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CONCLUSION
Ensure consumers have unrestricted access to 
safe, quality and nutritious food.
An interdisciplinary approach : shared
responsibility for all stakeholders involved.

Educate food handlers about their
responsibilities
Reduce production and consumption of
unsafe foods

OBJECTIVES

International Food Hygiene and Safety 
Training Course

Authors: Bernard Kwame Asare, Bolade Olasoji, Ikeoluwa Yusuff, Jwala Thapa, Winifred Tettey, Zanthunglo Ngullie
Supervisor: Prof. Dr. Sigune Lopp.

INTRODUCTION
Food-borne diseases : one of most frequent public health problems in daily life.
Approx. 25% of foodborne illnesses within the EU associated with restaurants,
cafes, pubs, and hotels.
Food handlers’ training increases knowledge and awareness:

Simple measures
Easily applied by food handlers

Project goal: educate food handlers using animated video.

Provide food handling workers the food safety
standards requirement
Provide food handling staff safe food handling
techniques

METHODOLOGY
Research on Project Management Tools
Target group defined and finalization of
module topics
Literature research on module topics
Finding video animation software
Animation creation through PowToon
application

CONSTRAINTS
Inability to meet in person due to the
Covid-19 pandemic
Poor internet connection
Difficulty in creating animation videos
The animation-creation process was time-
consuming

RESULTS

Minimize the occurrence of food-borne
illnesses
Implement best practices throughout the
food supply chain
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Link to trailer: 
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P2dXGg25SqELaj/view?usp=drivesdk

Link to full course: 
https://drive.google.com/file/d/1yo1EjsSGTkCO-
Y3q6JV5NHLO7E50oix7/view?usp=drivesdk
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Introduction
On January 30, 2020, the World Health Organisation declared
the outbreak of the novel coronavirus to be a public health
emergency of international concern, giving COVID-19 the
highest alert level. Since then, the COVID-19 pandemic has
drastically changed the lives of those around the world. The
pandemic has been one of the greatest and most challenging
crises the world has faced in recent decades. Everyone,
regardless of origin, gender, age and race, have been affected,
and public life has been completely different from what we were
used to. Undoubtedly, the COVID-19 pandemic has also had
unexpected impacts on food business education and practice.
Also, the 15th anniversary of the IFBC programme in 2021
coincided with the COVID-19 pandemic. To mark this unusual
anniversary, an essay competition was held as a useful tool for
reflection.

Objective
• To establish a new awarding scheme for an international

writing competition (essays) on "The pandemic’s impact on
food business education and food value chains: global
reflections”

• To identify sponsors for the scheme
• To promote and communicate the new scheme (online,

website) and enhance its visibility
• To organize an online awarding ceremony
• To publish a book with the collective essays of the best

Methods / Procedures
• Essay Writing Contest
• Two Groups: IFBC graduates who are working in the food

supply chain and students who are currently studying within
the IFBC programme

• Publish a website as an information tool, for the registration
process and advertisement

• Independent jury which was composed of current and former
IFBC program directors

• Selection of the 15 best essays by previously chosen criteria
• Awarding Ceremony to announce the winners of the Essay

Writing Contest and to celebrate the 15th anniversary of the
IFBC programme

Constraints
• The number of participation from both students and graduates

was not as many as expected
• There was an amendment on how the essays were handled

in the end. Instead of choosing the 15 best essays from each
group (students and graduates), there were only 15 best
essays in total (a combination of students' and graduates'
essays)

• We strived to balance the work of the students and graduates
in the final publication

• It was quite challenging using a new platform (Gathertown) as
many were new to the interface

The pandemic’s impact on food 
business education and food value 

chains: global reflections
Pious Anoi, Viola-Maria Cußmann, Gervasius Harwin Wangrimen

Supervisor: Prof. Dr. Christian Herzig 

1) https://www.ifbcpandemicstories.com/ 

Results
• The criteria for the essay competition were “Fulfilment of the

Task”, “Readability”, “Structure”, “Creativity and Innovativeness”,
“Personal Voice and Reflection”, “Language”, and “Length”

• The event was sponsored by Sparda-Bank Hessen, the faculty of
organic agricultural sciences of Kassel University, and
Hochschulverband Witzenhausen e.V.

• The event was communicated through our website
(https://www.ifbcpandemicstories.com/), moodle, and social media
(Facebook, Instagram, and IFBC mailing list)

• The awarding ceremony was held on December 21, 2021 via the
online platform ”Gather”. The ceremony was attended by around
46 participants, 4 team members, the jury members and 4 guest
speakers. The winners of the competition came from different
countries which showed competitiveness

• The short-listed essays were documented in a book published by
Kassel University Press

Conclusion
At the end of the competition, it was found that essays were quite a
good platform for both students and professionals to express their
views, feelings and experiences for any given topic. Especially one
that greatly affects our lives like the pandemic. The ideas raised to
curb, control and prevent the breakdown in food value chains as is
evidenced in the current pandemic. The students desire to
persevere in such difficulties in study and work also proved quite
intriguing given that these are international students in a new
environment. In all, the event has shown to be one that if possible,
should be held every year concerning different topics and hold
forums for further discussion and actions.



Introduction
A reduction in meat consumption and switching to a more sustainable plant-based diet seems inevitable.
Studies have found that the dietary GHG emission in Kg of CO2 equivalent per day was 7.19 for heavy meat eaters whereas it was 2.89 for vegans.
An adoption of vegetarian and vegan lifestyles and concerns on animal welfare, climate change and wastage of resources have increased the demand for meat substitutes.
Consumers are increasingly seeing a paradigm shift towards meat alternatives. The market size of meat substitutes in Germany is 405 million euros.
Thus, a study on the consumer perspectives on meat alternatives is needed to understand the potential barriers, prejudices and evaluations associated with it.

Objectives
Quantitative survey: evaluate main reservations and prejudices of omnivores towards current vegan meat alternatives:
• Influence of meat (stemming from animals) consumption
• Sustainable consumption pattern effect
• Effective messages for marketing communication based on the evaluated prejudices
• Removing barriers towards meat alternatives

Methods / Procedures
• Development of 5 hypotheses based on literature review

1. Higher meat consumption leads to higher tendency to reject vegan meat substitutes.
2. High usage of artificial ingredients (additives) leads to negative consumer perception
3. The closer a substitute imitates the original product, the more positive the perception of the product.
4. Some core benefits of the vegan substitute are more important to omnivores, than others.
5. Existing marketing messages are tackling omnivores barriers for meat substitute consumption with different efficiency.

• Development of quantitative online questionnaire to test 5 hypotheses
• Survey distribution:

– Facebook: survey groups worked well, but meat specialised groups (e.g., barbecue fans) rejected or ignored our requests
– LinkedIn: effectiveness questionable
– Online forums: Pollpool, Surveycircle, Thesius effectiveness questionable
– Local platform: Wiz-Frosch effective
– Business network: effectiveness questionable

• Convenience sampling; n = 199 (participants) filter question: 182 (target population)
• Analysis via SPSS: Correlation - Spearman test, ordinal regression …

Constraints
• Biased educational share especially big overrepresentation of Bachelors and Masters
• Sorting out of invalid data/participants (not finalised yet)
• Literature based hypotheses partly differ from country and time

Results

Conclusion
The more meat is consumed, the more vegan meat alternatives are consumed are we at the start of a changing trend??? (or due to biased representation of actual
target population)
Most important factors to be addressed for marketing purposes:

Juiciness
Taste
Appearance
Environmental sustainability
Without gluten

The FOPLs of Rügenwalder Mühle Nuggets are the most appealing ones

Vegan meat alternatives: evaluation of reservations 
and prejudices Dr. Alexander Quadt
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Hypothesis 1: Higher meat consumption leads to higher tendency to reject vegan meat substitutes.
Spearman  rs = 0.541 high correlation; p-value = 0.000 highly significant opposite way than 
expected: the more meat consumed, the more vegan meat alternatives consumed as well

Hypothesis 2: High usage of artificial ingredients (additives) leads to negative consumer perception
Spearman  rs = 0.143 low correlation; p-value = 0.055 insignificant further examination 
within respective subgroups

Hypothesis 3: The closer a substitute imitates the original product, the more positive the perception of the product.
ordinal regression: p-value= 0.002 for appearance, 0.018 for juiciness and 0.033 for taste these 3 
are highly significant out of 5

Hypothesis 4: Some core benefits of the vegan substitute are more important to omnivores, than others.
ordinal regression: p-value = 0.000 highly significant for only 2 factors (environmental 
sustainability, without gluten) out of 11.

Hypothesis 5: This research assumed that the more the marketing message appeals on the Front of Package Labels

of a food product, the more likely consumers to choose this product over others. .

Factors P-Value (Significant)

Appearance 0.002

Taste 0.033

Juiciness 0.018

Environmental Impact 
(Recyclability)

0.00

Without Gluten 0.00

n = 4 n = 39 
n = 62 n = 67 n = 9 

Missing 
n = 1 

rs = 0.541

p = 0.000

Figure 3: The percentage distribution of participants' choices based on the 
written marketing message appeals of FOPLS

[1] the most likely, [2] likely and [3] the least likely.



Trading inhibitions between Africa and the EU - Developing a 
blueprint scenario for SMCs in food business
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Ajaegbu, Bayonle Okunola

Supervisor: Prof. Dr. Marc Birringer
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Introduction
Trading between Africa and the EU has obtained recognition with an augmented interest among exporters as well as the trading sector.
This project aims to identify and understand non-tariff barriers to trade with the goal of establishing a virtual model for Small and Medium sized Companies/ 
Enterprises(SMCs) . The model seeks to achieve innovative and sustainable food business using real case scenarios from the trade of pineapple, hibiscus plant, 
and bitternut garcinia cola from Ghana and Nigeria to the EU.  

Objectives
• Identification of trade restrictions (i.e. non-tariff barriers to trade)

• Analyzing the needs for phytosanitary certificates

• Setting up a virtual SMC for innovative and sustainable foodstuff

• Case scenarios for pineapple, Hibiscus plant and African bitter nut garcinia 
cola

Results 

Methodology

rios for pineapple, Hibiscus plant and African bitter nut garcinia

Figure 1: Setup Guide

Step 1: Identifying trading experts (exporters and importers of the crop 
varieties) (n=3)
Step 2: Conducting interviews of experts (n=2)(Tropigha Farms Ghana, 
Fortune Commodity LTD., Nigeria.
Step 3: Creating a virtual blueprint for SMC start-ups 

A blueprint for small and medium scaled businesses was developed from interviewing experts who trade in African bitter nut and organic pineapples to 
the EU from Nigeria and Ghana respectively. This blueprint enlightens SMEs on existing non-tariff restrictions and provides a guide to overcome these 
barriers. Most of these trade barriers are however not from these SMEs, but are from governmental rules and policies as well as important requirements 
such as phytosanitary certificates(Henson & Loader, 2001) as shown in Figure1 . 

Conclusion
The EU and Africa hold a promising food trade relationship that is undoubtedly beneficial . However, Africa is yet to advance in fulfilling standard 
requirements. Though the gap seems wide, there is still opportunity, especially for SME’s to overcome the barriers to exporting goods to the EU. An 
organized work setup structure such as the one provided above helps in ensuring that requirements and intricacies are fulfilled more easily.





Introduction

Methods

Results
- 61.3% of respondents found the current product information system sufficient (figure 1) and 64.5% found
product information adequately understandable (figure 2), hence, not complex.
- However, 90.3% of respondents preferred a hybrid approach to presenting product information on labels.

Conclusions
The main aim of product information systems is to effectively communicate information so that consumers can make
informed choices. Optimising the existing system by presenting product information in graphics and text (hybrid) and
employing the use of QR codes that can be scanned to give consumers more detailed information if required could
sufficiently meet the product information needs of German consumers.

Product Information for Processed 
Foods

Adedayo Adebomi, Ahmed Habib, Busola Omotayo, Elisa Islas, Firdevs Bengü Büyükdereci, 

Hilary Osemudiamhen Anetor, Kristeena Daniella Abbey, Maris Micky Obadiaru, 

Opeyemi Ojo Oluwasina, Refat Mahtarin. 

Supervised by Dr Alexander Quadt

1) Kelly, B., & Jewell, J. (2018). Health Evidence Network (HEN) synthesis report 61. Copenhagen: WHO Regional Office for Europe.
2) Miller, L. M. S., & Cassady, D. L. (2015). The effects of nutrition knowledge on food label use. Appetite, 92(1), pp. 207-216.

Limitations

- Restricted access to a larger sample size due to
language barriers.

- Limited scope of information due to small sample size.

- Some amount of social desirability bias may have been
introduced by respondents.

Qualitative Research Methodology

Sampling 
Size:
N=31

Sampling 
Method:

Convenience 
Sampling

Data 
Collection 
Method:
Personal 

Interviews

Data Analysis 
Tool: 

MaxQDA

Figure 1: Sufficiency of Current 
Product Information Systems

Figure 2: Comprehensibility of Current Product 
Information Systems

Food product information often given in the form of food
labels help consumers to make informed healthier food
choices2. However, it is argued that the current food labels
are complex, confusing and sometimes insufficient for
consumers1.

Objectives
- Determine the context within which current product

information systems are considered complex and
insufficient.

- Determine the nature and amount of product
information German consumers want.

- Optimise product information systems for processed
foods to meet consumer needs in Germany.

It would be good to 
know exactly how 

the specific 
ingredients were 

grown or sourced.

Further insights into 
production methods 
of the entire product 

will be nice. 

INGREDIENTS:

100% filtered apple 
juice

Bio Ascorbic Acid 
(Vitamin c)

APPLE JUICE

NUTRITION FACTS:

Energy
217kJ
51kcal

12%

Fat
0g

0%

Sugars
24g

15%

Salt
0%

0%

Each serving (100g) contains

of an adults guideline daily amount

Distributed by Apple & Apple
33123 WITZ

Shake Well Before Serving

Refrigerate After Opening

GLUTEN FREE
100% JUICE
NO ARTIFICIAL SWEETNERS

For details on production 
methods, please scan 

Figure 3: Visual Representation of 
Proposed Concept







Diversification of Soybean-based Products 
“Utilization of Soy Okara in Tortilla Chips”
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Introduction
Soybean residue or so-called okara, is a by-product from tofu or soymilk processing, is produced in vast
quantities worldwide. Okara has a high nutrient content, such as fibre, protein, lipid, vitamins, and
trace minerals. Unfortunately, most of the soybean residue produced is utilized as feed for livestock. Its
possession of high-value nutrient allows it to be processed as a high value of food product for human
consumption such as snacks. In the growing market of salty snacks and ready to eat products, corn
chips and tortilla chips are very popular. According to statistics in the world, the market of the snacks is
expected to increase. Product development regarding okara substitution in tortilla chips is still scarce.
Hence, the study on okara substitution in tortilla chips is important to be conducted.

Conclusion
• The acceptance level of soy-corn tortilla chips did not differ significantly from

corn tortilla chips.
• The utilization of wet okara can be potentially applied in tortilla chips

production which can also help in reduction of environmental waste.
• The wet okara which was only used as livestock feed now can be used to

produce nutrition rich trotilla chips.
• Finding suitable equipment is still a challenge for MSME to achieve a stable

production of tortilla chips. However, it is feasible to produce the chips in
kitchen scale.

Constraints
• Due to pandemic situation, it was very challenging to find more respondents

for sensory analyses.
• During the sheeting process, the dough was turning in sticky form which

made the process obstructed.
• The baking process were not optimum as built-in kitchen oven was used.
• The frying process was not optimum due to inadiquate equipments.
• The analyses of nutrients for the prepared product was limited.

Methods
This research was conducted from April 2020 until January 2021. The main ingredients used in this research were GMO-free nixtamalised corn masa flour, organic
soybean, iodised salt, sunflower seed oil, and tap water. The organic soybean was used to produce the wet okara using soymilk maker. Later, the tortilla chips were
prepared to contain 0% and 50% wet okara as a replacement for masa flour. The equipment used for tortilla production were a weighing scale, grinder, oven,
induction stove, sheeter, cutter, and thermocouple.
1. Online Market Survey: The online questionnaire was distributed through mailing list from University of Kassel and Fulda University of Applied Sciences. The

questions were mixed of open and close ended which addressed their knowledge of tortilla chips and soy-based products.
2. Production flow chart:

3. Sensory/Acceptance Test: The nine-point hedonic scale method was used for the sensory test which denotes the category ‘dislike extremely’ (1) to ‘like
extremely’ (9) by untrained panelists from both universities.

4. Data Analysis: The online survey data results were analysed using charts and formulas in Microsoft® Excel®, while the sensory test was analysed by statistical
non-parametric methods using Wilcoxon Signed-Rank test.

Objectives
• The objective of this research was to investigate the

potential use of wet okara as a substitution ingredient
in corn-based tortilla chips by physicochemical
analyses and consumer acceptance.

• It was also aimed to outline the practical ways of soy-
corn based tortilla chips production in kitchen scale
which are possible to be implemented by micro, small
and medium enterprises (MSMEs).

