured in recent years.

VBT
VBT is the organisation behind the Responsibly
Fresh initiative and the owner of the label.
Decisions on the main thrusts of the project
and the label are taken at VBT level. In addition,
VBT coordinates the efforts made by the various
participants and keeps them informed about new
developments in sustainability. VBT also creates
a platform for discussions and partnerships between internal and external stakeholders.
When Responsibly Fresh first started, the decision
was taken to focus on expanding sustainability
criteria in existing quality systems. Recent years
have seen VBT working on this task, via representation at the managerial and technical levels
in the quality systems operated by Vegaplan,
GLOBALG.A.P. and QS. The Vegaplan Standard
has been extended since 01.03.2014 to include a
number of sustainability criteria. GLOBALG.A.P.
has also incorporated sustainability criteria in the
standard version 5, applicable since 01.07.2015.
Qualität und Sicherheit (QS) completed a sustainability survey for the sector in early 2016.
That research will be used in future years as the
basis for adding sustainability to the QS system.
The fact that this strategy is bearing fruit can be
seen from the collective dossier which reflects
producers’ greater attention in 2016 to various
aspects of sustainability. This unquestionably has
to do with the incorporation of aspects of sustainability into the existing quality systems.

MARKETING COOPERATIVES
The basic condition for marketing cooperatives
wishing to take part in Responsibly Fresh is that
they have to earn a certificate for a CSR/sustainable business charter such as those offered by the
provincial governments and/or VOKA. Under
these charters, the marketing cooperatives work
every year on concrete actions around various
sustainability topics. The certificate for the charter
is issued only after an external evaluation and an
audit. In recent years, the marketing cooperatives
have delivered on their commitment by each earn7
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ing the charter. Examples of actions conducted
can be found in this sustainability report in boxes
entitled ‘Marketing cooperatives’.

PRODUCERS
The Responsibly Fresh producers grow fresh
fruit and vegetables with a concern for economic,
ecological and social factors. In order to qualify to use the label, producers must hold a valid
certificate from the quality systems Vegaplan
or GLOBALG.A.P. These certificates are issued
only after external inspection by an independent
certification institution. The certificate is valid
for a limited period and is only renewed if the
requirements continue to be satisfied. In 2015,
33% of the Responsibly Fresh producers held a
GLOBALG.A.P certificate, 8% a Vegaplan certificate and 58% a certificate for both systems. At the
time of the survey, the other producers (1%) were
making their way through the process of earning
a certificate or would be closing down their operations in the next few months.

The farms, the products and the cultivation
techniques used are very diverse, and the same can
equally be said of the way in which they are developing sustainably. In order for the progress made
by the producers to be monitored, they have to
complete a two-yearly survey about a series of sustainability criteria. The producers can choose the
following answers with regard to each criterion:
Have already taken action in the past
three years (have already taken action)
Have taken action since 2015
(taken action recently)
Will take action in the coming three
years (will take action)
Do not take action (do not take action)
The answers are collated by the marketing cooperatives into a collective dossier of their producers.
To give an accurate picture of the sector, the target
group selected is the producers with product turnover of more than €25,000 in the marketing cooperative. They are required to complete the survey.
Other producers are at liberty to participate in the
survey. The survey was completed in early 2016 by
2,652 producers in total. If specific farm situations
and cultivation plans are taken into account, some
questions are relevant only for a particular segment
of the target group. The results of the collective
dossier can be found in this sustainability report
in boxes entitled ‘Producers’. At the back of the
report, readers can find the results of the collective
dossiers for 2014 and 2016.

8
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Stakeholders
Because Responsibly Fresh is a collective sustainability project, and the participating producers are
grouped into cooperatives, certain stakeholders
are internalised. Alongside the internal stakeholders, there are also some important groups of
external stakeholders. Responsibly Fresh endeavours, via broad, frequent stakeholder consultations, to include the concerns of the various
stakeholder groups in the project. Where possible,
VBT tries to take part in various stakeholders’
initiatives around the topic of sustainability.
The collective character of Responsibly Fresh is
reflected in the intense stakeholder consultations
between the participating marketing cooperatives.
In the meetings of the VBT Board of Directors
and its General Assembly, the broad framework of
the project is made and policy decisions are taken.
Specific and technical items are addressed in ad
hoc VBT working groups attended by marketing
cooperative staff. Discussions between member

Internal stakeholders
VBT
Marketing cooperatives
Producers

producers and their cooperatives are held via
meetings with producers, meetings of the Board
of Directors and the General Assemblies of the
marketing cooperatives.
One of VBT’s core missions is to keep holding
constant consultations with external stakeholders.
In addition, particular sustainability issues are
also the subject of specific discussions. VBT also
takes part in various projects aimed at making the
local agri-food chain more sustainable. Partnerships are set up with background organisations
around socially relevant themes. VBT also organized an event on 19 May 2015 about Responsibly
Fresh designed as a way of engaging in a dialogue
with external stakeholders. During the event,
there were discussions about what stakeholders
understand by sustainable development in the
sector. The participating marketing cooperatives
and producers themselves also consult with their
own specific external stakeholders.

External stakeholders
Buyers – distribution
Government
Managers of quality systems
Research institutions
Sectoral organisations in the agri-food chain
Consumers
Civil society organisations

Figure 3: Responsibly Fresh Stakeholders
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Communication
Communication about Responsibly Fresh is organised on a business-to-business basis. The participating producers and marketing cooperatives
within Responsibly Fresh take responsibility for
making their stage in the agri-food chain sustainable. The label makes it clear to every subsequent
stage in the chain that the Responsibly Fresh participants produce and market their fresh fruit and

vegetables with a concern for sustainable development. The label is used on packaging, sometimes
in co-branding with other brands, as a sign of
recognition and identification for those involved
in the fresh fruit and vegetable market. Buyers can
apply the Responsibly Fresh guidelines in their
own sustainable purchasing behaviour and in
their communication with clients and consumers.

