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HOW	TO	DO	BUSINESS	IN	THE	EU?		
OPPORTUNITIES	AND	CHALLENGES	

May	2019,	Curacao	–	National	Export	Awareness	Week	
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Marketing	Consultant	
Globally	Cool	

Dutch														
29	years	
3	siblings	

Hobby’s:	Too	many	to	
mention	

BSc	from	Wageningen	
University	
MSc	from	Nyenrode	Business	
University	

Market	and	Trade	analyses.	
Training	and	coaching	
Strategy	Formulating	

FrieslandCampina	
DSM-
Pharamceuticals	
Vattenfall	

Introduction:	Elske	Muijs	
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Introduction:	Alfons	van	Duijvenbode	

Managing	Consultant	
Globally	Cool	

Dutch													
Born	35	B.G.																	
2	kids	|	1	wife																			
1	dog	

Sports	lover:	tennis,	
cycling,	surfing,	skiiing	

Export	marketing	strategist	
consultant,	trainer	and	
coach	

25+	years																					
50+		countries							
5,000+	trained	

UN,	governments,	
technical	assistance	
bodies,		chambers,		
associations,	trade	
promotion	bodies		
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About	us	…	
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Some	clients	
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Objectives	
  Enlightening	you	and		
  Introducing	you	to	opportunities	and	challenges	in	
terms	of:	

  Market	Trends,	
  Market	Access	Requirements	and	
  How	to	find	your	buyers	

  So	you	can	increase	your	chances	of	success	when	
doing	business	in	the	EU.		



INTERNATIONAL BUSINESS MADE EASY



INTERNATIONAL BUSINESS MADE EASY

Go	to:	
www.kahoot.it	

Enter	pin	code	
nickname	

Interactive	game	
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Question	
 Who	already	exports	to	the	EU?	
 What	is	your	main	export	product?	
 What	is	your	main	EU	export	destination?	
  How	did	you	prepare	yourself?	
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Leading	trends	in	the	European		
food	market		
1.Concern	about	health	and	well-being	
2.	Diversification	of	products	and	
flavours	
3.	Consumers	&	convenience	
4.	Food	safety	
5.	Sustainability	as	a	mainstream	
business	principle	
6.	The	Story	behind	the	product	
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	traditionals	
	

quinoa,	maca,	lucuma,	
chia,	acai,	camu	camu,	
purple	corn,	aloe	vera,	
moringa,	mangosteen,	
coconut	water	etc	

	

	exotics	

a.	Demand	for	(exotic)	superfoods		

Nutrient	dense,	antioxidant-rich	

	
blueberry,	kale,	avocado,	
sesame,	beans,	seeds,	nuts,	

turmeric,	cumin,	
pomegranate	etc.	

Trend	1:	Concern	about	health	and	well-
being		
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increase	in	the	percentage	of	food	and	drink	products	launched	between	2014	
and	2015	containing		

70%	

chia		

31%	

teff	

27%	

quinoa	

a.	Demand	for	(exotic)	superfoods		

Trend	1:	Concern	about	health	and	well-
being		
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b.	More	demand	for	Organic	food	

		

11.4%		

Trend	1:	Concern	about	health	and	well-
being		
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b.	More	demand	for	additive-free	products	

Trend	1:	Concern	about	health	and	well-
being		
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b.	Example	Additive-free	products	

Clean	labeling	

Trend	1:	Concern	about	health	and	well-
being		
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Just	7	
ingredients	

b.	Example	Clean	labeling	products	

Trend	1:	Concern	about	health	and	well-
being		
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c.	Light	products	

Less	traditional	sugar	
Other	sweeteners	gain	popularity		(lucuma,	inulin,	
stevia,	tree	syrups,	coconut	blossom	sugar)	
	
……..	Conumption	of	fruit	juice:	

	
						5%	
From	‘juice’	to	‘water	with	fruit’		

Trend	1:	Concern	about	health	and	well-
being		



INTERNATIONAL BUSINESS MADE EASY

	
	
		
	
	
	
	
	
fruit	bars,	
dried	fruit		
edible	nuts		
vegetable		
and	fruit	
chips	

c.	More	demand	for	healthy	snacks	

Trend	1:	Concern	about	health	and	well-
being		



INTERNATIONAL BUSINESS MADE EASY

d.	The	flexitarian	effect/	Green	light	for	
vegetables	
  On	the	one	hand	consumers	reduce	regular	meat	(animal	
products)	intake	on	health,	sustainability	or	animal	welfare	
grounds.	

