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2020 is a” special” start of a new decade.
COVID Outbreak disrupted our “normal” life and
spotlights challenges on the resilience of human

society.

In many cities in China, traditional food mar-
kets are vital as they are the main access to fresh
food. It also plays an important role in strengthening
community bonds and improving the livelihood of

small-scale farmers.

In the post-pandemic era, many cities have
accelerated the transformation and upgrade projects
targeting traditional food markets. The mission is to
improve sanitation, ensure food safety and minimize

the risk of zoonotic diseases.

In the international media, traditional food
markets in Asia are often referred to wet markets.
After the outbreak of COVID-19, many international
groups urged China and other Asian countries to

close the wet markets.

However, we believe the wet markets are
important urban food system hubs that link up

upstream and downstream food value chains.

The landmark Eat-Lancet Commission Report
in 2019 suggested three strategies to transform the
food system: shifting to a plant-rich Planetary Health
Diets, reducing food loss and waste, and improving

production practices.

The COVID-19 crisis demonstrates how urgent
our food system transformation is and its goal is to

promote well-being and ecological sustainability.

Therefore, we proposed the concept of WET
Market while WET stands for the initials of Well-be-

ing, Ecological Sustainability, and Transformation.

Preface

Good Food Fund and Slow Food invited
domestic and international experts, policymakers,
chefs, NGOs, city planners, and architectures to
share their visions of the future of food markets,
and contribute to this WET Market Guidebook.

At the beginning of the Decade of Action for
the SDGs, the first UN Food Systems Summit
scheduled in September 2021 will launch
"game-changing solutions" to transform the way

the world produces and consumes food.

As a core leadership member of UN Food
Systems Summit Action Track 2 "Shifting to
Sustainable Consumption Patterns ", | lead the
workstream of Food Environment and represent
Action Track 2 to participate in the action area of
Governance and Planning. WET Market Revolution
project initiated by the Good Food Fund is an
important practice under the two themes, and it
has been integrated into the Summit's Summary
Table of Game-Changing Propositions. The
Summit will unite change-makers with the same

mission to make real changes happen together.

We look forward to working with policymak-
ers, communities, and other stakeholders at all
levels to promote the transformation of the wet
market towards a healthier, more sustainable, and
more equitable urban food system hub. UN Food
System Summit is about to take place and we
need to seize this historic opportunity to demon-

strate China's wisdom and leadership to the
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Jian Yi
Founder and President

of the Good Food Fund
(CBCGDF)

world.

NAAAAN—

SR A 4/



The accelerated decline of agrobiodiversity has
been observed since the rapid growth of large-scale
industrialized farming in the last century. Three-quar-
ters of plant genetic diversity has been lost. A conser-
vative estimate of the current rate of species loss was
27,000 per year, or about 72 species per day, or about
3 species per hour. Large-scale industrialized farming
has threatened our environment and impacted
human health. It s worth noting that it also contrib-
utes to the reduced size of small farms, which has
negatively affected the livelihood of small-scale farm-

ers.

The Slow Food movement originated in Italy in
1986 advocates good, clean and fair food for all. To
achieve this goal, we believe food producers deserve
respect and consumers should have the right to
decide who produces the food, how to produce the
food and what kind of food they want to buy.

Slow Food's projects such as The Earth Market,
Ark of Taste, and Presidia are all dedicated to promot-
ing positive interactions between producers and
consumers, which are vital in ensuring the livelihood
of small-scale farmers and advancing responsible

consumption.

In the cities in China, traditional food markets
are the main access to fresh food.

However, the emerging chain supermarkets,
group purchasing, and food delivery services chal-
lenged traditional food markets. Thus, traditional

food markets have to be upgraded and transformed.

In addition to the infrastructure, the food
market also needs to evolve with the changing and
complex connection between food supply, modern
dietary habits, new lifestyle, and even the whole food

chain and global food system.

The mission of Slow Food is highly compatible
with the Good Food Pledge. As COVID-19 cases were
traced back to traditional food markets, Slow Food
Greater China and Good Food Fund launched the WET
Market Revolution project. This handbook aiming to
provide a practical guide for decision-makers, manag-

ers, and designers is the initial product of the project.