Reporting
A report is drawn up every two years on the efforts
towards sustainable development made by the participants in Responsibly Fresh. The sustainability
report is drafted in line with the ‘G4 sustainability
reporting guidelines’ of the Global Reporting
Initiative (GRI), the international benchmark for
transparent communication about sustainability.
When writing the report, VBT uses information
from within marketing cooperatives and outside,

data from the charters for CSR/sustainable businesses and the collective dossier.
The first sustainability report was published in
2014 and provided a picture of the efforts towards
sustainability made by the participating marketing
cooperatives and producers in the period 2012-2013.
This second sustainability report covers the period
2014-2015. The collective figures from the marketing cooperatives for 2011, 2012 and 2013 include
the data from the marketing cooperatives which
founded Responsibly Fresh: Belgische Fruitveiling,
BelOrta, Coöperatie Hoogstraten, Limburgse
Tuinbouwveiling and REO Veiling. In 2014, Veiling
Haspengouw joined Responsibly Fresh. For 2014
and 2015, the report covers data and actions from
the charter of the six marketing cooperatives
currently involved. The collective dossier seeks to
illustrate the progress in sustainable development
by the collective of participating producers. The
2016 data are compared to those from 2014 for the
collective of participating producers. The actual
composition of the collective may change over the
years as farms close down, new producers join and
another marketing cooperative comes on board.

10

<< Table of contents

Responsibly Fresh

Timeline

2012

• Launch of the collective sustainability project
and label Responsibly Fresh with five marketing
cooperatives at FruitLogistica in Berlin.
• Responsibly Fresh wins the first GLOBALG.A.P.
GAP Award, in recognition of the special
attention paid to the broad theme of sustainable
development.

Responsibly Fresh wins first GLOBALG.A.P. GAP Award

2013

• One year of Responsibly Fresh – an update of
the efforts made is provided in a press release.

2014

• Publication of the first sustainability report.
• Addition of another marketing cooperative
to Responsibly Fresh, giving the project a wider
reach.
• Addition of activities devoted to South
Cooperation within Responsibly Fresh.

2015

• Inclusion of mentoring of farmers’ organisation
ANPE from Peru within Responsibly Fresh’s
activities devoted to South Cooperation.
• Organisation of an event for external
stakeholders about Responsibly Fresh and
sustainability within the sector.

Presentation sustainability report

Partnership VBT and ANPE (Peru)

• Publication of the second sustainability report.
Panel debate stakeholder event Responsibly Fresh

2016
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Their place at the start of the value chain means that producers of fruit and vegetables have to
contend with specific, often difficult, production and market circumstances, and much of the
pricing pressure lands on them. To counter these conditions, the producers team up into marketing
cooperatives in order to sell their products jointly. The producers are the owners of the marketing
cooperatives and exercise democratic control over them. The prime objective of the marketing
cooperatives is to earn the best price on the market for a given product under the prevailing
circumstances at the time. The aim is to achieve this goal across all the products supplied by the
member producers. In pursuit of this aim, the marketing cooperatives offer various services, both
for their member producers and for their customers. This approach has helped the marketing
cooperatives to evolve into unique, trustworthy partners in the fresh fruit and vegetable value chain.

Value chain
The fruit and vegetable marketing cooperatives –
better known as ‘the auctions’ – occupy a unique
place in the value chain. Transparent sales systems and support services have been developed to
market the products from the member producers.
From the buyers’ point of view, the marketing
cooperatives aim to be a trustworthy commercial
partner, which makes the chain more efficient by
offering a system of one stop shopping.
The marketing cooperatives assist the producers
with advice and support in various areas. Marketing
cooperatives support producers in the implementation of quality systems and provide quality control
during production and harvesting. Advice is also
provided with regard to production planning. In
addition, the cooperative provides packaging to
producers doing the packing on their own farms.
The marketing cooperative itself carries out residue
monitoring when produce arrives, as part of food
safety and quality control, after which the products are offered for sale in uniform quality blocks.
Products are stored pending the sale. They can also

Quality control at the marketing cooperative

be graded and packed by the marketing cooperative. For the actual sale, the marketing cooperatives
operate an optimum mix of sales systems.
After the sale, the products are immediately made
available at the buyer’s loading docks. This offers
buyers a one stop shopping system. Marketing
cooperatives also work to expand commercial
activities in order to offer products as efficiently
as possible to all clients and consumers. The main
thrusts here are to distinguish premium quality via
quality labels and to engage actively in the search for
markets.

Value chain
Input
suppliers

Producers
of fruit and
vegetables

Marketing
cooperatives

Wholesalers/
distributors/
exporters

Consumers
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Turnover and export
The collective marketing translates into cooperatives’ turnover figures. The marketing cooperatives
involved in Responsibly Fresh deal in a wide range
of fresh fruit and vegetables. They strive to market
the entire range of products from the member
producers on the fresh market.
The Belgian fruit and vegetable sector is
strongly export-oriented. The total export value
(inclusive of re-export) in 2015 amounted to
€758 million and €644 million for fresh vegetables and fresh fruit respectively. The most
important export destinations are generally
still Belgium’s neighbouring countries: France,
0

100

200

300

400

Germany, the Netherlands and the United
Kingdom.
Focusing on a limited number of markets can
lead to negative consequences, something which
became clear in 2014 following the Russian import ban. Any sustainable economic development
in the sector has to involve exploring new export
markets and continuing to actively exploit the
existing ones, both within the EU and outside.
The marketing cooperatives have a major role to
play here. VBT ensures a sectoral approach and
representation within various initiatives designed
to create market access in new markets.
500

600

700

800

1.000

920.23

2015
2014

804.23

2013

799.49

2012

790.80

2011

900

683.88

Figure 4: Turnover of Responsibly Fresh
marketing cooperatives (in million €)

Cooperative added value
The Responsibly Fresh marketing cooperatives
vary widely, but the cooperative business model is
a shared factor. The producers own the marketing
cooperative and exercise democratic control over
it. The aim of the cooperative is to improve the
income of the members by carving a larger part of
added value in the food chain. Achieving this goal
is paramount. Another ambition is to maintain
the cooperation over the long term and thereby to
provide producers with stability. For this reason,
any profit from the operational management of
the marketing cooperative itself is paid out as
cooperative refund to the owners-producers or is
added to the capital of the cooperative.
Auction
14
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ICA principles
The cooperative approach follows the seven ICA3
principles.
1. Voluntary and open membership
2. Democratic member control
3. Member economic participation
4. Autonomy and independence
5. Education, training and information
6. Cooperation among cooperatives
7. Concern for community
The Responsibly Fresh participants apply these
principles in their day-to-day operation. These
principles implicitly encompass certain sustainability aspects. In this way, the principles contribute

3

towards the autonomous, transparent operation
of the cooperatives. Economic participation and
democratic control by the members mean that the
cooperatives think in the long term and investments are ploughed into a sustainable business.
Training and education are likewise important in
the cooperatives, and the member producers and
staff are supplied with regular information about
sustainability issues. Collaboration and commitment within and between cooperatives make it
possible to tackle sustainability aspects and act on
them jointly. Cooperatives have firm local roots,
meaning that a concern for the community and the
environment are essential in any case.