Results

Figure 1 - Online market survey
Willingness to Try a New Soy-corn Based Tortilla 

Chips

• The market survaey included 120 students from
both the unversities in which 87 were female
and 31 male, 1 queer and 1 dysphoria above
16-year-old.

• This survey was bassed on preference for the
new product.

• The respondents were analysed on the bases of
nationality,their frequency of tortilla chips
consumption, the brand they use and what type
of soy-based products they use.

• According to the responces it was found that
texture and taste were the important attritubes
for the tortilla chips.

• It was observed that 93.33% of the respondent
are willing to try new soy-corn based tortilla
chips.

Figure 2 - Physicochemical Analysis
The Physicochemical Properties of Control and 

Soy-corn Tortilla

•The moisture content of control and soy-corn
tortilla doughs were 52 and 56% respectively.
The baking stage reduced the moisture content
to around less than 15%.
•The moisture content of soy-corn tortilla is
higher than that of the control. This may result
in a tough texture and shorter shelf life.
•The frying process removes the moisture and
replaces it with oil. This stage led to the
increase of browning index in the product.
•The chromaticity for both control and soy-corn
tortilla was measured and showed that the
browning index of control tortilla was higher
than that of the soy-corn tortilla.

Figure 3 - Hedonic Test of Experimental Samples
Mean Value of Sensory Analysis Hedonic Scale of 

Tortilla Chips

• The hedonic scale was applied for sensory
analysis resulting in 40 number of data which
were obtained from untrained panelists.

• 13 respondents had a higher likeliness for
control rather than the sample. However, 25
respondents had a higher likeliness for the
sample and 2 respondents saw no change in
both products.

• According to Wilcoxon Signed-Rank test, there
is no significant difference between two
products and the null hypothesis can be
retained.

• Therefore, the half substitution of masa flour to
wet okara did not affect the likeliness of the
respondents of this research.

Control

Soy-corn tortilla

Production flow chart:

Sensory/Acceptance Test: The nine-point hedonic scale method was used for the sensory test which denotes the category ‘dislike extremely’ (1) to
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Figure 2: Story types identified in the stories presented by companies in Kickstarter campaigns Figure 3: Basic plots identified in the stories 
presented by companies in Kickstarter campaigns 

Figure 1: Research procedure following the procedure for QCA4



Arbequina, Mallorquina, Picual pepper Tap de Cortí



Figure 1: Waterfall vs. Agile project management

Figure 2: Project guidelines overview 



Sustainable Food Packaging:  
A Consumer Research 
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1) Marsh, K., & Bugusu, B. (2007). Food packaging—roles, materials, and environmental issues. Journal of food science, 72(3), R39-R55.
2) Licciardello, F. (2017). Packaging, blessing in disguise. Review on its diverse contribution to food sustainability. Trends in Food Science & Technology, 65, 32-39.

Research methodology
• Product selected: Börner Eisenacher’s sliced and

packaged Salami (organic and conventional)
• Sample selection: minimum 18 years of age, fluent in

German, customer of sliced packaged salami
• Sampling cities: Witzenhausen and Göttingen
• Mode of survey: self administered computer-assisted

questionnaire survey 
• Data analysis: IBM SPSS Statistics 24
• Sample size: 388 respondents, 204 females (52.6%),

183 males (47.2%) and 1 others (0.03%)

Limitations 
• No generalisability of the results for German market
• No real-life buying situation

Objectives
• To investigate and compare consumer’s willingness to

pay (WTP) towards sustainable packaging for
conventional and organic salami

• To evaluate and compare effects of various socio-
demographic and psychographic factors on WTP for
conventional and organic salami

Conclusions
• The proportion of people who are willing to pay more are higher for organic product than for conventional product

with sustainable packaging
• Demographic and psychographic factors have an affect on WTP with respect to sustainable packaging of salami
• For in-depth understanding, future research should be based on real-life purchase situation/real market data

Results
• Consumers are more willing to pay for an organic

salami with a sustainable packaging

• Perception of test product, evaluation of label and
environmental belief had an influence on WTP with
respect to sustainable packaging

• Gender significantly influenced WTP for both
products, education had no significant effect on both
while income was significant for only organic salami

Introduction
Food packaging serves a significant function of protecting products during transit and storage, thereby, reducing the 
amount of waste that would occur in its absence. 1 The increasing plastic waste has raised concerns over the use of 
plastic packaging for food. Therefore, sustainable food packaging trend is seen as a blessing in disguise by producers 
and environmentalist. 2

Conventional salamis B value P value
Perception of test product 0.648 0.012 **
Evaluation of label 0.591 0.001 ***
Environmental belief 0.634 0.004 **
Values and attitudes of 
consumers 0.068 0.840

Organic salami B value P value
Perception of test product 0.557 0.041 *
Evaluation of label 0.666 0.001 ***
Environmental belief 0.824 0.001 ***
Values and attitudes of 
consumer s 0.269 0.456

Significance: * p < 0.05; ** p < 0.01; *** p < 0.001

Conventional salami
FACTORS P value
Gender 0.041 *
Education 0.325
Income 0.181

Fig 2: Differences in WTP for conventional and organic products with respect to 
sustainable packaging

Tab. 2: Influence of socio-demographic factors on WTP for conventional and 
organic salami with respect to sustainable packaging (ANOVA)

Tab. 1: Influence of psychographic factors on WTP with respect to sustainable 
packaging for conventional and organic salami (binary logistic regression)

Organic salami
FACTORS P value
Gender 0.033 *
Education 0.172 *
Income 0.013 *

In collaboration with: 

Fig. 1: Organic and conventional Salami package sample used in survey

©



Introduction
The project work is a compulsory module within the joint
study programme “International Food Business and
Consumer Studies” (IFBC) at the Fulda University of
Applied Sciences and Kassel University. The original task
for the project group “Spring School” is to set up an
agenda for an international seminar lasting several days;
including topic finding and definition, marketing, funding,
experts and students invitation.

Objectives
The conceived International Spring School »Future of
Food: Feeding Tomorrow’s World« from 11. - 15. March
2019 at Fulda University of Applied Sciences aims at
bringing together participants and experts to convey
insights and possibilities addressing the issues of feeding
future generations. The focus will be on current trends in
Gene Technology, Functional, Fortified and Novel Food as
well as their sustainability aspects.

Methods 
To complete the module and to achieve the defined
objectives of the Spring School, the project group has
conducted the following methods after secondary research
on the content and similar offers:

Face-to-Face
(Hochschulkommunikation, sponsors, data protection officer, etc.)

Telephone
(Companies, finance & facility management, data center, Hotels, etc.)

E-Mail
(Key note speakers, companies, partner universities, Mensa, etc.)

Internet platforms
(Website, Research Gate, LinkedIn, Xing, Facebook, Twitter, etc.)

Sampling
The Spring School is set up for Bachelor, Master and PhD
students and scholars from different universities and
research institutes.

International Spring School »Future of Food«
* Asmita Koirala / Claire Holch / Efe Adjaye / Francoise Umarishavu / Jasmin Weber / Klara Borngräber/

Syeda Kiran Zehra Zaidi and Vishnu Chandrashekar Rolli supervised by Prof. Dr. habil. Marc Birringer

* Contact:
Project Team Spring School
Fulda University of Applied Science
Department Nutritional, Food and Consumer Science
Leipziger Straße 123 | 36037 Fulda
E-Mail springschool@oe.hs-fulda.de

Results
The International Spring School offers key notes, various
lectures, and workshops covering main trends in nutrition
and food research. The participants will gain in-depth
insights into possible ways of feeding the world's growing
population. Furthermore, they will discuss these trends
regarding their compatibility with a sustainable
management of our planet's resources.

The overall cost estimation amounts to approx. 15.000 €;
4.600 € are gained by sponsors (status 22.01.19).

Conclusions
Planning and running this Spring School is a large and
complex project. This was merely possible through a
group member and the supervisor working at the
university as well as a great importance imposed on the
German speaking group members, because a lot of
organisational and administrative tasks had to be done in
German. This lead to tensions in our intercultural team.
However, the work done so far, has helped the project
members to:

improve their ability to independently plan, document,
evaluate and reflect complex projects
gain insights and knowledge on how to co-operate with
institutions, departments and enterprises related to the
development of an international Spring School

At this stage, it is not yet clear whether or in which scope
the Spring School will take place. The reason being not
enough participants joining the programme so far.
Whether it will take place or not, further work needs to be
done.

1. • Fill in and submit the registration form.

2.
• You will receive an automatic response. We invite you to follow the guidelines

listed in this email.

3.
• To process your registration and reserve a place for you, you are expected to

pay a deposit within 14 days after your registration.

4.
• As soon as we receive the deposit, you are expected to pay the remaining fees

– you can only attend the Spring School if you have paid the full fee.

Figure 1: Registration procedure

Figure 2: Week plan

With kind support of:



Digital Solutions: A Guide for 
International Students to Grocery 

Shopping in Germany
Authors : Bernadetha Prisca Rizki, Gabriella Masaki, Izabela Horos, 

Pamela Estefanía Alcocer Martínez, Ricky Tjuanda, Samrachana Aryal, Shruti Sharma
Supervisor : Prof. Dr. Tonia Ruppenthal
Project Work : New food trends with digitalization, February 2019

[1] Tirelli, Christian; Pilar Martínez-Ruiz, María; Gómez-Ladrón-De-Guevara, Ricardo (2013): Major influences on buying decision processes by international university students. Differences by continent of origin. Appetite 71, pp. 104–112.
[2] Zielvereinbarung 2016 bis 2020 zwischen der Hochschule Fulda und dem Hessischen Ministerium für Wissenschaft und Kunst. 
[3] Bogner, Alexander; Littig, Beate; Menz, Wolfgang (2009): Interviewing Experts. 1st. London: Palgrave Macmillan UK.

Introduction
Worldwide, the number of international students is
increasing every year, and also Fulda University of
Applied Science aims to increase the number to
minimum 15 % of all students until 2020 [1,2].

Depending on the origin country, international
students are struggling with adaptation to the new
culture and environment. Food consumption
makes a big part of the adaptation to the new
lifestyle[1].

Objectives
• To support international students from Fulda

University of Applied Science and Kassel
University at grocery shopping.

• To provide and guide international students with
information in a digital format.

Methods / Procedures
Development of Interview Questions

• Secondary research
• Pre-test

Expert Interview Selection Criterion
• Expert interview is a method of qualitative empirical

research designed to explore expert knowledge [3].
• 14 international students of first semester from Fulda

University of Applied Science and Kassel University
were selected randomly.
Development of Guidance Document

• Evaluation and interpretation of expert interviews.
• Key results additionally implemented in the guidance

document to ensure comprehensive content.

Constraints
• Small sample size
• Demographic bias in sample selection
• Different understanding about the questions

Conclusions
• Expert interviews and authors’ personal experiences were used to understand international students’ challenges

during grocery shopping in Germany.
• A digital booklet and a video were developed to inform future international students.
• Low usage rate of digitalization services among international students suggest an opportunity to increase

awareness and ease adaptation.

• Online services from food
retailers in Germany is
rarely used among
participants (Fig. 3).
Awareness of digital offers
may contribute to students´
adaptation.

Fig. 2 Action taken by international
students with new unknown products.

Fig. 3 Online services from German food
retailers used by international students.

Digital Solutions
• Booklet: a guideline in PDF format about grocery shopping in

Germany, which contains information regarding shopping tips,
location of international stores in Fulda and Kassel, digital offers
from supermarkets, description of food products, information
about the label and shopping dictionary.

• Video: Four minutes video about seven useful tips for grocery
shopping in Germany.

Fig. 1 Categories of new products for
international students at German food
retailers.

• Participants found completely new products for them at German
food retailers (Fig. 1).

• As 43 % of participants do not buy unknown products (Fig. 2),
providing general information about the offer in German food
retailers may help adapting new international students.

Results and Discussion



Introduction
Coca-Cola is one of the leading beverages brand worldwide. With their
slogan "Open Happiness", Coca-Cola has become synonymous to
celebration of culture, cuisine and life for their consumers. Several
variants of Coca-Cola have been launched over the years to engage
consumers globally. In Germany, the three popular variants are
Classic, Light and Zero (The Coca Cola Company, 2019).
This project is based on the exploration of the reasons behind the
existence of the three variants and their perception according to the
brand and their consumers in the German market.

Objectives
1. Evaluation of the sensory acceptance of the three Coca-Cola
variants
2. Evaluation of the differences in terms of marketing strategy of the
three Coca-Cola variants
3. Evaluation of the gender-based marketing for the three Coca-Cola
variants

Methods / Procedures
Consensus Profiling: (Morten et al. 2006)

1. Training of six panelists on eight predefined attributes
2. Panelists independently rated each attribute of the three products
3. Final scores for each attribute reached via discussion
Consumer Panel:
1.Questionnaire design including the basic attributes of each variant
2.Conduction of the consumer panel test for 68 panelists
3.Analysis using statistic: ANOVA and Penalty Analysis
Marketing Analysis:
Secondary research of the marketing strategies in: Scientific
magazines, Coca-Cola website, social media and trends on YouTube

Results

Conclusions

Coca-Cola in Germany: Sensory & Brand Perception
Authors: Ali Imran, Ekaterina Philippenko, Mariana Romo, Mehdi Shah, Nayyer Rehman

Pilar Santos, Sabih ul Hassan, Sarah Kale
Supervisor: Dr. Alexander Quadt
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Mean Analysis of Variance (ANOVA)

There is a significant difference between the three variants of Coca-Cola in
terms of flavour, aftertaste, and overall acceptance attributes.

Concerning the overall acceptance
of Coca-Cola, female consumers
rated Coca-Cola Classic as
significantly different from Zero and
Light.

Regarding the overall
acceptance, in the age group
between 18 to 25 years old, the
difference between the three Coca-
Cola variants is significant.

Marketing Analysis

• People consuming Coca-Cola, have a special brand loyalty beyond
the image of the brand. They have a positive sense of authentication
and ownership (Jan S. Slater).

• Special emotions -> the company gave the opportunity to the
community to be part of the experience and make those expressions
that Coca-Cola wanted to make (Tripodi, 2011).

• According to Sanchez-Porras and Martinez “the use of the music on
Coca-Cola audiovisual advertising results in emotional benefits to
the public because it arouses positive feelings that lead to
happiness” (Sanchez-Porras & Martinez Rodrigo, 2017).

• According to observation made via the official social media links
(Instagram, Facebook, Twitter etc.), it can be seen that Coca-Cola is
an inclusive brand targeting consumers of all age groups, genders
and ethnicities.

• A difference in the use of emotions such as families and friends
scenario for advertisement in Coca Cola Classic and sports and
urban feel in Coca-Cola Zero, is visible through the advertisements of
the three variants.

1) https://www.edekanord-shop.de/jens/products/coca-cola-1l-110587
2) https://www.coca-cola-deutschland.de/stories/coca-cola-logo
3) https://www.coca-cola-deutschland.de/produktinformationen/unser-portfolio
4) The Coca-Cola Company (2019): Die Geschichte der Coca-Cola Werbung: Kommunikation von Anfang an. Available in: https://www.coca-cola-

deutschland.de/stories/kommunikation-von-anfang-an
5) Team Project Work Design
6) Morten C. Meilgaard, Gail Vance Civille, B. Thomas Carr (2006): Sensory Evaluation Techniques, Fourth Edition. New York: Taylor & Francis

5

From the expert panel result, a basic
idea of the taste profiles of the three
different Coca-Cola variants are
obtained. Shortlisting of the attributes for
the consumer panel study were done
with the results from expert panel study.

The sensory attributes for the three variants are different. Classic is the
most preferred variant out of the three, followed by Zero and then Light
as indicated by the results of the panels. The Coca-Cola brand
incorporates various marketing strategies to use the "emotions" or
"feelings" of consumers as observed through advertisements, social
media celebrities, Christmas trucks and nation-wide campaigns
targeting the German market. The three variants cannot be associated
with a specific age group or gender based on their recent marketing
campaign. Preference for any of the three variants is based on individual
perception and liking of the consumer.

Consumer Panel Results

7) Tripodi, J. (2011). Coca-Cola Marketing Shifts from Impressions to Expressions. Harvard Business Review. [online] Available at:
https://static1.squarespace.com/static/536aacb7e4b0c3c15eeee805/t/5b949046575d1fa6883b7650/1536462919028/CC_B2C.pdf [Accessed 14 Dec. 2018].
8) Slater, J. (2001). Collecting Brand Loyalty: a Comparative Analysis of How Coca-Cola and Hallmark Use Collecting Behavior to Enhance Brand Loyalty.
[online] Acrwebsite.org. Available at: http://www.acrwebsite.org/search/view-conference-proceedings.aspx?Id=8513 [Accessed 14 Dec. 2018].
9) Sánchez-Porras, M. and Rodrigo, E. (2017). Emotional Benefits of Coca-Cola Advertising Music. Procedia - Social and Behavioral Sciences, 237, pp.1444-
1448.
10) Deutschland, C. C., 2018. Youtube. [Online] Available at: https://www.youtube.com/watch?v=mqw-ODqbGRo[Accessed: 20 November 2018].