In 2020, the vision of the WET Market was
presented and discussed at Beijing Design Week and
Suzhou Design Week. We would like to collaborate
closely with all relevant stakeholders to implement a

pilot project soon under the visions of WET Market.

Everyone should be aware that individual food
choices do have an impact on the future of our planet.
We hope that WET Market transformation would
promote everyone’ s right to good, clean, and fair

food and a sustainable and fair food value chain.

Vittorio Qun SUN
Secretary-General of
Slow Food Great China
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Food System
Transformation

Produce and Consume
Food in a Sustainable Way



There is an urgent need to develop sustainable food production because food production has the
greatest effect on the Earth system. There is a series of environmental challenges faced by the
food system, including climate change, disrupted global nitrogen and phosphorus cycles,
decreased biodiversity, and land use change. These challenges have posed a great threat to the
Earth system which food production and human wellbeing closely depend on.

Changes in food consumption, such as having a sustainable

dietary pattern, is a great start because it can not only

decrease the risk of certain diseases but have a positive PP S~
- ~
effect on building a justified society. This will be an N N
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Healthy Diet and

Food System

A healthy diet should consider benefits beyond indi-
vidual levels. Therefore, we would like to highlight the
environmental effects of food choices and the contri-
bution of a healthy diet to food system transformation.

Eat a variety of foods, |
with cereals as the staple

/ a

Nutrient deficiency
can be avoided when
consuming a variety
of food with rich
nutrients that are
essential to support a
healthy body.

/b

Eating a variety of food
and local food can
challenge monoculture
farming, thus promoting
agrobiodiversity conser-
vation.

Consume plenty of
vegetables,

milk, and

soybeans

Reduce salt and oil,
and limit sugar and alcohol

Eating more whole food, such as
beans, fresh fruits, and vegetables,
and limiting the consumption of
animal products and ultra-pro-
cessed food can decrease our risk of
certain diseases, such as obesity and
hypertension.

e e

Limiting meat
consumption can help
control greenhouse
gas emissions from
livestock sections,
further achieving
climate mitigation.

;e e ===

/
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While recommendations from the Chinese

Dietary Guidelines (2016) mostly consider indi-

vidual health, the six dietary recommendations
presented by Chinese Dietary Guidelines (2016)
[1] are highly aligned with a sustainable dietary
pattern that has low environmental pressure

while promoting individual well-being from all

aspects.

Balance eating and
exercise to maintain
a healthy body weigh

Consume an appropriate
amount of
fish, poultry,
eggs, and lean meat

Eliminate food waste
and develop a new
ethos of diet civilization

waste directly

\
Reducing food !
1
reduces the :

’
I
1
I
I
1
I
I
1
\

Saving food from waste is a way to save
fossil fuels and freshwater that are
required for food production, transpor-
tation, and distribution. Food waste in
landfill also emit the potent
greenhouse gas methane and thus
eliminating food waste is an effective

strategy to mitigate climate change.
~

e e e
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The Vision of
Food System

In 2019, Good Food Fund, China Biodiver-
sity Conservation and Green Develop-
ment Foundation launched Good Food
Pledge which proposed eight behavior
changes that help each citizen to commit
to building a sustainable food system.
The Good Food Pledge is described as

followed [2]:

Plant forward : Local seasonal |

\
Animal welfare Circular economy N
Healthy eating Preserve biodiversity

Reduce waste Food education

In addition to changes in eating behavior at the individual level, involv- ,
ing government and different stakeholders is crucial to building a sus-
tainable food system. Consensus on the vision of a sustainable food
system serves as the foundation. New York City has released a
groundbreaking food policy document titled Food Forward NYC: A

10 Year Policy Plan [3]. It sheds some important light for food
officers in Chinese cities to learn both goals and strategies on

how to build an equitable, sustainable, and healthy food

system for all residents. Food Forward NYC is organized ;

around five overarching goals:
I

1. All New Yorkers have multiple ways
to access healthy, affordable, and
culturally appropriate food.

2. New York City’ s food economy
drives economic opportunity and

provides good jobs.