International Co-operative Alliance

15
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The production and marketing of fresh fruit and vegetables have an impact on the environment.
The Responsibly Fresh marketing cooperatives and their member producers strive to minimise
the consequences of their activities on the environment. In addition, they are actively committed
to the search for methods of ecological maintenance and restoration. Centralising the marketing
of products into cooperatives makes operations more efficient than marketing products on an
individual basis. Organising into marketing cooperatives makes it possible to control processes,
monitor them and adapt them to new insights. The Responsibly Fresh marketing cooperatives
support research institutions in actively seeking innovations, for example in storage techniques,
which further reduce the impact of those processes. Marketing cooperatives also help to use the
research findings on their members’ farms.

Food thrift
Food thrift is the effort made by the marketing
cooperatives and their producers to optimise
the way in which they produce and market their
fruit and vegetables with an eye to consumption.
With a production tailored to the market, and
a collective marketing, using efficient logistics
systems, products can be sold under ideal conditions via the marketing cooperatives. Producers
deliver a full range of products to the marketing
cooperative, where the highest-value destination

is sought for the various products and qualities.
Efforts are made to ensure that as much product
as possible is actually sold on the fresh market. A
small proportion of the product ends up in the
processing industry, e.g. for the production of
juice or jam. Occasionally, part of a day’s supplies
may go unsold by the marketing cooperatives, in
which case the ‘value retention cascade’ is used to
find an outlet.

Donation to charitable institutions
17
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In 2015, a total of 1,062,502 tons of product was
supplied at the Responsibly Fresh marketing
cooperatives, of which barely 1.5% went unsold.
Unsold produce is in the first instance donated to
charitable institutions. Such charitable donations are subject to legal regulations. Some sixty
recognised institutions can come and collect the
product, up to 150 kg per person per year. In 2015,
the amount donated was 1,323 tons, or 8.3% of the
unsold products. In addition, unsold products
are used in line with the value retention cascade.
They are used for animal feed or fertiliser, or as a
source of energy. The bulk of the unsold products is taken off the market under the European
regulation on market intervention. In 2015, 14,626
tons of unsold products was used for the these
various purposes. In 2015, the consequences of
the Russian Federation’s import ban were being
felt very severely, and the percentage of unsold
products was higher than usual.

Producers
The Responsibly Fresh producers also focus
on food thrift.Various by-products can exist
between production and delivery to the marketing
cooperatives, for example as a result of crop
harvest or preparing a product for sale. Some
three quarters of the producers use by-products
in one or more ways themselves. High-value
by-products are used for animal feed (23%), if
appropriate. Others may be composted (37%) or
used to fertilise the soil (56%). A small percentage
of the producers process by-products in biogas
installations (6%).The figures are broadly
consistent across recent years.

93%
77%
61%

55%
42%

36%
22%

1% 0%

1% 1%

1% 1%

Feed

Composting

Green fertilizer

have already taken action

taken action recently

will take action

5%

1% 1%

Disposal to
biogas facility
do not take action

Figure 5: By-products at Responsibly Fresh producers
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Packaging
The major role of packaging is to conserve and
protect products all along the chain, so that they
reach the consumer safely and with no loss of
quality. In this way, packaging contributes to food
thrift. It also has a role to play in the marketing
and presentation of products and the provision
of product information all along the chain and
to the consumer. However, packaging also has an
environmental impact. The marketing cooperatives remain on the look-out for waste prevention
and spare no effort to manage packaging in the
optimal fashion. A distinction is made between
business packaging and household packaging.
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76.7

2015

79.0

2014

Business packaging is divided into transport
and trade packaging and does not ultimately
reach the consumer. The total weight of business
packaging brought on the Belgian market bij the
Responsibly Fresh marketing cooperatives was
higher in 2014 and 2015 than in previous years,
mainly due to the addition of an extra marketing
cooperative. The Responsibly Fresh marketing
cooperatives have always led the field in the use
of reusable packaging in an open pool system.
The marketing cooperatives are an important
part of this system. For years now, some 95% of
business packaging has been reusable. Depending on the products being sold, and their intended destination, the decision is sometimes taken
to opt for non-reusable business packaging.

Once-off
packaging

5.2%

59.8

2013
2012

56.6

2011

56.9

Figure 6: Weight of business packaging (once-off and reusable) brought on the
Belgian market by Responsibly Fresh marketing cooperatives (in 1,000 ton)

94.8%
Reusable
packaging
Figure 7: Business packaging according to type
brought on the Belgian market by Responsibly
Fresh marketing cooperatives in 2015

Reusable business packaging
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Household packaging is what ultimately reaches
the consumer, and this uses once-off packaging.
After several years in which the total weight of
household packaging rose, there was a drop in
2015. Lighter plastic materials are being adopted,
which has meant a decrease in the total weight and
an increase in the percentage of plastic packaging.
Punnets made from single-material PET plastic are
most commonly used by the marketing cooperatives for household packaging for fruit and vegetables. The VBT has for some years now been calling
for punnets to be included in the system for the
selective sorting, recovery and recycling of PMD
waste. Trial projects in this direction have recently
been started by Fost Plus.
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In the theme ‘Sustainable material management’
of the charter, the marketing cooperatives
pursue action points to use packaging more
efficiently and reduce their waste. A concrete
example is the joint purchase of plastic palloxes
by marketing cooperatives and producers,
which ensures that the palloxes can be used
longer. In addition, packaging materials are
being replaced by types that weigh less and are
more readily recyclable. Or perhaps it might be
decided to go for less packaging material, for
instance by not using a lid.Wherever possible,
cooperatives are consistently reducing waste
by choosing digital commercial documents.
Some sites are also improving their policy
on expendables, resulting in lower waste.
Ultimately, the marketing cooperatives are
opting to look beyond their own operations.
For example, they are being more thoughtful
when purchasing paper, work clothing and
cafeteria supplies, and taking account of
suppliers’ sustainability performances.

653

2012
2011

800

Marketing cooperatives

519

Figure 8: Weight of household packaging brought on the Belgian market
by Responsibly Fresh marketing cooperatives (in tons)

Other materials
1.7%
Paper/cardboard
8.6%

89.7%
Plastic

Figure 9: Household packaging according to
material brought on the Belgian market by
Responsibly Fresh marketing cooperatives in
2015

Reusable business packaging
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Energy
Fresh fruit and vegetable marketing cooperatives
and producers avail themselves of energy from
different sources. The Responsibly Fresh marketing cooperatives and producers seek to make
rational use of energy by ensuring that energy
consumption is closely monitored, recorded and
assessed. They also use a large amount of renewable energy which they produce themselves.
The amount of energy that the marketing cooperatives use depends on the amounts of products

0

20

40

they are selling. Logistics and storage processes,
in particular, are very energy-consuming. Energy
consumption by the Responsibly Fresh marketing cooperatives in 2014 was higher than in other
years, even allowing for the addition of an extra
marketing cooperative. The capacity of grading
and packaging facilities and refrigeration installations was virtually saturated in 2014 on various
sites. The share of self-produced renewable energy
in total energy consumption has risen compared
to previous years.

