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1. Introduction

Traditional foods represent taste, pleasure, altcinoice and significantly contribute to the
quality of life and maintaining work places in algalised world. A significant proportion of
them is produced by small and medium-sized busese¢SMES) in relatively limited
quantities. SMEs usually have limited financial dnonan resources which represent barriers
in accessing the globalised market through usustribution channels. This document
summarizes the recommendations based on the restits WP5 of TRUEFOOD project for
improving the market access of traditional foodduats produced by SMES through the use
of advanced food supply chain management and miagketanagement methods.

Supply chain management deals with the managemdntmoltiple relationships
(accompanying products, services, finances, inftionaand/or knowledge flows) — focusing
in harmonizing the use of

* resources

e capabilities

e competencies
along the entire food chain (instead of focusingomty on the individual steps) to deliver
higher added value is achieved by improving theliguaf chain relationships Enhanced
customer service and economic value through impgvrust and collaboration between
supply chain partners.

TRUEFOOD - Traditional United Europe Food (Contract numbE©OD —-CT-2006-
016264) — is an Integrated Project (IP) financedH®y European Commission under the 6
Framework Programme for RTD. The project startddaly 2006 and will last 4 years. The
overall aim of TRUEFOOD is to introduce suitabl@awations into traditional food industry
to maintain and increase the competitiveness of itlskeistry in an increasingly global
European market place. This is achieved througlseclmtegration of R&D activities,
demonstration and training and dissemination avi

The project is coordinated by the European Econdmérest Group SPES GEIE comprising
11 European Food and Drink Federations. The prp@cthers are “centres of excellence” in
food related R&D, with strong experience in the @agan traditional food sector.

TRUEFOOD represents a unique and pioneering inéidiecause it directly involves the
SMEs which are a large part of the European foddstry, but normally does not have such
direct access to the benefits of high quality R&D.

Traditional Food Products intends to include ndy gmotected and patented food, but also all
regional and national products in cooking tradiiomhe project focuses on increasing value
to both consumers and producers and on suppotieglévelopment of realistic business
plans for all components of the food chain, usirigrk to farm approach. The main strategic
objectives are therefore to:

+ Identify and quantify consumer perceptions, exgenta and attitudes with respect to
(a) safety and quality characteristics of tradiéibfoods, and (b) innovations that
could be introduced into the traditional food intlys

+ Identify, evaluate and transfer into the indusimydvations which guarantee food
safety, especially with respect to microbiologiaatl chemical hazards.



+ Identify, evaluate and transfer into the indusimydvations which improve the
nutritional quality, while at the same time maintag or improving other quality
characteristics recognised by traditional food comsrs (e.g. sensory, environmental,
animal welfare and ethical qualities).

« Support the marketing and supply chain developroktraditional food products.

+ Establish an effective and sustainable system oikedge and technology transfer of
innovations (those developed within the TRUEFOOG®Bjguts and in other EU,
national and industry funded R&D projects) intaditeonal food industry, focussing
specifically to SMEs.

Work Package 5 deals with improved marketing and fod supply chain organisation
methods for traditional food products

The overall aim of Work Package (WP) 5 is to imgonarketing and supply chain structures
for TFP.

The specific objectives of WP 5 are:

« To identify and quantify the determinants of batdeks and success factors that
SMEs active in the sector of traditional foods ewafronted with.

« To compare the functioning of six traditional fomtipply chains (meat, dairy,
vegetables, beverages) within and across MembdesS{@ chains in 3 member
states).

+ To compare food producers’ perspective on bottlenemnd on success factors with
that of consumers.

+ To develop a benchmark instrument relative to nmargeeffectiveness enabling
traditional food companies to evaluate their curpasition.

+ To develop indicators to determine the overall schggrformance.

+ To evaluate the feasibility and acceptability ofsgible approaches to improve
marketing capabilities.

« To analyse the potential impact of innovative disttion systems for traditional
foods.

To achieve the specific objectives of WP 5 theolwlhg tasks and subtasks were carried out:

Task 5.1. Identification of determinants of botdeks and success factors of traditional food
producers and development of tools for eliminat@md reduction of bottlenecks and
strengthening of success factors

Task 5.2, Development of a benchmark for evaluatimagketing management capabilities of
traditional food producers

Task 5.3. Development of indicators of overall ttiadal food supply chain performance and
innovative chain strategies

Task 5.4. Development of innovative distributioratggies for traditional food products

This document contains a short summary of the meaesults, followed by the

recommendations grouped for the main target group®lved into the actions for

improvement of access to market of traditional foddains such as SMEs, support
organisations, policy makers and knowledge progider



2. S

ummary of the main results

2.1  Determinants of bottlenecks and success factoos traditional food producers
(Task 5.1.)

2.1.1
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2.1.1.2

2.1.1.3

2.1.1.4.

2.1.1.5.

2.1.2

Definition of traditional foods

Although there are several descriptionthefnotion of traditional foods there is not
a widely acknowledged definition for research peg® A coherent definition
including the chain members’ view, checked by datilie research, focus group
discussions and the consumers view determined dhr@u quantitative consumer
survey was developed.

The amalgamated criteria of traditionald®are the followings:

» The product is regularly consumed or associatepéaific celebrations and/or
seasons — consumers (WP1);

» Time factor: usually 50 years — commercial avaligbin stores and restaurants —
chain members (WP5);

» Specific way of production — according to the gastmic heritage — authenticity
(recipe, origin of raw material, production progess

» Associated to a certain area (local, regional, tgyn

» Distinguished and known because its sensory priegert

» Gastronomic heritage: has a story, which can b#emrdown — chain members
(WP 5)

For more details please consult D.1.2.1.3 "Nati@mal Cross-National reports of the
consumer survey” and D.5.1.15 "Comparison of viedvgroducers versus
consumers and support organisations” at the TRUHP-@@bsite www.truefood.eu

This definition can be used as a verifi@@ctically applicable starting point for
guantitative and qualitative research. This dabnitwas developed solely for
research purposes and it was not intended to bd fmelegislative category
definition.

This definition shows a good agreementvéenh the consumers’ perspective and
chain members' perspective because both stakebotpeups highlighted strong

connection to the region (locality) of productidhge specific way of production,

gastronomic heritage, and the authenticity and timetor and stated that the

traditional products can be distinguished and kndvatause of their sensory
properties.

The complementary element of the perspecii the consumers and chain members
was that the chain members underlined the impogtariccommercial availability
and stressed the importance of a distinguishabdeifsp story in writing and the
consumers mentioned the importance of specificsgagdebrations for consumption
of traditional foods.

Practical use of Food Chain Management for SEk
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The main benefits of implementing food nhaanagement principles for traditional

food producing SMEs are the followings

* creating sustainable competitive advantage basath@n competencies through
combination of complementary resources, capalslitempetences of the chain
members

* improving the efficiency of using resources aldng food chain from suppliers
to consumers

» improving the efficiency of flow of material, inforation, labour, money

* improving the efficiency of accessing capabilitdshain partners

* Improving access to market;

* Improving delivery of sales and services to custeme

* Assistance in design of effective collaborationwesn supply chain partners
and peers.

2.1.3 Atool for identifying bottlenecks and succesfactors

2.13.1

2.1.3.2

2.1.3.3
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2.1.3.5.

2.1.3.6

The business success of food chain memiserstrongly influenced by the
effectiveness of the use of internal and exterasburces and capabilities along the
chain and a systematic analysis can highlight gpodunities for improvement.

A systematic approach was developed fartiiyeng bottlenecks and success factors
in traditional food chains which can be adaptedttrer food chains as well. This

tool can be used for designing actions on whichiriigrovement of the effectiveness

of chain operation and the access to the markebedrased.

Bottlenecks are deficiencies or insufficies blocking the effective use of external
and internal resources of a member of a supplynabfairaditional food products for
improving market access and marketability of itsducts and the generation, uptake
and introduction of innovations to upgrade these.

Success factors are defined as the fasililssets stimulating the effective use of
external and internal resources of the chain mesnaéleng the chain for improving
market access and marketability of its products #rel generation, uptake and
introduction of innovations to upgrade these.

External resources manifested in supplinchiesources comprise organisational
structures and measures, flow of information, skithaterial and financial resources
in supplier-buyer relations and relations with dhactors and the knowledge, skills
and facilities increasing their efficiency and effeeness. Internal resources
manifested in marketing capabilities stand for klealge, skills, facilities for
selecting, targeting and positioning the product for increasing the efficiency and
effectiveness of the use of marketing managemeis.to

This tool for analysing bottlenecks andcsss factors of food chains is based on a
checklist for screening the determinants of the pbBupchain and marketing
management capabilities and resources. The findangsevaluated whether they
represent a bottleneck or a success factor anddhase is specified as well. At each
aspect it is checked systematically whether thé lac availability/existence of



information, chains organisational structure/measamd physical/financial resource
is a hurdle or an enabler. The main aspects ofattedyses of chain management
capabilities are networking, chain approach-coltabon, chain approach-balance
among the chain members, resources, institutiorfslewthe main aspects for
marketing management capabilities are, market nmédion, market segmentation,
marketing objectives, marketing strategy, marketimgx, marketing budget,
marketing evaluation.

2.1.3.7 Having the bottlenecks and success factdrssupply chain and marketing
management capabilities of traditional food esshidd, the potential for improving
the effectiveness of their use through innovativethads was investigated. First the
methods of innovative use of supply chain and ntargeresources in traditional
conventional and other food chains were collected grouped according to the
main aspects used for the analysis tool for battka and success factors. In the
second step it was considered how these innovatigthods/approaches can be
adapted to the traditional food chains under ingatibn. It was identified which
innovative forms of using supply chain resourced amarketing capabilities are
necessary to introduce these changes in the tmditifood chains under
investigation. An additional version of the tool svdeveloped for investigating
bottlenecks and success factors of innovation iainsh producing traditional
processed foods. It was checked whether these atwev solutions can be
established in the traditional food chain underestigation. By using the adapted
tool it was identified whether there are bottlereedidlocking, success factors
stimulating the introduction of these innovatioRmally the bottlenecks and success
factors of introducing innovation into traditionfalod chains were evaluated. Areas,
where bottlenecks are blocking both existing resesirand their innovative use are
long-lasting bottlenecks, areas where successrfaei@ stimulating both existing
resources and their innovative use can be useddéweloping strategies for
improvement. Areas, where bottlenecks can be retlaceliminated by innovative
solutions provide potential for significant impronents.

This tool can be used for design of surveys andyaimg information from literature
review, expert interviews, practical experiences @nestionnaire surveys.

2.1.3.8 These tools were used for a questionnameyg carried out with selected traditional
food supply chains (dried fermented sausage antepsed paprika, bakery products
in Hungary, Belgian cheese and beer, Parmigianesehand Parma Ham in Italy and
for interviewing food federations, innovation supptg organisations on their view
on bottlenecks and success factors, marketing ddsbof the traditional food
manufacturers in Italy, Belgium and in Hungary.

2.1.4 Typical bottlenecks and success factors ofttitional food chains

2.1.4.1 Three major bottlenecks of traditional fatdins are identified related to the chain
and marketing resources of traditional food prodsigearticularly of

1. The lack of understanding the importance ancktisnof improving supply chain and
marketing resources, e.g.



 The lack of collaboration, trust and confidencewssn peers and chain
members

« The improper use of the existing networks becau$ethe lack of
understanding.

2. The lack of knowledge about appropriate mettaoukskills, e.g.:
 The satisfaction imbalance due to the huge banmgginpower of the
supermarket(/hypermarket chains and their low praéecies
« The inefficient use of alternative distribution an@ls (like specialized shops
HORECA)
» The difficult access of traditional foods to théeimational market

3. The lack of financial, infrastructure and hunmesources, e.g.:

* The low availability of financial resources caudsdthe limited own internal
resources and the low availability of external teses (like the lack of
governmental support or institutional support);

 The low marketing budget due to the limited finahcresources which
hampers the use of systematic marketing and meekearch activities.

2.1.4.2 The main success factors related to thelgepain and marketing resources of

traditional food producers:

*  Quality approach

» Collaborative use of resources

+ Common view

* Networking

» Collective activities (collective marketing, colta® market research, collective
research and training)

A detailed description is available in the reporbD.3. “Summary report on Focus
Groups”) at the Truefood websiteww.truefood.eu

2.1.5 Guideline for carrying out a questionnaire swey

2.1.5.1 An additional tool, a guideline was develdgor providing advice to researchers
how to carry out a questionnaire survey with irgiated food chain members. This
guideline is intended to focus on the main diffeesin preparing and conducting
surveys with interrelated members of a food chaomgared to interviewing
individual companies or consumers for users whoehaeme experiences in
conducting surveys in general. Researchers cannfialy practical advices in that
e.g.: how to recruit the direct chain partners, hownotivate them, which types of
guestions should be asked. Good and wrong exarfigplegiestioning are presented
in it as well.

2.1.5.2 The main chapters of the guideline are:

1. Introduction



7.

8.

Preparation of the survey
Problem definition and objectives
Questionnaire design

Length of the questionnaire
Timing, scheduling

Pilot testing of questionnaire

Recruitment criteria

General aspects of selection of respondents
Making contacts

Probability of random sampling
Non-probability sampling

Research design and methods

Research design

Appropriate methods for the surveys with food chmembers
Advantages and disadvantages of survey methods

Carrying out the interviews

Practical experiences

How to use training and dissemination opportunittescollecting data

Recording and reporting

Data preparation

Data analysis

Characterisation of different aspects/ variableuigh chain
Writing reports

Conclusions

Glossary

References

More details are available in the report D 5.1.X4uitleline for carrying out
guestionnaire survey with food chain members” a& TRUEFOOD website:
www.truefood.eu

2.1.6 An inventory of best practices of traditionalfood chains on exploiting supply
chain management and marketing management resources

2.1.6.1 Small and medium size enterprises produtiagjtional foods often have to face
difficulties in market access, in achieving theg&ted efficiency of operation of the
chain. Experiences show that a significant paihefbottlenecks can be reduced or
even eliminated by more effective use of the irdeamd external resources.

2.1.6.2 An

inventory of successful cases was deeelo for motivating SMEs,

manufacturing traditional food to explore new mekhotechniques for identifying
new opportunities of innovation through combiniegaurces and capabilities of the

10



chain members along the whole chain. This may hesedul practical tool, since
many SMES prefer to learn from each other and ltoviosuccessful examples.