3. The supply chains that feed New
York City are modern, efficient, and

resilient.
4, New York City’ s food is produced, distributed, and ‘\ /
disposed of sustainably. L i
5. Support the systems and knowledge to implement the ) ,//
10-year food policy plan. v ’

11



Furthermore, actions on building an equitable, sustainable
and healthy food system are essential to advance prog-
ress in almost all of the United Nation’ s Sustain-

able Development Goals (SDGs) [4].

- - -

~
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Strategies for
Transforming
Our Food System

In 2021, UN Food Systems Summit offers five action tracks to
explore key cross-cutting levers of change to deliver progress on all
17 SDGs. It is emphasized that the Action Tracks are not separate

and are designed to address possible trade-offs with other tracks to
have a synergistic impact.

MOVIL NOILOY

1

Ensure access to safe
nutritious food for all

Promote food
security and
reduce hunger

mprove access -
to nutritious food

L4
L4
L4

L4
L4

Making
food safer

12



slashing food
loss and waste and
transitioningto |
a circular economy .

5

MOVIL NOLLOY

Enabling, inspiring,
and motivating people
to enjoy healthy
and sustainable options

2 5

Shift to
sustainable
consumption patterns
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WET MARKET GUIDEBOOK

Whatis
Wet Market?

Wet market is a marketplace selling fresh
meat, fish, produce, and other perishable
goods. Vendors rent a spot to sell agricul-
tural products every day in the market. Wet
market is not only an essential food retail
spot but also an important public space
where people can find affordable and
healthy food and chat with friends and

neighbors.
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The following table provides details on
the characteristics of the wet market

and other food retail outlets.

WHOLESALE
MARKET

<t A b Aot —

(L
WET MARKET

GROCERY STORES/
SUPERMARKET

ONLINE GROCERY
SHOPPING

~

. ¢
1 -1
GROUP
PURCHASING

N
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FARMERS’
MARKET

Relatively short supply
chain

Fewer middleman

Bulk purchase

Price easily influenced by
demand and supply
market

Various suppliers
Food imported from
various suppliers or
produced by vendors
themselves

A wide range of food
suppliers

long supply chain

Most of them apply the
supplier model and direct
procurement model. They
also skip some or all
wholesalers, thus shorten-
ing the supply chain.

Relatively short
supply chain
Purchased from
farmers directly.
Warehouse set to store
products

Local farmers who
practice sustainable
agriculture sells
products

No middleman

Three types:

1. Company model, with professional sales
staff, who understand the characteristics of
their products.

2. Agency model, selling big-brand products
and having received sales training from the
head office.

3. The scale of operation is small, and most of
them are operated by migrants, similar to wet

market vendors.

The couple run and own the stall for years

Most of the sellers are migrant workers from

local villages and towns.
Booths are not subject to unified control
and can better reflect market conditions.

Equipped with professional management
and preservation technology. The shop
assistants have generally received uniform
training.

The connection between consumers and
shop assistants is weak and consumers
generally do not consult or accept
suggestions from shop assistants.

It uses big data to analyze user preferences
and make targeted recommendations.

It has a limited potential for promoting
healthy eating.

The technology and management of logistics

and cold chain transportation are critical,
which directly affect the quality of products
that reach consumers.

The platform facilitates the purchase and
distribution of fresh food

The community focal point is responsible
for connecting with community members
who join to place an order.

A "semi-acquaintance" relationship
between the community focal point and
community members is established to
understand the residents ‘purchase
demand for fresh food.

Well know products they sell, which can
promote trust between sellers and
consumers.

Equipped with basic knowledge on
farming, pay attention to a healthy diet.
Willing to educate consumers.

Each booth sells products of a
specific category. They tend to sell
agricultural products from their
hometown and better grasp the
supply of goods. The product does
not have excessive packaging or
advertising information.

The products are fresher, with
more healthy food such as fruits
and vegetables, and fewer
processed foods. Lack of profes-
sional cold chain storage, shorter
procurement time, and greater
impact by market fluctuations.

