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2011-2013, 36 bills and CA ballot 
initiative—all defeated 

Proponent Industry—cyclical, well-
coordinated, emotionally-driven campaign  

Designed to eliminate food derived from GE: 

Undermine consumer confidence in food safety 

Undermine value chain confidence in demand for 
GE ingredients 

Increase market share organic/non-GM, raise $ 

 

 

 

Mandatory Labeling Landscape 
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…”The burning question for us all then becomes how-
and how quickly-can we move healthy, organic 
products from a 4.2% market niche, to the dominant 
force in American food and farming?  The first step is 
to change our labeling laws…” OCA 08/02/12 

“We are going to force them to label this food. If we 
have it labeled, then we can organize people not to 
buy it.” Center for Food Safety  

“Personally, I believe GM foods must be banned 
entirely, but labeling is the most efficient way to 
achieve this.” Joseph Mercola, CEO Mercola.com   

 

 

 Proponent Industry Perspective  



Total Ballots Counted 

10,946,170 

Yes 

48.6% 

(6,088,714) 
No 

51.4% 

(6,442,371) 

Large proportion of YES on 37 . 

Results by County 

Majority YES Counties: 17 
Majority NO Counties: 41 

 
CA Prop 37 Opposition Prevailed 

No 51.4% Yes 48.6%  

 



2013 Mandatory Labeling Efforts 
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Anticipated 2014 Labeling 

Challenges 
  

  Numerous legislative efforts, particularly in 

Northeast 

One or two ballot initiatives 

CBI/BIO and GMA working now to manage 
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Improved business climate is critical to US 
innovation and investment in US ag 
productivity 

Value chain partnership is paramount  

BIO and GMA transparency/education 
initiatives—part of this effort   

 

 

Change In Environment 
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Opportunities for Conversation/Influence 

Negative perceptions are not translating to purchasing 

behavior for most 

 In a vacuum, a majority (51%), say avoiding GMOs is important to 

their purchase decision. But in context, price, freshness, and 

nutritional content are far more important 

24% self-report that they go out of their way to buy GMO-free food 

 

There is an opportunity to engage and inform 

• 18% pay close attention to news about how crops for food are grown 

• Half report that they wouldn’t be able to define what a GMO is if asked 

• Even in states where legislation is currently being considered, a 

majority of respondents are not aware of it  
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Our Strategy 

Acknowledging Skepticism 

 We have great stories that are not being heard because 

we are not believed.   

 Instead of repeating these messages, we need to show our 

audience that we have nothing to hide; that we 

acknowledge their skepticism.  

 Only when our audiences believe we are listening to them 

will they begin to listen to us. 
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Our Goals 

Create a bridge to our messages/leverage trusted faces  

Open, positive, and ongoing conversation online, with the media, and 

with influencers to demystify GMOs 

Bedside manner that allows audiences to hear our story and build trust 

Give policymakers permission to act/not act 

Create an environment that gives the industry freedom to 

operate 

Align, inspire and support organizations within the food 

value chain 

Establish the industry as a leader in supporting 

transparency 
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Our Audiences 
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Core Web Presence and Public Q&A 

www.GMOAnswers.com  
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http://www.gmoanswers.com/


Media Coverage EOW 8 
 62 media hits,  9.5 million media impressions 
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Initial Feedback 
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GMO Answers Launch 

Website Traffic (EOW 8) 
• More than 570 questions submitted  

• More than 77,000 visits to the site 

• Average duration of visit: 5:10 

• Returning visitors: 32% 

Supporting Partners 

 
 

20 



 

 

GMA 

Transparency Initiative 

  

  Education website 

Food company disclosure language 

Messaging, website development and 

promotion investment 

 Launched September 10, 2013  
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www.FactsAboutGMOs.org 



Member Company Disclosure  
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