2.1.6.3 The objective of this inventory is to paeistructured information for SMEs and
other food businesses manufacturing, producing,remdlling traditional foods and
for the organizations supporting them on methodssatutions, which have already
been applied successfully in traditional and cotieeal food supply chains for
elimination or reduction of bottlenecks and to io® access to market and the
effectiveness of using resources of traditionatifatanufacturers.

2.1.6.4 These successful examples demonstratehitvat are several ways how SMEs can
improve the performance of the supply chain in \whitey operate and demonstrate
also the benefits of implementing the supply chaegnagement approach, e.g. the
management of multiple relationships through foegson harmonising the use of
competencies, resources and capabilities alongetitiee food chain (instead of
focusing on the individual steps) to deliver enleghcustomer service and economic
value through improving trust and collaboratiorvietn supply chain partners.

2.1.6.5 This tool helps the users to understanigiblebw to develop new core competencies
and provides a source for ideas for developing@pyate solutions for their specific
problems.

2.1.6.6. 67 case studies were collected on suedemsproaches applied by SMEs all over
the world. Examples of innovative use of supplyichasources cover networking,
collaboration of chain members, resources, ingdigt Examples of innovative use
of marketing management resources cover marketnnaon, marketing strategy
and marketing mix. A detailed information is avhl&a in the report D.5.1.13
“Inventory of best practices for reducing bottlek@and promoting success factors
of traditional food chain members” at the TRUEFO®@Ebsite:.www.truefood.eu

2.1.6.7 The number of successful examples for ugiegmain types of chain management
approaches if the following (one case frequenthyresents 2 or more approaches):

Supply chain resources Number of cases
Networking 16
Chain approach-collaboration 26
Chain approach — balance 0
Resources 14
Institutions

Marketing management resources 18
Market information 4
Market segmentation 10
Marketing objective 0
Marketing Strategy - marketing mix 5
Product assortment 12
Price 1
Distribution 8
Product advertising, promotion 26
Marketing budget 0
Marketing evaluation 1

11



2.1.7 Sources of knowledge by geographical distance

2.1.7.1

2.1.7.2

2.1.7.3

2.1.8

2.18.1

Based on the results of the questionnaimeey carried out in Belgium, Italy and in
Hungary it was established that the majority of thembers of traditional food
chains use external support for innovation.

It was concluded that the external knowdedgurces of supply chain members are
located at different geographical scales; the fommhufacturers are seeking and
receiving external knowledge support from longestatices than the suppliers and
the customers. However there are significant diffees by countries. Italy shows a
different pattern than Hungary and Belgium and ldeal and regional support for
innovation is more frequent there. The geograplscale depends also on the type of
knowledge sought from external source. In Hungasgdf manufacturers seek
external source of knowledge for product, processetbpment, market research and
organisational development mainly from nationaklevather than from regional and
local level. Suppliers use also external suppartrinaovation mainly from national
level, except organisational development, where rdgtonal support is the most
frequent one. Even at customers the use of natemakes of knowledge is leading
except product development. In Belgium for prodarati process development food
manufacturers use external support most frequefmdyn national, for market
research and organisational development from redjienel. At suppliers, the use of
support from Europe is the most frequent one exgeptuct development.

The food manufacturers seek sources of knowledgénlynat national and
international level rather than local level.

The innovation capacity of the companies &aa influence on the geographical
distance of knowledge sources. The companies withithhnovation capacity prefer

local help, while for the SMEs with higher innowaticapacity find the support they
need from longer geographical distances, mainlynfreational, but to a certain

extent at European level.

More details are described in the report D.5.1.12ummary report on the
guantification of the determinants of bottleneckd auccess factors* at the Truefood
website:www.truefood.eu

Importance of innovation along the chain

Based on the multivariate statistical asialyesults of the quantitative survey carried
out in Belgium, Italy and in Hungary, it was corabédal that:

* higher innovation capacity is linked to higher maved profitability and
business growth;

» there are national differences in components afwation capacity and intensity
of different types of innovation activities (Theaasdardized score of the results
of innovation was the highest in Belgium (0,47)lldewed by Hungary (0,44)
and Italy (0,42),

12



« more intensive collaboration with other organizasion the supply chain results
in higher innovation capacity because the cormtabetween the standardized
scores of innovation and collaboration showed pasitelationship between the
variables. The correlation coefficient was in tofab73.The total innovation
capacity of the participating countries did notwhsignificant differences but
the comparison of the different aspects of inn@rashows different patterns.
These results confirm that the different culturatkground has an effect on the
innovation capacity, but the results shall be ad&r®d by the different aspects
of innovation. The amalgamation of the resultstundifferent aspects may hide
the differences. The type of innovation activitsd®ws quite different patterns
in the investigated countries. In Italy and in Hangthe most frequent activity
was the improvement of the quality and packaginge Tmain innovation
activities applied in Belgium are networking, impirny the quality, entering
new geographical markets and improvement of paokadt is important to
mention that the frequency of networking is at eagkable higher level in
Belgium than in Italy or Hungary.

More details are described in the report D.5.1.12ummary report on the
guantification of the determinants of bottlenecksd asuccess factors* at the
TRUEFOOD websitewwww.truefood.eu

2.1.9 Importance of networking and collaboration

2.1.9.1 Evidences were found for the benefits dfaboration and networking between
partners along the food chain and peers in imprpthie capacities of SMEs for and
increasing their success in innovation, marketiranagement and distribution. The
main areas of collaboration were sharing knowledgeymon thinking and joint use
of resources. Collaboration along the chain pravidew opportunities to develop a
competitive edge through combination of complemmgntasources, capabilities and
competences. In general the most frequent joinitvigctis sharing knowledge,
followed by planning joint activities in traditiohdood chains and joint R&D
consecutively. Joint use of equipments is a raaplylied type of collaboration. It is
worth to mention that significant differences candbserved between countries and
different types of chain members. (The level oflalmbration along the chain was
significantly higher in Belgium than in Hungary.p-an overview please consult
D.5.1.12. “Summary report on the quantificationtted determinants of bottlenecks
and success factors “at the TRUEFOOD webgitew.truefood.eu

2.1.10 A new potential for support organisations tassist SMES in market access and
innovation

2.1.10.1 A qualitative survey was carried out oe fbvel and accuracy of available
information concerning chain management and innoratpractices among
different types of support organizations, suchaaslfindustry federations, research
centers, innovation support organizations, marketisupport organizations,
chambers of commerce and others. Similar questwwese used as in the
quantitative survey for traditional food chains.orFan overview please consult

13



D.5.1.10. “Summary report on support organizatiosisthe TRUEFOOD website:
www.truefood.eu

2.1.10.2 It was established that the level of kmalgk on activities of food businesses in the

traditional food sector, related to chain managenae innovation practices, is
significantly variable. A significant proportion ofhe support organizations
reported, that they have very limited information the performance of the
traditional food chains as well as some relationaliables such as trust,
satisfaction, reputation, dependency and conflitiorg chain partners, while
others, particularly some of the food industry fediens had fairly good
knowledge on these activities between the chain Ineesn

2.1.10.3 This result is not surprising, since usudle SMEs themselves are not familiar

with the basic principles of chain management, miamkg management and
building up innovation based on collaboration altimg chain.

2.1.10.4. Currently only a small part of the supporganizations is promoting the

2.2

221

2.2.2

collaboration between chain members. Both the ticadil food SMEs and the
majority of the support organizations need trainmg the principles of chain
management. There are unexploited opportunitiesSRIES in the systematic
application of chain management and marketing mamagt principles and the
support organizations, particularly the food indydederations are well placed to
provide assistance in that for their chain members.

Development and use of a benchmark for evaluaty marketing management
capabilities of traditional food producers (Task 52)

An on-line survey was carried out with mdrart 400 SMEs in the EU member states
in order to investigate their marketing managencapgbilities.

To evaluate the marketing management capabilifigsaditional food producers, an
interactive questionnaire, available on the wetp(Htusers.unimi.it/truefood) has been
developed as benchmarking tool. A link on the Tooefweb site is working since
November 2007 (http://www.truefood.eu/). The questaire was translated in all the
EU languages in order to make easier the fillingarghe SMEs.

The evaluation of the marketing managemepalméities was made through the main
steps of the marketing management process (K@i€¥4; Padberg et al. 1997), as the
analysis of marketing research (Information), marke strategy (Objectives),
planning and implementation (Organisation), con&mod evaluation (Evaluation). In
this way, we divided the questionnaire into foullding blocks, in addition of an
introductory section about general data of the famad an additional section about the
importance of innovation aspects (Development).sTdelf-registered questionnaire
gave back to the respondents a report with thdtseand the score in each aspects of
the marketing management. The possibility of anssv@rmulated with a Likert-scale
from 1 to 5, reflecting the worst performance amellbest one, respectively.

14



2.2.3. UMIL implemented an internet web-site where firms were able to complete the

224

2.2.5.

2.2.6.

benchmark questionnaire on line. The web-site waated respecting the following
criteria:

» easy for the access and the consultation by thesfir

» directly linked to the site of the project ( wwwa#éfood.eu ).

In this web-site UMIL implemented also specifictsadre for the analysis of answers
provided by the firms and for the evaluation of ithenarketing management
capabilities. This software elaborate the informagprovided by the firm interviewed
and provide an evaluation about the marketing memagt capabilities directly to the
firms who fill in the questionnaire. In this wayetfirms are motivated to apply to the
benchmark questionnaire.

The web-site implemented by UMIL is able to comnzate automatically the score of
the benchmark questionnaire with a report sent-mai to each firm interviewed. In
this way firms can immediately evaluate their mériggemanagement capabilities and
compare their situation with those of the othenfrinterviewed. Indeed, on the home
page of the questionnaire’s web site, the updatkdhton of the average score
reached by all the firms answered until that monen¢ported.

It was found that the most problematic aspéat SMEs are “Organisation” and
“Evaluation”, Namely, the main weaknesses of SMEkdated to marketing
management lie in the area of planning and impléatem as well as control and
evaluation of their marketing activities. SMEs agpt analyse the situation of the
market, to set a strategy, but they are not abtedanise well their resources in order
to obtain profits, they do not plan in advance, prstl react when there is an effective
need. Consequently, they also do not check thdtsesiotained, and if they are in line
with the pre-determined objectives.

For an overview please consult D.5.2.6 and D5.h8 &ssessment of marketing
management capabilities at the TRUEFOOD websitew.truefood.eu

Possible solutions were recommended foreasing the marketing management
capabilities of SMEs producing traditional food guots, based on the critical points
underlined in the deliverable 5.2.9 related toWie 5.2 survey. A detailed description
is available in the report D.5.2.9. “Updated Iddt critical points on marketing
management capabilities” at the TRUEFOOD wehsitev.truefood.eu

A targeted action plan was developed foreiasing the marketing management
capabilities of SMEs. Hence, managerial and policplications are indicated.
However, micro and small firms must be treatededéhtly than medium and large
firms because they have limited financial and humegources.

For micro and small firms, regarding the managangllications, it is important to
shift the firms’ orientation from the product toetimarket. The firms should be more
aware of the competitive situation of the markeewehthey operate by analysing the
sector starting from the local level. For more detsee recommendations for SMEs
(3.2.1.1), and policy makers (3.2.1.2).

A detailed description is available in the repo& 210. “List of possible solutions for
SMEs for increasing marketing management capadsfitat the TRUEFOOD website
www.truefood.elt
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2.2.6 Moreover, a more extended questionnaire waeldped for investigating the
competitiveness of the traditional food sector. rEfme, more aspects of resources,
capabilities and competences of SMEs in the ti@utti food sector are included.

2.3 Determine indicators of overall traditional foal supply chain performance (Task
5.3)

2.3.1 A graphical and conceptual tool to map chains

23.1.1

2.3.1.2

Small and medium-sized firms operatingha traditional food sector should be
aware and know the chain they are involved, i.eirtthrect business partners as well
as their partners backwards and forwards. By utalelsng the needs of remote
chain partners, the firms can reframe and redegrgducts and services meeting
them, increasing the value of the overall chain. iRstance, the deep knowledge of
final consumers acquired by retailers should bestratted up to the raw material
supplier and not only to the manufacturer.

A graphical and conceptual tool was produtee map chains. It builds upon a
network representation where all members of thencdu@ evidenced in one sheet (as
nodes) and the linkages between them are indiq@&drrows). By drawing the
whole structure of the chain, a complete outlookhefstructure of the chain is made
transparent. The graphical and conceptual tool &p hains can depict and lay
down the quality of the interrelationships, by gagig meanings to the colours of
the arrows. A detailed description is availablevatv.truefood.eyD 5.3.3).

2.3.2 A systematic approach for identifying chain gals

23.2.1

2.3.2.2

For a chain, to maintain its long-term tiosdng and to outperform its rivals, setting
up a well chosen chain strategy and implementingplitaboratively is absolutely
necessary (Jarillo 1988; Lorenzoni and Lipparin@90 By its nature, a chain
strategy should account for goals shared by allcthein members and be agreed
upon by them. As such, a chain strategy is built@mmon goals of chain members.
However, besides commonly shared goals, conflicing/or divergent individual
goals of chain members may also coexist. While laimy goals are individual
goals of the different chain members that may hirtkde achievement of each other
(Kochan, Cummings et al. 1976; Huxham and VangebbR@ivergent goals are
simply goals that are shaped by the problems dstasindividual chain members
(Rosenberg and Stern 1970) and not pointing tos#mee direction as the goals of
other chain members. While common goals stabilizairc relationships - because
goal commonness also serves as an integrating meoma(Winkler 2006) -
conflicting and divergent goals could lead to aiwmlsacollapse. Therefore, chain
members should devote additional efforts to idgntbmmon, conflicting and
divergent goals.

A systematic approach was developed fontiiggng common, conflicting and
divergent goals of chain members of traditionaldf@bains which can be adapted to
other food chains as well. This tool can be usedséiting chain goals, based on
which chain performance measurement instrumentbeateveloped.
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2.3.2.3 The systematic approach consists of fogpsstl) Identification of chain actors’
goals via focus groups or in-depth interviews valiain members, 2) Consolidation
of chain actors’ goals (evaluating the chain actgosls based on their common or
conflicting/divergent nature and eliminating theihomly one type of the chain actors
(suppliers, food manufacturers or customers) erdoteem), 3) Identification of
potential sub-goals by literature review (helpshwiarrowing down each chain goal
to a practical, measurable set of underlying suddg)p4) Selection of the key chain
goals and key sub goals (pilot test on the impodanf each chain goal and sub-
goal).