Responsibility and Accountability of Supply 
Chains

Student Team: Renee Hines, Ruby Davila, Regina Bach
Supervisors: Prof. Dr. Christian Herzig; M.Sc. Jessica Amprako

* Work in Progress/To Be Completed
1) A. Rasche, M. Morsing & J. Moon (Eds.). (2017). Corporate social responsibility: strategy, 

communication, governance. Cambridge, CB: Cambridge University Press.

if necessary the logo of the partner institution

Presenting the IFBC Project: Accountability and Sustainability of Supply Chains

RASC Working Seminar 

14-15 March 2019 Kassel

Introduction
Nearly all products we consume and use every day have long journeys in reaching us, making it through several stages of

globalised, complex, and often multi-tier supply chains. Looking closer at these multifaceted supply chains we find that
corporations often enjoy economic success at the expense of the environment and economically weak societies. Through a
gathering of experts and a discussion-based approach, the International Centre for Development and Decent Work (ICDD) and
the University of Kassel in Witzenhausen host this seminar to address the concept of responsibility and accountability in today’s
global supply chains from both a scientific and practical point of view.

Working together as a group of 3 international students, 2 supervisors, and in cooperation with other team members, our project
work consisted of planning, organising and implementing this workshop, As a result, the RASC Working Seminar will be held in
March 2019 at the ICDD in Kassel, Germany.

Objectives
Provide a forum for an open and lively

debate of emerging ideas and developments
in research and practice

Collect pioneering insights in the field of
corporate social responsibility

Contribute to the design of a roadmap
towards truly responsible value chains

Develop participants’ research through
critical discussions

Develop organisational skills
Improve ability to work in a team,

communication skills and problem solving
competence

Gain practical insights into thematic
background and event management

Take directions, make decisions, and adapt

Methods / Planning
1.Become familiarized with topic through structured readings and
discussions and formulate general direction of working seminar (ICDD)
2.Utilize Trello as main platform for organization
3.Create RASC website
4.Draft a “Call for Paper”
5.Spread CFP among research community (other potential participants)
6.Reach out to organizations for sponsorship
7.Review submissions = approval or rejection *
8.Organize necessary logistics for seminar (catering, accommodation,
etc.)
9.Consolidate number of participants/main speakers *
10.Conduct a brief post-seminar evaluation *

Constraints
Funding
Seminar’s time limit and scheduling
Scheduling meeting dates
Minor technical issues concerning the website
Losing participants

Results
Website https://unikasselrasc.sciencesconf.org
Location: ICCD Kassel Rm 2019, 2022
Pre-event, main events, and optional guided tour as part of
schedules
Caterers: Bistro Hahn, Suppenplantage,
Weissenstein
Guest speakers contacted
Submissions/ registrations received
Main sponsor obtained (ICDD)
Mailing lists compiled to spread CFP
Special accommodations for participants requested
Participant welcome and information packets arranged

Conclusions
A working seminar is a complex event that requires much time 
and effort from each and every team member.  Our greatest 
assets were our cohesive teamwork, flexibility, and ability to 
adapt to solve problems as they occurred.  Communication, 
whether it is between team members, participants, sponsors, or 
partners, is the key to successfully planning and implementing a 
successful seminar.  We are looking forward to a great event!



Sustainable Gastronomy

Introduction
“Think global, act local” might be easy to translate into daily life, but it
turns out to be more complicated to apply it to the “eating-out-market”.
The reason for this is, that it is not yet everywhere easy to find
gastronomies which are acting in a sustainable way. This might be due to a
low communication of the availability of sustainable gastronomy
businesses. Therefore, it might be a gain for a city like Kassel to map
gastronomies, outlining its sustainability aspects, to make them easier
detectable for those interested and to become even more attractive for
visitors. Additionally, it will be an advantage for the gastronomy of kassel
to be listed in such a concept, because it could lead to an increasing
numbers of guests.

Objectives
• Evaluation of gastronomy businesses regarding its sustainability aspects
• Developing a sustainable gastronomy map/brochure of gastronomies of
the city of Kassel for its inhabitants and visitors

Methods / Procedures

Constraints

Results

Conclusions
Good results have been achieved so far: a small
selection of sustainable gastronomies can be published
in a gastronomy guide. However, due to a low response
rate, difficulties in finding gastronomies and the
dependency on external partners, the final brochure still
has to be completed. A proposal for the future of
sustainable gastronomies in Kassel is to form a
“network” of all gastronomies that are interested in the
topic in order to exchange information and support each
other.

Authors: Razieh Amini, Barbara Fröhlich, Simone Pfender, Jenny Rosenberg, Carolin Scholz, Stephan Sonny
Supervisor: Prof. Dr. Christian Herzig

1) reference 
2) reference 



Sustainable Catering and 
Gastronomy in Art Events

Authors: Amanda Davianti Sari, Laras Sekar Windaningrum, Vu Kvin An Nguen 
Supervisor: Prof. Dr. Christian Herzig

Objectives

Catering on the events can have important role on social and
environment, locally and even globally. Considering social and
environmental sustainability aspects is also required to be a
real sustainable caterer and it has to go throughout all steps
and processes from food production to waste management.
This research is aiming to enhance our understanding of other
organizational and institutional approaches of sustainable
catering. There is a need to understand what measures, plans
and/or policies have been implemented by organizers of
cultural events and how future development in sustainable
event catering and gastronomy might look like.

Introduction

Observe the catering and gastronomy in cultural art events.
Evaluate how the catering and gastronomy systems work in
cultural events in other countries.
Compare each catering system to another.

Methods / Procedures
Literature research and secondary research by 
Internet usage
• A list of countries, where most visitors attended to

Documenta in Kassel
• Information about art events, such as Documenta

in Kassel, organisations that responsible for the
events and associations

• Contact information

Questionnaire development
• Based on sustainable catering requirement in

Germany
• Included sustainability requirements, consumption,

leftover and disposal policy and serving

Questionnaire distribution
• Sent by e-mails to contact person from each event
• Calling contact person to gather the information
• Receiving feedback of participants

Evaluation of the results:
• Analyze the feedbacks and the compare the results.

Constrains
Limitation of the source
Problems with long questionnaire
Limitation of the feedback

Results
Country Event About the Event Association

France Festival de 

Cannes

Festival de Cannes is one of the

world’s most widely publicized event

and certainly the most important film

festival.

The Institut 

français

Italy La Biennale 

di Venezia

The Art Biennale has been recognised

as the world leader in contemporary

art exhibitions and the countries

participating have increased from 59

(in 1999) to 86 in 2017

The Foundation 

for Italian Art and 

Culture, FIAC

Netherlands Iconoplastic : 

100 years of 

De Stijl

De Stijl has its signature by abstract

visual idiom, fashion and advertising,

The movement aimed to achieve a

better and more modern society.

China Hong Kong 

Art Bassel

Hong Kong one of Asia’s most

important cultural hubs, growth maps

the burgeoning engagement of the

Asia Pacific region with international

contemporary art.

Hong Kong Arts 

Administrators

Association

Japan Art fair Tokyo This art fair featured not only

contemporary art but also Japan’s

unique heritage of antiques and crafts,

and nihonga painting and modern art.

Agency of 

Cultural Affairs, 

Government of 

Japan

Taiwan Art Taipei Presents a top-tier art feast in its 2017

edition by integrating local resources,

showcasing best galleries in the world,

and exploring global art trends.

The National 

Culture and Arts 

Foundation,

Taipei

Monash University. (2009). Greening Up Our Catering, Sustainable Catering Guide. The Office of Environmental Sustainability 



Introduction
Honey is a valuable food that is increasingly produced worldwide. It is the natural sweet substance produced
by honey bees from the nectar of plants or from secretions of living parts of plants or excretions of plant
sucking insects on the living parts of plants (CAC, 2001). Since the US and the EU market still have import
capacities, some developing countries have focused on the honey value chain. One concern can be the
insufficient quality of the products.

Objectives
to gain knowledge about the international honey business
to get to know the influence of production on the various quality parameters of honey
to develop an online workshop to help provide valuable assistance to the beekeepers for improving the
quality of honey

Methods
Literature research
E-learning (Design of workshop online)
HS Fulda mailing list service
Digital media (Creation of video to promote workshop online)
Mind map (Topic management)
Gantt Diagram (Time management)

Conclusions
With this type of online workshop it is possible to reach beekeepers far away
According to the feedback from participants, this workshop is very helpful
Lack of face to face communication with participants was a constraint and therefore it was difficult to keep
participants to participation

References
Codex Alimentarius Commission (2001), Codex Standard for Honey, CODEX STAN 12-1981, Revised 2001.
Janssen J. and Lehrke M. (2017). HACCP compact and comprehensible: A guide to implementing HACCP in the food industry. Hamburg, Germany: Lehrke Verlag GmbH
TECA- Technologies and Practices for small agricultural procedures (2015). Good Beekeeping Practices. Rome, Italy: FAO/WHO. Retrieved from
http://teca.fao.org/read/8409

Results
Production of motivational video for recruitment of
participants
Development of an E-learning workshop with five
different topics concerning honey and its quality
Creation of a diagram (Mind map) to visually organize
various topics concerning honey and its quality
Creation of chart (Gantt Diagram) that illustrates the
project schedule
Final evaluation for the whole workshop is still in
process

Feedback from participants-
18 persons registered for the online workshop

QUALITY OF HONEY IN DEVELOPING COUNTRIES

Students: Ajekola Oluwatimilehin Sarah, Umunna Esther Chikaodi, José 
Luis  Hernández Rivero, Owusu Eunice Afua Abuaa

Supervisors: Prof. Dr. Johann Janssen and Hannelore Borck

Quiz Number of Participants 

1 9

2 5

3 3

4 2

5 2



Evaluation of the organic agriculture fair 
“Öko-Feldtage” 2017

Authors: Lea Müller & Florence Schuch            Supervisor: Isabel Schäufele & Manika Rödiger

1) http://www.oeko-feldtage.de/ (accessed 15.01.2018) 

Objectives
1. Evaluating the satisfaction of both visitors

and exhibitors
2. Giving suggestions for improvement for

future events

Constraints
1. Possibility of interviewer bias
2. Use of “reverse-questions” in the questionnaire
3. Foreign visitors have not been considered
4. Heavy rainfalls on the second day

Methods
• Computer Assisted Personal Interview (CAPI)

(Tablets & Laptops)
• Questionnaires with different types of questions

(filter-, reverse- & open questions)
• 15 student assistants
• Exhibitor interviews chosen by random sampling and

conducted at their exhibition stands (111 interviewees)
• Visitor interviews conducted at the exits (503 interviewees)

Conclusion
Overall very successful event:
94% of visitors very satisfied/satisfied
81% if exhibitors very satisfied/satisfied 

Results

Introduction
From June 21th & 22th the first fair for organic agriculture
called “Öko-Feldtage” took place in Frankenhausen.  More then 
200 companies and organisations presented their offers  
ranging from agricultural engineering to vegetative propagation 
materials. More then 8000 visitors attended the event. (1)

(1)

(1)

Suggestions for improvement
•Introduction of shuttle buses
•Improvement of signage to and on site
•Reducing vastness of the exhibition grounds
•Improvements of sanitary facilities

Exhibitors

Visitors

Number of visitors

Origin of the German visitors
according to their postal codes

Distribution von exhibitors divided into two groups
according to their location on the exhibition grounds 

Visitors answers to question set
(from 1=strongly disagree to 5=strongly agree)

Exhibitors answers to question set
(from 1=strongly disagree
to 5=strongly agree)
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Introduction
In order to maintain the health of the body, people consume meat products in their daily diet to fulfill the protein requirements. Due to a new diet
trend among the society that requires them to consume less meat-based products, the meat substitute products demand is experiencing a
significant growth. Aside to the market aspect, meats substitute products could also maintain the sustainability aspect due to less meat production
activities that may leads to any harmful effects for the environment and also ethical reason due to animal welfare. Our project work is to study the
acceptance level of the meat substitute products in comparison to the corresponding meat products among the consumers and also to evaluate
possible differences within the sensory profiles of each product.

Objectives
• To evaluate possible significant differences in sensory between meat-based and meat substitute products of the same category
• To evaluate preferences between the meat-based and the meat substitute products

Methods / Procedures
• Consumer Panel:

– Designing a questionnaire regarding the basic attributes of each product type
– Conducting a consumer panel test for 80 panelists with two types of different groups

• Flexitarian: consume meat products less than 3 times per week
• Meat-eater: consume meat products more than 3 times per week

– Analysis using statistic: ANOVA and Penalty Analysis
• Quantitative Descriptive Analysis (QDA) Session:

– Collecting and training 7 panelists before the QDA session
– Testing the product using QDA method (with specific product attributes)

with 3 times repetitions
– Analysis using statistic: t-test

Results

Quantitative Descriptive Analysis Results

Conclusion
• By implying to the statistic analysis, there are significant differences between the meat-based and meat substitute products in Frikadellen

and Pommersche. Despite the significant differences, both products show good results for the consumer acceptability.
• By comparing the spider charts from QDA results, there are still some differences between the meat-based and the meat substitute

products regarding the perceived attributes.
• From the result of our consumer panel test, the consumers mention that meat substitute Pommersche does not have the desired

authentic meat taste.
• Despite some sensory differences, Schinken Spicker and Frikadellen are appropriate alternatives for flexitarians, while Pommersche

needs to be optimized.

Meat Substitute Products
Authors: Gregorius Herdiazto Adiyoga, Humayun Kabir, Kenny Kenny, Maria Olivia 

Lukmanto, Sadatul A. Khan, Walid Hasan

Supervisor: Dr. Alexander Quadt

1) Ion, R.A. (2007). Reasons why people turn to vegetarian diet. Economics of Agriculture 54 (3), pp. 353 – 358. 
2) www.ruegenwalder.de
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• The results from the overall acceptance chart show that there are only
significant differences between the meat-based products and the meat
substitute products of meatballs and the meat spread.

• In the spider charts in the QDA results show the different perceived attributes
between the meat-based products and the meat substitute products.

= significantly different



 Introduction
• Sustainability playing a growing role

in the wine industry
• Wine industry

& effectiveness of sustainable practices
• Wine producing leaders
• Environmental and Social Standards
• Argentina, South Africa, Australia, Chile,
Spain, Germany, France, New Zealand

Objectives
•Get an overview about the wine industry
in different countries and importance
of sustainability in this sector

•Find out differences and similarities
between the different labels (main criteria, addressed topics, focus, etc.)

•Learn from leading examples
•Be able to make recommendations for the future and find areas of improvement and further necessary research
 Methods / Procedures
•Gather wine relevant information about decided countries’ backgrounds
•Searching for sustainable Standards according to the country designated to each project member
•Filling out the provided template for each standard found
•Methodology: Deductive (1st template)  and Inductive (2nd template)
•Modifying second template to increase comparability of relevant standards

 Challenges
•Difficulties to find relevant information (especially smaller standards)
•Language barrier
•Finding the relevant benchmarks in the 1st template
•Difficulties on understanding criteria definitions in 1st template
•Splitting up tasks between group members
•Different understanding on environmental and social aspects

 Results
•Sustainable standards identified and compared addressing different issues
•Differences between standards in transparency, scope & detail (e.g. accessibility to public information)
•Argentina and Chile more standardized following the USDA protocol
•Mostly organic standards some social and very specific ones (salmon protection in the USA)
•Realizing that Sustainable and Social standards have different level of importance between countries

 Conclusion
•Make standards accessible and transparent by integrating them into various web based platforms in order to raise the
quality of information and benchmarks and enable costumers to make informed purchasing decisions

Sustainability Standard  and the Global Wine 
Industry

Prof. Dr. Christian Herzig.

Julia Jehle
Christian Martin
Valentina Nagaitseva
Arianna Piña L.
Sharon  Shirani F.



Consumer attitudes and 
purchase intentions regarding 

Meat Substitute Products
Eric Barerra, Karla Rubio, Melanie Meindl, Michael Alter, Pooyan Shakouri, Ravneet Kang 

Objectives
• Identification of the main consumers of MSP.
• Identification of the attitudes of the consumer

towards the MSP and reasons to buy them.
• Gathering of information in order to help marketers

on how and to whom to target their products.

Methods
• Design of a survey with 14 questions
• Data collection conducted randomly in the city of

Kassel.
• Total of 200 questionnaires answered.

 Constraints
• No support from any company sponsor.
• Observations were not normally distributed.
• Unequal sample size.

Results
• The main consumers of MSP are females following a flexitarian diet, between an age of 18-35 and with a high education level.
• Regular consumers show less concern about the environment and animal welfare but show the highest curiosity.
• Vegan consumers have the lowest frequency of consumption of MSP while the highest frequency belongs to the vegetarian

consumers.
• There is a significant effect of the type of diet towards to a higher intention to pay more for an organically certified MSP as well

as for a vegan MSP. In both aspects, vegetarians and vegans have the highest mean value.

 Introduction
The vegetarian and vegan food market in Germany has grown significantly throughout the last years1 . Therefore, meat substitute
products (MSP) were created for this new market. Such products aim to mimic meat products by using plant-based sources2.
In order to generate input for the development and promotion strategies of this product variety, there is a need to understand the
drivers and barriers between the different consumer groups.

