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PROPOSAL ON THE CORE ISSUE OF 
PROTECTING AND IMPROVING HEALTH ACROSS THE EU 

How can improvements be made? 

There are many answers to this question. 

Alongside environmental protection and hygiene behaviour, the main point is to educate people to eat more 
healthily. 
I would like to restrict myself here to the question of healthy eating, although the points discussed below 
would also be applicable to some aspects of hygiene behaviour. 

Healthy eating: fruit and vegetables! 
We have many healthy foods available, but fruit and vegetables in particular will necessarily play a lasting 
and positive role in promoting good health. 
This can only be achieved through information which motivates people to eat more healthy foods. 

What sources of information can be used? 

The existing media can and must of course be used to some extent. 

What is certain is that the flow of information is constantly increasing. The impact of radio, TV, the Internet 
and newspapers/magazines is one the wane, and an increasing amount of time and expense is needed for 
information to get noticed and for its message to be taken on board. 

This was the background to my search for an alternative approach, which I would like to set out below. 

Packaging of fruit and vegetables as the ideal information-carrier! 

The organised retail trade, which sells a high proportion of pre-packaged fruit and vegetables, has an 
especially strong presence where the pace of modern life leaves no room for "slow food", and where there is 
therefore a particular need to educate people. 

Packaged fruit and vegetables are mainly sold in two types of shops: 

a) discounters supply low-price goods to a large clientele who are likely to be from low-income groups and 
have many children; 

b) in super- and hypermarkets, pre-packaged fruit and vegetables appeal to customers who are in hurry and 
are likely to be in the category of double-earners, few children, and not much time to spare. 

Via K. Sartori n. 4 
37121   Negrar (Verona)-1 

tel: +39-0453-7513323; fax:+39-045-6029252 
e-mail: r.fischer@newwayservices.it 



Reinhard Fischer/SANCO 31.01.07 

Pre-packaged fruit and vegetables are the ideal means of delivering information to the consumer, who is in 
many cases the person taking decisions on behalf of his/her family members. 

What makes fruit and vegetable packaging as information-carriers so different from information on 
the radio, TV, the Internet and in newspapers/magazines? 

1) Packaging is a completely new means of advertising or providing information, and attracts particular 
attention as a result. 

2) The information-carrier reaches the target group for which it is intended. Unlike all other media, there is 
no wastage. 

How is the information put onto the carrier? (see photo 1) 
Before the packaging is filled, a silvery (water-repellent) cardboard insert is placed in it, after which the fruit 
or vegetables are put inside. The outward appearance of the product is not altered at all. Only when the 
product is unpacked, a procedure requiring constant eye contact, will the information become visible and be 
inevitably taken note of – unlike information on the radio, TV, the Internet and in newspapers/magazines. 

Why is the information so effective? 

1) The unpacking of sensitive products ensures a high level of attention when the information becomes 
visible. It is virtually impossible to overlook the information. 

2) The information insert can have a lasting effect by being looked at on a number of occasions, provided 
that it is designed in an interesting way. For example. recipes or calorie tables can be included. 

3) The dissemination of the these details meets the urgent need for consumer information. 

4) The novelty of the information-carrier means that the information is more readily recalled than in other 
media.  

5) The information-carrier would be welcomed by the retail trade.  

What is the cost of providing the information? 

The cost of distributing the information (including printing and production of the insert) will probably be 
between € 70 and € 100 per thousand inserts, depending on the size of the print-run and on whether colour-
printing is used. An annual budget of € 50 million would thus enable around 650 million households to be 
directly targeted. 
In my view, there is no better information-carrier if one considers the wastage incurred in other media, quite 
apart from the benefit in terms of recall value. 

What sizes of information-carriers are available? 

All products packaged in transparent plastic punnets. These include many types of summer fruit, but also 
pears and kiwi fruit, as well as several types of vegetable. 

In Italy alone, many hundreds of millions of punnets are used each year for the packaging of fruit and 
vegetables. 
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Who also profits from the use of the information-carrier? 

l) European agriculture would be the major beneficiary owing to the increase in consumption, especially 
those sectors which are regarded anyway as being in a critical state because they generate little income. 

2) Increased turnover will also benefit the entire supply chain. 

Who would be available to implement the project? 

Based on my years of experience as a manager of one of Europe's main fruit and vegetable firms, I, the 
undersigned, could assume responsibility for the project. I am familiar with the work procedures involved, 
know many market operators, and am in a position to implement such a project with my own organisation. 

Please feel free to contact me if you have any further questions 

Yours faithfully 

 
Reinhard Fischer 

Annex: 1 photo 
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