2.3.2.4 This approach was used to set chain gaalfogeus groups and in-depth interviews
(84 chain members, 3 European countries, 5 trawitifibod categories) (step 1), via literature
review (step 3) and small scale survey (26 chaimbezs, 3 European countries, 3 traditional

food categories) (step 4). A detailed descriptisnpublished in (Molnar, Gellynck et al.
2009).

2.3.3 Chain goals and underlying sub-goals

2.3.3.1 Five main chain goals and 11 sub-goalsidenstified related to traditional food
chains. These are the followings:

e To maintain traditionalism (Traditionalism)
» To maintain authenticity (Authenticity)
* To maintain the unique and memorable gastrononeatity of the food

product and to remain part of the gastronomic hget (Gastronomic
heritage)

* To increase efficiency (Efficiency)
* To lower distribution cost (Distribution cost)
* To increase profit (Profit)

* To improve responsiveness (Responsiveness)
* To improve lead time (Lead time)
* To reduce customer complaints (Customer complaints)

e To improve quality (Quality)
* To improve safety (Safety)
» To improve attractiveness (Attractiveness)
* To improve environmental friendliness (Environméifi@ndliness)

* To create chain balance (Chain balance)

* To ensure that the risks and benefits are disgthut a balanced way along
the chain (Distribution of risks and benefits)
* To better understand other chain members’ inté&sain understanding)

A detailed description is published in (Molnar, [getk et al. 2009).
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2.3.4  Supply chain performace measurement tool

2.3.4.1 Organizations nowadays no longer competigependent entities, but as supply
chains (Christopher, 1998; Cox, 1999; Lambert anoper, 2000), therefore they
more and more realize the performance potentiasumfply chains (Pearson and
Samali, 2005; Gellynck et al., 2007). Being partaoivell performing supply chain
generates important performance benefits for thdivitdual organizatioh A
theoretically grounded performance measurement was developed to measure
traditional chain performance.

2.3.4.2 Chain performance of traditional food ckaban be measured with a theoretically

grounded performance measurement tool. The perfwenaneasurement tool for
supply chains of traditional foods consists of thkowing performance indicators
and was based on the previously identified chairalggol) Traditionalism
(Authenticity, Gastronomic heritage), 2) Efficien€Ristribution cost, Profit), 3)
Responsiveness (Lead time, Customer complaint@ud)ity (Safety, Attractiveness,
Environmental friendliness), 5) Chain balance (fhsition of risks and benefits,
Chain understanding).

2.3.4.3 This supply chain performance measurenoahtwas used to measure supply chain
performance with 270 chain members from 90 trad@iofood chains from 3
European countries in 6 traditional food produdegaries. The quantitative survey
demonstrate that performance is linked with thelityuaf chain relationships in a
way that higher performing chains score significangher trust, economic
satisfaction, social satisfaction, dependency, cagrcive power and reputation than
lower performing chains, while lower coercive powand conflict than lower
performing chains. Reputation is the relationshigasure showing the argest
discriminating power between the different perfargiichains. It means that
traditional food chains composed of chain membexgintg a highly appreciated
business reputation score the best. More in geneaditional food chains are
characterisecy high levels of trust and reputation. In additian fairly high score is
obtained for economic satisfaction.

A detailed description is availablewatvw.truefood.eyD 5.3.8)

2.3.5 Taxonomy for chain governance structure ideification

2.3.5.1 The quality of the interrelationships cdsoabe considered in terms of chain
governance structure. A theoretically grounded taxaoy was developed to identify
governance structures in selected traditional fduans.

! As a result, there is increasing interest in théopmance of supply chains as a whole (Beamon,
1998). An adequate supply chain performance measuneinstrument should identify how well the
supply chain is performing, draw attention to whienprovements are possible, facilitate detection of
problems and choose what to focus on (Cohen anddequ2005). Consequently, it affects decision
making through the assessment of past actionsaodgh benchmarking (Aramyan, 2007). Further, it
can assist the distribution of resources, measnde cammunicate improvement towards strategic
goals and assess managerial practices (Ittner antkér, 2003). In addition, it can help managers
recognize good performance and make tradeoffs leetyweofit and investments, provide ways to set
strategic targets and enable managers to get ieddf\performance is distracting (Neely et al., 3P9
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2.3.5.2 The taxonomy consists of

1) Chain governance structures, 2) Determiningabdes, 3) Unit of analysis: 1)
Chain governance structures: Spot market (S), ootractual relationship with
non-qualified partner (S p ), non-contractual ielahip with qualified partner
(Spbp), contractual relationship (C), relation-basdiiance (Rba) and equity-
based alliance (Eba) and vertical integration (Vi).

2) Determining variables: “irrelevance of identity’length”, “ex-ante restriction
on the choice of the partner”, “written contracttontract specifications”,
“resource sharing”, “joint forces for mutual bengfj focus of control”, and
“intensity of control” Webster, 1992; Gardner et 4994; Van der Vorst et al.,
1998; Steele and Beasor, 1999; Davies, 2000; NaB0; Jagdev and Thoben,
2001; Peterson et al., 2001; Claro et al., 2003nptueys et al., 2003; Raynaud
et al., 2005; Trent, 2005; Lu et al., 2006; Szabal Ba'rdos, 2006).

3) Unit of analysis: T1. Between farmers and theput suppliers, T2. Between
farmers and the first processing step, T3. Betwtenfirst and the second
processing step, T4. Between the last processieg ahd wholesalers, T5.
Between wholesalers (or the last processing stap}tee retailers Raynaud et al.
(2005).

2.3.5.3 This approach was used to identify chaiwvegmance structures via individual

interviews with 54 companies (suppliers, food pesoes and customers) belonging
to traditional food chains in Belgium, Italy and mgary. Belgium: cheese and beer;
Italy: cheese and ham, Hungary: white pepper andagge. A detailed description is
published in (Gellynck and Molnéar 2009).

A detailed description is availablewtvw.truefood.eyD 5.3.2).

2.3.6

2.3.6.1

2.3.6.2

Instrument to measure the quality of chain rationships

The quality of chain relationships is onk tbe central questions in chain
performance measurement (Cousins and Hampson 2@0iar, Felfoldi et al.
2007; Molnar, Gellynck et al. 2007 ) because oktsalvreasons. Managers as well as
practitioners believe in the importance of enhagcamhain the quality of chain
relationships and getting close to chain partn8pgekman, Jr et al. 1998; Lambert
and Cooper 2000; Benton and Maloni 2005), sinceildle and successful chain
relationships are the key success drivers in tadeyrld of globalization (Mentzer,
DeWitt et al. 2001). Successful and unique chalatimmships hold the potential of
being a source of competitive advantage (Barneyl188mming, Cousins et al.
1996; Russo and Fouts 1997; Coff 1999; Alvarez Buasenitz 2001; Barney 2002;
Gellynck 2006) and the ability to form valuable,ngmatible and complementary
relationships are considered being necessary th refaain success (O'Keeffe 1998;
Quinn 2004). This suggests that relationship messahould be included in chain
performance measurement instruments as possiblerpance determinants. Still,
relationship measures are not extensively includetb chain performance
measurement (Molnar, Gellynck et al. 2007 )

A theoretically grounded instrument wasaligyed to measure the quality of chain
relationships. The instrument consists of the feitg relationship variables: 1)
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Trust, 2) Economic satisfaction, 3) Social satiste; 4) Dependency, 5) Non-
coercive power, 6) Coercive power
Reputation, 7) Conflict

2.3.6.3 This instrument was used to measure thétyjwd chain relationships 270 chain
members from 90 traditional food chains from 3 Fp@@n countries in 6 traditional
food product categories

A detailed description is availablewatvw.truefood.eyD 5.3.8)

2.3.7 Quality of chain relationships and chain pedrmance

2.3.7.1 Based on the multivariate statistical asialyesults of the quantitative survey carried
out with 270 chain members from 90 traditional fodaains from 3 European
countries in 6 traditional food product categoriesjas concluded that:

There is no significant difference in the totalfpemance of the different chain
members, although significant differences are foondogistic cost (p=0.02),
lead time (p=0,023), safety (p=0,000), attractigsngp=0,00) and chain
understanding (p=0,043).

Traditional food chains are characterised by haylels of trust and reputation.
In addition, a fairly high score is obtained fooeomic satisfaction.

Performance is linked with the quality of chairate@dnships in a way that higher
performing chains score significant higher trustpreomic satisfaction, social
satisfaction, dependency, non-coercive power angutagion than Ilower
performing chains, while lower coercive power andnftct than lower
performing chains.

The relationship measure showing the largest aisoeting power between the
different performing chains is reputation. It medhat traditional food chains
composed of chain members having a highly appetidusiness reputation
score the best.

These findings are valid across member statesyrseamhd company size.

2.3.7.2 These specific results and the generajhihshat the quality of the interrelationship
is a powerful element in the supply chain remanteptable for practical purposes.
More details are described in the report D.5.3i88the TRUEFOOD website:
www.truefood.eu

A detailed description is availablewatvw.truefood.eyD 5.3.8)

2.3.8 Chain strategies

2.3.8.1 To improve the overall chain performanctuts important to select common goals
and devise chain strategies that involve all pastiie a common effort. This goes
beyond classical firm strategies that take thecstmrof the chain partners as given
and is particularly important for SMEs that tendo® highly dependent on partners
for their own performance.
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2.3.8.2 In this approach, a strategy is conceivasl & coherent set of moves aimed at
durable, sustainable and long term appropriatiogaafl, whose choice depends on
the vision and the mission of the organization,clhin turn are embedded in their
starting condition and in their weak and stronghsJi(p. 8, D.5.3.9).

2.3.8.3 12 chain strategies were developed as draofppossible goals, action plans,
responsibilities and resources. The twelve stragejave been articulated in detailed
Action plans, submitted to the enquiry and judgeimeitraditional food chain
members in three countries (Italy, Belgium and Hargy collecting their reactions
and suggestions. In particular, the participanigehavaluated the moves included in
the Action plans in terms of the effort requiredo® performed and how to allocate
the responsibility of taking action among the chaembers

* Product Improvement

* Product Modification

* Make finance more robust

* Improve flexibility

* Improving the quality of the production procestighout the chain
* Improvement of the price-value rate in the suppigic

* Branding traditional food production based on thaic

* Increase the environmental compatibility of yousiness
» Reformulate logistics

* Increase the reputation of your firm in the chain

« Enhance and take advantage of your networks

« Make your communication effective

2.3.8.4 The choice was made taking into account kag factors that affect chain
performance as well as suggestions from stakersdldezw collected during the
surveys. The 12 developed innovative chain stragegre shortly described below.
Each of them involve several members of the chagtelivering actions to obtain the
overall goal.

2.3.84.1 Product Improvement
This strategy aims at widening the product rangéh wihe introduction of new
versions, possibly in junction with consumer segisieaside the current ones. New
niches of opportunity can be found by brainstorminconsumer segments and habits
while generting a palette of possible improvements.

2.3.8.4.2 Product Modification
This strategy aims at re-styling of the traditiopedduct, to meet new dominant trends
in demand. The older version is put aside. It imgslthe identification of the product
features that tend to be an obstacle to currerdwroer requirements and a procedure
for a modification that keep the identity of th@guct untouched, through specific go-
to-market requirements. Positioning correctly tlesvrversion in terms of prices can
be done by limited tests and then generalised.

2.3.8.4.3 Make finance more robust
This strategy aims at protecting the business fnegative financial shocks (such as
payment failures, banks request of paying backldames, prolongued recession, etc.).
Increasing the resilience of SMEs is an imperatbreeconomic stability as a system.
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It involves a thourough internal and external asialyf financial assets and liabilities
along the chain and the consensual implementaticteps such as the sale of non-
core assets, the swap of a debt with an activitgetacarried out, and other financial
restructurization.

2.3.8.4.4. Improve flexibility
This strategy aims at reducing productive and amgdional rigidities in order to be
more able to cope with changing circumstances. &ansive analysis of the different
sources of rigidities, including in historical orgzational routies, lead the way to the
exploration of possible solutions, by encouragingal solutions to supply chain
bottlenecks and conferring delegated powers bylpnomot by discipline.

2.3.8.45 Improving the quality of the production pocess throughout the chain
This strategy aims at sustained attention to quatitough mutual cooperation and
incentives, adequate procedures. By comparingxXpeatations of the consumers with
the properties of the product, as well as by teldgical audits, an assessment of
guality improvements can be laid down, also invadvpartners and third parties.

2.3.8.4.6 Improvement of the price-value rate in th supply chain
This strategy aims at restructuring costs, voluemas margins, so that is possible to
obtain better results in the chain, including dgriregotiations between retailers and
food producers. It's important to examine, for amste, the opportunities for the
agreement with the suppliers taking into considenadf the mutual advantages and
cost-savings as well as mapping the opportunigesditsourcing.

2.3.8.4.7 Branding traditional food production basd on the chain

This strategy aims at provide a unique distincthaage of the product, usually rooted
in the territory, to boost visual and perceptiocognition by consumers, put in motion
by positive attitudes. The brand might be relatedthe distinguishable product
features and elements connected, even if only emalty, to the territory where the
product is localized, non only in terms of matexiblt also of gastronomic heritage.
However, branding is in certain cases a way to twbalance and distance the
product from a specific origin.

2.3.8.4.8 Increase the environmental compatibilitpf your business
This strategy aims at strengthening corporate bkaesponsibility at chain level,
transforming it into a competition leverage. Thevrattitude of consumers towards
the environment should be matched by real and peateractices in production,
distribution and consumption occasions. Labelspiay a role in communicating with
mainstream and green consumers.

2.3.8.4.9 Reformulate logistics

This strategy aims at optimizing transport, storagd procedures in terms of timing
and costs. The point of departure is the list of tmost important resources,
capabilities and core competencies of your trad#@idood firm in terms of logistics.
By sitting together with suppliers and customersl aiiscuss the most important
resources, capabilities and core competencies @htin terms of logistics, it's
possible to reformulate the logistics flows, cutirdown inefficiencies and
disfunctions.
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2.3.8.4.10 Increase the reputation of your firm irthe chain
This strategy aims at facilitating the diffusion mdsitive opinion on the product and
the business by third parties, which widens thebalbpdity of further partners. It
leverages the performance feedback to suppliergeaations and customers’
expectation, when the product and the activitietheffirm are successfully fulfilling
them.