Conclusions
• Many MSP are branded as vegan, however, the main consumers of such products follow a flexitarian diet. This might be due to

vegan consumers’ perception towards these products as highly processed.
• Contrarily as expected, the diet has no significant effect on the general willingness to pay for MSP.
• A MSP certified as organic should be marketed particularly for vegans and vegetarian consumers.

Figure 3: Mean values for the reasons to buy MSP in a scale of importance from 1 to 5.
The bars with different letter are significantly different from each other (p≥0.05)

Figure 1: Distribution of consumers’ diet

Table 1: Mean values and percentages of statements between the 
consumers’ diet in a scale of importance from 1 to 5. The values with 
different letter are significantly different from each other (p≥0.05)

1) IFH (2016): Institut für Handelsforschung: Vegan-Boom: Kernmarkt der vegetarischen und veganen Lebensmittel wächst auf 454 Millionen Euro. Available at: 
http://www.ifhkoeln.de/pressemitteilungen/details/vegan-boom-kernmarkt-der-vegetarischen-und-veganen-lebensmittel-waechst-auf-454-millionen-euro/. Accessed on 08.01.2017.

2) Elzerman J. E., Hoek A. C., van Boekel M. A. J. S., Luning P. A. (2011): Consumer acceptance and appropriateness of meat substitutes in a meal context. In: Food Quality and Preference, 22, 3, p.
233–240
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Figure 2: Willingness to pay (WTP) according to 
the diet



 Introduction
SMEs have been identified to be the home of original and innovative solutions when it comes to sustainable product
design and service provision. They are a key preoccupation in EU policy agenda with their role in terms of employment
policy and job creation receiving strong recognition in recent times. With a focus on Food SMEs within Germany, this
research work takes a closer look at the engagement of Food SMEs in the move towards sustainable development. It
seeks to understand how Food SMEs see and address sustainability issues.

 Objectives
 Understand how food SMEs are sustainable in the execution of their business strategy
 Determine what sustainability assessment tools and guidelines are used by food SMEs
 Determine how food SMEs communicate their sustainability performance to stakeholders

 Methods / Procedures  Constraints

 Results  Conclusions

Sustainability Management in the 
Food Industry

Project Team: Nicté Barrera, Vedina Mashal, Lipi Hossain & Tolulope Olukuewu
Supervisor: Prof. Dr. Tonia Rupenthal

None of the companies which took part in the
survey maintained a holistic approach to
sustainability. Their understanding of the
concept of sustainability is the platform on
which their sustainability strategies were built.
They also do not consider formal assessment
and reporting of sustainability performance as
overtly important. SMART expert says it’s
because they are small and are in close
contacts with their stakeholders and as such
do not see the need to assess themselves in a
comparable way.

References
• The American Association for Public Opinion Research ( 2016). Standard Definitions: Final Dispositions of Case Codes and Outcome Rates for Surveys. 9th edition. AAPOR.
• Food and Agriculture Organization (2014). Sustainability Assessment of Food and Agriculture systems Guidelines, version 3.

Surveys Response
Rate 6.25%

Database
(Total SME´s)

Final 
database 
(Excluding no 

contact 
information)

Total 
Participation

(Excluding 
Refusals)

200 194 183

Other 
Contacts

Total 
Participation Responses

4 (NL) 4 2



Results

SHOPPING FOR A LANDSCAPE
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Conclusions and future recommendations
 Policy-makers must scrutinise the Common Agricultural Policy in Europe which allows for the cheap importation of food and feed.

 Consumers have a lot of power to drive change in agricultural practices if they would be well-informed about the impacts and would petition their local retailers to source sustainably.

 Surveys regarding the average German shopping basket would be useful to give some quantification of the landscape destruction associated with Germany.

 Quantifying the loss of particular species in terms of money might emphasise the loss of biodiversity to policy-makers.

Introduction
There is currently a tremendous amount of labour and effort invested into the food business to provide food for the world. However, the manner in which a large proportion of food is
produced is not without consequences; our shopping choices affect not only the people living in lands far away, but also the landscapes in those lands, most often even irreversibly. Our
research is about the impact of agriculture on landscape and biodiversity, how an individual’s food choices affect the scale of impact, and possible mitigation strategies.

Objectives
 To substantiate the relationship between the food basket and landscapes in Germany and abroad.

 To enlighten consumers of their food choice effects on landscapes and biodiversity and lost benefits.

 To provide scientific evidence of the detrimental impact of food production on  landscapes to policy makers, in partnership with NABU. 

Methods / Procedures
There was limited research available linking the shopping basket to the impacts on landscape and biodiversity. In order to fill this gap, a qualitative secondary research was conducted, in
the form of literature review. The main focus of this project work was to convey the importance of landscapes, and the loss of them, to consumers and policy-makers. To achieve this,
consumer posters and accompanying brochures were made for NABU.

Keywords: Landscape, wellbeing, shopping basket, agriculture, meat, palm oil, soybean, regional food, Rhön biosphere reserve, sustainability, indicators, biodiversity, true cost, food
miles, bees, deforestation, conventional, sheep rearing.

Constraints
There was limited literature relating agricultural practices to the impact on landscape and biodiversity (most literature concentrated on climate change). Different topics were searched
while making the consumer posters; the wide range of issues made it challenging to deliver concise messages in the posters. The project work involves German landscapes as well but due
to the absence of a native German-speaker in the team, the search for scientific studies in Germany was limited.

Product (100g)
Amount 
of soy (g)

Pork meat 51
Pork sausage 34
Cheese 25
Chicken breast 109
Hamburger 46
Chicken wings 109
Salmon steak 59

 Germany’s highest contribution to landscape change, in terms of agriculture, revolves 
around the production of meat and the use of palm oil. It is clear that the majority of 
landscapes that are destroyed are then OUTSIDE of Europe. 5

 Changes in landscape affect the amount of biodiversity in a particular area. 6

 However, there are some labels that consumers can look out for which back the 
sustainable production of certain foods, and thus have a minimal effect on landscapes 
around them and abroad. 2

 Consumers must seek to reduce their intake of animal products because the 
destruction of landscapes linked to soybean and palm oil production is fueled by the high 
meat and meat product consumptions of Europeans. 9

 There are landscape benefits that cannot be quantified by money, e.g. human 
wellbeing which is linked to different features of natural landscapes. 3

Source: 9

Source: 7
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1. Introduction
The population in Europe is ageing quickly: the amount of people
aged 65 or older is forecast to rise from 14% in 2010 to 25% in
2050. There is a need for a platform to discuss challenges of an
ageing society. Therefore, our project work consisted of organising
a conference to provide such dialogue. Our group (9 people) has
systematically worked for 12 months with 2 supervisors and in
cooperation with other team members. As a result, the Conference
will be held in March 2017 at the Hochschule Fulda.

2. Objectives
The main objective of the project was to organize the Healthy
Ageing Conference 2017 and through this, gather relevant soft
skills, such as project management or time planning. It also
involved maintaining contact with various partners from the
academia and professional fields. Additionally, the team were to
work as a group on a long‐term project, recognize the strengths and
weaknesses and put them to use.

3. Methods
3.1 Time frame: February 2016 – March 2017

3.2 Communication:

3.2 Project organization:

3.3 Project controlling: 
To ensure, a time plan was followed in order to complete all the 
tasks. The project’s progress was controled by conducting weekly 
meetings, during which the group have written down detailed 
protocols. 

4. Limitations
Some students were not able to communicate in German. The
solution was the use of google translate to understand the most
important tools in German in designing website and template to
facilitate the contact with sponsors,professors and universities.

5. Result
5.1 Timeframe
The workflow has followed the previously set timeframe.

5.2 Conference date & place: 
The conference will take place on 16‐17.03.17, at Hochschule Fulda.

5.3 Finances:
The Conference is financed by the participation and sponsors fees
(various packages to suit possible participants and sponsors). There
are prizes for the best three posters sponsored by one of the
partners.

5.4 Marketing strategy
Publications
During the project the group have prepared various materials: logo
and colour scheme, webpage, and marketing materials.

Contact to participants/partners
The communication with the participants and partners were
through e‐mails and letters with invitations as well as reminder‐
messages. The newest information were always available on the
webpage and social media channels.

Venue preparation:
Enough space have been secured for the event (lectures,
workshops, poster exhibition), that will be adequately prepared. In
the timetable adequate time was for breaks, that will be catered
(food, coffee).

5. Evaluation
The project will be completely evaluated after the completion of
the Conference. Then all the data will be from feedback forms for
participants and group members.

6. Conclusions
Organizing a conference is a long‐time process and requires proper
planning and systematic work from all the members of the team.
Special set of social skills, such as being able to communicate well
with others (both external partners and group members) and
compromise, is necessary for organisation of such event.

Internal External

Between the group members
and within the University, with 
other teams

With external partners
(possible sponsors, speakers, 
participants)

Weekly meetings, Moodle, 
Google docs, Facebook group

E‐mails, phone calls, letters, 
social media, posters

Planning

Preparation

Marketing

Realisation

Evaluation

Conference date and place, budget, registration procedure

Website, logo, flyer and poster design, venue preparation (dinner in
Mensa, coffee break, poster exhibition, workshop room)

Spreading flyers and posters to universities throughout Germany,
contacting partners, potential speakers and participants
Social media: twitter, facebook

Assigning activities to each member (reception, catering, room
design, poster exhibition, conference booklet), attending conference

Forms from participants and group members

Organisation of
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Literature: Weissmann, A., Reitemeier, S., Hahn, A., Gottschalk, J., & Einspanier, A. (2013). Sexing domestic chicken before hatch: A new method for in ovo gender
identification.Theriogenology,80(3), 199-205.

Methods

Results

Introduction

Different methods were used with an emphasis

on sensory test in this poster.

Literature research

- Face-to-face interviews in a Randomised

convenience sampling design conducted in

Fulda (n= 60), Munich (n=60) and Hamburg

(n=30)

- In-depth telephone interviews of farmers

- Visit to the Schönecker Geflügelmarkt

- Sensory test

After a pretest (n=8) 32 participants compared the

dual-purpose and the conventional chicken breast on

a 9 point hedonic-scale in a randomised and

balanced sensory design. Dual-purpose chicken

breast meat from the organic farm Dorn & Schmidt in

Unterrieden and Normal conventional single purpose

chicken breast meat from Tegut were used (see

Image 1). The meat was grilled, with the same

amount of oil and salt, on 250 Celsius for 15 min.

Both meat types were served with 30 gramms of

Matzen bread and water.The results were evaluated

by the FIZZ program and after the test the

participants also filled out the consumer questionaire

with open and closed questions.

Figure 2 – Frequencies of willingness to pay for conventional dual-
purpose chicken breast meat after sensory evaluation (n= 32)

Figure 1 Radar chart about the median values of the
conventional and dual-purpose chicken attributes (red = DP,
blue = conventional) (n=32)

Image 1 - Conventional single purpose chicken breast meat from a
supermarket (l.) and organic dual-purpose chicken breast meat (r.)
from an organic farm.

Figure 1 shows the attributes (taste, texture, smell,

appearance, overall expression) median values of the

two different meat. As the Radar chart shows there is no

significant difference among the conventional and dual-

purpose chicken by the participants. After analyzing the

willingness to pay , 37% of the participants would pay

4,20 €/1 kg and in the same porpotion they would pay

3,85 € / 1 kg and 5,25 €/1 kg or more for conventional

one-purpose chicken meat. (see Figure 2)

Every year, around 40 million one-day-old male

chicks only in Germany and around 300 million

over the EU are culled as they are not valuable

for the industry (Weissmann et al. 2013). One

potential solution of this problem could be dual

purpose chicken, a breed which is suitable both

for meat and egg production.

The aim of this study was to investigate the

capability of a dual purpose chicken to function

as an alternative to chick culling by means of

testing consumer’s awareness for this issue,

the sensory acceptance and willingness to buy

for dual purpose chicken meat. The project is

part of the INTERREG NEW project “Food

Heroes”.

The male chick-culling is far unkonwn in Germany,

therefore informing and educationg the people

could be poweful in this matter. Further research

needs to be conducted to find out the opportunities

and feasibility of the successful market introduction

of dual-purose chicken.

In the main sensory test, smaller dual-purpose chicken

breast pieces were delivered. This could have had an

influence on the attributes of the breasts. Compared to

the pre-test more people evaluated the dual-purpose

chicken different in texture and commented it as “dry”

which can be caused by the smaller side pieces.

As Figure 1 shows, the participants in Smell, Taste

and Overall expression attributes found better the

dual-purpose chicken meat. However the overall

acceptance do not differ significantly.

With regard to the higher willingness-to-pay for

dual-purpose-chicken in the survey, the moral value

to avoid chick culling seems to be important to

people and can be put into focus.

However, the willingness-to-pay can be different in

reality and people might not be willing to pay more

or only in combination with a label which proves

that no-chick culling was applied. The label could

lead to higher costs which might not be covered in

the range of the people’s paying willingness

anymore.

Furthermore, in this sensory evaluation only 32

people were asked which were mainly students.

These respondents cannot be considered as

representative for the German population for

example regarding age, income and education.

All three farmers reported the problem that the

laying performance of dual-purpose chicken, in

their case the breeds Mechelner and Les Bleues,

are not consistent and satisfying. Egg production

on an industrial scale can be therefore considered

questionable. Regarding meat production, reached

weight was less than expected by the farmers.

However, they report that the quality of meat is

highly appreciated by their customers.

Discussion

Conclusion
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Device: Consumers´ Perception on Health 

Claims 
Authors: Sadam Aziz, Lu Gao, Arian Heidary, Lukas Hoffmann, 

Bhaskara Osman, and Annalisa Torgbi
Supervisors: Prof. Dr. Ulrich Hamm, Dr. Meike Janssen, and Johann 

Steinhauser

 Introduction
The eye tracking device is a video technology tool used to measure and track eye movements with the aim of observing
ones path of attention (Duchowski, 2007 p. 3). This device can be used in many fields including the food industry to
examine consumer´s gaze behaviour. In recent times, most food industries put health claims on their products to
distinguish themselves from other similar competitive products or for the purposes of marketing. However, the extent to
which consumers understand and perceive products with health claims has still not been established (Tarabella and
Burchi, 2012 p. 2175).

 Objectives
• To evaluate whether the consumers noticed the health

claims on food products
• To evaluate the effect of health claims on consumers´

perceived healthiness of the food products

 Methods / Procedures
Selection criteria:
• Participants: minimum 18 years of age, fluent in German,

at least regular buyer of one of the products, have no
background knowledge in food or agriculture area and in
total 18 eligible participants

• Products: 5 cornflakes and 7 orange juices of different
brands; design of health claims

• Mode of survey: Imitated shopping situation using
combination of eye tracking device and questionnaire

• Data analysis: IBM SPSS Statistics version 24

 Constraints
• Calibration drift of the eye tracking device during the

experiment
• Small sample size and variation in the socio-demographic

data

 Conclusions
• The consumers awareness on the health claim was considerably low
• Health claims can play a potential role in positively influencing consumer`s perceived healthiness of a product
• The  placement of a product close to eye level of the consumer and/or closer to the entrance of a supermarket  or shelf

draws consumers´ attention

Results and Discussion

Figure 2: The percentage of participants who noticed the health claims on both categories of the food products

• Only few consumers noticed the health claims on both
categories of food products, with  the highest percentage
for “Kellogg´s” (44.5%) and lowest for “Sonny” (0%)

• The consumers noticed the health claims on the
cornflakes products more than the health claims on the
orange juice products

Table 1: The correlation between fixation time on health claims and perceived healthiness of cornflakes and orange 
juices products

• Generally, health claim influences the participant`s
perceived healthiness for all cornflakes products, but not
for the orange juice products

• Other factors might play a role in influencing
participant`s perceived healthiness on a product,
especially on the orange juice products

Figure 1: The picture of the cornflakes and orange juices products used in the experiments

References:
1) Duchowski, A.T. 2007. Eye Tracking Methodology: Theory and Practice. Springer-Verlag
2) Tarabella, A. and Burchi, B. 2012. The Role of Nutrition and Health Claims in Consumers Perception. Creating Educational Paths to Resolve Information

Asymmetries Caused by Promotion and Marketing Activities Regarding Foodstuff. In: Procedia-Social and Behavorial sciences. Vol. 46, 2173-2177
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➲ Introduction
Coffee sustainable commodity: Nearly 90% of the global production in >60
tropical and subtropical countries to be consumed in the developed countries
Means of sustainability application: Sustainability standards developed by
voluntary and private initiatives(1)

Drivers of sustainability: Governments, NGOs and consumers  CSR reports by
companies(2)

How accountable is the disclosure of information in CSR reports?

Counter-reporting: A tool to challenge the company’s self representation by
collecting external data from non-company sources and “external social audits”(3)

➲ Methods/Procedures
● Multidimensional structure

● Theoretical information on counter-
reporting

● Brainstorming; Research question and
objectives

● Screening sustainability indicators and
certification organisations

● Secondary research: corporate websites,
CSR reports, information from NGOs,
web media, individual bloggers, etc., in
English and German

● Focus on value chain

➲ Objectives
● Development of silent and shadow

accounts for major players in coffee
market:
Jacobs Douwe Egberts/Mondelez;
Nestlé; Starbucks; McCafé; Tchibo

● Apprehension of external social audits
● Understanding reasons behind and

problems of counter-reporting;
● Identification and analysis of the

portrayal-performance gap.

