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HOW IS THE HARMONY PROGRAM BORN?

2007

BORN FROM 
AN IDEA BOX…

1ST WHEAT 
SOWING .  

1ST WHEAT 
HARVEST .
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EUROPEAN 
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THE HARMONY PROGRAM IN EUROPE

MDLZ OWN SUSTAINABLE WHEAT PROGRAM 
IN EU CREATED AS 1ST OF ITS KIND IN 2008

A CHARTER CHAMPIONING GOOD 
ENVIRONMENTAL PRACTICES & PROTECTING 

BIODIVERSITY

DEVELOPED WITH SPECIALISTS, CLOSELY 
AUDITED & MONITORED FOR CONTINUOUS 

IMPROVEMENT

AT THE HEART OF OUR LOCAL HERITAGE 
BRANDS’ EQUITY & ACTIVATED ACROSS ALL 

TOUCHPOINTS



Reason PESTICIDES & FERTILIZERS 
use, care for soil & water

Enhance biodiversity via 
flowers around wheat lands

carefully select, trace
and control wheat

RECOGNIZED AS BEST PRACTICE… 

KEY OBJECTIVES OF THE HARMONY CHARTER



19 Mondelēz  
factories 

*European Business Unit; excluding portfolio manufactured in newly acquired plants

KEY FIGURES ABOUT HARMONY PROGRAM

397,000 T of wheat 
harvested / year

7 European 
countries

1,800 Ha dedicated 
to biodiversity

1360 Harmony 
farmers 

57,000 Ha 
of Harmony wheat



AN AMBITION FULLY ROOTED IN REGENERATIVE 
AGRICULTURE, 
FOCUS ON MAKING A LASTING IMPACT ACROSS 3 KEY AREAS

Support

farmersMitigate

CLIMATE 
Change

ENVIRONMENT

Reverse

biodiversity 
Losses

CONSUMERS

Deliver better

Quality
Wheat 

1 2 3

in transition
to Regenerative

Agriculture

FARMERS



SOME CHALLENGES ENCOUNTERED TO ENGAGE THE FULL VALUE 
CHAIN 

• Maintain link with local actors

• Small-scale management for 
impact measurements 

• Adapt to new countries

• Short term contracts with farmers

• Maintain robustness, while 
improving impact 

• Adapt to stronger & external 
environmental and economical 
constraints

• Prioritization of messages : 
sustainability not a purchase driver

• Engage on complex topics such 
as biodiversity since 15 years

• Green claim legislation

“BIG AND SMALL”
COMPLEX TOPIC 

FOR CONSUMERS
CONTINUOUS 

IMPROVEMENT 



HOW DID WE MANAGE TO ENGAGE ALL 
STAKEHOLDERS  ? 

➔ BY FOLLOWING OUR CORE 
CONVICTIONS THROUGHOUT THE 

JOURNEY



HOW DID WE MANAGE TO ENGAGE ? 
➔ FOLLOW OUR CORE CONVICTIONS THROUGHOUT THE JOURNEY

1 Co-construction 

TRUST THEIR EXPERTISE

o Revision every year for a 
realistic & relevant charter

o Suitable financial support

o Pilot projects participation

CREATE A COMMUNITY

o Harmony tour : on the field

o Harmony academy : create a 
center of excellence

With farmers & cooperative



HOW DID WE MANAGE TO ENGAGE ? 
➔ FOLLOW OUR CORE CONVICTIONS THROUGHOUT THE JOURNEY

With experts

ROBUSTNESS OF THE PROGRAM

o Third party audited. Every year : 
✓ 10% of famers
✓ 100% of storage bodies
✓ 100% of millers 

o Agro experts 

o Creation of a Harmony council

1 Co-construction 



HOW DID WE MANAGE TO ENGAGE ? 
➔ FOLLOW OUR CORE CONVICTIONS THROUGHOUT THE JOURNEY

2 MEASURE OUR IMPACT

o Data collection for all Farmers, for each harvest (=7000 plots/year)
- soil work
- type and dose of treatments and their justification
- analyses performed 
- Biodiversity actions …

o Calculation of environmental KPI : 
- Green House gas emissions
- TFI 
- Water eutrophication …

DATA Collection as of the program creation



HOW DID WE MANAGE TO ENGAGE ? 
➔ FOLLOW OUR CORE CONVICTIONS THROUGHOUT THE JOURNEY

3 Biodiversity engagement 

FOR THE INDUSTRY

o 3% of melliferous fallows

o New ambition : extend our 
impact at farm level

- from Harmony plot to farm scale 
- from pollinators to overall wildlife 

A key pillar from the start

FOR THE CONSUMER

o From consumer studies  : 
- 1 simple & engaging message
- Link with the product

o New activation in 2023 



AGATHE GROSSMITH



150

Hypermarchés

800

Supermarchés

3 962

Magasins de 

proximité 

60

Entrepôts

1 110

Drives

17

Carrefour in a nutshell

Parmi les plus gros 
employeur privé de 

France (+85.000 

salariés)

FRANCE
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Becoming the leader of THE FOOD TRANSITION for all

Act for Food, 
BETTER FOOD FOR ALL



Our ambitions and objectives

Supplier commitment 
and Agricultural 

Practices

Fuels and
Green Mobility

More
Plant-based diet

Waste, Packaging 
and Food Waste

Subtotal

Waterfall of the -29% objective of scope 3



Selecting our suppliers :
Top 100 suppliers committed to 
adopting a 1.5°C SBTi Certified 
trajectory (or eq.) by 2026.
Reporting via 20megatons.com

Voluntary supplier engagement 
clubs :
Food Transition PACT
Plant Based Coalition 

Engaging our partners

Supporting our partners on improving 
practices : 
Carrefour Quality Lines (CQL), Carrefour BIO
Objective 100% of CQL suppliers committed to 
agroecology by 2026.



Engager nos partenaires 

Promoting innovations and 
supporting pioneers : 
Pioneers of agroecology
International Food Transition Award

Learning from other stakeholders
Club of committed consumers
Stakeholder consultation



Our needs to go further

Increase the knowledge and skills of all actors in the value chain
Support our partner producers, engage suppliers, raise awareness among 
employees and stakeholders.

Access reliable data
Need to collect data from farms. Use tools and data that already exist.

Communication to the consumer
Harmonize the standards. Customer communication tools.

Co-financing solutions
Mobilize private actors, interprofessional organizations, and public authorities. 
Engage regional stakeholders.



Q&A
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Listening to your questions



THANK YOU
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