2.3.8.4.11 Enhance and take advantage of your netiks
This strategy aims at multiplying the contact nodés business and other entities to
share interpretation of trends and coordinate astialso sharing resources and costs.
The multiplication of purposefully occasion to meetd establish links with a vast
number of possible partners is enhance by makingnantory on the attributes of
relevant networks for the traditional food firm.

2.3.8.4.12 Make your communication effective
This strategy aims at choosing the right channdl the strong message to convince
key counterparts. One of the many steps that catobe in this strategy is to organize
suppliers’ days and customers’ days to discuss lwikey aspects of business
relationships needs to be improved with supplieid eustomers. More in general, a
synthetic and coherent message tend to be unddrsétter along the chain.

2.3.8.5 A detailed description is available in teport D.5.3.10. “Summary report testing
and adapting innovative chain strategies” availadtieehe TRUEFOOD website:
www.truefood.euln particular, the full list of actions, resourcaseded and how to
share responsibility for execution are provided.

2.4 Innovative distribution strategies for traditional food products (Task 5.4.)

The main results of the work package 5.4 “Innowatdistribution strategies for
traditional food products” are listed below and asglained more in detail in this
chapter.

* Overview of the complexity of the distribution chai

* 12 developed innovative distribution strategieseldasn stakeholder evaluation

* Evaluation tool for strategic orientation (SWOT-bsés)

» Detailed Action plans for each developed strategy

* Indication of relative resource intensity for eattategy

* Benefits of involving chain partners and third yagkperts for sharing risks and
cost

2.4.1. Overview of the complexity of the distributbon chain
2.4.1.1 The distribution chain can have a numbdewdls. The simplest level exists, when
there is a direct contact between producer andused-with no intermediaries

involved. The next level, when there is one intediagy (e.g. in consumer goods a
retailer, for industrial goods a distributor). brdge markets (such as larger countries)
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a second level, a wholesaler for example, is nownlypased to extend distribution
to the large number of small, neighbourhood retsile

2.4.1.2 Figure 1 provides a detailed overview fag tistribution chain of traditional food
products. A detailed description of the differeaetdls is provided in the report D
5.4.2 “Summary report on distribution problems” italsle at the TRUEFOOD
website:.www.truefood.eu
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Figure 1: Distribution chains in the traditional food sector

2.4.2 12 developed innovative distribution strategs based on stakeholder evaluation

The 12 developed innovative distribution strategaee described shortly below. These
strategies are developed for traditional food pobslas alternatives to the usual distribution
channels. Special attention was paid to avoiding karm for the special character of
traditional food products.

Detailed information about the 12 developed andluated strategies is available in
D5.4.10&11 “National and summary report on evahmtiof innovative distribution
strategies” at the TRUEFOOD websienvw.truefood.eu

2.4.2.1 Joint distribution

This strategy aims at bringing traditional food mfacturers together which work in different
food sectors on complementary products in ordeshtire their limited financial resources for
collaboration on joint transportation and rentimgaatlet in which their products can be sold
to the consumers.
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2.4.2.2 Joint promotion

The aim of this strategy is to increase the lowelef consumer awareness and to overcome
the constraints of limited resources for promotiah the level of traditional food
manufacturers. An idea for implementation is thieugeof an umbrella brand for traditional
food products, e.g. on regional or product typelev

2.4.2.3 Agro-tourism

The aim of this strategy is to show the manufantyplace of a traditional food regularly as a
tourist sight of a certain region to tourists makexcursions in the region/place. Furthermore,
in the frame of a guided or non-guided tour, erganized by a special travel agency, direct
sale in-place is a possibility.

2.4.2.4 All-in-one packaging

The aim of this strategy is to develop, manufactamd sell a convenience traditional food
product taking into account the consumer’s expextat such as long shelf life, convenience
aspects, appearance of the already packed prowudihes traditional food product would be

part of a whole package which includes all necgssagredients for e.g. preparing a

traditional meal. There are special target consugn@ups consisting of several people, e.g.:
families or traditional party participants. For ghstrategy the application of a special
technology and the right choice of the most suétapackage size are very important.
Furthermore, it is aimed to improve the knowleddeh@ consumers about the traditional
food products and to widen the product assortmetraditional food products.

2.4.2.5 Regional corner

Regional corners will be a temporary or permanespldy featuring a range of traditional
food products of a given territory. This displayndae either inside a traditional point of sale
or inside a super/hypermarket. The aim is to ireeethe visibility and sales in distribution
channels of traditional food products of a givegioa or territory.

2.4.2.6 E-commerce B2B&B2C

The aim of this strategy is to create a virtuatestas a key distribution channel to feature and
sell different traditional food products belongitogseveral producers of a given territory or a
group of territories. This strategy is meant asss Icostly alternative to the obstacles of high
costs and complexities for setting up a traditicstale and for reaching consumers potential
(new) consumers located in different geographioshs Furthermore, proper communication
to the consumers is aimed about the characterstitee traditional food products, the quality
certifications (if available) and the proper wayusfage that will enhance product taste and
justify the price premium. Further, the usage ofagpropriate IT-platform will enable to
integrate both virtual and traditional channel ngament with only one tool in order to
optimize distribution and logistics.

2.4.2.7 Fastfood chains

The objective of the strategy fast food chainsradlitional food products is that it would be
desirable to associate the experience of eatindjtibral food products with the “mass
market”-logic of fast food eating. This could beprinciple achieved by extending certain
opportunities of the so called fast food chainsptoducts that are different from those
normally distributed and consumed in usual fastifaestaurants. There are existing examples
such as “Nordsee” where a successful combinatiachseved (fresh fish products for to go,
but also prepared as full meals for immediate ing@oconsumption).
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2.4.2.8 Small-area territorial penetration

The aim of this strategy is to reach a critical snakrepetitions of messages across different
media and with a large presence in distributiomalets to reap the abrupt and strong answer
of the consumer to an intensive campaign. Takimg &ccount the high budget necessary for
campaigns at national level it is the idea to drally reduce the area covered by the
distribution chain and advertising campaign to nggadle dimensions while keeping the
intensity of the campaign very high.

2.4.2.9 Speciality shops

The aim of this strategy is the (re)establishmdnspecialty shops in order to increase the
market share and to better valorise the traditiémad products. Furthermore, traditional food
manufacturers often do not have the capacity toveelarge distribution channels; therefore
an adjustment of the distribution channel to tharabteristics and features of traditional food
products is necessary.

2.4.2.10 Involvement of consumer

The aim of this strategy is to increase consumnieyalty and trust in traditional food products
resulting in improved publicity and word-of-moutbvertising. Therefore the consumer will
be (to some extend) involved in the production pss¢ being e.g. a one-day-entrepreneur.
Finally, this should lead to an improved marketrshaf traditional food products and
increased revenues of the members of the traditfond chain.

2.4.2.11 Network facilities

The aim of this strategy is to bring together pttdrusiness partners as well as to provide a
platform for exchanging information among the bess partners. This should lead to the
improvement of product or regional features, ehgough higher product quality and safety,
assured supply, wider product range or better rdiffeation.

2.4.2.12Moving outlets

The aim of this strategy is to install moving otgldwagons) to reach areas where the
establishment of stationary outlets is not appleamnd/or not profitable. Also seasonality is
considered as an important factor on revenues,hwdoald be bypassed by this strategy.

2.4.3. Evaluation tool for strategic orientation (8VOT and SOR analysis)

2.4.3.1 Each business idea should be evaluatetsfimasibility prior to implementation. An
appropriate decision-making tool is the analysistdrnal strengths and weaknesses
and external opportunities and threats (SWOT-aigly§he SWOT-analysis is
helping firms to be aware of trends in the firmisvieconment, anticipate on the
constantly changing future, maintaining a long-teigion while still focusing on the
day-to-day business and to ensure that objectivdsaations are coherent. Thereby,
it is very important to not formulate general psibut to specify and verify each of
the SWOTs as much as possible.

2.4.3.2. However, the identification of SWOTSs alesm@ot providing a good base for further
strategy development. It is necessary to struchegetems and subsequently confront
the internal with the external constraints. Thegpss also called strategic orientation
round (SOR). With SOR-analysis it is possible tenify those opportunities and
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threats which match best strengths and weakne$sas arganization and to attain
an explicit link between diagnosis and assessnfentgrategic decisions and action
plans. However, the quality of the SOR-analysiedavily dependent on the quality
and clarity of the SWOT-analysis. Based on the S@Rlysis several strategic
options can be identified. These options shoulérnmigh to have an impact, but not
be too many, in order to still be manageable.

2.4.3..3 For more details about the conduction WCH and SOR analyses please contact
Prof. Dr. Xavier Gellynck Xavier.Gellynck@UGent.e For an overview please
consult D 5.4.11 “Summary report on evaluation ohavative distribution
strategies” at the TRUEFOOD websitevw.truefood.eu

2.4.4.. Detailed Action plans for each developed rategy & Indication of relative
resource intensity for each strategy

2.4.4.1 An action plan includes a list of actioapst (tactics) listed in chronological order.
Those steps, taken together, accomplish the interstiategy. Additionally, the
necessary resources for each step can be estimatedjng a more objective
evaluation of the feasibility of the developed w&gy. Following resources are
considered to be evaluated: human resources, falamesources, necessary
equipment, and information resources.

2.4.4.2 The final choice of the best fitting inntiva distribution strategy is in the hand of
the traditional food manufacturer and his/her clmmémbers. The successful
implementation of a strategy is dependent on thdymt's requirements, the firm’s/
chain’s resources and capabilities, as well aherehvironment the traditional food
manufacturer and his/her chain is operating in.

2.4.4.3 For more details about the setting up aatuation of a detailed action plan please
contact Prof. Dr. Xavier Gellynck@vier.Gellynck@UGent.je For an overview
please consult D 5.4.11 “Summary report on evataatf innovative distribution
strategies” at the TRUEFOOD websitenw.truefood.eu

2.4.5. Benefits of involving chain partners and thid party experts for sharing risks
and cost

2.4.5.1 The European food sector is mainly compo$adhall and medium sized enterprises
(SMES). In particular SMEs producing traditionalofb products are facing
difficulties by entering the classical distributichannels, such as wholesalers and
supermarkets. For these SMEs alternative distobuthethods (with fewer or more
specialized intermediaries) provide opportunitiasjong others for applying cost
saving methods.

2.4.5.2 Recent developments show that organizationeot compete as independent firm
anymore, but rather as chains. Thereby a chairsét af three or more organizations
directly involved in the upstream and downstreamwf of products, services,
finances, information and/or knowledge from a seurca customer. Implementing a
distribution chain strategy collaboratively withetlother members of the chains
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2.45.3

2454

2.4.5.5

generates additional mutual gains and savings liamcmembers. Though, chains
lacking a chain strategy and having short-term pemsves face difficulties in
envisaging and implementing cooperative soluti@angroblems they cannot manage
alone.

Consequently, each firm needs to find/dgvel strategy that is best fitting to its
business. For the successful implementation otkiwsen strategy it is beneficial to
involve other players of the firm’s business enmir@nt, such as the direct supplier
and customer, but also third parties, such as gowvental and non-governmental
support organizations of the sector, researchtutistns, business consultants etc.

For a well-performing collaboration it iscgssary to clearly state the distribution of
tasks and responsibilities in the action plan froma very beginning of strategy
implementation. This will assure that the individgoals of every partner are
respected by the common goals in the collaborateiwork.

For an overview please consult D 5.4.11nf®ary report on evaluation of
innovative distribution strategies” at the TRUEFO@@bsite:www.truefood.eu.
For information about chain strategy, -managememd #&e quality of chain
relationships please contact Prof. Dr. Xavier Galky(Xavier.Gellynck@UGent.he
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3. Recommendations

3.1 Determinants of bottlenecks and success factod traditional food producers
(Task 5.1.)

3.1.1 Recommendations for food SMEs

3.1.1.1 Exploiting opportunities in chain managemen

Practice:

Exploit opportunities in chain management for dreptcompetitive advantage through
harmonised activities between food chain membersnieeting customer and consumer
requirements better and using resources and céabiinore effectively. Learn the chain
management approach and principles and start temgnt them as soon as possible.

Tools

A modular TRUEFOOQOD training course is availablepomciples of food chain management,
chain performance and on chain strategy developmedtimplementation. An inventory is
also available on successful cases on using suppamn and marketing management
resources and capabilities. Identify your partmerdhe food chain and initiate discussions on
developing joint actions on harmonising activities\proving the efficiency of flow of
material, information, labour, money for mutual b&ts of all chain members.

Reference: Detailed information on best practice examples vailable in D. 5.1.,13.
“Inventory on best practices on reducing bottleseeid promoting success factabs
traditional food supply chains” Issue 2 at the TRRZEOD websitewww.truefood.eu

For more information on the success cases and erirdming please contact Dr. Andras
Selbk (a.sebok@campdenkht.com) and Prof. Dr. Xavier  ly@ek
(Xavier.Gellynck@Ugent.he

3.1.1.2. ldentification of bottlenecks and succes$actors of the food chain

Practice

Identify bottlenecks and success factors in theraifm of your specific food chain and
develop strategies for elimination or reduction bafttlenecks and strengthening success
factors

Tools

A tool is available for food chains producing ttamhal foods for identification of bottlenecks
and success factors of efficient use of supplyrchad marketing management resources and
capabilities. This tool can be adapted to otherdfatains by screening the specific
determinants of supply chain and marketing managéemesources and capabilities of these
chains. Carry out the following steps in sequence:

1. Identify the members of your specific food chand your place and function in it.
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Identify the bottlenecks and success factoggaf food chain

Review available methods and successful solsitisdinether they can be used as

an input for elimination or reduction of bottlenecknd strengthening success

factors.

4.  Specify your priorities. Consider which chainrtparships, measures, additional
resources and capabilities are necessary includialjinnovative solutions and
also those which are new only for your specificdochain for elimination or
reduction of the bottlenecks and strengtheningstloeess factors.