➲ Constraints
● Limited number of examined companies

and sources (sample size).
● Reliability of the data found on the

independent sources.
● Cultural bias and possible lack of

objectivity, as well as other types of
bias.

➲ Results
● The minimum application of sustainability framework is common among the five

examined companies
● The weight of benefits provided by the sustainability standards varies among

initiatives
● Counter information for companies’ sustainability work is scarce and difficult to

access for stakeholders

➲ Conclusions
● There is a substantial gap between the companies’ representation of CSR efforts and actual efforts observed.
● The presence of a sustainability label on a company’s website or on a product package only means compliance of the company to

this particular label. For objective company or product sustainability assessment, sustainability of the label needs to be evaluated
in the first place.

● Large companies generally represent sustainability labels on their websites in a positive way, often concealing crucial information
about them, leaving it for the consumer to perform a search for relevant critique.

● Lack of information is identified as another source of information for counter-reporting.
● Counter-reporting is an essential tool for assessing companies’ performance in terms of sustainability.
● There is a need for further discussion and assessment of sustainable initiatives which might alter their structure and thereby

improve the results.
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 Introduction
Orange (Citrus sinensis) is assumed to have originated from Asia. However, orange has been cultivated vastly all over the
world. It is mostly cultivated in the Far East, Southern Africa, Australia, Mediterranean regions and subtropical areas of
South America and the Caribbean (Morton, 1987). According to Ulrich (2004), the demand for the taste of exotic fruits
and new flavours like mango, banana, guava and passion fruit in the major industrialized markets have increased. The
demand for variety of fruit drinks driven by the internationalization of consumers demands has increased innovations in
this sector. Our product is made of a mixture of Orange, Passion fruit (Maracuja) and Ginger (Ingwer) juices and aims at
giving a refreshing, energizing and fun-to-drink fruit drink for students.

 Objectives
To develop an innovative orange juice based drink for
students with following benefits;
• Creating an energizing, refreshing and fun-to-drink juice
• Introduction of exotic flavours
• Made with natural ingredients (without artificial additives)
• Designed with preferred packaging specifications
• Sourced from Organic and Fair-Trade ingredients

 Methods / Procedures
• Literature review
• Focus group discussions (FGD)
• Idea and concept generation
• Prototype development
• Sensory evaluation (consumer test)
• Marketing concept

Results and Discussion

• From Figure 2, high increment in Ginger leads to a
significant decrease in Overall Acceptance

• There is no significant difference between
Prototypes 5 and 8; hence, they share similar
sensory characteristics

• In terms of general preference rank, Prototype 8 has
the lowest sum of ranks (the lower the sum of rank,
the more preferred the prototype)

• Initial purchase intention is 73% and repeat
purchase intention is 56% (Prototype 8)

• The concept Ging Up “Spice Up Your Day” with
Glass of packaging size 330 ml was the most
preferred

 Constraints
• Difficulty finding 100% passion fruit juice
• Difficulty recruiting focus group discussion participants

from three German Universities
(Göttingen, Fulda and Kassel)

• Design of packaging
• Language barrier

 Conclusions
• From the sensory test results, Prototype 8 with 8% ginger juice is chosen as the final product
• Although repeat purchase intention is lower than initial purchase intention, the chosen prototype (Prototype 8) is

generally acceptable since 73% of panellists like it
• Based on the interpreted results, Prototype 8 has a high chance to be successful on the German fruit juice market for

students because it provides a new variant of innovation in orange juice based drink

Figure 2: Overall acceptance of prototypes (difference in small letters indicates significant difference at 5% level)

Table 1: Prototypes formulations

References:
1) Morton, J. (1987): Orange In : Fruits of Warm climates. Julia F. Morton, Miami, Fl. p. 134-142 
2) Ulrich, M. (2004): The Market for Tropical Juices in Europe. In fruit processing: Journal for the fruit processing and juice producing European and overseas industry 14 (4), p. 279

Prototypes Formulation
Prototype 5 5% ginger juice, 25% passion fruit nectar, 70% orange juice
Prototype 8 8% ginger juice, 20% passion fruit nectar, 72% orange juice
Prototype 10 10% ginger juice, 20% passion fruit nectar, 70% orange juice
Prototype 12.5 12.5% ginger juice,19.5% passion fruit nectar, 68% orange juice
Prototype 15 15% ginger juice, 19% passion fruit nectar, 66% orange juice

Figure 1: Sensory booth in Witzenhausen 



 Introduction
The main sources of contamination of milk and its products are due to improper cleaning and disinfection of equipment. It is very
important to sanitize the processing equipment taking into consideration for both composition of deposit and also constitute
microorganisms. The selection of suitable cleaning and disinfecting agent is necessary, it may kill desired microorganism involved
in cheese processing. The project can be performed by visiting a cheese industry to know the hygiene practices and also the
effectiveness of cleaning and disinfectant agents used without causing harm to the environment. The selection of sampling sites to
take samples for testing bacterial counts helps to improve hygiene practices.

 Objectives
 To make cleaning and disinfection procedures environmental friendly by evaluating hygiene practices in different cheese

plants.

 Methods / Procedures

 Literature review
 Visit of artisanal cheese making plants

- Questionnaire
- Sampling for microbiological tests

The approach was  based on environmental friendly hygiene practice in comparison between the literature review and the cheese
plants we visited. Three plants (A, B, C) were visited and interviews were conducted. Samples for microbiological testing were 
taken from plant C in order to measure good hygiene and environmental friendly practice. 

 Constraints
Cleaning and disinfection practices differ between small scale organic cheese making plants compared with large scale industries.
Only plant C used an special organic cleaning agent and no disinfection agents. The other two plants used common commercial
products for cleaning and disinfection as recommended by external consultants.

 Results
 Chlorine was used in plant A, plant C uses the organic product (Sodasan with citric acid). Plant B used chlorine free and

quaternary ammonium free compounds.
 First two plants had problems of moulds on roof, E. coli, Listeria from feed and Clostridium bacteria for cheese ripening.
 Industries differ from cleaning the wooden planks by hot water once in a month and by visual inspection.
 The whey from plant A were taken for feeding of the pigs, the waste water were cleaned by biological clarification plant, plant B

used the whey for biogas production and plant C as soil fertilizer.

 Conclusions
 To ensure production of safe raw milk cheese with high quality, Good Hygiene practice (GHP) at farm level is of high

concern.
 Quaternary ammonium compounds has strong bactericidal property but are also strong detergents. They leave residues

which can cause potential risk for cheese ripening.
 Following GHP, chlorine-containing compounds are not necessary to ensure safety and quality of hard cheese.
 Enzyme cleaning which is biodegradable can be an alternative for eco-friendly cleaning.
 Further research is necessary for cleaning and disinfection agents for organic food plants to ensure food safety and

development of the right ripening bacteria in order to get a unique taste of traditional artisanal cheese products.

Optimization of Hygiene Management in Organic 
Cheese Industry

Hichem Fourati, Mahmood Salam, Monika Balachandran and Shaino Cherian
Supervised by: Prof. Dr. Friedrich-Karl-Lücke, Prof. Dr. Rohtraud Pichner

1) reference 
2) reference 

if necessary the logo of the partner institution



Introduction
The term ‘Nutricosmetics’ has been used for the first time in the late 1980s by the Swedish biochemist Ake
Dahlgren, who invented the first Nutricosmetic called ‘Imedeen’. [1]

There is no common definition of Nutricosmetics. However, for the purpose of our project we defined
Nutricosmetics as “oral based health products containing targeted ingredients such as nutrients and antioxidant that
are proved to have beneficial beauty and health effects on the skin, hair and nails by supporting its proper
functioning and optimal growth”.[2]

 Japan and China are the leading countries in terms of global market and sales. However a growing demand has
been observed in the recent years in Europe (especially in Germany, Italy and the Netherlands).

Objectives
The overall objective is to investigate on the topic of Nutricosmetics from different perspectives: to get an insight on
the scientificity and effectiveness of such products; to study about the legal status in European Union, United 
States, China and Japan; to conduct a market analysis of selected countries; to examine and compare the 
variety of existing products available on the market; define future trends in Nutricosmetics; and finally, to make a 
forecast for Nutricosmetics to be successfully launched on European market.

Methods / Procedures
Weekly project work meetings in order to set up long-term and short-term tasks
Consultation and brainstorming sessions with Supervisors
Expert Interviews: Prof. Stefano Manfredini (cosmetic expert, University of Ferrara, Italy), Dr. Astrid Hüttebräuker
(lawyer, Düsseldorf, Germany)
 Scientific research: literature research, market analysis, case studies

 Constraints
The main constrains were related to the novelty of the research topic. We came across difficulties in obtaining data 
on sales of Nutricometics in particular countries and revenues of leading companies. Additionally, the study on Asian 
market was, at times challenging due to lack of the access to the data in the English language.

Results

Conclusion
Various factors (high demand for beautifying products, convenience of use or low collagen consumption
in developed countries) will result in an increasing demand for ‘Beauty From Within’ products.
Correct ratio of the ingredients and its high bioavailability as well as proper dosage and
duration of the treatment are key factors which influence the efficiency of the products.
The legal status is favourable in Japan and China, but there is a need for proper regulations in
the US and Europe.

KEY INGREDIENTS KEY ACTIVITIES PRODUCTS KEY PLAYERS LEGAL STATUS

Collagen hydrolysate Hair/nails/skin support and 
maintenance

Dietary supplements:
-Pills
-Liquid collagen ampoules

European Union
Croda International plc (UK)
Lucas Meyer Cosmetics 
(France)

European Union
Lacks beauty claims, EFSA is responsible 
for the regulations.

Marine ingredients:
-Tyrosinase inhibitors
-Phenolic compounds
-Vitamins A, B, C, E, K
-Phlorotannins

Improvement of skin 
appearance:
- radiance
- roughness
-skin whitening

Beverages:
-Collagen water
-Collagen drinks

United States
Life Miracle Inc.(USA)
Glotrition  USA

United States
USFDA determines the regulation but has 
unclear definitions

Antioxidants:
-Polyphenols
-Ascorbates
-Tocols
-Carotenoids

Skin anti-aging prevention Sweets:
-Collagen bars
-Collagen jellies/candies
-’Beauty’ chocolate

China 
HNB®(China)
OEM (China)

China
CFDA is responsible for regulations 

Unsaturated Fatty Acids:
-MUFA
-PUFA

UV-radiation protection Dairy products:
-Collagen yogurt

Japan
Lion Corporation
NH Foods Ltd.

Japan
FOSHU clearly defines and has proper 
regulations

Nutricosmetics
Agnieszka Janke, Rakhee Rachel Rajan

Supervised by : Prof. Dr. habil. Marc Birringer, Prof. Dr. Tonia Ruppenthal, M.Sc. Sonja Brandenburger 

1) Kieffer ME and Efsen J (1998). "Imedeen in the treatment of photoaged skin: an efficacy and safety trial over 12 months". Journal of the European Academy of Dermatology and Venereology 11 (2): 129–136.
2) reference Tabor.A and Blair M.R  (2009).”Nutritional Cosmetics:Beauty from within”  William Andrew Publications USA.:  Patel.,N . Padhtare S.R,. (2015) Newer trends in Cosmetology,  World Journal of pharmacy and 

pharmaceutical sciences. Vol 4, Issue 3
3) Picture: www.nipponham.co.jp/eng/group/business/dairyproducts.html



 Introduction
 Situation: in 2015 Europe experienced an

enormous flow of refugees
 Issue: newly arrived refugees often face limited

knowledge of nutrition and lack of access
to culturally familiar food 1

 Objectives
 Helping refugees with food related problems
 Determination of problems through a survey

 Methods/Procedures
 Literature review
 Designing a questionnaire
 Face-to-Face interview in refugee home in

Witzenhausen
 Data analyse with SPSS (Version 22)
 Designing a shopping guide

 Constraints
 Language difficulties
 Limited number of participants in the survey
 Limited resources for other types of help

Project Work
„A Helping Hand for Refugees“

Authors: Lisa Diekmann, Roxanne Gebler and Tjasa Rednak
Supervisors: Prof. Dr. Barbara Freytag-Leyer and Ljubov Stefanovic MSc.
Date: February 2016

1) Griesback, M. (2015): Steuerung, Flüchtlingsschutz und Entwicklung. Hans Seidel Stiftung, Vol. 459, p. 28-37.
2) Own source 

 Results
 43 questionnaires were completed
 Country of origin

 How often do refugees have difficulties with…

 100% do grocery shopping in discounters
 58,1% stated that a shopping guide would help them

(No°1 answer)

 Shopping Guide
 Content:

1. Introduction
2. Facts for a Healthy Diet + Lifestyle
3. German Supermarkets
4. Food Packaging and Labelling
5. Important Vocabularies

 Written in easily understandable English

 Conclusions
Proposals for further research:

 Additional research about nutritional habits
 Including further regions and refugee homes in Germany
 Higher number of participants

…understanding 
the labels?

…finding the right 
ingredients?

…preparing 
European ingredients?

2

n=43

n=41n=40 n=27

2



References: Website Workshop: http://mahara.hs-fulda.de/view/view.php?id=607
Link Promotional Video: http://mediasrv.hs-fulda.de/fboe/public/calidadecuador/video.html
http://www.accessdata.fda.gov/scripts/importrefusals/ Accessed on 12.11.2015

Elisa Mendoza, Andrea Armas, Verónica Alegría
Supervision: Prof. Dr. Johann Janssen and Prof. Dr. Hannelore Borck

INTRODUCTION
This project work was carried out in order to improve the knowledge and skills of food quality systems,
specifically HACCP.
The idea came out due to previous observation of refusals of fish products reported by the Food and Drug
Administration (FDA), listing Ecuador as one of the countries with difficulties to export and with frequent
refusals.
Two companies and one govermental agency were selected in the region of Manta, Ecuador, to participate as
a case of study. As a final result, an online workshop was designed, providing topics such as HACCP, in
accordance with the Codex Alimentarius and FDA, Ecuadorian legislation, voluntary standards and industry
guidelines. The main target of the workshop were top managers of companies processing Mahi Mahi in
Ecuador.
O B J E C T I V E S

M E T H O D S
 Framework FDA and Codex Alimentarius ( HACCP Guideline)
 Online Interview (skype conference with two quality

managers in Germany and France)
 Face to Face Interview (Frigolab, Ocean Fish and INP

authorities)
 Literature research
 E-learning (Design of workshop online)
 Digital media (Creation of video to promote workshop online)
 Survey (Performance of the workshop)

CONSTRAINTS
 Limited face to face communication
 Inexperience in e-learning method
 Low participation and/or feedback in the e-learning

platform, probably because of lack of incentives
 Time management from participants
 Geographical positioning (Ecuador-Germany)

R E S U L T S

CONCLUSIONS

 Video-conference with food safety experts in Germany and France
 Production of promotional video for recruitment of participants
 Personal interviews and visits to governmental institute and private fish

companies in Ecuador
 Development of an E-learning workshop with topics in food legislation,

standards and HACCP system
 Feedback from participants (3 out of 9): Online platform was user-friendly,

content useful for problem-solving, lack of time and unfamiliar with e-
learning, as obstacles

 HACCP is implemented in Frigolab and Ocean Fish, however there are some deficiencies and lack of knowledge
in the new requirements of FDA, specifically on the food modernization safety act (FMSA).

 Some of the causes for refusals from FDA to Ecuadorian companies remain unclear.
 Continuous improvement of national standards is needed in Ecuador, for which HACCP must be included in the

current legislation.
 E-learning methodology requires incentives to achieve commitment from participants.

Promotional  Video, IT Department Hochschule Fulda, 
August, 2015

 To review existing literature on food quality systems,
current regulations in FDA, Codex Alimentarius and
journals

 To contact companies and institutions in Ecuador related
with the fish industry

 To develop an online workshop to fish companies’
managers in order to transfer knowledge related to food
quality systems



Food Business and Social Responsibility: 
The BRICS in a Comparative Perspective
Authors: Emel Kasim, Daria Pashkova, Jigish Shah, Pauline Huang & Arif Rabbani
Supervisors: Prof. Dr. Christian Herzig & Dr. Anna-Lena Kühn

Chapple, W., & Moon, J. (2005). Corporate social responsibility (CSR) in Asia: A seven-country study of CSR web site reporting. Business & society, 44(4), 415-441.

Introduction
Corporate social responsibility (CSR, also called corporate conscience, corporate citizenship or responsible
business) is a form of corporate self-regulation integrated into a business model. CSR policy functions as a self-
regulatory mechanism whereby a business monitors and ensures its active compliance with the spirit of the law, ethical
standards and national or international norms. This project work investigated the responsible management practices of
food companies (food production and processing, retail and agro) in each of the BRICS countries.
BRICS is the acronym for an association of five major emerging national economies: Brazil, Russia, India, China and
South Africa. The grouping was originally known as "BRIC" before the inclusion of South Africa in 2010. The BRICS
countries were chosen to be examined, because they represent around one fifth of the world’s economy, more than
40% of the world’s population and about 30% of the world’s land area. Also, very less research has been done
previously concerning CSR activities of food companies in these countries.

