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1. Introduction

Small and medium size enterprises producing ti@ehli food products often have to face
difficulties in market access, in achieving thegted efficiency of operation of the supply
chain. Experiences show that a significant parthef bottlenecks can be reduced or even
eliminated by more efficient use of the internaldaexternal resources. Within the
TRUEFOOD project (Traditional United Europe Food) @ part of the tasks carried out
within the Work Package 5 on developing “Improvedrketing and food supply chain
organisation methods for traditional food produdisé bottlenecks and success factors in
traditional foods supply chains were identified amdlysed with special focus on marketing
and supply chain management capabilities of tiamiti food producers, especially SMEs
following the concept of Gellynck, Vermeire & Viaaii2006).

External resources manifested in supply chain mesgucomprise organisational structures
and measures, flow of information, skills, mateaal financial resources in supplier-buyer
relations and third actors and increasing theiciefficy and effectiveness. Internal resources
manifested in marketing capabilities stand for kleslge, skills, facilities for selecting,
targeting and positioning the product and for iasieg the efficiency and effectiveness of the
use of marketing management.

Bottlenecks are deficiencies or insufficiencieschklog the effective use of external and
internal resources of a member of a supply chaitraafitional food products for improving
market access and marketability of its productstaedyeneration, uptake and introduction of
innovations to upgrade these.

Success factors are facilities or abilities, ass8tsulating the effective use of external and
internal resources of a member of a supply chaitragfitional food products for improving
market access and marketability of their produnts the generation, uptake and introduction
of innovation to upgrade these.

The objective of this inventory is to provide stwed information for SMEs and other food
businesses manufacturing, producing, and handiauitional foods and for the organisations
supporting them on methods and solutions, whicterakeady been applied successfully in
traditional and conventional food supply chainsdmination or reduction of bottlenecks.

These successful examples demonstrate that therseseral ways how SMEs can improve
the performance of the supply chain in which thpgrate and demonstrate also the benefits
of implementing the supply chain management approag. the management of multiple
relationships through focusing on harmonising tlsee wf competencies, resources and
capabilities along the entire food chain (instetbousing on the individual steps) to deliver
enhanced customer service and economic value througroving trust and collaboration
between supply chain partners.

The current issue of the inventory is the firstsian, which will be extended with further
experiences throughout the TRUEFOOD project.



2. How to use this inventory?

The examples presented in this inventory are osgahinto two main chapters. Chapter 3 on
innovative use of supply chain resources and Chapten innovative use of marketing
management resources. The information in thesetetsaps organised into sub-sections.
Since several examples demonstrate good praceta®d to several aspects, the examples
are listed under that heading, which is thoughthasmain factor of success and a reference
table is provided under the title, showing, which those other aspects, where this solution
can be used for elimination or reduction of thetlbaecks.

Under each section the examples from the tradititoed supply chains are presented first,
followed by the examples from the conventional fea@ply chain.

Cross-reference indicators

3. Examples of innovative use of supply chain reses
3.1 Networking
3.2 Chain approach — collaboration
3.3 Chain approach — balance among the membeinge chiain
3.4 Resources
3.5 Institutions
4. Innovative use of marketing management resources
4.1 Market information
4.2 Market segmentation
4.3 Marketing objectives
4.4 Marketing strategy
4.5 Marketing mix
4.5.1 Product assortment
4.5.2 Price
4.5.3 Distribution
4.5.4 Product advertising, promotion
4.6 Marketing budget
4.7 Marketing evaluation



3. Examples of innovative use of supply chain resates

3.1.  Networking

3.1.1. Quiz contest between village pubs

Cross reference indicator

Relevance to the other sections

33| 34| 35| 41] 42 43 4445 46 47

Short description of the case:

British breweries organise quiz contests betwedlaga pubs. The brewery finances the
development of the questions, the jury, the priaed the organisation costs. Contests are
advertised in advance and run through a longeog@drom 10-12 weeks till several months at
a fixed time every week.

The number of the participants in a team is nottéich people attend the different occasions
as they have time and they frequently bring themifies as well. They spend several hours in
the village pub regularly and while they make fumd socialize they drink beer.

The contest are organised at several consecutietslfom pubs of a village in a smaller area
till regional level. The winning team of the corited a period qualifies to a higher level
contest until the winning team of the whole conte#lt be selected. Each run of the contest
attracts a significant number of people to the pubs

Lessons learned:

Through financing an attractive social activity tte consumers by the food manufacturers
through a network of clients (food service provgjeat the end of the supply chain the beer
consumption is increased and the brand of the ¢ingnbrewery is promoted at a relatively
low cost. Marketing can be made through financimme activities at the client.