5. Liaise with your chain partners and peers artia discussions for agreeing joint

actions. Consider opportunities for consistent igp@pproach, collaborative use

of resources along the chain and with peers, camipicomplementary resources
and capabilities along the food chain, networkengg collective activities through
joint use of resources and sharing costs for mexggetnarket research, research
and training. Consider to ask the assistance of yood industry federation,
branch association or other relevant support orgion.

W

Reference

For more details about the use of the tool for fifieation of bottlenecks and success factors
and the examples of successful practices pleasetaatonDr. Andras Seik
(a.sebok@campdenkht.comnd Prof. Dr. Xavier GellynckXavier.Gellynck@Ugent.he
Detailed descriptions are available in D.5.1.1. tidlaal reports on the selected traditional
food supply chains” and in D.5.1.12. “Summary répon the quantification of the
determinants of bottlenecks and success factor5.1[1.3. Inventory on best practices on
reducing bottlenecks and promoting success faetonisditional food supply chains” Issue 2
at the TRUEFOOD website

3.1.1.3. Strengthening collaboration

Practice

Explore collaboration opportunities with your chagartners and peers for identification of
joint chain goals for developing new specific cotepees, which will result in a competitive

edge, for improving the efficiency of using resas@nd capabilities for improving access to
market, for improving delivery of sales and sersit@ customers.

Tools

By combining complementary resources, capabiliied competences of the chain members
and peers along the food chain new joint competenan be developed, the existing ones can
be improved to such level, which are superior ® tompetences of the individual chain
members. Since on the current global food markstotners and consumers choose from
different products by evaluating them together witbir related services your collaborative
efforts will increase their ability to provide a meoattractive offer for them than your
competitors. Consider collaboration opportunities® avith your suppliers from other sectors
such as packaging material manufacturers, IT soiuéind, logistic service providers etc.
since they may result in innovative solutions.

Collaboration along the chain can also help to ielat® unnecessary costs and increase the
speed of delivery of the products, to operate nestribution channels. Collaboration with
your peers can made on joint use of limited resssiend sharing costs for marketing, market
research, research and training.

30



Consider to ask the assistance of your food inguitderation, branch association or
collective marketing organisation. The main stapstle followings:

1. Identify joint chain/associated peer’s goalsalihare acceptable and important for
all partners involved

2. Identify joint strategies for achieving thesealgo Always consider mutual interests
and aspects which increase trust between you amdpgotners

3. Specify actions for implementing these strategie

4. Evaluate the necessary resources and capabditie develop a sensible allocation

of tasks, responsibilities, inputs.

Share benefits in a fair way.

Review the results and experiences of your lotlaion and improve it

systematically.

o a

A modular TRUEFOOD training course is available @eveloping chain strategies and
collaborations with peers and collection of sucftdssxamples on chain collaboration is also
available.

Reference

For more details about the examples on the suadesggplication of collaboration along the
chain and with peers and on the relevant trainiogrse please contact Dr. Andras &eb
(a.sebok@campdenkht.com and Prof. Dr. Xavier GeKyXavier.Gellynck@Ugent.He
Detailed information can be found in the report$.D.10 “National report on the view of
innovation support organisations”; D.5.1.11 “Sumynagport on the view of innovation
support organisations”; D.5.1.12. “Summary reparttiee quantification of the determinants
of bottlenecks and success factors” and in D.5.X1b8entory on best practices on reducing
bottlenecks and promoting success factors at toadit food supply chains” Issue 2; D.5.1.15
“Report on the similarities and differences of véewf producers, consumers and support
organisations on the bottlenecks and success $ictorat the TRUEFOOD website
(www.truefood.e

3.1.1.4 Strengthening innovation

Practice

Make ongoing efforts to develop and implement iratoae solutions in your business.
Explore opportunities in innovation based on caill@bon of other organisations within your
food chain

Tools

Experiences show that more intensive collaboratiih other organisations results in higher
innovation capacity and higher innovation capaistiinked to higher perceived profitability
and business growth.

For more detailed explanations of the tools seeRewendations 3.1.1.3.

Reference
See Recommendation 3.1.1.3.
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3.1.1.5. Participation in networking

Practice
Participate in networks to create better opportesifior collaboration and innovation

Tools

Networking is the preparatory activity of collabboa, collective marketing, collective
market research, research, collective trainingaetd.innovation.

Food industry federation, branch associations,onatifood technology platforms, clusters,
industry panels provide excellent opportunities foetworking. For more detailed
explanations of the tools see Recommendation 3.1.1.

Reference
See Recommendation 3.1.1.3

3.1.1.6 Focus on values of traditional foods

Practice
Always keep in mind consumers’ perception and vidwhe businesses along the food chain
on the distinguishable benefits of traditional feod

Tools

A definition is available which is reflecting comsar’s perception and view of businesses
participating in traditional food chains. Key dftites like authenticity, based on specific way
production (including origin of the raw materialsecipes, and production process),
distinguishable sensory properties and associatiora certain area reflect the primary
importance of quality approach for the businesgasg of traditional foods.

Reference

For detailed information please contact Dr. And&ebk (a.sebok@campdenkht.com and
Prof. Dr. Xavier GellynckXavier.Gellynck@Ugent.he

A detailed description is available in the D. 55L.1Report on the similarities and differences
of views of producers, consumers and support osgiions on the bottlenecks and success
factors” at the TRUEFOOD WEBSITEaww.truefoood.eu

3.1.1.7 Exploiting service potential of food indusy federations and industry branch
associations.

Practice
Support establishing and strengthening food chaamagement and innovation supporting
services at your food industry federation and/dustry branch association.

Tools

Food industry federations anddustry branch associations are ideally placedpfoviding
food chain and collective market information to ichmmembers. Member companies should
acknowledge the importance of such services forstioeess of their businesses and support
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the establishment and operation of such functiolsdevelopment of such skills of the staff
of these organisations.

Different tools are available to support the opgerabf these functions such as a collection of
successful cases on chain management and marketnggement along the chain and a
modular training course on chain management, ghaiformance and chain strategies.

References

For more information please contact Dr. AndraséBgla.sebok@campdenkht.com and Prof.
Dr. Xavier Gellynck Kavier.Gellynck@Ugent.he

Detailed information can be found in the reportdnh.1.10. “National report on the view of
innovation support organisations” and D.5.1.11.rifuary report on the view of innovation
support organisations”; D.5.1.13. “Inventory onueithg bottlenecks and promoting success
factors at traditional food supply chains”, D.58..1Report on the similarities and differences
of views of producers, consumers and support osgéions on the bottlenecks and success
factors” at the TRUEFOOD websiteww.truefoood.eu

3.1.2 Recommendations for support organizations (@. food federations, consumer
associations, chambers of commerce, local authoes, consumer protection
agencies, trade associations)

3.1.2.1 Provision of support services on chain magament

Practice
Provide information services on chain managemedtcaordination, organisation support for
collaboration along the chain.

Tools

Food industry federations, food manufacturers’ bharassociations and other support
organisations are ideally placed for provision bfia information and collaboration and

networking coordination, organisation services fbeir members. There is a major

unexploited potential for support organisationsptovide assistance to their members for
improving their food chain management practicesn@&chmaking service can be established
for chain members and knowledge providers on fdwdrcmanagement.

References

For more information please contact Dr. AndraséBdla.sebok@campdenkht.com and Prof.
Dr. Xavier Gellynck Kavier.Gellynck@Ugent.he

Detailed information can be found in the reportdnh.1.10. “National report on the view of
innovation support organisations” and D.5.1.11.rif®uary report on the view of innovation
support organisations”,D.5.1.13. “Inventory on reidg bottlenecks and promoting success
factors at traditional food supply chains” IssueD25.1.15. “Report on the similarities and
differences of views of producers, consumers ampau organisations on the bottlenecks
and success factors” at the TRUEFOOD websgitew.truefoood.eu
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3.1.2.2. Creating awareness on good practices obtbchain management at traditional
food chains

Practice

Organise workshops, seminars, round table discussfor creating awareness of food
manufacturers on good practices of food chain mamagt This should be done primarily
for traditional food chains, but the concepts amal principles can be easily adapted to other
food chains. These activities can cover the foltay\subjects:

* To explain the concept, basic principles and bé&nefifood chain management

* To establish a matchmaking service between theinlnees and training providers
on chain management;

e Support organizations should learn the principlesh@in management because
particularly the food industry federations are wafced to provide assistance in
the systematic application of chain management uadketing management
principles. They should get their staff trained aevelop skills and capabilities
to provide such assistance to their members;

* To help companies to recognize their bottleneckssartcess factors. This can be
carried out with appropriate “role playing initia#is” e.g.: chain games with chain
members,

» Strategic support should be provided e.g.: to shioev right way to the food
manufacturers for carrying out product, procesyrganization innovation along
the chain or explain the opportunities for and HMiéneof collaboration and
networking between the chain members and peers.

References

For more information please contact Dr. Andraséggla.sebok@campdenkht.com and Prof.
Dr. Xavier Gellynck Kavier.Gellynck@Ugent.he

Detailed information can be found in the reportdnh.1.10. “National report on the view of
innovation support organisations and D.5.1.11. “Bwamy report on the view of innovation
support organisations”, D.5.1.13. “Inventory onueidg bottlenecks and promoting success
factors at traditional food supply chains”, IssyeD25.1.15. “Report on the similarities and
differences of views of producers, consumers arpgpat organisations on the bottlenecks
and success factors” at the TRUEFOOD websgitew.truefoood.eu

3.1.2.3 Coordination of collective activities

Practice
Organize collective activities such as collectivarketing, collective market research
collective research and training.

Tools

Food industry federations, national technology fptat, food manufacturers’ branch
associations, industrial food research organizatamd other support organizations are ideally
placed to organize collective activities for theiembers. The members can benefit from the
collective knowledge, learning from each othersegigmces and sharing costs. A guideline is
available as effective knowledge transfer to foMES.

Reference
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For more information please contact Dr. AndraséBdla.sebok@campdenkht.com and Prof.
Dr. Xavier Gellynck Kavier.Gellynck@Ugent.he

Detailed information can be found in the reports @%.1.12. “Summary report on the

quantification of the determinants of bottlenecksl success factors “, D.5.1.13. “Inventory
on reducing bottlenecks and promoting successraataraditional food supply chains” Issue
2, and D.8.2.9. “Guideline an effective knowledgel é&echnology transfer activities to SMEs
in the food sector with particular focus on traahigl food manufacturers” at the TRUEFOOD
website:www.truefoood.eu

3.1.3 Recommendations for policy makers
3.1.3.1 Supporting exploitation of opportunities inchain management

Practice:

Develop measures for making the industry awarepportunities in chain management and

support their exploitation for creating competitimsdvantage through harmonised activities

between food chain members for meeting customercandumer requirements better and

using resources and capabilities more effectidiedarn the chain management approach and
principles and develop policies following these.

Tools

A modular TRUEFOOQOD training course is availablepoimciples of food chain management,
chain performance and on chain strategy developmdtimplementation. An inventory is

also available on successful cases on using suppamn and marketing management
resources and capabilities. Develop policies angpeu schemes for training and

implementation of chain management principles. EBwsupport and funding for food

industry federations, industry branch associatiang industry research organisations to
promote the use of chain management among theireiesm

Reference: Detailed information on best practice examples wailable in D.5.1.10.
“Summary report on support organizations”; D. 8.3.,“Inventory on best practices on
reducing bottlenecks and promoting success faetdraditional food supply chains” Issue 2;
D.5.1.15 “Report on the similarities and differemad views of producers, consumers and
support organisations on the bottlenecks and ssadeesors” at the TRUEFOOD website:
www.truefood.eu

For more information on the success cases andeotnaiming please contact Dr. Andras
Selbk (a.sebok@campdenkht.com) and Prof. Dr. Xaviety@ek

(Xavier.Gellynck@Ugent.He

3.1.3.2 Support innovation of food SMEs, particulay of traditional food
manufacturers

Practice:

Develop policies and provide funding for supportitize innovation of food SMEs,
particularly traditional food manufacturers to emt@ competitiveness. Provide support to
food industry federations, industry branch assamat industry research associations,
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national food technology platforms, which can fisie innovation and provide assistance for
improving competitiveness.

Tools:

Experiences show that more intensive collaboratiih other organisations results in higher
innovation capacity and higher innovation capaistiinked to higher perceived profitability
and business growth.

By combining complementary resources, capabiliied competences of the chain members
along the food chain and peers new joint competeoar be developed, the existing ones can
be improved to such level, which are superior t® tompetences of the individual chain
members. Since on the current global food markstotners and consumers choose from
different products by evaluating them together \tlithir related services collaborative efforts
will increase their ability to provide a more atttige offer for them than your competitors.
Consider their collaboration opportunities alsorwtheir suppliers from other sectors such as
packaging material manufacturers, IT solution dadistic service providers etc. since they
may result in innovative solutions.

References:

For more details about the examples on the suadesggplication of collaboration along the
chain and with peers and on the relevant trainiogrse please contact Dr. Andras &eb
(a.sebok@campdenkht.com and Prof. Dr. Xavier GelyXavier.Gellynck@Ugent.he
Detailed information can be found in the report$.D.10 “National report on the view of
innovation support organisations”; D.5.1.11 “Sumynaeport on the view of innovation
support organisations”; D.5.1.12. “Summary reparttiee quantification of the determinants
of bottlenecks and success factors” and in D.5.X1h8entory on best practices on reducing
bottlenecks and promoting success factors at ioadit food supply chains” Issue 2; D.5.1.15
“Report on the similarities and differences of véewf producers, consumers and support
organisations on the bottlenecks and success $ictorat the TRUEFOOD website
(www.truefood.el

3.1.3.3 Sources of knowledge by geographical distan

Practice

At designing regional innovation support and furgdpolicy do not limit funding of sources
of knowledge to the region, where the food busimgsesates but support the broader sourcing
of knowledge.

