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Food «Revolution» –
what may change in Switzerland and how we could
take advantage from?

A contribution to Eating Healthily ! ?
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■ Human Health

■ Healthy for the environment?

■ Healthy for society?

■ Healthy for economy?

■ Healthy for the Globe / the world?

■ Healthy for…… 

Eating Healthy……

Swiss Food Research | Eating Healthy 25.4.16 |
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Swiss Food Research  -
Bridging Innovations- From Idea to Realization
www.swissfoodresearch.ch

Grande Viaduc de Millau - ein Bauwerk der Superlative. Die 2460 Meter lange Schrägseilbrücke liegt im Süden 
des französischen Zentralmassivs westlich der Stadt Millau und ist die höchste Autobahnbrücke der Welt.
(Quelle: http://www.zdf.de/ZDFmediathek/beitrag/bilderserie/112560/Moderne-Bruecken-Konstruktionen#/beitrag/bilderserie/112560/Moderne-Bruecken-Konstruktionen)

National Thematic Network 
(WTT Support)

Supported by CTI

Linking Competences!
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Swiss Food Research – Idea Transfer & Innovations

Swiss Food Research | Eating Healthy 25.4.16 |

Politics

EconomyScience & Research

Turn knowledge into money

Turn Money into knowledge
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Our Goals:
 Identify Potentials for Innovations
 Initiate Innovation projects
 Linking Partners & Competences – Research & Application
 Foster your Competitiveness at domestic and international level

Swiss Food Research  -
Bridging Innovations- From Idea to Realization
www.swissfoodresearch.ch
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■ 202 Mio. people

■ Large landscape, 8.5 Mio km2

■ Moderate share of agricultural
business – 5.5% of GDP

■ Natural resources available

■ 8 Mio. people

■ Small landscape, 41’300km2

■ Small share of agricultural
business – 0.7% of GDP

■ Agro Food Segment – 15% GDP 

■ (No) natural resources - water

■ High dominance of retailers

Brazil - Switzerland

Swiss Food Research | Eating Healthy 25.4.16 |
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Demographic Situation Brazil - Switzerland

Swiss Food Research | Eating Healthy 25.4.16 |

Mio. Thousands

2015

2050
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Demographic Situation Brazil - Switzerland
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BestAger

Millenials

Millenials

BestAger

Mio. Thousands

2015

2050

High AgerHigh Ager

BestAger

BestAger

Millenials
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The new consumers - Millennials

Swiss Food Research | Eating Healthy 25.4.16 |

One of the largest generations 
in history is about to move into 
its prime spending years. 
Millennials are poised to 
reshape the economy; their 
unique experiences will change 
the ways we buy and sell, 
forcing companies to examine 
how they do business for 
decades to come.

Quelle: Goldmann Sachs
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Consumers in their «best» age

Swiss Food Research | Eating Healthy 25.4.16 |

The „Golden Agers“ will provide high profit margins

„Golden Agers“ will spend their money

Best Ager / Golden Agers
are considered as

- Wealthy
- Quality oriented
- Interested in new things
- Willing to consume
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■ Elderly people

■ Staying healthy
 Social cost impact factor

■ Special Nutrition required

■ What is consumed «today» will pay back «tomorrow»

Consumers in their «High Age»

Swiss Food Research | Eating Healthy 25.4.16 |
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■ Values and expectations change fundamentely

 Truthfullness & Honesty
 Transparency
 Sustainable
 «Comfortable & convenient»
 Technology driven
…….

■ New conditions
 Societal
 Technology

■ New solutions are possible and also required

Consequences

Swiss Food Research | Eating Healthy 25.4.16 |
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Switzerland‘s resource for the future

Swiss Food Research | Eating Healthy 25.4.16 |

2015: 18 Billion CHF for R&D – 70% private, 30% public

Quellen: Global Competitiveness Report 2013-2014, im Global Innovation Index 2013 ebenso wie im Innovation Union 
Scoreboard 2013  - 1. Platz. SBFI, BFS
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US – Investments into Agro Food – 10 times increase

Swiss Food Research | Eating Healthy 25.4.16 |

Venture Capital Investments into Agro Food products – US
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Examples in Switzerland

From central to decentral

Networksystems
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On-line shop for organic product - from farm to market

Swiss Food Research | Eating Healthy 25.4.16 |
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Value: Know your farmer – True & regional

Swiss Food Research | Eating Healthy 25.4.16 |
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Speciality products – Vegans are on line

Swiss Food Research | Eating Healthy 25.4.16 |
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New concepts – Swiss Mooh – Nordostmilch & Direct
selling

Swiss Food Research | Eating Healthy 25.4.16 |
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■ Disruptive business models

■ «Uber model» for Agro Food

■ New trading channels

■ By passing the classic retailers

■ Give higher margins to farmers

Summary I

Swiss Food Research | Eating Healthy 25.4.16 |
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New Ways for Gastronomy – Collaboration with local
farmers: Local = fresh = healthy

Swiss Food Research | Eating Healthy 25.4.16 |
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Technology – Shockfrost & Vacuum – keep nutrients

Swiss Food Research | Eating Healthy 25.4.16 |
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Production & Technologie - from central to decentral

Swiss Food Research | Eating Healthy 25.4.16 |

Quelle: Google Bilder
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Generation change in family business – new set ups

Swiss Food Research | Eating Healthy 25.4.16 |
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Convenience - Technology and Multiplications

Swiss Food Research | Eating Healthy 25.4.16 |

Quelle: Google Bilder
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Digital technology & eating healthily

Swiss Food Research | Eating Healthy 25.4.16 |
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■ Discruptive business models will open new trading paths

■ Bypassing the classic retailers & Give higher margins to farmers
■ New trading channels

■ Sustainable farming leads to healthier products

■ New technologies lead to new products
 3 D printing – Inprocess combinations of products / nutrients
 Novel pasterurization – higher content of nutrients

■ Bio & Digital technology
 Personlized food – who needs what

Consequences for Eating Healthily?

Swiss Food Research | Eating Healthy 25.4.16 |


	Food «Revolution» – �what may change in Switzerland and how we could take advantage from?�
	Eating Healthy……
	Swiss Food Research  - �Bridging Innovations- From Idea to Realization�www.swissfoodresearch.ch
	Swiss Food Research – Idea Transfer & Innovations
	Swiss Food Research  - �Bridging Innovations- From Idea to Realization�www.swissfoodresearch.ch
	Brazil - Switzerland
	Demographic Situation Brazil - Switzerland
	Demographic Situation Brazil - Switzerland
	The new consumers - Millennials
	Consumers in their «best» age
	Consumers in their «High Age»
	Consequences
	Switzerland‘s resource for the future
	US – Investments into Agro Food – 10 times increase
	Examples in Switzerland
	On-line shop for organic product  - from farm to market
	Value: Know your farmer – True & regional
	Speciality products – Vegans are on line
	New concepts – Swiss Mooh – Nordostmilch & Direct selling
	Summary I
	New Ways for Gastronomy – Collaboration with local farmers: Local = fresh = healthy
	Technology – Shockfrost & Vacuum – keep nutrients
	Production & Technologie - from central to decentral
	Generation change in family business – new set ups
	Convenience - Technology and Multiplications
	Digital technology & eating healthily
	Consequences for Eating Healthily?