Objectives
• Theoretically looking at the institutional environment of varieties of capitalism (VoC) in the BRICS countries.
• Investigating the content and quality of CSR reporting in the food industry.

Methods
• Sample: From each of the BRICS countries’ stock

exchanges, a sample of 50 companies was selected.
This resulted in a total sample of 250 agri-food firms.

• Sampling unit: CSR information on corporate
websites as well as CSR and annual reports.

• Qualitative analysis: Directed content analysis
• Research instrument: a) existence of CSR, b)

extent, c) motives, c) CSR activities, d) types of
implementation based on Chapple & Moon (2005).

• Coding: Binary coding (1: present, 0: not present)

Results
• Varieties of Capitalism: Liberal Market Economy (LME)

and Coordinated Market Economy (CME) are mostly
present in BRICS countries except for Russia.

• CSR penetration is highest in China and South Africa
(88%) and lowest in India (60%). In Russia, it is 62%
and in Brazil 70%.

• The main motive for CSR implementation is strategy in
Brazil and South Africa, philanthropy in Russia and
compliance in India.

• Socially responsible employee relations:
• Highest for South African (68%) and Chinese (64%)

agri-food companies
• Russian (38%) and Indian (42%) food companies
• Lowest for Brazilian agri-food companies (34%)

Constraints
• Compiling a list of 50 agri-food companies in Brazil

and South Africa.
• Difficulties in interpreting some of the CSR reports.
• Reporting‐performance portrayal gap:

The information shared in companies’ websites and
reports might not reflect the actual CSR behaviour.

Conclusions
• None of the BRICS countries has a specific type of capitalism: They represent mainly a combination of LME & CME.
• ~ 60% of the agri-food companies in the BRICS countries provided at least some information on CSR.
• < 25% of the BRICS agri-food companies published a separate CSR report
• > 40% of the agri-food companies in India and South Africa released integrated reports.





 Introduction
Sustainability is a tremendous opportunity to make difference across a range of issues and area of
different production. Therefore, nowadays every food and agriculture sector starts their business in a
sustainable way. Our group has been collaborating with Antoniusheim GmbH in Fulda to conduct the
project “Sustainability in an Organic Food Business”. Antoniusheim focuses on two main aspects: social or
community engagement and organic production.

 Objectives
 General objective: to assess and improve the sustainability of primary production of organic milk in
Antoniusheim GmbH.
 Specific objective: to measure the sustainability level based on six categories: 1) greenhouse gas
emissions, 2) soil, 3) water, 4) animal care, 5) economic resilience, and 6) social well-being.

 Methods / Procedures
Different frameworks that address sustainability practices (DSF, SAFA, OCIS, SRS) were considered for
application in the project. Group members decided to merge them and create a questionnaire adapted to
the project’s needs. The questionnaire was firstly tested by a collaborator of Kassel University’s
department of Animal Husbandry, who has experience in this field, and afterwards applied in Antoniusheim.
To calculate and analyze the questionnaire’s results, the OCIS software was used (due to the collaboration
of the Organic Research Center in UK), using ORC’s and SAFA’s values as reference1，2

 Results

 Conclusion
 Antoniusheim is well-known in the region due to its social commitment which was proven by the

project results. At the moment SRS is being done which could raise the results.
 Limitation: AH is small-medium sized company with few employees, so the high workload created a

delay that made results’ gathering a slow process; besides, there was no benchmark since the data
analysis could not be compared with other years or other companies.

Sustainability in an Organic Food Business
Cynthia Escobedo, Dessy Wijaya, Naeyoung Kang, Paola Corredor, Saiful Hasan, Xi Lan

Prof. Dr. Friedrich-Karl Lücke and Prof. Dr. Johann Janssen
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Sustainability in Antoniusheim (Animal-social)
 The result are explained in form of a “Spider-web” which covers

two categories, animal care and social well-being.
 The Spider-web is based on 5-point scale scoring system.
 According to the Spider-web, Antoniusheim showed high

sustainability performance on animal care and social well-being
GHG emissions, water, soil, and economic resilience categories

cannot be yet completely assessed due to a delay in the
gathering of results. The group assumes that because of the
organic farming system (Bioland), water, soil, and GHG
emissions will present high values. The group also assumes
that economic resilience will also show high score due to the
company’s several activities (not milk-dependent).

1） SAFA Sustainability Assessment of Food and Agriculture systems Guidelines (Test Version 1.0) NATURAL RESOURCES MANAGEMENT AND
ENVIRONMENT DEPARTMENT. FAO, Rome, 12 June 2012.
2） Gerrard, C., Smith, L., Padel, S., Pearce B., Hitchings, R., Measures, M. and Cooper, N. (2011): OCIS public goods tool development, draft 1.0. In:
Organic research center report



Motivation
The unit of “Management in the International Food Industry” of the University of Kassel is responsible for 
the management education within the IFBC program. In response to the growing demand for international 
food managers, this project explores competencies of tomorrow’s leaders and future food trends.

Objectives
Acquiring consciousness of stakeholder engagement and involvement 
Providing information to reflect and improve the management curriculum of the IFBC program 
Inform higher education institutions (HEIs) on possibilities to enhance their curriculum

Methods / Procedures

Results

Engaging with Stakeholders on Key Issues and 
Competencies in the International Food Business 
Niloofar Ashtari Larki, Ada Margarita Gutierrez Baca, Kamal Hossain, Nasim  Marzban, Linda 
Meriluoto, Theresa Schmidl, Nicole Tanuwidjaja, Regina Tjoa, Mandy Weber, Yvonne Wittkopf

Recommended Readings
EABIS, Ashridge, PRIME (2006): Developing the global leader of tomorrow. Ashridge. Berkhamsted. United Kingdom.
Malik, M.R., Yawson, R. and Hensel, D. (2009): Destination 2025: Focus on the Future of the Food Industry. Deloitte Development LLC, Minnesota.

Supervisor: Prof. Dr. Christian Herzig

Reflections
+ Engaged with four stakeholder groups

broad picture on competencies and
trends from different perspectives

+ Project group has gained experience in
carrying out research methods in
practice

+ Extensive knowledge on trends in the
food industry personal learning
outcome

+ Broad database
- Diverse data difficult to define and

compare categories from individual
groups’ findings

Intercultural Competence
Communication Skills
Networking Skills
Teamwork
Language Skills
Knowledge Managerment
Strategic/Systematic Thinking
Managing Complexity
Organization Skills
Managing Change
Knowledge on Food Topics/Business
Knowledge on Management
Project Management
Computer Skills
Managing Risk
Leadership Responsibility
Out-of-the-box Thinking
Social and Moral Attitude
Creativity
Natural leader
Decision Making
Problem Solving
Mobility/Flexibility
Teamplayer
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Conclusions
Practical experience of stakeholder
identification and engagement
Appreciation of different perspectives
of stakeholder groups
Identified trends should be embedded
in the respective modules 
Teaching and learning methods should
be adapted so that required  
competencies can be imparted

Outlook
We intend to develop different articles 
informing institutions (HEIs) involved in 
educating future international food 
managers and other organizations/groups 
about our findings. 

Regionalization
Internationalization/Globalization
Functional Food
Sustainability (Environment/Ecology)
Convenience
Digitalization
Purchase Behavior
Sharing Economy
Emerging Markets
Consumer Awareness
Food without Additives
Migration
Service Availability
Health
Green Business
Price and Quality Conciousness
Organic/Fair Trade Products
Regulations/Food Safety
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“An international food manager is 
rather a generalist than a 
specialist" (About competencies -
company interviews)

"The consumers are getting 
more aware, they gain 
understanding and knowledge 
of it [Sustainability], making 
sure that the products 
purchased are produced 
sustainably" (About trends -
company interviews)

ECONOMY STUDENTS ALUMNI UNIVERSITY 
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Stakeholder Project Methods and Research Procedure Framework: 

Media 
Research 

Interviews 
(Phone) 

Master 
Students 

Bachelor 
Students 

IFBC  
Alumni 

German 
HEI’s 

EU    
HEI’s 

Interviews 

- IFBC 14/16 

- IFBC 13/15 

- Erasmus 

Focus 
Group 

Content 
Analysis 

Expert 
Interviews 

Online 
Survey 

- Job 
Advertisement

- Online Job 
Profiles (XING 
and LinkedIn) 

- Food 
Producers/
Retailers 
- HR 
Consultancies 
(Food Sector) 

Content 
Analysis 

Content 
Analysis 



Product Development on Pine-nut flour

Authors: Dana Musleh, Irina Iakushkina, Luna Shrestha, Johanna Herzig 
and Nicolas Veloso
Supervisor: Prof. Dr. Angelika Ploeger

 Introduction
•The seeds of pine nut (P. pinea) are a traditional component of the Mediterranean diet for their exquisite flavour.
Recently, there has been a growing worldwide market for pine nuts due to consumers’ interest to its nutritional properties
(high protein content, unsaturated fatty acids and micronutrients) and positive effect on health (reduction of the risk of
coronary heart disease and sudden cardiac death)
•Pine nut can be used as a basis for the development of new nutritious and functional food products
•Product made of pine nut and other natural ingredients can fulfil nutritional and energy requirements of people, who
make sport or just have an active and healthy life style

 Objectives
Develop a natural raw product, which
 provides significant amount of energy and nutrients

(especially protein)
 meets sensory expectations of a target group
 is convenient for consumption

 Methods / Procedures
• Literature search
• Brainstorming and discussions
• Observations
• Cooking experiments
• Sensory evaluation (descriptive test)
• Chemical tests (protein content, water activity, pH value)
• Shelf-life evaluation

 Developed product and Results
• Natural raw energy gel with high amount of protein

(16.5%)
• Ingredients: pine-nut, honey, pollen, orange and

lemon juice
• Shelf-life test: spoilage of the product within designed

conditions
• Sensory description of the product, given by trained

panel

 Constraints
• Find a constant and homogeneous quality pine-nut that

fulfils sensory expectations of the product
• Delivery of raw material
• No proper conditions for packaging
• Low response from related companies
• Design of package

 Conclusion
• An important aspect in product development is a stable supply of high quality ingredients
• To prevent microbiological spoilage of the product and increase its shelf life, it is necessary to either pasteurise the

product with further storage in a room temperature, or store a minimal processed product within lower temperatures
(in refrigerator)

• Proper packaging technologies and materials are essential conditions for product shelf life evaluation
• Further development can extend a product range of healthy and functional snacks with pine nut by adding new

ingredients or changing cooking technologies
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 Introduction 
• Background: Founding of FAO in 1945, Aim was to achieve rural development and hunger

alleviation, Solution for this was the reduction of post-harvest losses
• Tremendous difference in the amount of food produced and consumed, According to FAO app. One

third of all food is lost or wasted, 1.3 billion tons per year (FAO 2011)
• Definition post-harvest losses: Decrease in food quality or quantity in some steps of the food supply

chain: production, subsequently after harvest, during manufacturing (Parfitt et al. 2010)
– Occur rather in developing countries (Please see figure 1)

• Differentiation food waste: Happens at  later steps of the FSC, e. g. at the retailer level or the final
consumption

– Take rather place in developed countries
(Please see figure 1)

 Methods / Procedures 
• Literature Research

 Objectives 
• APHLIS: African Postharvest Losses Information System
• Explanation of the system
• Strength and weaknesses of the existing system
• Adaption of the system to other countries or regions

– Is that possible?
– Appearance of benefits or risks?
– Impacts on the country/region

• Adaption of the system to other product groups
– Is that possible?
– Which product groups?
– Benefits and risks?

 Conclusion 
• Total food omission constitutes of post-harvest losses and food waste
• Implementation of system like APHLIS contribute to the reduction of post-harvest losses

 

Reducing Post-Harvest Losses 

An Introduction to APHLIS 
Presented by Sonja Müller, Supervised by Michael Hesse 

1) FAO (2011): Cutting food waste to feed the world. URL: http://www.fao.org/news/story/en/item/74192/icode/, last access 28th December 2013

2) Gustavsson, J., Cederberg, C., Sonesson, U., van Otterdijk, R., Meybeck, A. (2011): Global Food Losses and Food Waste. Extent, Causes and Prevention. Swedish Institute for Food and Biotechnology and Food and Agriculture Organization of the United Nations. Rome, Italy 

3) Parfitt, P., Barthel, M., Macnaughton, S. (2010): Food waste within food supply chains: quantification and potential for change to 2050. In: Philosophical Transactions of the Royal Society. London, England

Figure 1 Per capita food losses and waste (kg/year), adapted from Gustavsson et al. 2011 



 Introduction
In Europe, the food industry is the largest manufacturing sector and the largest
industrial employer. The integration of sustainable development in food production is
the main challenge being faced by the food sector in this century. A consortium of six
European Universities is developing a new EU-funded Master programme aiming at
sustainability in the food industry to provide young professionals who know how to
cope with that challenge in order to reform that sector towards a greener one.
Sustainability is a well established term and is described by the World Commission on
Environment and Development as a concept that “meets the needs of the present
without compromising the ability of future generations to meet their own needs”.1
Later on it was split into three pillars: Economic, environmental and social
sustainability.2

 Objectives
The overall objective is to develop a marketing concept and an event strategy for
promoting the Master programme Green Food Industries. This includes the creation of
promotional material such as postcards, display cleaners, a roll-up poster, a movie and
a website. Furthermore, the presentation of the Master programme at the BioFach
exhibition is part of the promotional activities taking place in February 2014.

 Methods / Procedures
Weekly group meetings, consultation with supervisor, setting up a moodle course for
constant team communication, regular minute taking, brainstorming, internet research,
budget planning, setting up timeline and corporate identity, organisational issues for
BioFach, movie-making workshop.

 Constraints
Limited information available due to underdevelopment of the Master
programme, cooperation between 6 universities, limited budget
and time to create promotional material, organisational issues
with movie-making workshop.

 Results
Setting up a corporate identity and an event strategy
including the completion of promotional material and movie.

 Conclusion
In order to delegate a project, it is crucial to split work
into subgroups. Working with a timeline helps to keep track
of unfinished tasks. Difficulties in decision making due to continuous
development of the master programme.

Marketing for European Master 
Green Food Industries

Stefanie Becker, Jana Hering, Franziska Klar, Zarine Macuda,
Katharina Menzel, Suzanne Türpe, Sally Yip

Supervised  by: Prof. Dr. Angelika Ploeger 

1) World Commission on Environment and Development (1987): Our Common Future. The Global Challenges. Sustainable Development. URL: http://www.un-documents.net/our-
common-future.pdf (accessed August 18, 2013)

2) Enquete Commission (1998): Final Report. Concept Sustainability. URL: http://dipbt.bundestag.de/dip21/btd/13/112/1311200 (accessed July 17, 2013)



LLow Food Waste Society 

References: 
1) Production data - FAOSTAT, URL: http://faostat3.fao.org/faostat-gateway/go/to/home/E
2) Exports and Imports data - European Comission Trade Statistics: URL: http://exporthelp.europa.eu/thdapp/index.htm
3) Per Capita Consumption - WRAP (2011): Fruit and vegetable resource maps, URL: http://www.wrap.org.uk/sites/files/wrap/Resource_Map_Fruit_and_Veg_final_6_june_2011.fc479c40.10854.pdf
4) Consumer food waste data - WRAP (2009): Household Food and Drink Waste in the UK URL: http://www2.wrap.org.uk/downloads/Household_Food_and_Drink_Waste_in_the_UK_Nov_2011.20f9e3a5.8048.pdf
5) GHG emissions per kTon waste - DEFRA (2008): Greenhouse gas impacts of food retailing  URL: http://sites.brunel.ac.uk/__data/assets/pdf_file/0008/325574/Greenhouse-Gas-Impacts-of-Food-Retailing.pdf
6) Waste distribution - WRAP (2011): The water and carbon footprint of household food and drink waste in the UK, URL: http://www.wrap.org.uk/content/water-and-carbon-footprint-household-food-and-drink-waste-uk-1

OBJECTIVES 
To create a supply chain model for potatoes, tomatoes, apples & strawberries with all

available information on trade, losses, waste, disposal, etc.