Tools

Food SMEs, particularly those, which deal with itiadal food usually need external source
of knowledge for their innovation. Since it wasaddished that the traditional food SMEs
with higher innovation capacity find the supporteyhneed from longer geographical
distances, mainly from national, but to a certaitest at European level while companies
with low innovation capacity prefer local help,i#t feasible to support that SMEs could
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involve the best available knowledge from natioaatl international level also for project
funded by regional schemes

References

For more details on sources of information pleasentact Dr. Andras Sélk
(a.sebok@campdenkht.com and Prof. Dr. Xavier GelyXavier.Gellynck@Ugent.he
Detailed descriptions are available in the repor6.D12. “Summary report on the
guantification of the determinants of bottleneckd auccess factors” at the Truefood website:
www.truefood.eu

3.1.4. Recommendations for knowledge providers
3.1.4.1 Definition of the traditional foods

Practice
Use the definition of traditional foods, which igtates the view of consumers’ and chain
members.

Tools

A verified definition of traditional foods is avalble, which was developed specifically for
research purposes and its applicability was verifieough different research tasks. It can be
particularly helpful in qualitative and quantitativesearch on consumer, marketing and chain
management subjects.

Reference

For more details on the definition of traditiona@lotis please contact Dr. Andras &eb
(a.sebok@campdenkht.com and Prof. Dr. Xavier GeKyXavier.Gellynck@Ugent.He

For more details please consult D1.2.1.3 "Nati@mal Cross-National reports of the
consumer survey” and D.5.1.15 "Comparison of viedvgroducers versus consumers and
support organisations” at the TRUEFOOD websitew.truefood.eu

3.1.4.2 A systematic approach for analysing bottleatks and success factors in food
chains

Practice

Analyse bottlenecks and success factors of traditidood chains by using a systematic
approach. Analyse other food chains by following toncept used for traditional foods by
adapting it for the specific determinants of supghgin and marketing management resources
and capabilities.

Tools

A tool is available for food chains producing titamhal foods for identification of bottlenecks
and success factors of efficient use of supplyrchaid marketing management resources and
capabilities. This tool can be adapted to otherdfaiains by screening the specific
determinants of supply chain and marketing managemesources and capabilities of thee
chains.

Reference

37



Detailed information on best practice examplesvalable in D. 5.1.,13. “Inventory on best
practices on reducing bottlenecks and promotingesg factorsat traditional food supply
chains” Issue 2 at the TRUEFOOD websiterw.truefood.eu

For more information on the success cases andeotnaiming please contact Dr. Andras
Selbk (a.sebok@campdenkht.com) and Prof. Dr. Xaviety@ek
(Xavier.Gellynck@Ugent.He

3.1.4.3 Specific requirements of chain surveys

Practice
Consider that for a survey on food chains inteteelanembers from the same chain have to
be involved resulting in specific hurdles and reepnents for conducting the survey.

Tools

A guideline is available for conducting chain sywdocused on the main differences in
preparing and conducting surveys with interrelateembers of a food chain compared to
interviewing individual companies or consumers frsiers who have some experiences in
conducting surveys in general. Researchers camiantly practical advices in that.

Reference

For more information please contact Dr. Andrasé®dhb.sebok@campdenkht.cp@nd Prof.
Dr. Xavier Gellynck Kavier.Gellynck@Ugent.he Detailed information can be found in
D.5.1.14 “Guideline for carrying out questionnasnarvey with food chain members” at the
TRUEFOOD website (www.truefood.eu )

3.1.4.4 Innovative solutions for eliminating bottleecks and strengthening success
factor in food chain

Practice

Explore opportunities for elimination or reductioh bottlenecks and strengthening success
factors in traditional and other conventional angecdfic food chains by combining
complementary resources and capabilities of chaiembers and/or peers. Explore
opportunities in development of new knowledge baeadinterdisciplinary research and
adaptation of successful solutions from other gigoes.

Tools

By combining complementary resources, capabildied competencies of the chain members
along the food chain and between the peers imprgiat competences can be developed.
Research targeted for developing new methods amthanesms for improving collaboration
of chain members along the chain and particulaith wuppliers from other disciplines like
packaging material manufacturers, IT solution agisttic service providers, etc. can result in
new innovative, practically applicable solutionsn Anventory is available on successful
examples of innovative solutions in food chain ngement and marketing management.

Reference
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For more details about the examples on the suadesggplication of collaboration along the
chain and with peers and on the relevant trainiogrse please contact Dr. Andras &eb
(a.sebok@campdenkht.com and Prof. Dr. Xavier GeKyXavier.Gellynck@Ugent.He
Detailed descriptions are available in D.5.1.12irffnary report on the quantification of the
determinants of bottlenecks and success factod’lrabD.5.1.13. “Inventory on best practices
on reducing bottlenecks and promoting successraeataraditional food supply chains” Issue
2 at the TRUEFOOD websitenvw.truefood.e

3.2 Development and use of a Benchmark for evaluaty marketing management
capabilities of traditional food producers (Task 52

3.2.1 Recommendations for food businesses

3.2.1.1 You should understand your market better:
* Iinvestigate the needs of your customers and fioasemers,
* investigate the strategy of the competitors,
* investigate the skills of the suppliers,
* Investigate the situation of the marketplace pgttmore efforts in taking
information,
» set clear objectives and a concrete strategy wdaahbe reached.

3.2.1.2 Moreover, the manager should define theeabties and the strategy by fixing
periodical deadlines in order to facilitate thaetheevement.
It is important to define a strategy to have alfmésion and to make the work more
organised internally. In order that the strategyldde improved continuously:
» the results achieved have to be checked,
» the firms should assess if the objectives previosst have been reached,
» the firms have to apply right corrective actions.

3.2.1.3 With relation to the managerial implicasdor medium and large firms, they should
act as follows:

* Reorganise internally their marketing activity gigi more importance to the
evaluation of the achievement of the results. Iddeé extremely important to
verify that what is planned will bring to the expest results.

* Within the firms the roles, the tasks, and theilités should be clearly defined,
by directing specific human resources to the margeactivities, especially
planning and evaluation.

» Establish inside the firms money incentives to ¢hemployees who are able to
reach particular sales objectives, and, on therapntimpose a penalty to the
ones that are careless.

3.2.1.4 The policy implications in the case of thedium and large firms concern:
* The organisation of training courses on marketingnagement in order to
obtain specialised human resources which couldrg@ayed in the food firms.
« Some other training courses could be organisedptwple directed to be
consultants for the firms.
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* Focus groups among marketing managers could betaresting solution to
make them informed about the possible strategidéiseofirms in the market.

3.2.2. Recommendations for support organizations (@ food federations, consumer
associations, chambers of commerce, local authoe8, consumer protection
agencies, trade associations)

3.2.2.1 More intensive and effective disseminatamtivities are needed about the market
sources, where information is available, abovebgllkeeping the firms informed
about those websites, the market reports, and #ey sources of data from which
the firms can extend their knowledge about the etark

3.2.2.2 Support organizations should organize cenfees and “open days” for food SMEs
focused on the marketing management capabilities.

3.2.2.3. A consulting desk at local/regional/nagilofevel should be installed for finding
solutions the problems of SMEs concerning marketing

3.2.3 Recommendations for policy makers

3.2.3.1 Policy makers should support food SMEs stpldishing a funding in the national
budget and offer them opportunities for participgtin the projects for improving
the marketing management capabilities of the fodES

3.2.3.2 It is recommended to organize some compegitamong firms at sector level for
awarding the prize in order to reach some fixedggoa

3.2.3.3 For policy makers the suggestions aredahaing:

* Bigger dissemination of information regarding tharket, above all by keeping
the firms informed about the websites, the mar&ports, and any other sources
of data useful for the firms to know the market vehney operate better.

* Training courses to make the firms more aware @& ithhportance of the
marketing management also in the micro and smgérosations.

* Installing a consulting desk at local/regional/oagl level about the problems
concerning the marketing.

* At the sector level, some competition among firraald be organised in order
to award a prize to which of them able to reachesired goals.

* Helping the micro and small firms in entering th@&pean research programs.

* The academic research should be stimulated in dewvg marketing models
focused on micro firms.

3.2.4 Recommendations for knowledge providers
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3.2.4.1 Training courses should be organised faincmembers to make the firms more
aware of the importance of the marketing manageraksat in the micro and small
organisations and to extend the marketing skills of their humesources.

3.2.4.2 Itis recommended to organise traininggherevaluation of marketing activities of
the SMEs during which individual exercises with tven cases of the SMEs can be
carried out.

3.2.4.3. The academic research should be extemdepatticipation in the development of
marketing models focused on micro firms and itesessary to promote micro and
small firms in the European research programs.

3.2.4.4.. Trainings should be provided for markgtmanagers of the food businesses to make
them informed about the possible strategies ofithes in the market.

3.3. Determine indicators of overall traditional fad supply chain performance (Task
5.3)

3.3.1 Recommendations for food SMEs
3.3.1.1 Identification of chain goals

Practice
Identify chain goals in the operation of your sfiedood chain

Tools

A systematic approach is available for food chaiembers for identifying common,
conflicting and divergent goals of chain memberdratiitional food chains which can be
adapted to other food chains as well. This tool lsarused for setting chain goals, based on
which chain performance measurement instrumentbeateveloped.

Carry out the following steps in sequence:

1. Identify the members of your specific food chain

2. ldentify the goals of the members of your chain

3. Consolidate the goals of the members of youimchg evaluating the goals based on
their common or conflicting/divergent nature ankdnatating them if only one type of
the chain actors (suppliers, food manufacturexustomers) endorsed them)
4. Identify potential sub-goals
5. Select the key chain goals and key sub goals

Reference

For more details about the identification of chaipeals contact Dr. Andras Sib
(a.sebok@campdenkht.comnd Prof. Dr. Xavier GellynckXavier.Gellynck@Ugent.he
Detailed descriptions are published in (Molnar,I@elk et al. 2009).

3.3.1.2 Identification of chain governance structugs

2 Micro-firms count less than 10 employees, whesraall firms count a number of employees betweearid
50.
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Practice
Identify governance structures along your speéifad chain

Tools
A theoretically grounded taxonomy was developedidentify governance structures in
selected traditional food chains.

Carry out the following steps in sequence:

1. Identify the following transactions in your sgecfood chain
T1. Between farmers and their input suppliers.
T2. Between farmers and the first processing step.
T3. Between the first and the second processing ste
T4. Between the last processing step and wholesaler
T5. Between wholesalers (or the last processin sted the retailers.

2. ldentify the governance structures of each #&atisns using the taxonomy (value
the determining variables.

Reference

For more details about the identification of chgovernance structures contact Dr. Andras
Selbk (a.sebok@campdenkht.com and Prof. Dr. Xavier Gellynck
(Xavier.Gellynck@Ugent.He Detailed descriptions are published in (Gellyraaid Molnar
2009). A detailed description is availablenatw.truefood.eyD 5.3.2)

3.3.1.3 Supply chain performance measurement

Practice
Measure chain performance of your specific foodrcha

Tools
A theoretically grounded performance measurememi twas developed to measure
traditional chain performance.

Carry out the following steps in sequence:
1. Identify the members of your specific food chain
2. ldentify the performance of the members of yohain with the help of the
performance measurement tool developed
3. Identify performance gaps along your food chain

Reference

For more details about the measurement of chaiforpeance contact Dr. Andras Sib
(a.sebok@campdenkht.comnd Prof. Dr. Xavier GellynckXavier.Gellynck@Ugent.he
Detailed descriptions are published in (Gellyncl &volnar 2009).

A detailed description is availablewatvw.truefood.eyD 5.3.3) and (D 5.3.8)

3.3.1.4 Measurement of the quality of chain relatioships

Practice
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Measure the quality of the chain relationshipsaaryspecific food chain

Tools
A theoretically grounded instrument was developed measure the quality of chain
relationships.

Carry out the following steps in sequence:
1. Identify the members of your specific food chain
2. ldentify the quality of chain relationships youhain with the help of the
instrument developed

Reference

For more details about the measurement of the tguafi chain relationships contact Dr.
Andras Sebk (a.sebok@campdenkht.comand Prof. Dr. Xavier Gellynck
(Xavier.Gellynck@Ugent.He Detailed descriptions are published in (Gellyrazid Molnar
2009).

A detailed description is availablewatvw.truefood.eyD 5.3.8)

3.3.1.5 Small and medium-sized firms operatinghm traditional food sector should aim at
increasing the overall performance of the chaith,omby their own.

3.3.1.6 Success and failure of traditional food b decided chain-wide, not at the level of
any specific firm, especially if it is small or math-sized. Cooperation along the
chain is necessary to generate a substantial atalirsable high performance at chain
level.

3.3.1.7 Small and medium-sized firms operatinghim traditional food sector should assess
and be aware of the quality of the relations preserthe chain. Good and bad
relationships, cooperative and conflicting inteat@inships, characterized by
symmetric of asymmetric power, leading to even meuen balance of strength, can
exert a significant influence on how the overallrfpenance of the chain is
distributed back to each member.

3.3.1.8 To improve the overall performance andncraase their own share in it, firms
should take into consideration and, sometimes shmdke efforts to modify the
quality of the relations that unite the chain.

3.3.1.9 SMEs should devise strategies aimed atawpy the performance of the chain,
highlighting common goals, an Action Plan and reslities distributed along the
chain.

3.3.1.10 SMEs have an overarching interest in Kinig big” and proposing their strategies to
the partners, because they cannot hierarchicalipsa the adoption of strategies. By
taking the lead, informally and formally it is renmended to carry out consultations
with their near and distant partners of the chaimey should initiate a process of
mutual adjustment and harmonization of the objestiand activities, which can
result in elimination of many bottlenecks and ¢émbancement of change.
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3.3.1.11 SMEs can explore an initial set of 12 chstrategies developed by WP5.3 as
example of possible goals, action plans, respditgbkiand resources:

* Product Improvement;

* Product Modification;

* Make finance more robust;

» Improve flexibility;

* Improving the quality of the production processtighout the chain;
* Improvement of the price-value rate in the supigti;

» Branding traditional food production based on thaig;

* Increase the environmental compatibility of yousibess;
* Reformulate logistics;

» Increase the reputation of your firm in the chain;

* Enhance and take advantage of your networks;

» Make your communication effective.

The 12 developed innovative chain strategies acetlghdescribed below. Each of
them involves several members of the chain in delig actions to obtain the overall
goal.

Product Improvement
This strategy aims at widening the product rangah wthe introduction of new
versions, possibly in junction with consumer segtseaside the current ones.

Product Modification
This strategy aims at re-styling of the traditiopedduct, to meet new dominant trends
in demand. The older version is put aside.

