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Crisis management

 Last 5 years: 2 crises

 EHEC

 Russia Boycot

 Similarities between the 2 Crises

 The answer is Yes !



 Period: week 21 / 2011 week 32 / 2014

 Products concerned:



 Cause of the crisis

 Product related Politics



 Market: Consumer demand Market access



 Market: Consumer demand Market acces

 Distortion of equilibrium “demand – supply”

 EHEC: Russia Boycot: 

consumption went market acces 

  to much supply  price went down



 First Reaction of market

 Buy Local: Our product is save Buy Local: Help our producers



 Reaction of market

 Restoring trust in product Developping new markets



 Duration

 “’few months” but ??????????



 Measures put in place

 EG n° 585/2011 EG n°932/2014

EG n°1031/2014

Focus on: Focus on:

- Intervention - Intervention

- Green harvesting - Green harvesting



Pan-European or system crises

 Cannot be overcome within the CMO F&V. 

* Specific approach needed within the global CAP

* Exemption of competition rules needed

* Market function principles (DG Agri) must take

precedence over competition legislation (DG Competition)

 Exceptional measures for an exceptional crisis are far easier to 

implement and to control through PO’s  promoting PO’s 

promoting APO’s  Promoting TAPO’s 

  Multi stage support as a function of degree of organisation



Additional possibilities CPM

 Greater emphasis on “crisis prevention” 

(anticipatory) instead on crisis management.

 Crises often do not emerge for one PO or MS -> 

effectiveness of CPM can increase with the scale -

> additional financial incentives for cooperation 

needed:
* at the level of APO

* when crisis is recognised by different MS/regions, and POs prepare 

transnational actions. 
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Additional possibilities CPM

 Limited success can be attributed to limited 

possibilities current regulation.

 The ‘postulate’ that up to 33% of an OF can be 

allocated to CMP imperils the regular operation 

and appeal of a PO. 
It is necessary that sufficient resources remain available for a balanced package 

within an OP. 

The allocation of a broader share to CPM is not realistic and will undermine the 

attraction and benefits for the producers. 
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Additional possibilities CPM

 Possibilities insufficient.
* New additional marketing instruments

* Further development segmentation/ differentiation/packaging

* Certain investments, e.g. vacuum cooler lettuce, length shelf 

live an the radius of the sales market - > contribute to risk 

prevention;

Solved in ‘Single CMO’?! (legal security ?)

* Crisis market needs additional and intensive relation and account 

management -> personnel costs eligible  developing new 

markets

 Concept ‘harvest insurance’ must be extended 

to ‘credit insurance’ (new markets, risk 

important customers) and ‘product liability 

insurance’. 14



Additional possibilities CPM

 Need for more legal security for POs involved in 

a jointed CPM approach with other POs.

Adequate risk management: exchange of information, 

arrangements withdrawal prices, removal form the market.

Condition: crisis recognised by MS/region, several MS/regions of 

the COM

 Possibility of transfer of support to CPM to a 

subsequent calendar years -> strategic buffer.
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