In addition to fresh products,
semi-finished products, and
processed foods account for a
high proportion. More marketing
advertisements, which can
influence consumer’ s food choice

In addition to basic fresh produce, it provides
special agricultural products (i.e, food produced
and imported from another country) to attract

young customers.

They usually emphasize the freshness and
uniqueness of their products with "direct sourc-

ing".

Most of them are 2B business. Customers
include restaurants, supermarkets, e-com-
merce platforms, and other stable customer
sources, which usually have professional
buyers who know the products well and have
close relationships with the sellers. The time
for large-scale procurement is determined,
and the freshness of ingredients is pursued.

Itis dominated by residents in
surrounding communities, with a
high proportion of regular
customers, a high repurchase
rate, and close social exchanges.

Customer is diverse but
with few social interac-
tions.

A wide range of consum-
ers, ranging from young
and middle-aged
consumers who may
lack food knowledge,
and rely on product

Also, they invest in visual publicity and marketing  promotion.

advertising which affects consumer judgment.

The products are mainly fresh,
and the competitive price is the
biggest attraction for consumers.

Self-produced and sold agricul-

tural products

Guaranteed freshness and food

safety, which is a common focus
of sellers and buyers.

Residents in the
surrounding communi-
ties who will pick up
their orders.

Consumers usually have
good eating habits and pay
attention to healthy meals.
Experience is prioritized
over purchase demand.

The business scale, product categories, and
service coverage are wide, and the price is
controllable. It is highly irreplaceable in
terms of guaranteeing the supply of basic
food for urban residents. It directly affects
the food safety of the entire city. However,
it lacks advanced sanitary conditions and
management models.

In addition to being a sales place, it
is also a community space and
educational hub. It provides market
access to small-scale farmers. It also
ensures residents' healthy dietary
structure and nutritional intake.
However, it lacks professional skills
such as marketing.

Standardized management, with
emphasis on the business model.
Strong purchasing power. Capacity
to assume greater social responsibil-
ity. Lack of healthy diet guidance
and food education. More food loss
and waste.

Can help farmers distribute products

Can recommend healthy recipes based on
consumer preferences.

The process of placing an order is conve-
nient for the young generation, but it is not
friendly to the elderly

Difficult to determine product quality for
the consumer.

Criticized for creating food loss, waste, and
overpackaging.

Fresh, high-quality, and cheap fruits and
vegetables are delivered to community
residents on time and on-demand.

The community focal point model
provides consumers with a convenient
feedback channel.

The platform lacks systematic and
efficient management

Phenomena such as low-price competi-
tion and fraud frequently occurs

Support sustainable agriculture

Advocate for a specific mission-
Serve as a hub for public education

Have limited scale and coverage



Challenges
Faced by Wet Market

[nfrastructu re
iImprovement

The traditional wet market has
problems such as limited space,

\_/

consumption

new challenges:

A/
=
&
Management
improvemen

habits [6].

Threats from
supermarkets

-0

and E-commerce

waste pollution, noise pollution,
poor drainage, and inadequate
parking management [6].

Impact of
Covid-19
pandemics

The outbreak of the covid-19
spotlights food safety and
live poultry management in
wet markets.

Policy pressure

levels

As the economy grows and residents'

increase, consumers

have higher requirements for food quality
and safety. This makes the wet market face

Most wet markets face problems
such as outdated management
models, unreasonable allocation of
funds, and mode of operation found
unfit with residents' consumption

The rise of supermarkets
and group purchasing has
threatened the wet
markets by decreasing the
diversity of customer
groups and an insufficient
number of customers.

The wet market retreat, the
urban upgrading policy,
and the policy of popula-
tion regulation have made
the wet markets and the
non-local food dealers in
the wet markets become
the target of governance.