60

80
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120

102.964

2015

107.465

2014

85.210

2013

77.537

2012

82.123

2011

Figure 10: Energy consumption at Responsibly Fresh marketing cooperatives (in 1,000 Mwh)

Oil
0.4%

Electricity
69.4%

Gas
15.5%

Renewable energy
(own production)
14.7%

Marketing cooperatives
In the charter, the marketing cooperatives
work on the themes of ‘Rational energy
use’ and ‘Renewable energy’. The starting
point is often an energy audit, after which
improvements can be made. Recent years
have seen various sites optimising the use of
lighting via relighting and movement sensors.
Many marketing cooperatives have also
been continuing to give priority to making
refrigeration installations more efficient. Some
sites have fitted extra photovoltaic cells to
generate and use more renewable energy.
Various marketing cooperatives are also
looking into the possibilities of wind power.

Figure 11: Energy consumption according
to source at Responsibly Fresh marketing
cooperatives in 2015
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Producers
Responsibly Fresh producers proceed rationally with energy. Some 70% record and assess their energy
consumption. This figure is an increase compared to previous years. Energy consumption at producers’ farms
is heavily dependent upon their business situation, their cropping plan and weather conditions. Measures
to limit energy consumption are taken by 69% of the producers. Such measures can make a big difference,
particularly when it comes to protected crops, which tend to demand more energy inputs. Some 40% of the
producers already generate renewable energy themselves, a figure which is also on the rise. About a third of
producers are generating power by solar panels (36%), and a smaller percentage use combined heat-power
(CHP) installations (7%). The survey results show that with the support of the marketing cooperatives,
producers have made a major commitment over the past two years to rational energy consumption.
66%
61%

60%

56%

38%

26%

23%

6% 5%

Energy
consumption
recording
have already taken action

8%

25%

8%

6%

Energy
consumption
assessment

6%

Energy-saving
measures

taken action recently

2%

4%

Renewable energy
generation

will take action

do not take action

Figure 12: Energy consumption by Responsibly Fresh producers

Illuminated cultivation

Water
Water is a scarce resource that Responsibly Fresh
participants use sparingly. The most suitable source
is chosen for each individual application, with due
regard to rational water use and food safety. For
example, rainwater is used as a standard in cooling
and conditioning processes. Water which comes
into contact with the products is exclusively potable
water for food safety considerations. Water is used
sparingly through recirculation and close monitoring as to when replacement is needed. Because
sorting, refrigeration and conditioning processes
mainly take place at the marketing cooperatives, it
is possible to use powerful, efficient installations
and to invest in innovations. The marketing cooperatives support research institutions in actively
seeking innovations in these areas. Even allowing
for the addition of an extra marketing cooperative,

water consumption by the Responsibly Fresh marketing cooperatives is slightly higher in 2014 and
2015 than in previous years. That was mainly caused
by the marketing of higher volumes of product.
The proportion of rainwater and groundwater in
total consumption increased in 2015, while the
share of tap water was lower.
Marketing cooperatives
Under the theme ‘Rational use of water’ of the
charter, the marketing cooperatives actively seek
ways to use water more efficiently. For example,
when new facilities are built, they incorporate a
circuit and adequate storage capacity for rainwater.
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Figure 13: Water consumption by Responsibly Fresh marketing cooperatives
(in 1,000 m³)

Figure 14: Water consumption per source by
Responsibly Fresh marketing cooperatives in 2015

Producers
Water is of course essential for growing fruit
and vegetables. And like energy consumption,
water consumption is determined by the business
situation, the cropping plan and the weather.
Almost two thirds of the producers (63%) resort
to irrigation. Of this group, 86% take measures
to limit water use, particularly by using watersaving systems or by adapting the cropping plan in
accordance with the availability of water.
The survey findings show that with the support
of the marketing cooperatives, producers have
been investing heavily in rational use of water
over the past two years. Water consumption
recording and assessment is carried out by a
large group of growers, currently 78% and 69%
respectively. Almost 80% of producers take
measures to limit the use of tap and groundwater,
for example by using rainwater. Where possible,
water is re-used by setting up closed systems by
half of the producers. Among producers of open
field vegetables, 55% report that they also make
rational use of washing and rinsing water when
preparing produce for market.

76%

73%
63%

46%

46%

25%
18%

18%

5% 5%

6% 5%

Water
consumption
recording

Water
consumption
assessment

have already taken action

3% 3%

4% 4%

Limit use of tap
and groundwater

Re-use
of water

taken action recently

will take action

do not take action

Figure 15: Water consumption by Responsibly Fresh producers

Capture of rainwater
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Integrated production
SOIL AND NUTRIENT
MANAGEMENT
Producers
Fruit and vegetables need fertilisation in order to get sufficient nutrients to grow. Nutrient management is influenced by the type of
farming and the cropping plan. For years now, 95% of producers have been fertilising on the basis of advice and analyses, which indicate
the type and quantity of fertilisers needed. Preference is given to organic fertilisers (77%). The survey results show that 83% of the
producers with open field crops take measures to prevent the leaching of nutrients, a figure which is higher than in previous years.
The soil is a crucial means of production specifically for producers with open field crops. It is important to respect the soil type and
structure and to maintain the level of nutrients for current and future crops. Most producers (73%) take measures to maintain the soil
structure, and 61% take measures to curb erosion. Both figures show an increase in the percentage of producers actively seeking ways
to preserve soil quality.
94%

80%

76%

70%
58%

37%
25%

22%

1%

1%

4%

Fertilisation according
to analyses and advice
have already
taken action

taken action
recently

1%

1%

Use of organic fertilisers
will take
action

15%
3%

2%

Prevention of
nutrient leaching

do not
take action

3%

Measures to preserve
soil structure against soil
compactness
have already
taken action

Figure 16: Nutrient management by Responsibly Fresh producers

3%

1%

taken action
recently

2%

Erosion prevention
will take
action

do not
take action

Figure 17: Soil management by Responsibly
Fresh producers

Use of drift-reducing nozzles in the context of IPM
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CROP PROTECTION AND IPM
Producers
The marketing cooperatives have been
supporting their producers in applying the
principles of Integrated Pest Management
(IPM) for many years. The legal requirement
for IPM can be addressed in different ways.
More than 70% of producers apply preventive
measures and observation, while 89% intervene
in the framework of IPM where necessary. The
principle of observation is a method whereby
the right action can be taken at the right
time should intervention still be necessary
despite preventive measures. When it comes
to intervention, priority is given to mechanical
and biological pest management. If chemicals
do have to be used, crop protection products
and techniques are used with minimal impact
for the environment and with concern for food
safety. Already, almost all producers (97%) apply
crop protection based on advice, and the use of
electronic spraying apparatus (40%) and driftreducing measures (64%) is increasingly common
among the Responsibly Fresh producers. Most
producers (88%) make conscious efforts to avoid
point pollution.