  On	other	hand	vegetables	increasingly	hidden	in	non-typical	
food	and	beverage	products.	

	

Trend	1:	Concern	about	health	and	well-
being		
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Trend	1:	Concern	about	health	and	well-
being		
	e.	Processing	the	natural	way	
  Consumers	want	foods	that		

have	been	processed	in	a	manner	that	
is:	

  Artisanal	
  Traditional	
  Natural		
  Authentic	

  This	is	better		
understood	than	modern		
processes	

	

According	to	
grandma’s	recipe	

Primitive,	
traditional	bread	
from	the	mill	
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	a.	Demand	for	new	exotic	varieties	
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Trend	2:	Product	Diversification	

a.	Demand	for	new	exotic	varieties	
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Trend	3:	Consumers	want	healthy	
convenience		
a.  Small	portion-packs,	also	for	on-the-go	
b.  Healthy	Instant	breakfast	/	Smoothies	
c.  Pre-cut	fresh	fruit	and	snack	veggies	
d.  Seedless	grapes	and	other	fruits	
e.  Ripened	fruits	
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a.	Small	portion	packs	and	reclosable	packs	
healthy	snacks	
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…also	for	dinner	and	other	
meals	
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b.	Healthy	Instant	Breakfast	
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c.	Pre-cut,	ready-to-eat	fruits	and	snack	veggies	
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d.	Seedless	grapes	and	other	fruits		
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e.	Ripened	fruits		
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 Flow	of	compliance	…	

HACCP 

Depends more  
on inspector 
discretion  

System to prevent biological, 
chemical, physical contamination 
 
7 principles 
1.  Identifying hazards, assessing 

risks 
2.  Identifying Critical Control Points 
3.  Establishing critical limits 
4.  Implementing 

continuous monitoring 
5.  Implementing 

corrective measures 
6.  Verification, Validation 
7.  Documentation, 

Record-keeping 

(GLOBAL)  
GAP 

Control points and 
compliance criteria on: 

•  Traceability  
•  Integrated Pest 

Management 
•  Site management 
•  Workers health and safety 
•  Waste management  
•  And more 

Fruits, vegetables, tea, 
coffee, aquaculture 

GMP  
GHP 

BRC 

BRC 

BRC 

BRC 

BRC 

IFS 

BRC 

ISO22000 

Guidelines for manufacturing, 
testing, quality assurance, incl. 
 
Process control 
-  Evaluation of incoming materials 
-  Premises and controlled 

environment 
-  Testing of equipment 
-  Measurement of temperature, 

moisture etc. 
Documentation 
•  Record keeping 
•  SOPs 
Traceability and Recall system 
Good Hygiene Practices 
Training of personnel 
 

Trend	4:	Food	Safety	
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Trend	4:	Food	Safety,	Buyer	requirements	

 Buyers	may	have	stricter	requirements	than	
legal	requirements!	

  Buyers	often	want	GLOBALGAP,	BRC,	IFS,	
ISO22000.		

  Sustainability	standards	and	codes	of	conduct	can	
also	be	required	
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Social	responsibility	becomes	mainstream		

  Different	kind	of	schemes:	
  For	food:	UTZ,	Rainforest	Alliance	and	the	GlOBAL	GAP	add	
on	risk	assessment	on	social	practice	(GRASP)	
  Generic	certifiable:	SA	8000,	OHSAS	18001		
  Generic	codes/guidance	documents:	ETI	(SMETA	audit),	
BSCI,	ISO	26000	
  TIP:	BSCI	and	SMETA	(ETI	based):	One	audit	for	multiple	
customers		
  All	in	one	place	at	http://sustainabilitymap.org		
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Are	you	in	or	out?	Retailer	codes	of	
conduct	