Guided by UNFSS’ s 5 Actions Tracks, wet market trans-
formation can bring different stakeholders together to
create a game-changing solution that has great poten-

Wet Market
and Food System

o
tial to promote food system transformation in China. I ra n Sfo r m at I o n

1

Ensure access
to nutritious food

The wet market provides people a wide
variety of food with convenient access and
most of them are fresh whole food at a
price lower than that in the supermarket.

nutritious food for all

MNOVHL NOILDV

Promote
food education

Preserving traditional
food culture by providin

Ensure access to safe and

Promote healthy eating

Compared with ultra-processed food added with
chemical additives and containing a high amount
of sugar and fat, food sold at the wet market
becomes fundamental to a healthy diet consider-
ing its freshness and minimal processing [7].

The wet market promising
human connection can have
the potential to host food
education activities.

B Boost nature -
2 3 positive
g production

5 Shift to
9

local and seasonal foo 2 i
o o 4 sustainable

e wet n3arket protects the people's livelihood, 2 2
reflects historical changes of a city, preserves = Consumptlon
cultural identity and local food culture. All these
functions were interconnected with local and patterns

seasonal food presented in the wet market.

Build an eco-friendl
food retail termina

Local fresh food reduces greenhouse gas emissions caused by
long-distance transportation [8]. At the same time, the wet market can
help address the overuse of non-disposable plastic. Furthermore, ugly
food that usually is wasted as a trash can be saved in the wet market.
For example, blending them into fruit juice, making vegetable packs to
increase added value, and being processed as livestock feed [7] [9].

‘ 5
z S Securle livelihoods of m—
2 (£ = small-scale far 2
;”: 5 Vf Wet markets secure livelihr::der:r § Adv.ance
= ‘\-// sbmall-scale farmers and distributors which 3;;' eql"table
ecome i : Q o .
BUild resilience to oy supn;:';ea:;(lzltr:rable with the rise of llvellhOOd
vulnerabilities,
shocks, and
stress

Increase resilience of

food system in urban areas

Due to its flexible organizational formand a supply
chain that relies on local products, the wet market
can respond quickly in emergencies to ensure
urban food supply.

It is worth noting that Chinese govern-
ments at all levels have realized challenges
faced by the wet market and are actively
involved in revitalizing the wet market.
The initial upgrade is mainly on the
improvement of infrastructure in wet
markets, while the decision-makers are
gradually awakening to the great potential
of wet markets in delivering food educa-
tion, traditional cultural inheritance,

O strengthening community, and contribut-
ing green economic development.
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Equitable
livelihood

It is the principal place
of business for local
individual farmers. It
also provides quality
and healthy food at good
prices to the surround-
ing residents.

The key
features of
WET Market

Whatis

Compared to "standardized" and "smart" food markets, WET
Market put more emphasis on its potential for food system
transformation.

—e Sustainability

L Ecological
\ < sustalgnability

Itis an educational
venue that promotes
seasonal and local food
and plant-based diet. It
is also a "green lab"
that employs
eco-friendly practices,
such as innovative
energy technologies,
plastic reduction, and
food waste reduction.

Economic
sustainability

WET Market provides
jobs and services,

and therefore boosts
collective prosperity.

» A sense of community

It embodies traditional local food
culture and it is also an important social
space that helps strengthen social trust
and enhancing social inclusion.

W E I M a r ket WET as an acronym stands for
Well-being, Ecological Sustainability, and Transformation.



Keholder Analysis

Governments at
different levels

€
Improve the infrastructure of WER
Market, provide policy and finan-

cial support, and incorporate it
into the performance appraisal

Other
food suppliers

Foster the complementarity of
different food supplier

22

Local
communities

Coordinate with various stakehold-
ers in the WET Market, provide
venues and financial support,
support community organizations

Participate in the community kitch-
ens in the WET Market to tap the
potential of diverse local food, inno-

Planner,
architects,
and other technical experts

i

Sound planning and design of space
and functional layout, reserve space
for more functions to be developed
around the WET Market

Schools, universities,
and research institutions

7

] .
llllmllll
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Provide supports for tech-
nological innovation, orga-
nize training and food
education activities

23

Management
committees
and vendors of the markets

‘,
m

v

Conduct operation, management,
and marketing strategies under
the visions of the WET Market

Non-profit
organizations

Lead the Vvisions, connect
resources, provide professional
and voluntary services




Multi-functionality is vital for the

|
I n n ovat I o n o n WET Market. Four themes were proposed

as innovative ideas on the functional layout,

R which are trade zone, education zone, green
u n C I o n zone, and service zone.