87%
72%

69%

27%

24%
9%

2%

2%

1%

Prevention

2%

2%

Observation

have already taken action

taken action recently

1%

Intervention
will take action

do not take action

Figure 18: IPM by Responsibly Fresh producers
96%
86%

57%

60%

38%
28%

1% 0% 3%

Crop protection
according to advice

2% 3%

Electronically
controlled spray
equipment

have already taken action

taken action recently

4%

8%

Drift reducing
measures
will take action

2% 4%

8%

Point pollution
prevention
do not take action

Figure 19: Crop protection by Responsibly Fresh producers

25

<< Table of contents

Ecological impact

BIODIVERSITY

Producers
The preservation of biodiversity is essential for the sake of sustainable production of fruit and vegetables.
Concrete possibilities and measures for biodiversity preservation are influenced by the farm situation.
More than half of producers (52%) are already pursuing a proprietary nature management plan, while 16%
take part in a joint nature development plan. Many producers (79%) maintain small landscape elements
on their farms. In general, there are more alternatives for open field crops, and in concrete terms this is
carried out in 64% of the cases through the sowing of field boundaries and the maintenance of natural
vegetation. Most of these producers (80%) resort to crop rotation to cut the pressure from disease and
help biodiversity. The survey results show increased priority and efforts being devoted to biodiversity
among the Responsibly Fresh producers. Continued attention and commitment to this issue will be
important in the future.
79%

79%

77%

60%
49%
41%
32%

19%

19%

14%
2%

6%

Proprietary nature
management plan

have already taken action

2%

6%

Joint nature
development plan

taken action recently

2%

2%

Maintaining small
landscape elements

will take action

4%

4%

Sowing field boundaries
and/or maintaining natural
vegetation

2%

1%

Crop rotation

do not take action

Figure 20: Biodiversity by Responsibly Fresh producers

Support from bumblebees
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Mobility
The inflow and outflow of products to and from
the marketing cooperatives involves a great deal
of transport. The participants in Responsibly
Fresh endeavour to make this mobility run
smoothly. On the one hand, they wish to minimise its impact. Grouping the supply in one place
at the marketing cooperative means that provisioning can be organised more efficiently via one
stop shopping. But the marketing cooperatives
continue to seek further ways of reducing logistical operations. For instance, buyers can collect
the purchased products from the desired site or
direct from the producer. On the other hand, the
marketing cooperatives are trying to team up with
local administrative authorities and residents to
create safe transport solutions and avoid putting
excessive pressure on the local area.

Marketing cooperatives
Under the theme of ‘Mobility’ in the charter,
the marketing cooperatives are devising
ways of reducing the impact of the transport
linked to their activity. Freight traffic
between different sites is being optimised,
resulting in a decrease in the number of
journeys. In addition, containers are being
filled better thanks to the development
of new boxes which can be stacked more
efficiently. Along with member producers
and buyers, the deliveries best suited for
loading direct in the growing locations
are being identified. Actions are also being
undertaken to encourage employees to use
more sustainable means of transport for
their commute to and from work.

Logistic activities at the marketing cooperative
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The social impact of marketing cooperatives and producers is made at several levels. On the one hand,
the marketing cooperatives and their producers have strong local roots. The operating environment
is also the environment in which the member producers and employees live their lives. The aim is to
achieve a sustainable relationship with the local community. On the other hand, the social impact
of marketing cooperatives and their producers is greater. They carry a serious responsibility in the
production and marketing of safe, healthy food. The democratic decision-making in cooperatives is
a universally valuable social element. The Responsibly Fresh participants recognise that working as
a cooperative means at the same time working sustainably. They aim to lead the field in cooperative
work, and they firmly believe that this system can offer added value for other farmers. One example of
this is the addition of activities devoted to South Cooperation to Responsibly Fresh.

Democratic
decision-making
Because the producers own the marketing cooperative, they control the cooperative democratically. The General Assembly (GA) is made up of the
member producers of the marketing cooperative,
and its role is to determine the global vision and
objectives. The General Assembly elects a Board
of Directors, which in turn elects a chairman
from among its ranks. The daily management of
the cooperative is carried out by a professional
management board and employees.

Members
Shareholders
General Assembly
Board of Directors
Chairman

Management Board
Employees
Figure 21: Marketing cooperative structure

The cooperative nature requires confidence on
the one hand between the member producers
themselves, and on the other, between the member
producers and the board and employees of the cooperative. Democratic decision-making contributes
towards transparency for the member producers,
and ensures that the members feel a genuine sense
of involvement in their cooperative.

Employees
Marketing cooperatives help to create employment in the local area. The number of people
employed on a permanent basis by the Responsibly Fresh marketing cooperatives rose in 2014
and again in 2015. Temporary employees are also
called upon to cope with the pressure of work
at peak supply times. The number of temporary
employees also rose in 2014 and 2015. As well
as jobs at the cooperative itself, the presence of
a marketing cooperative in the local area also
creates employment in businesses whose activities
are linked to the marketing cooperative.
The Responsibly Fresh marketing cooperatives
want to offer their employees a sustainable career,
where they can develop skills, tackle challenges
and work in a way commensurate with the stage
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Temporary employees

Figure 22: Permanent and temporary employees at Responsibly Fresh
marketing cooperatives
in their life. They build up a diverse workforce,
where skills and knowledge can be shared.
Of the workforce at the Responsibly Fresh marketing cooperatives in 2015, 20% were women and
80% men. This ratio is fairly constant compared
to previous years, due to historical reasons and
the nature of the work. The marketing cooperatives strive to achieve a good variety in terms of
age. 2015 saw a shift towards older age groups,
as a result of employees remaining loyal to the
marketing cooperatives.

on 1 April 2015). A small group belong to Joint
Committee 145 (JC for horticulture). Compared to
previous years, the number of employees belonging to JC 119 has risen.