Make finance more robust

This strategy aims at protecting the business fnegative financial shocks (such as
payment failures, banks request of paying back khams, etc.). Increasing the
resilience of SMEs is an imperative for economabaity as a system.

Improve flexibility
This strategy aims at reducing productive and argdional rigidities in order to be
more able to cope with changing circumstances.

Improving the quality of the production process throughout the chain

This strategy aims at sustained attention to quattough mutual cooperation and
incentives, adequate procedures.

Improvement of the price-value rate in the supply bain

This strategy aims at restructuring costs, voluamed margins, so that is possible to
obtain better results in the chain negotiationsvben retailers and food producers.

Branding traditional food production based on the dain
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This strategy aims at provide a unique distincimage of the product, usually rooted
in the territory, to boost visual and perceptiocognition by consumers, put in motion
by positive attitudes.

Increase the environmental compatibility of your bisiness
This strategy aims at strengthening corporate bkaesponsibility at chain level,
transforming it into a completion leverage.

Reformulate logistics
This strategy aims at optimizing transport, storagd procedures in terms of timing
and costs.

Increase the reputation of your firm in the chain
This strategy aims at facilitating the diffusion mdsitive opinion on the product and
the business by third parties, which widens théabdity of further partners.

Enhance and take advantage of your networks
This strategy aims at multiplying the contact nodéh business and other entities to
share interpretation of trends and coordinate astialso sharing resources and costs.

Make your communication effective
This strategy aims at choosing the right channdl the strong message to convince
key counterparts.

A detailed description is available in the reporbB3.11. “Summary report testing and
adapting innovative chain strategies” available the TRUEFOOD website:
www.truefood.euln particular, the full list of actions, resourceseded and how to
share responsibility for execution are provided.

3.3.2 Recommendations (SOs) for support organizatis (e.g. food federations,
consumer associations, technopoles, chambers of aoerce, local authorities,
consumer protection agencies, trade associations)

3.3.2.1 Support organizations (SOs) should set upneé spread glossaries for
understanding the chain, in order to make companiesaware of the chain
philosophy and help them to make a point in feelinghemselves part of the
chain and exploring the potentialities of the chairbelonging. In concrete terms

* booklets on chain description, glossaries, cbharts and definitions;

« different booklets for different chains, emphasigthe defining key aspects of
each chain;

* booklets and short information on specific knotsing of the chain;

SOs play a major role in defending the identity aet-perception of companies at
district and branch level. The chain approach shbel promoted among companies
with a low rate of awareness of it by strengtheriimgvision with frequent messages
and proper tools to reduce ignorance of the matter.

3.3.2.2 Support organizations should organize confences and “open days” focused on
both chain belonging and strategy building. In conete terms this means:
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3.3.2.3

« to help companies to recognize their chain affdiatby identifying their place
and function in the chain, by representing theirnoposition in it and by
appreciating interrelationships with other chainmbers. This can be done with
appropriate “role playing initiatives” in contexf simulated chain games in
training sessions or other collective initiatives;

e to provide strategic support both in terms of shaasy to understand
publications associated with role playing strategame, possibly with the help
and assistance of strategic tutors (why not withildary background?) to guide
firms in adopting a strategic attitude and metyali

One the role of SOs is in devising new techniques a@pproach to old problems.
Much could be gained by refreshing occasions oftaminwith firms beyond
traditionally used programs. Companies, includingES, are sensitive to new
languages and favour new design for collectivermgéttion. SOs can gain a lot from
innovating their own trade proposals and shouldringew competences and skills in
their programs to overcome the scepticism and tigllusion of affiliated
companies.

Support organizations should provide a nerdl meeting place to chain summits.

Specifically:

3.3.24

e SOs should invite firms operating in the same chairstart a dialogue and
discuss problems relating the efficacy and efficyeof the chain.

« SOs can accompany companies with their expertiseeitdorce negotiating
capacity of the chain (a typical example could h#lding up a negotiating
position of small and medium-sized producers fatange retailers.

SOs have an objective interest in having their oale recognized by companies.
This requires some added value to the mobilizatapacity of the SOs. An
important attribute could be linked to the medigtmole what they can exercise on
occasions as a “chamber of compensation” for tagkWith major difficulties in
intra-chain or “chain-to-extra chain” negotiatioi$is role can be of value for SMEs
whose interests are often under-represented iflesipriocesses.

Support organizations should support firm$n winning consumer confidence by
deploying reliable information about processes andpractices adopted by
industrial subjects.

In concrete terms this means:

e« Monitor and summarize current trends in consunmeference on non
sensorial issues in the purchasing behaviour @thssues, environment, health
and nutritional claims, social issues associated fotwd production,
manufacturing and trade, etc.) through user-frignaieans of information
(newsletters, on line information, etc.) and keempanies informed about the
regulatory developments at both branch and sectevals to signal new and
evolving themes;
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3.3.3

* Invest in training to support company staff to teand understand themes and
issues of consumer concern in order to help tleegivie timely and appropriate
response to questions raised by the consumers.

These actions take into account the role of SOdesigning areas of interest and
competence that are not readily implemented at eompfevel. Consumers’ attitudes
and concerns are general issues that cross cuiréimehes and specializations of
food manufacturers and are better designed wittongsses of collective actions.

Recommendations for policymakers (ministriesof economy, industry, trade,

agriculture, regional development agencies) and futing bodies (banks, venture
capital, financial cooperatives, foundations, fundaisers)

3.3.3.1

3.3.3.2

3.3.3.3

3.3.34

3.3.35

3.3.3.6

3.34

Policy makers should map the chains antbexwhich are the strategies explicitly
and implicitly adopted along the chain by the legdfirms but also by horizontal
networks. Policymakers should be able to graspctraplexity of the traditional
food sector by using the common tool of concepturad graphical representation
provided by WP5.3. to be aware of the many sulgetive in the area. They should
elicit their strategies both by surveys, as caroetl by WP5.3, and by direct and
indirect interacting with them.

Policymakers should identify the overlagpereas between chain strategies and
public interest (as for instance in terms of natioand regional development,
sustainability, and labour markets, etc.) andhiwsé areas, provide complementary
factors to the success of the strategies.

By comparing national and regional str&egvith those put forth by the chains, the

policymakers obtain an evaluation and a rankinghef latter ones that deserve a
particular treatment, as they contribute to thelipugpoals. The success of those
chains / strategies which deserved public supgwtlsl be enhanced by providing
tangible and intangible resources and assets tergenpositive externalities.

Policymakers should find and select pastraaross the chains on the basis of the
matching in goals and methods. This synergizesipalold private expectations and
actions, without improper use of public funds.

When assessing and rating funding appbicatiunding bodies should also consider,
the strategic consciousness of the proponents ain devel. Highly conscious
partners should receive a better rating, becausedte likely to make a better use
of resources, by enhancing actions throughout ti@ns according to a common
strategy.

By engaging in a dedicated and specializeg the assets and the resources

throughout the chain, they ensure the commitmenh®fpartners and maximize the
probability of success.

Recommendations for knowledge providers (Ungérsities research centers,
technology transfer agencies, specialized journaind magazines, consultants)

47



3.3.4.1 A systematic approach for identifying chaimgoals

Practice
Analyse chain goals by using a systematic approach.

Tools

A tool is available for identifying common, contiieg and divergent goals of chain members
of traditional food chains which can be adaptedtteer food chains as well. This tool can be
used for setting chain goals, based on which ¢befformance measurement instruments can
be developed.

Reference

For more details about the identification of chgwvernance structures contact Dr. Andras
Selbk (a.sebok@campdenkht.com and Prof. Dr. Xavier Gellynck
(Xavier.Gellynck@Ugent.he A detailed description is published in (Moln&ellynck et al.
2009).

3.3.4.2 Identification of chain governance structugs

Practice
Identify governance structures along your speéifad chain

Tools
A theoretically grounded taxonomy was developedidentify governance structures in
selected traditional food chains.

Reference

For more details about the identification of chgmvernance structures contact Dr. Andras
Selbk (a.sebok@campdenkht.com and Prof. Dr. Xavier Gellynck
(Xavier.Gellynck@Ugent.He Detailed descriptions are published in (Gellyrasid Molnar
2009).

3.3.4.3 Supply chain performance measurement

Practice
Measure chain performance of your specific foodrcha

Tools
A theoretically grounded performance measurememi twas developed to measure
traditional chain performance.

Reference

For more details about the measurement of chaiforpeance contact Dr. Andras Sib
(a.sebok@campdenkht.comnd Prof. Dr. Xavier GellynckXavier.Gellynck@Ugent.he
Detailed descriptions are published in (Gellyncl &volnar 2009).

A detailed description is availablewtvw.truefood.eyD 5.3.3) and (D 5.3.8)

3.3.4.4 Measurement of the quality of chain relatiaships
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Practice
Measure the quality of the chain relationshipsaaryspecific food chain

Tools
A theoretically grounded instrument was developed nteasure the quality of chain
relationships.

Reference

For more details about the measurement of the tguafi chain relationships contact Dr.
Andras Sebk (a.sebok@campdenkht.comand Prof. Dr. Xavier Gellynck
(Xavier.Gellynck@Ugent.He Detailed descriptions are published in (Gellyrasid Molnar
2009).

A detailed description is availablewatvw.truefood.eyD 5.3.8)

3.3.4.5 Knowledge providers should cover practicabsues and connect them to larger
strategies.

This means in concrete:

* reserve a share of their diffusion and disseminabols targeted to the audience
of firms, especially SMEs, in the form of non-acauie outputs, particularly
informative tools like user manuals and short undions aimed at capacity
building on single recognizable technical issudgsé info-products should
promote reliable self-learning practices at compang! ;

e circulate publishing facilities (journals and maiges ) in the R&D and
technical company departments, soliciting articksd contributions e.qg.:
interviews) from the their people, so that contdiaw/s from practices as they
evolve out of problem solving activities in firmsda not only from ideal
scientific procedures. By collecting their expedencomparing company cases
and showing simple solutions , the publishing faesg help building
communities of practices, with recognized leadesaudience

Firms having a limited capacity to develop constR&D activities can gain by
sending their personnel into quick-responses ceurtapable of maintaining a good
standard of technical improvement. In such firrtiteg awareness of scientific
methods and practices developed elsewhere is linked gradual process of
increasing their own capacity of absorption.

The survey carried out by WP5 (D. 5.1.4. - questaore question 4) demonstrated
the prevalence of self-study as a method in firm&dep updated knowledge. This
pro-active attitude should be leveraged and nuiture

3.3.4.6 Knowledge providers should encourage a pregn aimed at a kind of cross-
organizational borders “job rotation”; namely researchers should temporarily
work into the production facilities and company wokers into experimental
laboratories.

Specifically:
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3.3.4.7

3.3.4.8

» academic personnel should have time, money coverageenuine occasions
to see how scientifically underpinned solutions barfeasible once transferred
into form practices;

« company’s people should have time, money coverageganuine occasions to
“taste” the logic of scientific discovery and itaplementation.

The habit to build up mixed teams for increasing @lwareness of businesses. of the
importance of innovation can be obtained with istea work on “switching the
roles” between production line and laboratorieider to shape problem solving
communities with different skills working “hand rand”.

Knowledge providers should encourage more flexibily and spread in the
technology transfer business.

More specifically:

* networks of competence for technology transfer khbe put in a position to
cooperate and learn from each others provokingdise of that “critical mass”
that makes innovation initiatives really “heavy”’dacapable to assure high
level services;

» technology transfer competences should includekgugsponse service units,
i.e. task forces that can be mobilized on demandpatific issues by firms.
Companies appreciate approaches leading to imneeciaterage of their own
problems and are willing to learn from experiencel dsituated” problem
solving. This means in turn reaching a system o¥ises capable of self-
sustaining on the basis of the company needs.

Technology transfer activities are frequently agged to various organizational
formulae, often with a sponsoring or financial ralé supporting organizations
together with Knowledge providers (consortia deido innovation are a common
way to tackle this delicate issue). In many caseshmology transfer risks to be an
objective in the interest of SOs themselves, asip@inding is quite often given to
Support Organizations as mediating partners betwesearch and industrial
applications. This can lead to self-centered istsreo the detriment of the real needs
of the companies with loss of impulse in providgapd reasons for innovation and a
clear damage of reputation for many Knowledge pers.

Knowledge providers should put in place “gittle diplomacy” with all members
of the chains.

This means:

» generating favourable occasions of meeting amoaghanembers to cope with
controversial issues, as are those that can opfozs¢ companies to both
providers and retailers;

» lay down basic discussion draft of dossiers oftastjia value for chain members
with inputs from all sides, helping evolving a census;

* propose experiences and best practices from thesiteges of research
activities for actions for determining a “win-wistrategy.
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Knowledge providers must be perceived in the foddirt as resources and
independent, impartial and pervasive helpers tddabd industry.

3.4  Innovative distribution strategies for traditional food products (Task 5.4.)

3.4.1 Recommendations for SMEs — micro, small, andedium sized enterprises

3.4.1.1 Choice of right distribution strategy

Practice:
Alternative, innovative distribution strategies,vdmped in work package 5.4 might not fit
equally well for every traditional food product.

Tools:

Due to the wide variety of types of traditional dbgroducts it is necessary that any
(traditional) food producer is evaluating whichastgy is best fitting to the product’s
requirements, the firm’s/ chain’s resources andabdities, as well as on the environment the
traditional food manufacturer and his/her chaiopsrating in.

Hence, two major steps need to be considered faristrategy implementation:

1. Thorough analysis for the decision-making is nezmgss.e. by means of SWOT and
SOR analysis.

2. Subsequently a detailed action plan, includingsauece estimation and involvement
of chain partners and third party experts in otdesvercome problems related to lack
of financial, human, and/or knowledge resourcesfandharing risks, costs and
benefits.

Reference:

Detailed information about the 12 developed anduatted strategies is available in
D5.4.10&11 “National and summary report on evaluanf innovative distribution
strategies” at the TRUEFOOD websienvw.truefood.euFor more information please
contact Prof. Dr. Xavier Gellynckavier.Gellynck@UGent.he

3.4.1.2 Decision-making

Practice:

Do not let the choice of the right innovative distition strategy be a coincidence. Use
appropriate decision-making tools, such as SWOT &@dR analysis, and Detailed Action
plan including the involvement of chain members dmidl parties.