C. Green Zone

A. Trade Zone

Trade zone represents the core function of
the WET Market - fresh food sales.

Green Zone aims to transform WET Market
into an eco-friendly food sales site.

Solar Power & Water Harvesting

The solar energy area will reduce the consumption of

can reduce the risk of food-borne diseases and decrease food loss.
Also, it guarantees that the products in the WET Market are fresh and
“good looking” [10]

will enhance the shopping experience of customers [10]

ensure access to healthy food for disabled people and the

“« n

elderly in the community Homegrown
Counters

“Meatless

will provide residents with a variety of local and seasonal Monday”

food to meet the needs of different consumer groups B

where temporary vendors selling self-produced local

food can help build residents’ connection with agricul-

tural production, the land, and the sea. [11]

o

B. Education Zone

The Education Zone is a bold reinvention of the WET Juice

Market that distinguishes it from traditional food Bar

markets. It can either superimpose on the Trade Zone
or operates as an independent space in WET Market.

“Good Food - Mama’ s Kitchen” (abbreviation: “Mama’ s Kitchen”)was
launched in early 2020 by Good Food Fund, China Biodiversity Conserva-
tion and Green Development Foundation. Based on the Good Food
Consensus and the Good Food Pledge, Mama's Kitchen is a healthy, sustain-
able, and food awakening laboratory/studio/kitchen/classroom, empower-
ing chefs to help create a better future [12]. Mama's Kitchen can revitalize
the WET Market by providing visionary ideas for the Education Zone.

Mama's Kitchen provides a great platform for Meatless Monday. Meatless Monday was launched
in the United States in 2003 to encourage people to reduce meat consumption by starting the
week with vegetarian meals on Monday. Meatless Monday helps people understand the
relationship between meat consumption, energy consumption, and greenhouse gas emissions.
Notably, this practice is in line with dietary recommendations "Eat a variety of foods, with
cereals as the staple" and "Consume plenty of vegetables and soybeans". Briefly, Meatless
Monday promotes dietary behavior change that considers both human health and planetary
health. “Meatless Monday” can be hosted in the Mama's Kitchen at the WET Market [13]:

non-renewable resources, while the water harvesting
system will realize the ecological value of non-conventional
water resources.

Food
Research
& Seed Bank

Vegetables and Fruits

Mama’ s Kitchen
@Good Food Hub
@Community Kitchen
@Frozen Meat

Increase consumption of plant-based food: set
up a Meatless Monday booth to educate consum-
ers on the benefits of a plant-based diet, distrib-
ute coupons for fruits and vegetables, and
provide tips on how to start Meatless Monday
programs in schools or workplaces.

Connect food producers and consume
vendors can put "Good Foo
inted with QR code i
can learn how
the food is produced and recipes to cook ingredi-
ents purchased. The market can also invite local
chefs to showcase traditional plant-based
dishes.

Provide nutrition education: The Good Food Hub
can host a Monday event where consumers can
learn the benefits of a plant-based diet from

Black Soldier Fly helps manage wet market by-products of
terrible smelling because it can digest and transform food
trash into compost [7]. Meanwhile, the WET Market can
encourage vendors and customers to reduce plastic use and
thus achieve zero waste [14].

Biogas Digesters

It decomposes food waste and produces methane-rich
biogas that can be further used as fertilizer and for electric-
ity generation.

Rooftop garden

Fertilizer produced by Black Soldier Fly and biogas digesters
inthe WET Market will nourish the soil in the rooftop garden.
Consumers could also visit the rooftop garden to learn how
to produce food at home and compost kitchen waste.

D.Service Zone

Service Zone aims to provide convenient services
to consumers and the vendors in the WET Market.