Women
19.8%

The majority of the employees fall under Joint
Committee 119 (Joint Committee for trade in
food) or Joint Committee 218 (Additional National
JC for clerical employees, which became JC 200

Men
80.2%

Figure 23: Employees by gender at Responsibly
Fresh marketing cooperatives in 2015

0

10%

20%

JC 145
4.9%

JC 200
30.8%

35.2%

40-50 yr.

20.4%

30-40 yr.

< 20 yr.

40%

32.1%

> 50 yr.

20-30 yr.

30%

12.2%
0.1%

Figure 24: Employees by age group at Responsibly Fresh marketing
cooperatives in 2015

JC 119
64.2%

Figure 25: Employees by Joint Committee at
Responsibly Fresh marketing cooperatives in 2015
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The health and safety of the employees is an
absolute priority for the marketing cooperatives.
Constant efforts have ensured that the number

Absenteeism
Occupational accidents

of occupational accidents has remained low year
after year. Absenteeism in 2014 and 2015 has fallen
compared to previous years.

2011

2012

2013

2014

2015

4.5%

4.0%

4.2%

3.7%

3.8%

27

25

28

30

22

Table 1: Absenteeism and occupational accidents at Responsibly Fresh marketing cooperatives

Marketing cooperatives
‘People-friendly entrepreneurship’ is a theme from the charter on which the marketing cooperatives are
continuing to make many efforts, as they have done in previous years. The atmosphere between workers
is important, and the marketing cooperatives build in special occasions to strengthen bonds between
colleagues, and between the staff and the cooperative. These might include a New Year’s get-together, a staff
party or an open day. Marketing cooperatives give priority to the training and development of employees and
their member producers alike. Different marketing cooperatives have set up and expanded a training matrix
in the previous cycles and have encompassed CSR as a topic. Investments are also made in projects to ensure
the health and safety of employees: for instance, some marketing cooperatives offer flu jabs and programmes
to stop smoking. There are also various action points concerning mental health, and in addition, installations
are being adapted to improve ergonomics for employees.

Employees at the marketing cooperative
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Producers
94%
81%
64%

32%
15%
2%

1%

3%

2%

Safety: prevention
and protection

3%

2%

Annual health check

have already taken action

taken action recently

2%

Improve ergonomics

will take action

do not take action

Figure 26: Personnel policy – health and safety – at Responsibly Fresh
producers

91%
81%

58%

51%

45%

36%

13%
2% 2%

5%

Sufficient facilities

3% 3%

2% 4%

2% 2%

Internal training

External training

Social,
leisure activities

have already taken action

taken action recently

will take action

do not take action

A sizeable portion of the Responsibly Fresh
producers (41%) manage their farms with no
external help, with work being carried out by
family members. The percentage of producers
employing external persons has risen in recent
years to 59%, compared to 51% in 2014. Of this
latter group, 43% employ people with limited
opportunities on the labour market. The health and
safety of the employees is an absolute priority for
the producers. The responses to the survey on this
point are comparable with those of previous years.
Almost all producers (96%) are making employees
aware of the dangers and risks associated with the
work, and provide proper protection. More than
a third of producers organise an annual health
check for employees, and 83% of producers are
looking for ways to improve the ergonomics for
the personnel. In 2014, the ADLO demonstration
project ‘Ergonomics in horticulture’ was
launched, its objective being to reduce or prevent
occupational risks in horticulture, and to improve
the general welfare of horticultural workers.
Various Responsibly Fresh producers took part
in the project, with the support of the marketing
cooperatives.
The Responsibly Fresh producers are also making
efforts to improve the general well-being of their
employees. Their farms provide various facilities,
including canteens, resting places and appropriate
sanitary facilities (93%). More than half of the
producers (61%) introduce internal training
activities, and 15% offer external training, an
increase over previous years. More than half of the
producers (53%) organise social, leisure activities,
which can be beneficial in fostering mutual
understanding.

Figure 27: Personnel policy – well-being – at Responsibly Fresh producers

Employees producers’ farms
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Social engagement
PRODUCT RESPONSIBILITY
Food safety is a basic requirement in the food
chain. The marketing cooperatives and the member producers manage and control the processes
on their farms in order to guarantee food safety,
and the products themselves are also systematically controlled. The Responsibly Fresh participants
also aim to ensure that their processes and products are of exceptional quality, striving to improve
them continuously through the application of
quality systems which are controlled by independent, external bodies. For the marketing cooperatives, these are the quality systems run by BRC,
IFS, ISO and QS4. The comparable certification at
producers is a basic condition for participating in
Responsibly Fresh. Labels are used to distinguish
top quality products. The labels may be carried
only when the products meet the requirements
stipulated in the relevant specifications.

GOOD NEIGHBOURLINESS
Both marketing cooperatives and the member
producers have strong local roots, meaning that
they can influence their local surroundings in various ways. The participants in Responsibly Fresh
endeavour to have a positive impact on their local

environment and to ensure that any nuisance
caused to neighbours is kept to a minimum.
Regular consultations with local residents and
authorities are important for expressing concerns
and looking together for win-win solutions for
the cooperative, the growers and the environment.

Marketing cooperatives
‘Minimising environmental nuisance’ is a
theme in the charter under which marketing
cooperatives consider ways of limiting the
negative impact of their activities on their local
area. Consultations with local residents and
authorities look at ways of resolving nuisance
problems. Noise seems to be a common
problem. Relocating the loading and parking
spaces on particular sites has reduced this
form of nuisance. Marketing cooperatives
are also looking for what added value they
can contribute to their local community. For
example, various marketing cooperatives are
working with schools to organise events such
as educational exhibitions or road safety days,
while others are sponsoring local charities.Visits
to the marketing cooperatives give the local
residents a better insight into how they operate.