To identify the best combinations for reducing food loss & waste and their

environmental, social & economical implications 

Propose sustainability measures for retailers & consumers to effectively reduce food

waste

OPTIONS 
VARIATIONS IN 

WASTE  
DISPOSAL 

TOTAL 
 tCO2 eq/kTon  

% REDUCED 
  tCO2 eq/kTon  

Landfill 62% 
145530 0% 

Compost 8% 

Landfill 47% 
114200,63 22% 

Compost 24% 

Landfill 31% 
82871,25 43% 

Compost 39% 

Landfill 16% 
51541,875 65% 

Compost 55% 

Elizaveta Izmailova 

Dimana Licheva 

Natalia Loboda 

Bhuvanya 
Balasubramaniam 

Prof. Dr. Angelika Ploeger 

Prof. Dr. Hartmut Vogtmann 

CONSTRAINTS 

Lack of frequent, consistent & reliable food waste data 

Current available data may be questioned as it is collected using a variety of

methods and under different assumptions 

Data may not necessarily be comparable to real situation 

In some stages of the supply chain, e.g. processing, no data can be gathered 

More often than not, forecasts are often “best educated guesses“ 

Due to the complex network of the supply chain the domino effect of waste

reduction cannot be predicted in detail, only assumed 

 
 

PROCEDURES 

Gathering available data from national & European statistical sources on

production, import, export, loss and waste & creating a representative

model

Calculating food kilometres for each commodity using different modes of

transport & analysing GHG emissions 

Identifying stages of the supply chain with biggest environmental impact &

creating different scenarios of GHG reductions in those stages RESULTS 
Even a 25% reduction of waste may have significant environmental benefits, but the

economic implications should be carefully considered, since an exact prediction is

impossible due to the complexity of the supply chain 

If the % of waste going to landfill is reduced and instead composting is promoted,

more than 50% of the GHG emissions can be reduced

Top left: Supply chain for potatoes and strawberries with indicated quantities 

where data was available 

Top right: Possible reduction of GHG emissions should the landfill disposal be 

reduced with 25%, 50% and 75% on behalf of composting  

Bottom left: Scenarios of consumer waste reduction with 25% and 50% and its 

implications on purchase, import and production 



  Introduction 
The campaign “Experience the taste of the Hohenlohe region: Schwäbisch-Hällisches Qualitätsschweinefleisch g.g.A.” was 
evaluated in cooperation between the “Bäuerlichen Erzeugergemeinschaft Schwäbisch Hall” (BESH) and the department of 
Agricultural and Food Marketing-Kassel University. The campaign is aimed to position BESH meat as high quality pork meat 
with eight important communication messages: animal welfare, high quality pork meat, promotion and conservation of old 
livestock breeds, preservation of the rural landscape and biodiversity, responsibility for general health, protected 
geographical indication (g.g.A.), sustainability, and tradition and transparent production and traceability. 

  Objectives 
•  Evaluate the success of the promotion event.
•  Measure the degree in which the campaign informed about the g.g.A. Logo.
•  Identify whether the campaign transmitted BESHs’ most important.

communication messages.

  Methodology  
Using the AIDA (Attention, Interaction, Desire and Action) model as a tool 
to assess data and analyze the promotion (Bruhn and Homburg, p.319, 2001),  
quantitative personal interviews were conducted in the cities of Nagold, Heuchlingen  
and Cologne. An overall of 107 people participated in the study, with a total  
of 69 completed questionnaires. The data was then coded and analyzed using IBM SPSS.  

  Results 
•  The campaign had a 91% level of recognition (Nagold

and Heuchlingen). Out of the 69 people that participated in
the promotion, 87% claim their interest in BESH meat
was awoken by the promotion and 61% had any kind of
interaction with the campaign, whether it was with the
brochure (48% of interaction), personnel (42% of interaction)
or the tasting (66% of interaction).  65% are likely to buy
BESH meat in their next purchase and 18% bought BESH
meat during the promotion day.

•  Twenty people claimed to have seen the g.g.A. Logo at the
promotion and from the eight important communication messages,
meat quality, animal welfare, regional aspects, old pig breeds and
general health; were successfully transmitted in a descendent order.
The remaining messages were not properly communicated to
the participants.

  Conclusions 
•  The campaign was successful at raising the attention, interest and desire of customers. Nonetheless, action cannot be

taken into account due to the situation in which the interviews were conducted.
•  Four of the eight important messages were properly communicated, from which, high quality and animal welfare were

the most recognized by consumers.
•  The campaign did not communicate the g.g.A. in the degree that it was desired. Approximately 15% were able to identify

the purpose of the g.g.A. logo.

Evaluation of the sales promotion 
campaign for “Schwäbisch-Hällisches 

Qualitätsschweinefleisch g.g.A.” 
 Authors: Annette Bartram, Alba Lucía Marín and Bernardo Chiriboga 

Supervisors: M.Sc. Geesche Marie Merkle and Dr. Meike Janssen 

1)   Bruhn,M. and Homburg, C. (2001): Gabler Marketing Lexikon. 1st ed., Gabler: Wiesbaden 
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Endemic Edible Plants 
A treasure chest of functional food and biodiversity 

Authors: Boutopoulou A., Gautam P., Alvarez J., Koch A., Martínez E., Rodríguez C. 
Supervisor: Prof. Dr. Marc Birringer  

   Introduction 
• Native edible plants hold unique compounds
along with positive health properties. They
can be found in different  privileged locations
worldwide

• Moreover, particular plants, such as
 Triphala, Maca, Chaya and Guarumbo 
  have been scientifically identified for their 
  potential medicinal value 

• In addition, native people have been using
such endemic plants as a natural alternative
to improve health in the common form of
herbal infusions

Objectives
• Identification and characterisation of  endemic
edible plants with bioactive ingredients from
around the world

• Product development
i.e. herbal blend infusion/tea

  Methods/ Procedures 
• Creativity techniques i.e. classical brainstorming
• Literature review
• Implementation of a sensory hedonic test

i.e. preference  test
• IBM SPSS Statistics software

 Developed products 
Brand 
name 

Three lines: 
1) INMUNI-TEA
2) SENSUALI-TEA
3) STABILI-TEA

Selected raw 
materials from 

different 
countries 

•Neem
•Triphala
•Goji
berries

•Maca
•Gingko
biloba

•Pomegranate

•Green tea
•Mulberries
•Cinnamon

1) 2) 3) 

e lin

ed r

Sensory analysis 

Figure 1. Consumers response to overall  
liking of tea 

S 
A 
M 
P 
L 
E 

n= 25 panellists 

  Results 
• From Figure 1 can be observed that
the most preferred sample (145)
belongs to the SENSUALI-TEA line

• The most preferred samples within the
respective tea lines are: sample 382
(STABILI-TEA), 237 (INMUNI-TEA)

• All recipes are well-accepted (above
average acceptance level)

Constraints & Limitations
• Some legal requirements for endemic
plants i.e. novel food and health claims

• Logistic issues i.e. raw material
delivery time; import/export
restrictions, high costs, suppliers

  Conclusions & Discussion 
• Specific plants with bioactive
compounds were selected to develop
three lines of herbal blends

• Based on the results of sensory analysis
the most preferred products with
different recipes were finalised

• Further development is needed to
improve in terms of sensory attributes,
ingredients and interaction between
them and marketing strategy.



Introduction
Urban farming can be defined as a concept of growing plants and/or raising animals in city areas (Ruaf 2012). Urban
farming supports sustainability by creating natural homes, urban greening and landscape regeneration, growing food
and recycling wastes (Permaculture 2012; Ruaf 2011, p.6). Different forms of Urban Farming are growing plants on
balcony, backyard, rooftop, greenhouses, community gardens, edible landscapes or even beekeeping (Collectiverouts
2012). Often garden projects are combined with social aspects like for example to integration of migrants in the
population. These gardens are usually named “Intercultural Gardens” (Stiftung Interkultur 2012).

Objectives
The goals and motives of Urban Farming programs are manifold. On one hand it should help to strengthen
biodiversity and sustainable actions by growing plants on untapped city areas and urban greening and creation of
natural homes as for ecological concerns. On the other hand, as it is said above, the projects often have the goal to
enhance intercultural networking and social integration (Stiftung Interkultur 2012).
The AIM was to study the motives for participation, to discover which changes in the lives of the
garden members have been taken place since becoming a member. Furthermore it was to find out
which organisational work is standing behind the development and what the particular prospective of
those gardens are.

Methods / Procedures
Based on literature and media research background information on Urban Farms have been gathered on a national
and international perspective. Personal interviews have been done twice in 9 intercultural Urban Gardens in Berlin in
total. Members and leaders of the gardens have been interviewed respectively, in order to get information about the
structural and organizational work on one side and the intercultural and social impacts on the lives of the members
on the other side. The data has been calculated with the statistical program Grafstat afterwards the results have
been interpreted by the project group.

Results

Conclusions

Urban Farming Project
Dahmen, S., David, E., Hesse, K., Mohnhaupt, J., Schreiber, M., Zaleeva, E. and Prof.Dr. Ploeger (supervisor)

1) Collective Roots (2012):Urban Agriculture. URL:www.collectiveroots.org/rootpedia/u/urban_agriculture (State 18/4/2012
2) International Network of research Centers on Urban Agriculture and Food Security (RUAF) (2011): Bonn Conference 2011 – Urban Agriculture, Forestry and Biodiversity Protection: A strategy for Urban Water, Energy and Food Security.

URL: http//:www.water-energy-food.org/en/whats_the_nexus/bonn_nexus_conference/programme/view_2/urban_agriculture_forestry_and_biodiversity_protection.htnl (State 14/4/2012)
3) Permaculture Institute (2012):Permaculture Lifestyle and Education. URL: www.permaculture.org/nm/index.php/site/index (State 19/4/2012)
4) Research Center of Urban Agriculture and Food Security (2012): What is Urban Agriculture?. URL: www.ruaf.org.node/512 (State: 16/4/2012)

For both leaders and gardeners 
the strengthening of social 
integration and intercultural 
net-working is considered in 
almost all of the gardens.

Enjoyment and other individual 
motivation are more often 
reasons for joining projects 
than ecological concerns.

The urban farming project 
is not the only channel to 
purchase vegetables and 
fruits.  

All of the visited gardens are
in cooperation with “Stiftung
Interkultur”, thus the main
goal is a better social
integration. Since all leaders
and most of the gardeners
mentioned that idea, it is very
good communicated. Some
gardens even have a ratio
system to assure an
intercultural mixture of
members.

In 50% of the visited gardens
plants are grown organically
and 37.5% try it.
Nevertheless, sustainability is
not the main motivation of a
membership in such projects.
They are more seen as
meeting points and as a place
for recreation. For most of the
members gardening can be
considered as a hobby.

The amount of harvest from
the garden project is small so
that fruits and vegetables
need to be bought
additionally from other
channels. Furthermore
gardeners were already
conscious about their eating
behaviour and did not eat
significantly more vegetables
and fruits.



What do consumers talk about online? 

Supervisors: Dr. Meike Janssen, MSc. Christina Bantle, MSc. Denise Gider. 
Project team: B. Asgha, S. Gensel, V. Kahl, K. Kalganova, M. Kölsch, L. Müller, M. Nguyen. 

External Partners:  
Medialis.net UG,  Haribo GmbH & Co. KG. 

• Carry out SMM on food brands/topics of

own choices

• Develop a handbook for SMEs on how to

conduct SMM

• Apply to “Zukunftpreis Kommunikation

competition“

Objectives 

• Introduction into software for SMM

• Conduction of  qualitative and

qualitative research in the context of

SMM for three case studies on stevia,

Haribo, Lindt and Ritter Sport

• Development of a handbook on self

conduction of SMM for SMEs based on

collected knowledge and experiences

Procedures 

• Little scientific literature about SMM

• Imperfection of free search engines, which

resulted in extra manual work in data

processing

Constraints 

• Findings on consumer sentiments and their

consumption behaviour in food products

(e.g. stevia) and brands (e.g. Lindt, Ritter

Sport, Haribo)

• A handbook entitled  “Know What Your

Customers Talk About: A Do-it-yourself

Social Media Monitoring Handbook” with

instructions for SMEs to implement SMM

Results 

•Social Media Monitoring (SMM) is a valuable tool in marketing research as it offers

possibilities to listen to customers' opinions about products, brands and companies by

analysing consumers’ postings in social media.

•Due to constraints in budget, time and experience, small and medium enterprises (SMEs)

are unable to take full advantage of SMM. Therefore, a “do-it-yourself” guideline would be

necessary to meet the need of these SMEs.

•This guideline was developed based on experiences that the project team have collected

throughout the process of conducting SMM on food-related topics.

Introduction 

• Practical experiences in marketing research in the context of SMM

• Positive responses from external partners

Conclusions 



� Introduction
 The press cake remaining from rapeseed after oil

extraction is high in protein with balanced amino acids.

However, anti-nutritional compounds have negative

impacts on taste, color, and digestibility. To enhance the

usage of these by-products, a detoxification/fermentation

process has been introduced producing a safe product

for human consumption.

� Developed products
Sausage, Pasta, Potato pocket, Burger, Spring Roll, 
Oriental Spread, Pesto, Bread, Jam, Muffins, 
Cheesecake, Cookies, Praline

� Objectives
Develop food products from a tempeh-like material

produced by the fermentation of extracted rapeseed

meal specific for the determined target group. The

results should be published in a brochure to be

presented to members of the food industry.

� Methodology
o Project plan

o Market assessment

o Fermentation process improvement

o Recipe creation/prototype development

o Sensory analysis

o Brochure design

� Results
o Acid treatment to cover off-flavors

o Defined target group (vegetarian/vegan, organic,

those with food allergies)

o Various products developed using fermented

rapeseed press cake as an alternative protein

o Designed brochure with all developed products,

including a photograph of each along with the

nutritional value information

o Brochure distribution plan

� Sensory analysis
Evaluation of two developed products (muffin and pesto)
performed in the sensory laboratory. Four attributes were
observed in a descriptive test: appearance, taste, flavor, and
texture.
Sensory evaluation of muffin developed by fermented rapeseed press cake

Appearance

Flavor

Taste

Texture/Mouth feel

� Conclusion
o Adding value to agricultural products

o Fermentation as a natural detoxification method

o Valuable protein source of non-animal origin

o Further marketing plan for results is needed

Reference:  Bau, et al. (1994): Effect of a solid-state fermentation using Rhizopus oligosporus sp. T-3 on elimination of 
antinutritional substances and modification of biochemical constituents of defatted rapeseed meal. In: Journal of the 
Science of Food and Agriculture, No. 65, p. 315-322.

Tempeh-like Food Made From
Rapeseed

Supervisors: Prof. Dr. Friedrich-Karl Lücke, Prof. Dr. Oliver Hensel
Project team: B. Cetinbakis, A. Land, T. Mirjamali, M. Salehipamenari, S. Schocke, A. Skowyrska, J. Wallach



Quality Management and Feasibility 
Analysis for Adding Value to 

Passion Fruit in Colombia
Casares, D., Castro, L., Echeverry Cardenas, V. , Iqbal, F., Yip, N.L. and Wijayanti, I. 

Introduction
The project was divided into two parts.
The first part of the project consisted of a
general overview of passion fruit value chain
and risk analysis to evaluate and prioritize the
problems in pre-harvest, harvest, and post
harvest stages. Finally a proposal for possible
solutions for improvement was established.
Therefore, the farmers could earn more
benefits and improve their general living
conditions.
The second part, consisted of the development
of a product made out of passion fruit that was
feasible enough for the farmers to produce it
by themselves. The product chosen was jam
considering its simplicity, popularity within the
target market, and the low production cost.
The first step was developing a recipe and
continued by calculating the costs of materials
and machineries for certain capacity. Finally a
SWOT and a market analysis were done to
see the feasibility of applying this project in the
Colombian market. This project was designed
taking into account that it could be used to
collaborate with an existing association in the
region of Valle del Cauca, more specifically, in
the city of Buga.

Methodology
A literature research was carried out using
sources from databases, published books, and
web resources. The search included sources
both in English and Spanish. An adapted
Failure Mode and Effect analysis was used to
assess the risk probability number and
evaluate the problems that should be
assessed to improve quality. Laboratory work
was conducted to produce the product
prototype.

Results and Discussion
From the FMEA analysis, the problems with
the highest scores were: poor planting and
propagation techniques, poor land
preparation for sowing, improper handling
and hygienic measures during harvest, lack
of research on post-harvest physiology,
improper packaging materials and handling
of fruits, long transportation times, limited
economical resources and price variability.
From those, the last two had the highest
scores and therefore, are the most serious.
A jam made out of Passion Fruit was
developed. Due to the popularity that jam
has in the Colombian market, it could be
commercialized there. Strategies such as
getting initial financial aid, a strong internal
organization, and a high-quality product,
could lead to having a temporary
competitive advantage. Later on, if the
success is maintained, a permanent
competitive advantage could be obtained.

Conclusions
By conducting an FMEA analysis and
proposing solutions such as the
development of a new product, Colombian
farmers could be able to earn more profits.
Deeper research on the topic is
recommended. Formal communications
with the existing association are
recommended to implement this project.

Universität Kassel and Hochschule Fulda
International Food Business and Consumer Studies



Supervisors: Prof. Dr. Barbara Freytag-Leyer; Prof. Dr. Jörg Hampshire 
Project Team: Andrea Hills; Eva Weber; Franziska Worlitz; Sonja Brandenburger 

 Objectives: 
The aim of this project is to give an overview about the different problems and 
benefits the industry and the consumers have to face due to the new Regulation. 
Furthermore, a structured list about the current state of the scientific opinions of the 
European Food Safety Authority (EFSA) will be given to make the work with the 
restricted and authorised health claims easier. 