Community Kitchen provides convenient services to the staff in WET
Market, including mini-fridge, microwave oven, drinking water station,
and sink. Inspired by Education Zone such as Good Food Hub, Food
Research Hub, and Seed Bank, Community Kitchen can help engage the
vendors to learn about the food system proactively by posters.

It will feature a televisual/social media unit advertising on behalf of

prices to expect to sell and buy at. ATMs and credit lenders in the

° e ey
vendors. This will also enable sellers and buyers to know what
Day-care  Toilet

Rooftop
Fish & Seafood Garden
[Garden

Meat

Herbs, Species Dry Storage

& Dry Food

Wash Biogas Digestors Solar Power c.d

& Water

Facility waste Management Harvesting

educators and communicational materials. Dietiti
invited to offer group consultations. Shoppi

vegetables and fruits can be 0 help them

place for hosting community events: After the WET Market
closes, the Good Food Hub can be open to communities to
organize events such as cooking classes that highlight traditional
plant-based dishes, local restaurants’ vegetarian “pop-up”, and
community potlucks.

Meatless Monday Vegetable Truck: Every Monday, a Meatless
Monday Vegetable Truck will be deployed in communities to
enable easy access to fresh produces for community members
who have difficulty getting to the main market, such as the
elderly and the disabled people. Educational information on a
plant-based diet can be provided as well.

center help sellers and farmers secure loans that they can use

to upgrade their operations.

Live poultry trading and slaughter will be prohibited
in the WET Market [14]. With Mama's Kitchen,
animal welfare will be promoted in the WET
Market.

It will provide childcare to empower women to
participate in the market activities and therein
redress gender inequality present in rural agricul-
tural [7].

It will provide the WET Market vendors with
workshops on various topics, including basic
financial skills, farming skills, animal welfare, and
dietary recommendations [7].

Storage
It will provide cooked food dishes made with
plant-based ingredients from the market. It can also

introduce healthy cultural foods across the world to local
residents [7].

Mama's Kitchen in the WET Market could provide culinary school students
internship opportunities. Culinary schools can rent a store with a 6-12 month
lease, where students can cook and sell plant-based dishes made with local
and seasonal food from the market. The students would also be encouraged to
deliver presentations on food system transformation to educate consumers.
This is considered as an effective strategy to improve chefs' ecological literacy
and to strengthen the connection between chefs, food producers, and food
vendors [14].

In collaboration with universities or independent research institutions, WET
Market can build a science education hub. Food research hub will play an
important role in educating the public about the benefits of eating plant-based
foods for individuals. Seed Bank could promote public awareness on agrobio-
diversity and its importance for individuals and our ecosystem [7].



Innovation on
Management Model

Food Policy Councils (FPC) are very active in the food system transformation and food
policy revision in the United States. It can be defined as networks that represent multi-
ple food system stakeholders and that are either sanctioned by a government body or
exist independently of government [15]. They address food-related issues and needs
within a city, county, state, tribal, multi-county, or other designated regions with the
goal of promoting food system transformation through policy. State and local councils
work on a variety of legislative policy priorities, such as land use planning, healthy food
access, food production, poverty and hunger, economic and community development,
and food procurement.

Market requires stronger administrative and organizational capacity [10]. Building their skills
and confidence can help them to address challenges beyond day-to-day problems and adopt a
more expansive vision to manage the WET Market as a whole. By creating more detailed respon-
sibilities for the different officer positions, governance procedures, and clear operational
procedures, market associations will have a stronger capacity to manage often individu-
al-minded vendors to work more collectively.

To better protect the interests of vendors and customers, the management committee of WET ! , ' I ‘
el o



The neighborhoods of WET Market are not only consumers but can also be
partners with the WET Market management committee to make a joint effort
on monitoring food safety [10].

o
Business model innovation can expand
n n ova I o n o n the customer base and scale up the sales

of the WET Market. It will also equip

o smallholder farmers and vendors with
u s I n ess o e business skills, promoting livelihood
equity and resilience.