33	
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Example	social	responsibility			
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  (Millenial)	Consumers	
want	a	real	connection	
with	their	food.	
  They	are	sensitive	to	
cause	related	marketing	
  Real	means:	

  Telling	the	story	of	where	it	
comes	from	

  Going	beyond	certification	
	

Trend	6:	The	story	behind	the	product	
Creating	a	real	‘link’-	Telling	
the	Story	
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Leading	trends	in	the	European		
tourism	market		
1.	From	Exclusive	and	authentic	travel	to	
Transformational	Travel	
2.	Personalised	Travel	
3.	Peer	to	peer	travel	
4.	Specialized	holidays	
5.	Promising	new	target	groups	
6.	Sustainability	and	Social	Responsibility	
7.	Professional	online	presence	and	Story	telling	
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Transformational	Travel	
  People	want:	

  To	learn	something	new	
  Gain	a	new	perspective	
  Have	a	reflective	moment	
  Improve	physical	wealth	and	
well-being	

  Interact	with	local	people	
  Enrichment	
  A	deeper	connection	with	
nature	and	culture	
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Personalised	travel	

 People	want	customized	packages	
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Peer-to-peer	travel	
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Specialized	holidays	

 Adventure		
 Community-based	
 Culinary		
 Cultural/religious	
 Nature	&	Eco	or	wildlife	
  Inner	Physical	wellness	
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Promising	new	target	groups	
  Seniors	
  Disabled	
  Solo	travelers	
  LGBT	
  Families	with	older	kids	
  Single	parents	
 Millenials	
  Groups	
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Sustainability	and	social	responsibility	

 Package	Travel	Directive	(increased	insurance	
expectations)	
 General	Data	Protection	Regulation	
 Codes	of	conduct	

  Social		
  environmental		
  animal	welfare	
  Protection	of	children	

	



INTERNATIONAL BUSINESS MADE EASY

Sustainability	and	social	responsibility	
  Niche	Market	Requirements	

  Sustainability	certifications	(Green	Globe,	
rainforest	alliance,	travellife)	

  Sustainable	destinations	certification	(Biosphere	
responsible	tourism,	Earthcheck)	

  CO2	footprint	carbon	calculator	(new)	
  ISO	standards	

  See	Global	Sustainable	Tourism	Council	and	
ITC	sustainabilitymap.org	for	more.	
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Professional	online	presence	

 Social	media	/	review	sites	
 Travel	bloggers	
 Mobile	travel	bookings	
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SECTOR	TRENDS,	REQUIREMENTS	AND	
DEVELOPMENTS	
WHERE	ARE	THE	SOURCES?	
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More	information	–	CBI	for	European	
markets	

www.CBI.eu		
	

Market	Intel	and	Tips	
•  Trends	
•  Market	access	

requirements	
•  Distribution	channels	
•  Buyers	
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Where	to	find	buyers?	
  CBI	as	a	source	
  Trade	fair	directories	
  Associations	
  Business	directories	
  Support	organisations	
  Social	media	platforms	
  Your	supporting	Ministry	
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https://www.cbi.eu	
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10	tips	to	find	buyers	
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Finding	the	right	tradefair	for	you!	
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Business	directories	
  Europages	
http://www.europages.com		

	
  Kompass.com	
http://www.kompass.com			
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Social	Media	–	LinkedIn	
 
  LinkedIn 
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63 
Source: 
LinkedIn Feb 2016 

545	million	+	
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Missing	
puzzle	
pieces?		
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 Join	us	tomorrow!	For	more!	
 More	on	Digital	Marketing:	Promoting	your	
business	through	effective	website	
marketing	

 Where	and	when?	
 WTC,	Wayaka	Room	-	09:00-10:30		
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THANK	YOU	

www.linkedin.com/company/globally-cool	

www.facebook.com/globallycool	

www.twitter.com/begloballycool	 www.youtube.com/begloballycool	

www.instagram.com/begloballycool	

THANK	YOU	
more	info	

GLOBALLYCOOL.NL	