 Introduction: 
Almost no other topic has put the food industry and consumer 
organisations into such an excitement as the European 
Regulation (EC) 1924/2006 on nutrition and health claims. 
Lack of awareness, availability or even credibility are real 
barriers for consumers to the purchase of (functional) food 
products and the health benefits they promote. Companies 
have to prove especially their credibility. They have to justify 
their claims with scientific data, otherwise the advertising of 
such products will be forbidden because of the issue of 
consumer protection. 

 Methods: 
In order to deal with this complex topic in an appropriate way, the work was 
segmented into four main parts: 

1) The legislative perspective
2) The consumers’ perspective
3) The industrial perspective
4) The scientific opinions of the EFSA

 Conclusion: 
After two semesters of intense research, the topic “Health Claims” 
was  illumined from different point of views. This will help to 
understand the different opinions of the different parties. Further 
research is needed to determine the effectiveness of Health 
Claims.  



 Introduction 
Project was done in cooperation with an external partner (VDW)
One semester for team building, planning and realisation of the Future of Food Summer School/Open Space
Half semester for organising the 3rd International Student Conference  (Global thinking-local responsibility:
The Future of Food)
Objectives 

To organise a summer school /open space to gain knowledge about status quo and problems linked to
nutrition and to distribute/transmit the results into political action

To organise a one day ‘‘International Student Conference” for all IFBC and SIA students

Methods / Procedures
1. Team building of the project team and  meetings

with  external partners
2. Input from the presentations of  invited speakers
3. Group work and discussions among participants

using brainstorming,  mind mapping, role play,
scientific literature

4. Intercultural and interdisciplinary training
5. Participatory Research Project (PAR) involvement of students in research work:

animal husbandry (poultry), composting, water analysis, biodiversity (product development)
6. Participation in the closing conference from VDW (Beyond the crossroads: new issues, persistent

problems, linking food security, sustainability science and sustainability politics) in Berlin
 Constraints 

1. Communication problems 3. No fixed budget from VDW
2. Team building  difficulties 4. Time constraints

Results
In general, the summer school, the open space and the International conference were successful
The project members gained experience such as: how to work in an intercultural group, improving soft skills
and academic knowledge, building networks with people sharing the similar interest, overcome intercultural
and communication difficulties
Conclusions 

Even though this project had no fixed budget (VDW) and communicationproblems but  committment, hard
work and dedication of the project members and full suport from the supervisor made this project a success
The problems during organising this project increased the learning process in general
Our recommendation for organising a successful project: a sound plan for organisation and decision, fixed
budget and a good communication among the project team

THE FUTURE OF FOOD 

Project Team: Farnaz Alborzi, Sebastian Münz, Seth Nuamah, Dedy Rahmad, Ina Trumpf and Jeannette Lange 

Names of the  invited speakers for  the summer school and open space : Prof. Dr. Hartmut Grassl, Prof. Dr. Micheal Krawinkel, Prof. Dr. Molly Anderson, 
Prof. Dr. Suzanne Morse, Dr. Tim Aus der Beek and Dr. Christine  Schweitzer 
Names of the invited speakers for the conference: Prof. Dr. Hartmut Vogtmann, Prof. Dr. Angelika Ploeger, Prof. Dr. Ernst Ulrich von Weizsäcker and 
Dr. Christine von Weizsäcker 

Sponsors: 

   Supervisors: Prof. Dr. Angelika Ploeger and M.Sc. Doris Haege 

Group photo of participants at the 
summer school. August 7-11, 2011 

 Steinstrasse, Witzenhausen. 

Discusion time by the participants at the  
open  space. August 12-13, 2011 

Paulinerkirche, Goettingen. 

Group photo of all participants at the 
future of food international conference 
 November 9-10, 2011. Urania, Berlin. 

Participants at the international student  
conference.  October 22, 2011 

 Nordbahnhofstrasse Witzenhausen.
Project team at international student  

conference. October 22, 2011 
 Nordbahnhofstrasse Witzenhausen. 

Roundtable at the international student  
conference.  October 22, 2011 

 Nordbahnhofstrasse Witzenhausen. 

PAR: Animal husbandry PAR: Composting PAR: Water analysis PAR: Biodiversity 

Working group 2 Working group 3 Working group 1 Working group 4 

Interdisciplinary training Working group 5 Introduction to PAR Presentation from Prof. Grassl  
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• BMWi (2010): Starthilfe. Der erfolgreiche Weg in die Selbständigkeit. 34 ed., Internet: www.existenzgruender.de, last access: June 27, 2010

• Collrepp, F. von (2007): Handbuch der Existentgründung: Erste Schritte in die dauerhaft erfolgreiche Selbständigkeit, 5th edition, Stuttgart: Schäffer-Poeschel
• Deutscher Bundestag (23.10.2008): Gesetz zur Modernisierung des GmbH-Rechts und zur Bekämpfung von Missbräuchen. MoMiG, vom 23.10.2008. Fundstelle: Bundesgesetzblatt Jahrgang 2008 Teil I.

• Deutsches Studentenwerk (DSW) e. V. (2010): Internet: http://www.internationale-studierende.de/fragen_zur_vorbereitung/finanzierung/jobben/, last access: June 22, 2010

• Robbins, S. P. & Coulter, M. K. (2007): Management. 9th edition. Upper Saddle River, N. J.: Prentice Hall International.
• Studentenwerk Kassel (29.04.2008), Internet: http://www.studentenwerk-kassel.de/Aushilfsjobs.56.0.html, last access: June 22, 2010 http://www.studentenwerk-kassel.de/Allgemeine-Infos.57.0.html, last access: June 30, 2010

• University of Kassel (2010): Semesterstatistiken, Internet: http://www.uni-kassel.de/pvabt2/stusek/statis.ghk and Statistik der Studierenden, Internet: http://www.uni-kassel.de/pvabt2/stusek/Sommer/ss10.ghk
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Subgroup: Alteration on table olives from Morocco
Introduction

• Morocco is a traditional producer of olives. According to EU- and customer’s requirements Morocco has to improve production and
• processing of olives, because of problems in shelf life, sensory properties and safety.

Objectives
• Find reasons for alterations on table olives
• Identify critical points for the eating quality, determine measurements for process control to reduce quality alteration and find possibilities for

improvement

Procedures
• Collaboration with Prof. A. Asehraou from the University of Mohamed I. (Oujda, Morocco), who has connection to a Moroccan olive processing

company
• Literature research to find reasons for the spoilage problem

Results
• Alterations on table olives: gas-pocket, putrid and butyric fermentations, zapateria, softening, spots, cyanosis, etc.
• Main micro organisms involved in spoilage: Clostridium  and Propionibacterium
• Fermentation process is to control: Control parameters are pH, free acidity and salt concentration

Table 1: Overview of different table olive styles and their control of safety (Nout and Rombouts 2000, p. 701)
Type Production pH Salt concentration 

Spanish-style 
(green) olives 

In glass jars/plastic pouches; 
No pasteurisation 

3.5-4.0 with 0.5-0.75% w/v free 
acidity (lactic acid) 5-8% w/v

Green olives Pasteurisation 4.0-4.2 5.5% w/v
Treated black 
olives in brine Sterilised varies from 5-8 2.5-5.0% w/v 

Natural black 
olives 

Cannot be sterilised for reasons 
of texture loss below 4.6 7-8% w/v

Conclusion
• Basis of poor quality of table olives is inadequate control of spontaneous fermentation process, which has to be well controlled.
• To standardise the production and the final quality of table olives, the usage of starter culture is recommended.

Subgroup: Nitrofurans in Shrimps from Asian countries
Introduction

Shrimp farming is an important economic sector in Asian countries. Thailand, Indonesia, Vietnam and Philippines dominate the production of 
cultured shrimp for Japan, the USA and EU markets. In recent years the shrimps imports into EU from South Asian countries are at risk of ban
(RASFF research) due to the presence of nitrofurans (synthetic broad-spectrum antibiotics, carcinogenic and mutagenic characteristics since
1993 prohibited in EU), which are still frequently used in animal production.

Objectives
• Analysis of shrimp farming in Asian counties
• Reasons for the application of nitrofurans
• Improvement of the management of shrimp farming and preventive disease control in aquaculture

Methods
• Literature research: reasons for nitrofurans application, ways of contamination of shrimps and detection methods for nitrofurans

Results
• Nitrofurans’ application aim is prevention of disease outbreaks
• Reasons for diseases in aquaculture: stress as consequence of high pond density, monoculture, high temperature, poor water quality and

inadequate nutrition
• Nitrofurans are permitted in some countries, and/or in countries where it is banned, regulations prohibiting their use may not be reinforced.

Conclusion
• Better pond management prevents disease outbreaks ( reduction or avoidance of chemical treatments).
• Parent nitrofurans in Shrimps are not detectable, because of its instability, but the detection of residual molecules is possible.



Fair Trade

Fair Trade is a kind of trade partnership which benefits the trade condition of workers and
producers. It brings sustainable development for developing countries and provide
producers with greater equity in international trade. Fair trade is increasing its market share
in the German retail sector so we believe that it is worth doing further studies on this
popular topic. Since transparency and  communication with consumer is part of Fair Trade,
we are doing our project with regards to these issues.

Introduction

The aim of this project is to investigate fair trade products from consumer perspective, to
find out to which degree product information is accessible and transparent for the consumer.

Objective

Method
The procedure of this project is divided to three main parts; 1) Data collection and
generating the questionnaire; 2) Data processing and analysing; 3) Making report and
presenting the results.

The fair trade project team is divided into two subgroups.
1) Product fair and organic
2) Product fair and conventional

Current stage
The questionnaires, as second part of the field research, have been sent to the producers
and traders. Data processing and analysing will put into action after receiving the responses.

Supervisors: (M. Sc) Henriette Sahm; (M. Sc.) Sabine Plaßmann; (M. Sc.) Salome Wägeli

Project team: Bahram Fazli Khosroshahi; Ching-Hua Yeh; Dionisius Yusuf; Dominik Löffler;
Echezona Ndulue; Günes Toksöz; Ljubov Lapatina; Vicky Kary

Report and 
presentation

Data processing 
and  analysis

Field 
research

Desk 
research

Field 
research

Desk 
research

• Collecting
information
about Fair
Trade

• Developing
checklist

• Make an inventory of
fair trade products
on the market

• Collecting
information from the
products’ packages

• Visiting the
homepages of
products

• Collecting
information
according to
checklist

• Developing
questionnaire for
producers, traders,
importers etc.

• Emailing
questionnaire to
responsible persons

• Recording
response rate

• Processing data
• Analysing data

with uni-, bi- and
multivariate
methods

• Results
• Discussion
• Conclusions



Introduction
The year 2010 has been declared to be the “Year of Biodiversity” by the United Nations. To stop the
ongoing loss of natural biodiversity, the international Slow Food Organisation has launched the
campaign “use it or loose it”. (Developing and marketing new products using “forgotten” varieties or
varieties in danger of extinction can represent a way of promoting them and keeping them alive.)

Objectives
The aim of the project is to develop new products using different varieties of basil (Ocimum
basilicum) and raising the awareness of the consumer with regard to the topics of biodiversity and
taste diversity. Further objectives are learning about influences of processing on taste parameters,
packaging and marketing aspects and about project work in an intercultural context.

 Methods
After an initial phase of literature research, seven different varieties of basil were cultivated, both in
the greenhouse and outdoor fields. Brainstorming was performed to generate possible product
ideas, followed by pre-testing for feasibility.

Results
Three products using four different basil varieties were selected for further development.

 Conclusion
After one semester of preparation and pre-testing activities, the next stages of development will
include sensory tests, marketing, consumer research and optimisation of recipes and processing
methods.

Using biodiversity in product 
development to improve human 

well-being

Team: Nilda Cut, Kathrin Nachbauer, Eny Palupi, Alina Gutsul, Jeannette Lange, 
Barbara Burger, Rahul Vontari, Janna Kühne. Supervisor: Prof. Dr. Angelika Ploeger

Holy (Tulsi) Basil Lemon basilCinnamon BasilRed BasilWild BasilThai Basil Genovese basil

Ice Cream - Lemon basilPesto- Wild/ Red basilFreeze dried Basil



Maca: Possibilities of Use and Image Building as Food 
Supplement in Germany

Eva Jaci, Sabine Obenaus, Marlene De Andrade

1) Hermann, M., Heller, J. (1997): Andean roots and tubers: Ahipa, arracacha, maca and yacon. URL:
http://www.bioversityinternational.org/publications/pubfile.asp?ID_PUB=472 (Stand: 07.01.2008)

2) Dini, A. et al. (1994): Chemical composition of Lepidium meyenii. In: Food Chemistry, 1994, Vol. 49, S. 347-349

Peruvian Maca-Root: 

Objectives and the Procedure
Objective Status Procedure Medium

Finding possible 
applications for Maca
as food supplement in 
Germany 

Done

• Researching the available information,
studies, and chemical composition

• Adapt chemical composition to nutritional
human science

Introducing the Maca to 
the German market

Continue
• Public Relation-Campaign (for Germany)
• Developing a PR-Strategy
• Writing articles for magazines

• Magazines
• BioFach 2008Build-up a serious 

image 
Finding a German 
company for the Public 
Private Partnership-
Program (PPP)

Continue 
• Find and contact the German importers and

other contact firms
• Producer-Importer-Meeting at the BioFach

• BioFach 2008

Obstacles 

Source: 
http://www.biothemen.de/Qualitaet/
tropen/maca.html

• Latin: lepidium meyenii
• Peruvian root from the Andean region1)

• Already cultivated at Inca times1)

• Grows under harsh conditions in up to 4.450 m high1)

• Specific chemical composition (Amino acids, Fatty acids, Plant sterols,
Fe, Zn, Cu)2)

• Should have anti-stress effect and be energy, fertility and libido
enhancing

Fulda, January 30, 2008

• Legal integration of Maca into German/European law unclear       not really defined
• Restricted and contradictory information
• Some studies are scientifically not representative or not according to international standards
• No representative long-term study
• No clear statement from the Federal Ministry of Risk Assessment (BfR)
• Distance to GTZ Peru   communication mainly via internet

Peru



IFS CERTIFICATION IN A CATERING BUSINESS

Introduction:
Increasing demands of consumers for food safety and quality, increasing legal 
requirements for the production of safe food, and growth in retail brands and globalization 
trends have led to the development of quality assurance and food safety measures. The 
International Food Standard (IFS) is a set of food safety standards for retailer branded 
food products which allows the assessment of suppliers’ food safety and quality systems. 
The main objective of the IFS is to create transparency throughout the supply chain and to 
reduce the time for multiple audits thereby saving time and costs for retailers and 
suppliers.

Objectives:
Updating of existing and preparation of new documents for the implementation of  IFS in a 
certified organic catering company.

Materials and Methods:
The materials included: IFS version 5, Codex Alimentarius (HACCP, basic hygiene), legal 
requirements.
The methods included: Extensive literature research, expert opinions from supervisors, 
visits to the company, interviews with management personnel, team work on preparation 
of documents, cooperation with a student group from Fulda 

Results:
On-site confirmation of the product flow chart of the company. The HACCP plan was 
completed. The results of an internal basic hygiene audit proved to be satisfactory. The 
quality documents are in progress. 

Conclusion:
Implementation of IFS is unable to be completed due to time constraints and the recent 
company move to a new location. There are, however, many issues such as implementing 
a transparent system of quality control throughout the process of retailing, ranging from 
raw material procurement to delivery of the product that has to be looked into. 

Fitria Bermanakusumah, Melanie Tsang, Adriana Williams, Sadaat Ali Yawar
International Food Business and Consumer Studies, Kassel University & University of Applied Sciences Fulda



Introduction

Small food businesses represent a large proportion of food enterprises and are responsible for a large 
share of food consumed by the population. As many of them are still lacking adequate food safety 
management programmes they are one of the most significant sources of food-borne diseases that in turn 
are a major health problem in European countries. 
According to EC regulation 852/2004 the implementation of a HACCP system is compulsory for every food 
business operator.
The project partner was a small bakery in Hünfeld with 5 employees (including the owners). They basically 
produced bread, pastries, cakes, tarts (partly unbaked), chocolates and sandwiches. 

Aims
Ensuring effectiveness of basic hygiene measurements
Implementation of a HACCP system
Recommendations concerning a traceability system  (EC 178/2002)

Methods and Procedures
Literature Research, bakery visits
Checking of basic hygiene requirements
Improving necessary hygiene requirements
Implementing HACCP system
Verification of HACCP system

Constraints
The personnel could not understand the concept of HACCP
and its importance
Outdated documentation, documentation was considered to be time
consuming and not important

Results
Improvement of hygiene conditions due to understanding of its importance.
Documentation was successful as all control forms were regularly  filled.
Some minor aspects still to be improved and some proposals were given after the verification.

Conclusion
The staff understood  and manage the basic hygiene principles .Due to the improvement of the basic 
hygiene conditions hazards were minimized. Control forms were kept in a minimum and made simple, that 
the personnel could easily fill. With the help of the management and personnel our project was a success.

Ashu Arrey Kebianyor
Katerina Koureta
Lisa Meier-Dinkel
Anita Strietzel

Supervisors:
Prof. Dr. Johann Janssen
Prof. Dr. Friedrich-Karl Lücke

Implementation of a HACCP-System in a small-scale Bakery
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