Integrate WET Markets Cooperate with
into Wholesale Markets Local Small
Restaurants
Vouchers for A Public-Private
Healthy Food Governance Initiative

J
'”"0|o

e

Online Platforms Micro-business in
for WET Markets WET Markets
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WET Market

Self-assessment Checklist

WET Market aims to promote the Good Food Pledge and create game-changing solutions guided by the five action tracks of
the UN Food Summit. We proposed the following criteria of a WET Market. Market managers and decision-makers are invited
to conduct the self-assessment to understand the sustainability of their market and it could also be a basis for market

renovation.

Work Closely with All Relevant Stakeholders
and Establish a Food Policy Council

Promote a :@' (b
Plant-based Diet Re? P

Over 75% of the products in the WET Market are plant-based

No more than 2% of the products in the WET Market are
ultra-processed food

Increase the supply of healthy fresh foods in the WET Market
significantly

Apply marketing strategies to promote the consumption of
local and seasonal food and healthy food

o -
Promote et A
Animal Welfare <5 o

Raise awareness on animal welfare

Enhance traceability of meat products sold in the WET Market

Review suppliers’ animal welfare standards

Prohibit the sale of live poultry in the WET Market
29




Achieve Zero Waste 3
and Low Energy Consumption “%

Apply innovative methods to use “ugly” and unsellable food (e.g.
juices, pre-cut vegetables and fruits packets, composting)

Maintain the balance between food supply and market demand

Prohibit the use of non-biodegradable plastics

Apply innovative technologies to reduce energy consumption

Promote Food Diversity and
Traditional Food Culture

Over 60% of the products in the WET Market are local and
seasonal food

Promote organic food produced from local eco-farmers
that practice regenerative agriculture

=

" a“t

Vg o
¥ o5

Practice
Food Education

Create space dedicated to food education in the WET Market

Organize food education events at least once a month

-
|

Promote Equity 5

Enhance livelihoods of fixed and mobile vendors in the WET Market

Protect consumer rights

Build handicapped facilities

30



The transformation of the WET Market is a long-term project

Ste ps O I1 W E T M a rket calling for a systematic approach and cooperation of different

stakeholders. We encourage each wet market to implement

[ J
I ra nSfo rm atl o n customized transformation that fits each site. Here we

present an overview of key steps to initiate WET Market trans-

formation.
Build Working >
Group "e:a,
g-term Unite relevant stakeholders to %,
\o® . - s
e build a working group together
&
y A\ Research on the condi-
[ ] tion of the market,
— present policies, and
[ .
Maintenance e
and Evalu atlon Market transformation
Follow-up maintenance and CO“ECt.
evaluation are essential to Informat|on
result the long-term achieve-
ments of WET Market trans-
formation
(")
<
c
° S
€ v
L) o
2 =
Q
‘0 ,;&s
€
v
\ I 7
\ \§ / 7
Time:10 days g
Implementation Identify
_ Priorities
Deep and effective collab-
oration of relevant stake- Areh P
. - Identifying priorities
holder. is key for this helps t):) fchieve the
SRS best results with the
least cost
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Cost-effective Solutions
for WET Market Transformation

Most of the wet markets in China face challenges on a lack of funding,
human resources, and technology. Thus, we provided the following

cost-effective solutions to initiate the transformation.

NN,
—

{

| —— —=g
/ | s e—
Organize awareness campaign Invite organic food Collaborate with local

and training about food knowl- vendors and vegetarian communities and

edge for the vendors, including a

restaurants to organize

schools to implement

healthy diet, plant-based diet, events at the markets to food education
traditional food recipe, and promote healthy and projects.
others, and at the same time plant-based food.
encourage the vendors to share
these ideas with their custom-
ers.

P )y.dmzanog&&

=
NN Z. \
¥,

P &
& Repyce Wk

Use unsellable vegetables
and fruits to make fresh
juice to sellin the markets.

Encourage the customers
vendors and encour- to bring their shopping
age them to sell local bags to reduce the use of
and seasonal food. plastic.

Support the mobile

"Ld.l
P

Invite local communities to
participate in food safety chopped vegetables shopping platform to
monitoring and market and fruits to small expand the customer
management. restaurants. base.

Provide washed and Join the existing online
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