Producers
65%
61%

58%

39%

37%

32%

1%

2%

Open communication
with local residents
have already taken action

2%

1%

1%

Direct sale to consumers
taken action recently

will take action

1%

Participation in
sociocultural life

The presence of Responsibly Fresh growers
can have a significant impact on the local area.
This means it is very important for farms to
be properly integrated and involved with the
local community. Open communication with
local residents can help, and the number of
growers deliberately pursuing this has increased
substantially in the past two years to 59%.
Approximately one third of the producers still
organise direct sale to consumers, which is a
way of keeping contact with the neighbourhood
alive. Many producers (62%) are active in the
sociocultural life of the local community in their
spare time, which strengthens the farms’ roots in
their community.

do not take action

Figure 28: Good neighbourliness at Responsibly Fresh producers
4

BRC: British Retail Consortium; IFS: International Food Standards; ISO: International Organization for Standardization; QS: Qualität und Sicherheit.
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SOUTH COOPERATION
Starting from the point of view of the cooperative
template, and with a holistic look at sustainable
development, VBT and the participants in Responsibly Fresh have expanded the sustainability
project by adding a section devoted to South
Cooperation. Producers in the South often work
under difficult conditions, and are not always paid
a fair price for their products. Creating and expanding cooperatives can help to prevent too much
of the added value ending up with other stages
in the chain. Against that background, VBT, in

collaboration with Trias5, is building a partnership
with ANPE (Asociación nacional de productores
agroecológicos), an organisation of organic farmers
in Peru. Two concrete themes have been identified
for the partnership, namely a quality label and the
marketing of ANPE members’ products at regional
and national level. Individual Responsibly Fresh
marketing cooperatives and producers are teaming
up to work on initiatives around development and
support for farmers’ organisations and their members in the South.

VBT visiting producers of ANPE

This second sustainability report is an instrument for an assessment of Responsibly
Fresh. Since 2012, the various participants have
been delivering on their commitments. The
collective dossier shows progress on various
criteria, and gives an indication of the points
on which there is still room for improvement.
The marketing cooperatives have conducted
diverse actions in pursuit of sustainable
development in the framework of a CSR/sustainable business charter. The coming years will
also see the participants continuing to rise to
the challenge of making sure that their sector
5

continues to develop sustainably. The collective
character is still paramount. The concept of
working on a cooperative basis encompasses
sustainable development. The basic objective
driving the marketing cooperatives continues
to be to improve member growers’ incomes, on
the one hand by seeing to it that their products
fetch the best price on the market, and on the
other by providing services to reduce growers’
costs. The marketing cooperatives will continue to pursue this objective in the years ahead,
looking to the long term and in collaboration
with the various stakeholders.

Trias is a development organisation whose mission is to improve the security and well-being of entrepreneurs in the South by supporting their member
organisations.
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GRI content index
The GRI guidelines define standard indicators that must be reported.
The selected specific indicators for relevant material aspects must also be
included in the report. The indicators are consequently described and the
location is given in the report (Table 2).
Table 2: GRI content index

§

Description

Location in report

Page

Strategy and analysis
G4-1

Statement from the Board of Directors
on the relevance of sustainable development for
the organisation and its strategy

Foreword

3

Organisation profile
G4-3

Name of the organisation

Cover

1

G4-4

Primary brands, products and/or services

Value chain

13

G4-5

Location of organisation’s headquarters

Cover

40

G4-6

Number of countries where the organisation
operates (with operations that are specifically
relevant to the sustainability issues)

Turnover and export

14

G4-7

Nature of ownership and legal form

Responsibly Fresh
Democratic decision-making
VBT: non-profit association; marketing
cooperative: cvba (cooperative company with
limited liability)

4
29

G4-8

Markets served

Turnover and export

14

G4-9

Scale of the reporting organisation

Turnover and export

14

G4-10

Total number of employees

Employees

29

G4-11

Percentage of total employees covered
by collective bargaining agreements

Employees

29

G4-12

Describe the organisation’s supply chain

Value chain

13

G4-14

Explanation of whether and how the
precautionary principle is approached
by the organisation

Strategy

7

G4-15

Externally developed CSR charters,
principles, or other initiatives to which
the organisation subscribes or endorses

Strategy

7

G4-16

Memberships in associations in which the
organisation has positions in governance
bodies, provides funding or views
membership as strategic

Participants
See also: VBT annual report

5
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§

Description

Location in report

Page

Material aspects and boundaries
G4-17

Operational structure, boundaries of the report

Responsibly Fresh

4

G4-18

Process for defining report content and
reporting principles

Reporting

10

G4-19

List all the material aspects

Themes

6

G4-20

For each material aspect report
the boundary within the organisation

Themes

6

G4-21

For each material aspect report the
boundary outside of the organisation

Themes

6

Stakeholder engagement
G4-24

Provide a list of stakeholder groups
engaged by the organisation

Stakeholders

9

G4-25

Basis for identification and selection of
stakeholders with whom to engage

Stakeholders

9

G4-26

Approaches to stakeholder engagement,
including frequency of engagement by
type and by stakeholder group

Stakeholders

9

G4-27

Key topics and concerns that have been
raised through stakeholder engagement,
and how the organisation has responded
to those topics and concerns

Stakeholders

9

Report profile
G4-28

Reporting period for information provided

Reporting

10

G4-30

Reporting cycle

Reporting

10

G4-31

Contact point for questions regarding
the report or its contents

Cover

2

G4-32

Core/Comprehensive GRI content index
Referral to external assurance report
(optional)

Core option
GRI content index

35

G4-33

Policy and current practice with regard to
seeking external assurance for the report

The Responsibly Fresh marketing cooperatives
verify whether the data on their activities and the
sustainability efforts made by the collective are
truthfully reported.

Governance
G4-34

Governance structure of the organisation,
including committees under the highest
governance body

Democratic decision-making

29
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§

Description

Location in report

Page

Ethics and integrity
G4-56

The organisation’s values, principles,
standards and norms of behaviour such as
codes of conduct and codes of ethics

Strategy

7

Specific indicators of material aspects
G4-EC1

Direct economic value generated and
distributed

Turnover and export
See also: Annual report Responsibly Fresh
marketing cooperatives

14

G4-EC8

Significant indirect economic impacts,
including the extent of impacts

Cooperative added value

14

G4-EN1

Total quantity of materials used by weight or
volume

Food thrift and packaging

G4-EN3

Energy (consumption/generation) within
the organisation

Energy

21

G4-EN8

Total water withdrawal by source

Water

22

G4-EN13

Habitats protected or restored

Integrated production

24

G4-EN30

Significant environmental impacts of
transporting products and other goods
and materials used for the organisation’s
operations, and transporting employees

Mobility

27

G4-LA6

Rates of injury, occupational diseases, lost
days and absenteeism, and number of workrelated fatalities per region and per gender

Employees

29

G4-SO2

Operations with significant actual and
potential negative impacts on local
communities

Social engagement

33

G4-PR1

Percentage of significant product and
service categories for which health and safety
impacts are assessed for improvementw

Social engagement

33

Soil and nutrient management: criteria
that contribute to sustainable soil use

Integrated production

24

Crop protection and IPM: criteria that
contribute to integrated production and
sustainable crop protection