Tool:

For the SWOT analysis the formulation of specified averified internal strengths and
weaknesses, and external opportunities and theaterding to a particular situation is
necessary. Subsequently, the strengths and weakneeed to be confronted with the
opportunities and threats (SOR analysis). The ooidition allows the identification of those
strengths and weaknesses which match best thetappi@s and threats. Furthermore, sound
decision making is possible based on the outcomiefSOR analysis, e.g. in case when
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strengths are not sufficient to benefit from th@aunities and to cope with the threats it is
very probably that the strategy does not fit to pheduct’'s requirements, the firm’s/ chain’s
resources and capabilities, and the environmettiteofraditional food producer.

Reference:

For more details about the conduction of SWOT a@dR S&nalyses please contact Prof. Dr.
Xavier Gellynck Kavier.Gellynck@UGent.e For an overview please consult D 5.4.11
“Summary report on evaluation of innovative distitibn strategies” at the TRUEFOOD
website:.www.truefood.eu

3.4.1.3 Detailed action plan

Practice:
Set up of a detailed action plan and resource atbm

Tool:

An action plan includes a list of action stepst{ta} listed in chronological order, necessary
for accomplishing the intended strategy. Additibpnathe necessary resources for each step
can be estimated, allowing a more objective evaloaivhether the developed strategy is
realizable with the available resources and caipiaisilof the firm and the chain. Following
resources are considered to be evaluated: humanrces, financial resources, necessary
equipment, and information resources

Reference:

For more details about the setting up and evalnaiioa detailed action plan please contact
Prof. Dr. Xavier Gellynck Xavier.Gellynck@UGent.je For an overview please consult D
5.4.11 “Summary report on evaluation of innovatigestribution strategies” at the
TRUEFOOD websitewww.truefood.eu

3.4.1.4 Mutual gains and savings — Involvement afhain partners and third party
experts

Practice:
Generate mutual gains and savings during strateggldpment and implementation together
with chain partners and third party experts.

Tool:

For the successful implementation of the choseatesiy it is beneficial to involve other
players of the firm’s business environment, suckthasdirect supplier and customer, but also
third parties, such as governmental and non-goventah support organizations of the sector,
research institutions, business consultants etplelmenting a distribution chain strategy
collaboratively with the other members of the cBagenerates additional mutual gains and
savings for chain members. Though, for a successfategy implementation it is important
to have a clear chain strategy and long-term petsgs. For a well-performing collaboration
it is necessary to state clearly the distributidntasks and responsibilities in the detailed
action plan from the very beginning of strategyelepment and/or implementation. This will
assure that the individual goals of every partrrerraspected by the common goals in the
collaboration network.
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Reference:

For an overview please consult D 5.4.11 “Summaiyoreon evaluation of innovative
distribution strategies” at the TRUEFOOD websutevw.truefood.eu For information about
chain strategy, -management and the quality ofnchelationships please contact Prof. Dr.
Xavier Gellynck Kavier.Gellynck@UGent.he

3.4.2 Recommendations for support organizations
3.4.2.1 Initiate and support of development of altmative distribution strategies

Practice:

Initiate and support of development of a distribatistrategy as an alternative to the usual
distribution channels, such as supermarkets, wigspond better to the special character of
traditional food products.

Tool:

For the development of alternative distribution rafels for traditional food products best
practice examples can be used as starting poiatnkxt or simultaneous step traditional food
producers should be involved in the developmensghbecause they know best the special
characteristics of their traditional food products.

Thus, the development phase should start with wdkection phase of which the most
promising ones are selected unanimously with aticeoned partners. Following, for each
selected idea a strategy should be developed (fatiom of vision and mission and
conduction of SWOT analysis). In order to identifie best fitting/most promising strategy
SOR analysis should be conducted and a detailéghggian, including a thorough resource
assessment, should set up.

Reference:

An overview of the development process and thest@mtimaking tools are provided in D
5.4.11 “Summary report on evaluation of innovatigestribution strategies” at the
TRUEFOOD websitewww.truefood.euA compilation of best practice examples is avada
in D5.1.13 “Inventory on best practices on reducbwtlenecks and promoting success
factors at traditional food supply chains — Issti@l2o available at the TRUEFOOD website.
For more information please contact Prof. Dr. Xavie Gellynck
(Xavier.Gellynck@UGent.he

3.4.2.2 Support traditional food producers at thalecision-making step

Practice:
Offer trainings for the conduction of SWOT and SQ@Ralysis (in forms of seminars,
workshops etc.) for traditional food producers #melr chain partners.

Tool:

The identification of the internal strengths ancalueesses, and the external opportunities and
threats (SWOT analysis) as well as their conframma(SOR analysis) is an important part of
the decision-making process. The success of SWATS®R analysis depends strongly on
clear and specific formulated internal strengthd aeaknesses, and external opportunities
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and threats according to a particular situatiorpdrticular traditional food producers, which
are mainly SMEs, could benefit from support on thatter.

Reference:

For an overview please consult D 5.4.11 “Summaiyoreon evaluation of innovative
distribution strategies” at the TRUEFOOD websitevw.truefood.euFor more details about
the conduction of SWOT and SOR analyses pleaseaciomrof. Dr. Xavier Gellynck
(Xavier.Gellynck@UGent.he

3.4.2.3 Support traditional food producers at settig up a detailed action plan

Practice:
Provide support for setting up a detailed acti@nphcluding estimation of resources

Tool:

An action plan includes a list of action stepst{ta} listed in chronological order, necessary
for accomplishing the intended strategy. Additibpnathe necessary resources for each step
can be estimated, allowing a more objective evaloaivhether the developed strategy is
realizable with the available resources and caipiail of the firm and the chain. The
following resources should considered to be evatlidhuman resources, financial resources,
necessary equipment, and information resources

Traditional food producers could be supported fettisg up a detailed action plan by
individual monitoring or by group exercises, sushrainings or seminars about the topic.

Reference:

For more details about the setting up and evalnaiioa detailed action plan please contact
Prof. Dr. Xavier Gellynck Xavier.Gellynck@UGent.je For an overview please consult D
5.4.11 “Summary report on evaluation of innovatigestribution strategies” at the
TRUEFOOD websitewww.truefood.eu

3.4.2.4 Increasing the awareness of the importancé involving chain partners and third
party experts

Practice:

Create and increase awareness and provide suppottaditional food producers for
successful ways of achieving mutual gains and gguituring strategy development and when
involving chain partners and third party experts tire strategy development and the
implementation process.

Tool:

For the successful implementation of the choseatesiy it is beneficial to involve other
players of the firm’s business environment, suckhasdirect supplier and customer, but also
third parties, such as governmental and non-goventah support organizations of the sector,
research institutions, business consultants etcoudln, for a successful strategy
implementation it is important to have a clear oh&trategy and long-term perspectives.
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During the TRUEFOOD project, work package 5 conedcteveral trainings on chain

management, chain strategy and chain performaniceserl three aspects are covering in
particular, how successful involvement of chaintpers and third parties can be achieved.
The best training formula is the conduction of atetactive workshop, where the participants
of the training receive a short introduction aftehich they are asked to participate in
exercises, where they can try to put in practicatwhey just have learned.

Reference:

For an overview on the involvement of chain pagreerd third party experts please consult D
5.4.11 “Summary report on evaluation of innovatigestribution strategies” at the
TRUEFOOD websitewww.truefood.eu For information about chain strategy, -management
and the quality of chain relationships please ant®rof. Dr. Xavier Gellynck
(Xavier.Gellynck@UGent.Be

3.4.3 Recommendations for policy makers

3.4.3.1 Support the development and implementatioof alternative distribution
strategies for traditional food products

Practice:
Policy makers could ease the administrative burderapplying for financial and non-
financial support by simplifying the applicatioropedure.

Tool:

During the whole TRUEFOOD project traditional foquoducers stated repeatedly that
burdens of administration are high and that polickes and implications are not always
clearly formulated.

In order to support traditional food producers dhdir chains to develop and implement
alternative distribution strategies tailored to #pecific characteristics of their product, policy
makers could provide better accessibility to thepsut option existing. This could be through
(helpdesk) support during the application procedeasier understandable explanations of the
implications, and, on the long-term, more tailored@aegulations and laws.

Reference:
For more information please contact Prof. Dr. Xavie Gellynck
(Xavier.Gellynck@UGent.he

3.4.3.2 Encourage the involvement of chain partnerand third party experts

Practice:

Encourage the involvement of chain partners iniotjactivities along the chain beyond the
aspects of food safety and transparency. Chaimgrarand third party experts can and should
be also involved in areas, such as (distributidr@irt management, strategy development and
implementation, and/or the innovation process whnohlild improve the regional and national
economic situation.
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Tool:

The traditional food producer could be encouragedudated to involve chain partners and
third party experts for (distribution) chain managmt, strategy development and
implementation, and/or the innovation process ly. @nplementing positive stimulation
actions.

Reference:

For an overview on the involvement of chain paraerd third party experts please consult D
5.4.11 “Summary report on evaluation of innovatidgestribution strategies” at the
TRUEFOOD websitewww.truefood.eu For information about chain strategy, -management
and the quality of chain relationships please aint®rof. Dr. Xavier Gellynck
(Xavier.Gellynck@UGent.he

3.4.4. Recommendations for knowledge providers

3.4.4.1 Input und support for development of alterative distribution strategies

Practice:
Provision of input and support for the developmehtinnovative alternative distribution
strategies tailor-made for traditional food prodsae particular and food SMEs in general.

Tool:

Through repeated review of the scientific and tezdinliterature an inventory of possible
distribution problems can be maintained, which tenused as starting points/ideas for
innovative or alternative distribution strategiew traditional food producers. Following,
traditional food producers should be involved ia #trategy development phase, because they
know best the special characteristics of theiriti@ual food products.

Thus, the development phase should start with m#kection phase of which the most
promising ones are selected unanimously with aticeened partners. Following, for each
selected idea a strategy should be developed (fatiom of vision and mission and
conduction of SWOT analysis). In order to identifi\e best fitting/most promising strategy
SOR analysis should be conducted and a detailéohgalan, including a thorough resource
assessment, should set up.

Reference:

An overview of the development process and thestmtimaking tools are provided in D
5.4.11 “Summary report on evaluation of innovatigestribution strategies” at the
TRUEFOOD websitewww.truefood.euA compilation of best practice examples is avada
in D5.1.13 “Inventory on best practices on reducbwtlenecks and promoting success
factors at traditional food supply chains — Issti@l2o available at the TRUEFOOD website.
For more information please contact Prof. Dr. Xavie Gellynck
(Xavier.Gellynck@UGent.Be

3.4.4.2 Support traditional food producers at the dcision-making step

Practice:
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Offer trainings for the conduction of SWOT and SQ@Ralysis (in forms of seminars,
workshops etc.) for traditional food producers #m&lr chain partners

Tool:

The identification of the internal strengths andatugesses, and the external opportunities and
threats (SWOT analysis) as well as their confraoma(SOR analysis) is an important part of
the decision-making process. The success of SWATS®R analysis depends strongly on
clear and specific formulated internal strengthd aeaknesses, and external opportunities
and threats according to a particular situatiorpdrticular traditional food producers, which
are mainly SMEs, could benefit from support on thatter.

Reference:

For an overview please consult D 5.4.11 “Summanyoreon evaluation of innovative
distribution strategies” at the TRUEFOOD websitevw.truefood.euFor more details about
the conduction of SWOT and SOR analyses pleaseaciomrof. Dr. Xavier Gellynck
(Xavier.Gellynck@UGent.he

3.4.4.3 Support traditional food producers at settig up a detailed action plan

Practice:
Provide support for setting up a detailed acti@nphcluding estimation of resources

Tool:

An action plan includes a list of action stepst{ta} listed in chronological order, necessary
for accomplishing the intended strategy. Additibnathe necessary resources for each step
can be estimated, allowing a more objective evaloaivhether the developed strategy is
realizable in according with the firm’s and chainssources and capabilities. Following
resources are considered to be evaluated: humanrces, financial resources, necessary
equipment, and information resources.

Traditional food producers could be supported fettisg up a detailed action plan by
individual monitoring or by group exercises, sushrainings or seminars about the topic.

Reference:

For more details about the setting up and evalnaifoa detailed action plan please contact
Prof. Dr. Xavier Gellynck Xavier.Gellynck@UGent.je For an overview please consult D
5.4.11 “Summary report on evaluation of innovatigestribution strategies” at the
TRUEFOOD websitewww.truefood.eu

3.4.4.4 Increasing the awareness of the importanaa involving chain partners and
third party experts

Practice:

Create and increase awareness and provide suppottaditional food producers for
successful ways of achieving mutual gains and gguvituring strategy development and when
involving chain partners and third party experts tire strategy development and the
implementation process.
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Tool:

For the successful implementation of the choseatesiy it is beneficial to involve other
players of the firm’s business environment, suckhasdirect supplier and customer, but also
third parties, such as governmental and non-goventah support organizations of the sector,
research institutions, business consultants etcoudin, for a successful strategy
implementation it is important to have a clear nhstrategy and long-term perspectives.

During the TRUEFOOD project, work package 5 conddckeveral trainings on chain

management, chain strategy and chain performaniceserl three aspects are covering in
particular, how successful involvement of chaintpers and third parties can be achieved.
The best training formula is the conduction of @mieiiactive workshop, where the participants
of the training receive a short introduction aftehich they are asked to participate in
exercises, where they can try to put in practicatwhey just have learned.

Reference:

For an overview on the involvement of chain pagraerd third party experts please consult D
5.4.11 “Summary report on evaluation of innovatidgestribution strategies” at the
TRUEFOOD websitewww.truefood.eu For information about chain strategy, -management
and the quality of chain relationships please aint®rof. Dr. Xavier Gellynck
(Xavier.Gellynck@UGent.he

3.5 Recommendations generally derived from work paage 5.4:

» Existence of alternative distribution strategiethout harming the character of
the traditional food product.

« Prior to strategy implementation thorough analisisecessary, i.e. by means of
strategic orientation (SWOT) analysis and by sgttip a detailed action plan,
including resource estimation.

« Integration of chain partners and third party eipduring the strategy
development phase in order to overcome problemasectto lack of financial,
human, and/or knowledge resources and for shaigkg, rcosts and benefits.

The recommendations will be specified for eachettalder in the following sections.
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4.  Glossary

Will be prepared later
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