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What is EuroCommerce

• More than 100 members from 28 countries
• From retail, wholesale and international trade
• The closest link between industry and the nearly 500 

million consumers

Role:
• To promote the best interests of the trade sector 

with the EU institutions
• To improve the quality of legislation for the sector 

and reduce costs and uncertainties for businesses
• To provide comprehensive information to members on 

EU developments impacting their daily activities



Consumers are not
yet convinced

• Doubts about the national and EU authorities
• Doubts about the scientists
• Lack of unanimity: scientists, politicians, lobbies
• GMOs acceptable for medical use, but not for 

food
• Concerns over safety, the environment, the 

economy and responsibility
• Eating is an activity that involves

(positive) emotions

Freedom of Choice, Vienna, 4-6 April 2006



Consumers demand transparency

• Labelling guarantee consumer information about 
products that have been obtained from genetically 
modified plants.

• The retail trade is in favour of these Regulations -
Consumers should be able to decide themselves 
whether or not they want to buy GMO products. 

• Despite a better labelling legislation, nothing has 
changed on the shelves of the supermarkets . . .  

Freedom of Choice, Vienna 4-6 April 2006



• Retailers adapt their offer to the consumer's wishes

• Most retailers exclude the use of genetically modified 
raw materials in their own-label products

• As long as there is not an acceptance by the majority, 
no GM products will be included in their product ranges

• There is still no communicable benefit for consumers…

The response 
of retailers
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Coop's Genetic Engineering 
Guidelines

Coop does not allow the use
ingredients or additives fro

genetically modified raw mate
in Coop own-label products

Coop allows the use of vitamin
enzymes that have been produ
by genetic engineering metho



Limits of transparency: 
animal products

• GM feed has been subject to labelling since 2004…
• But meat, dairy products or eggs from animals that 

are fed with GM products need not be labelled.

• However: Consumer organisations and NGOs are 
demanding the labelling of these products. Critical 
consumers want to know how animals have been fed.

• Producers and the retail trade must have the 
chance to inform consumers about GMOs in feed 
so that consumers can make an informed choice. 

Freedom of Choice, Vienna, 4-6 April 2006



"Produced without genetic 
engineering"

• Some countries have issued specific regulations for the 
"Produced without genetic engineering" declaration.

• The requirements also encompass substances like food-
additives manufactured "with the help of" genetically 
modified micro-organisms in closed systems.

• Since these substances are widely used, this 
declaration is only applicable in a few instances.

• EuroCommerce calls on the EU Commission to adopt 
standardised measures regarding the information 
provided to consumers on conventional products.
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Consumers demand
freedom of choice

• Consumers want to be able to choose between 
genetically modified, conventional and organic 
products.

• Retailers acknowledge this demand and support clear 
rules for coexistence in agricultural production.

• To ensure reliable compliance with the current 0.9% 
limit for food and feed, adventitious contamination 
must be minimized at all levels.

• EuroCommerce is calling for the adoption of rules on 
co-existence based on EU guidelines.

Freedom of Choice, Vienna, 4-6 April 2006



• With the spread of genetically modified plants, there 
is a growing danger of higher levels of contamination 
with GMOs. 

• The measures to limit the spread of GMOs must be 
taken by those who grow and market the GMOs. 

• The measures have to start with the seeds. If limits of 
0.5% are tolerated in seeds, there is no leeway for the 
subsequent stages.

• EuroCommerce urges the Commission and the 
Member States to adopt strict purity standards 
regarding GM contamination of seeds.

Freedom of choice 
begins with the seed

Freedom of Choice, Vienna, 4-6 April 2006



Where are the limits of 
freedom of choice?

• Establishing separate goods flows along the entire 
chain is complex and expensive.

• Producers and retailers will therefore have to examine 
carefully where it is worthwhile introducing such 
systems. 

• As experience in the feed industry shows, the decision 
is usually "either GMO or conventional" and not "both 
GMO and conventional". 

Freedom of Choice, Vienna, 4-6 April 2006



• Consumers still have an unenthusiastic or even negative 
attitude to GMOs. 

• Although transparency has improved greatly with the 
Regulations in force for the past two years, not all 
labelling issues have been satisfactorily resolved from 
the consumer's point of view. 

• If the different production methods are to be able to 
coexist, strict rules will be needed, starting with 
seeds. It will also be necessary to create conditions 
that do not place the cost burden solely on 
conventional or organic products.

Conclusions
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Thank you!
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