Integrated production

24

17 & 19
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Collective dossier 2014 versus 2016*
2014

2016
Do not take
action

Have already
taken action
(in the past
three years)

Have taken
action
(since 2015)

Will take
action (in the
coming three
years)

Do not take
action

7%
8%
6%
2%

51%
48%
31%
62%

66%
60%
61%
38%

6%
8%
8%
2%

5%
6%
6%
4%

23%
26%
25%
56%

0%

0%

93%

7%

0%

0%

93%

32%

0%

0%

68%

36%

0%

0%

64%

Application of irrigation

57%
49%
42%
71%
54%

6%
6%
4%
4%
2%

5%
7%
4%
4%
2%

32%
38%
50%
21%
41%

73%
63%
46%
76%
63%

5%
6%
4%
3%
0%

5%
5%
4%
3%
0%

18%
25%
46%
18%
37%

Measures to limit the use of irrigation water
(re-use excluded)1

80%

4%

2%

14%

82%

4%

3%

11%

Measures to limit the use of washing and rinsing
water (re-use excluded)2

48%

4%

3%

44%

52%

3%

4%

41%

Have taken
action
(since 2013)

Will take
action (in the
coming three
years)

Proprietary generation of renewable energy

34%
35%
53%
32%

8%
9%
10%
4%

Generation of electricity by combined heat-power
(CHP) installations

7%

Generation of electricity by photovoltaic cells/
solar panels

Have already
taken action
(in the past
three years)

Energy
Recording of energy consumption
Assessment of energy consumption
Measures to limit energy consumption

Water
Recording of water consumption
Assessment of water consumption
Measures to re-use water
Measures to limit the use of tap and groundwater

Prevention and valorisation (by-products, waste)
Assessment of sources and disposal of farm waste

56%
48%

4%
4%

4%
6%

36%
42%

64%
55%

4%
5%

4%
6%

28%
35%

Sorting according to fraction and separated
disposal of farm waste

88%

3%

1%

9%

90%

3%

1%

7%

Use of biodegradable production means

Treatment of waste water

27%
4%
35%
21%
54%
12%

2%
1%
2%
1%
2%
1%

2%
1%
1%
0%
1%
4%

69%
94%
62%
77%
44%
83%

28%
5%
36%
22%
55%
14%

2%
1%
1%
1%
1%
1%

3%
1%
1%
0%
1%
4%

67%
93%
61%
77%
42%
80%

Use of electronic communications for business
purposes

82%

3%

2%

13%

86%

2%

1%

11%

Measures to prevent nutrient leaching3

92%
75%
77%

2%
2%
3%

1%
1%
1%

5%
23%
18%

94%
76%
80%

1%
1%
3%

1%
1%
2%

4%
22%
15%

Measures to preserve soil structure against soil
compactness3

68%

2%

1%

29%

70%

3%

1%

25%

57%

2%

2%

39%

58%

3%

2%

37%

Recording of sources and disposal of farm waste

Disposal of biological waste to a biogas facility
Composting biological waste
Use of harvest and by-products as animal feed
Use of harvest and by-products as fertilizer

Soil and nutrient management
Fertilisation according to analyses and advice
Use of organic fertilisers (manure included)

3

Erosion prevention

*

Due to rounding, it is possible that the sum deviates from 100%.
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2014

2016
Do not take
action

Have already
taken action
(in the past
three years)

Have taken
action
(since 2015)

Will take
action (in the
coming three
years)

Do not take
action

0%
2%
3%
1%
7%
4%

4%
32%
31%
14%
33%
15%

96%
69%
72%
87%
60%
86%

1%
2%
2%
2%
4%
2%

0%
1%
2%
1%
8%
4%

3%
27%
24%
9%
28%
8%

2%

2%

62%

38%

2%

3%

57%

14%

1%

5%

80%

14%

2%

5%

79%

48%

2%

5%

45%

49%

3%

6%

41%

Maintaining small landscape elements

74%

2%

1%

23%

77%

2%

2%

19%

Sowing field boundaries and/or maintaining
natural vegetation3

58%

2%

3%

37%

60%

4%

4%

32%

Applying crop rotation4

79%
62%

1%
2%

1%
3%

19%
33%

79%
65%

2%
2%

1%
4%

19%
30%

Measures to improve ergonomics and working
conditions during planting, sowing, harvesting,
sorting and packing5

80%

2%

2%

16%

81%

2%

2%

15%

Making employees aware of hazards and risks and
providing proper protection5

95%

2%

0%

3%

94%

2%

1%

3%

Employment of persons with reduced chances on
the labor market5

39%

2%

1%

58%

41%

2%

2%

54%

Providing annual health check for employees

91%
33%

2%
2%

2%
2%

5%
63%

91%
32%

2%
2%

2%
3%

5%
64%

Offering internal (technical) training for
employees (on farm)5

53%

2%

3%

41%

58%

3%

3%

36%

Offering external (technical) training for
employees (off farm)5

13%

2%

3%

83%

13%

2%

4%

81%

49%

2%

1%

48%

51%

2%

2%

45%

59%

4%

4%

33%

64%

4%

4%

28%

Open communication with local residents

75%
82%
52%

1%
1%
1%

0%
3%
2%

23%
14%
45%

79%
86%
58%

1%
2%
1%

1%
2%
2%

19%
10%
39%

Participating in the socio-cultural life of the local
community

58%

1%

1%

40%

61%

1%

1%

37%

Direct sale to consumers

32%

2%

1%

65%

32%

2%

1%

65%

Have taken
action
(since 2013)

Will take
action (in the
coming three
years)

Prevention of point pollution

94%
64%
63%
82%
56%
78%

2%
2%
3%
2%
4%
3%

Use of spray equipment fitted with a computer or
electronically controlled nozzles

34%

Participating in joint nature development plan
Implementing proprietary nature management
plan

Have already
taken action
(in the past
three years)

Crop protection and IPM
Crop protection according to advice
Prevention
Observation
Intervention
Drift reducing measures3

Biodiversity

Fitting farm in landscape and the environment

Employees

5

Providing sufficient facilities for employees

5

Organising social and leisure activities for
employees5
5

Speak and understand the language of employees

Social engagement (good neighbourliness)
Affiliation with a farmers' organisation
Attending technical or commercial meetings

1
2
3
4
5

Only applies to producers using irrigation.
Only applies to producers growing vegetables in open field.
Only applies to producers growing fruit or vegetables in open field.
Only applies to producers growing soft fruit or vegetables in open field.
Only applies to producers employing external persons.
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