Cross-reference indicator: 3.2 Chain approach lbation 6
4.5 Marketing mix



3.1.2. Sharing costs through local associations of growersand
product marketing organisations

Cross reference indicator

Relevance to the other sections

33 [834] 35| 41| 42 43 44 45 46 47

Short description of the case:

Growers associations and product marketing orghoisalike in Hungary the white pepper

growers, onion growers and raspberry growers stasts of fertilization and plant protection

by joint use of more sophisticated, expensive nralyi financing service staff and facilities

jointly. Some of these organisations like peppemwgrs purchase seeds, plastic foils for
agricultural production, fertilizers, pesticidesnjiy, thus they can achieve a lower unit price
and lower logistic costs through higher volumes.

They collect the products of the individual growagsade, select and pack them according to
uniform standards so they convert the individuabknots into larger uniform lots and sell
them under a joint brand name, using a larger e¢gpaand more efficient distribution
system.

Their joint sales representative deals with thailets, major processors and other clients thus
they can serve larger demands, even at a nationarage, what the individual growers can
not do. The agreement is made with the PMO, whacatkes the tasks for several members.
Since they control larger volumes their bargairpogver is increased. By making distribution
jointly they can save on the logistic costs throbgfter efficiency provided by the economy
of scale. The PMO or the interest organisationhef growers prepares production and sales
statistics, monitors trends, organizes market rekeand training activities, organises joint
marketing campaigns with shared costs.

Similarly wine growers’ associations share costpmmotions.

Lessons learned:

Networking of peers on joint purchasing, joint wdaesources, equipments and facilities, on
sales and marketing provides benefits in reduckes sprocessing, packaging and distribution
costs, increased bargaining power and more fletibilt meeting fluctuations in volumes of
customer’s demands.

The use of standardised quality grades meetingumistandards provides additional benefits
in increased supply capacities to supply largeentd and several outlets located in larger
geographical distances and in better branding.

Cross-reference indicator: 3.2 Chain approach lbawtion 7
3.4 Resources



3.1.3. Innovation networks for SMEs

Cross reference indicator

Relevance to the other sections

32 [ 33 [34] 35| 41] 42 43 44 45 46 47

Short description of the case:

Several models were developed in Norway, Austriq, Denmark, the Netherlands, Sweden,
France, and Hungary for operating innovation nekador involving food SMEs. Although
the approaches are slightly different in each agunhfluenced strongly by the specific
national business culture there are some commaneels. A large number of SMEs are
reluctant to take higher risks, therefore they dblike to be pioneers and explore completely
new ideas. They rather prefer to follow fashionabémds and to adapt ideas and techniques
what had already been successfully applied by stbewhat about several companies think
that it is worth to use. Therefore they preferdarh new technologies and methods in groups
and have the chance to discuss their views doptuiblems, experiences with each other.

When they collected the basic knowledge necessarynfplementing a project adjusted to
their specific business activity and the projecchees a close to market phase they tend to
switch over to the use of confidential servicefReD organisations provided specifically for
them. At that phase they are more likely to finatie costs themselves directly or with the
use of public support.

All models are based on a combination of traininggup sessions for general problem
solving, practical exercises, demonstrations aimt joials. The costs are reduced by sharing
the costs of the joint sessions, experimentalstridemonstrations, etc. The results of the
collective research are provided to all memberghef network who participated in the

financing.

For introducing innovative ideas to extend and stdjlne product assortment skilled people in
product development, marketing and packaging argulae information on innovative
product and marketing ideas are required. To aehighat training courses on product
development, packaging, marketing can be providild @xpert support through innovation
networks. These networks can be operated by thenahfederations and industrial research
organisations, national food technology platforms.

Lessons learned:

Collective research and networking can be attradtiv those SMEs who are not focusing on
radical innovation, just try to improve the qualiy their products and/or the efficiency of
their production, process and systems, extend fivenluct assortment through incremental
innovation. The benefits include the chance to arge experiences with companies from
other food sectors, who are not direct competitors,eased confidence in the viability and
feasibility of the idea; and lower costs. This aygmh may be attractive even for those
companies, who are not likely to participate in esearch project based on the direct
collaboration of a manufacturing company and aareteorganisation.

Cross-reference indicator: 3.4 Resources 8



3.1.4. Preparation of national production and sales statigcs in a
sector

Cross reference indicator

Relevance to the other sections

32 [33[834] 3541 42 43 44 45 46 47

Short description of the case:

Although all food manufacturers agree that reliatdéional production and sales statistics of
a sector provide important and useful market infron for business planning the
manufacturers usually have major concerns to peowdétailed information about their
production and sales figures by products or prodpoups, because of the fear that their
competitors may have an access to their confidemirmation. This reluctance is
specifically strong, when there are only two may@nufacturers of a product.

Although retail sales statistics can be purchasenh fspecialised market research agencies,
but this information is usually expensive, espdgidla large number of products are covered
through several years.

The German Frozen Food Institute developed a gaoatept for collecting, structuring,
sharing of production and sales information andctioe of semi-annual industry statistics.
The key is that products are grouped into diffei@tegories, like individually quick-frozen
fruits (IQF), with sub-categories like berry fryistone fruits, etc. and the individual products
are listed under each sub-categories. Each pamttipf the network gets the same
guestionnaire for data input, which contains a itketalist of the products in each sub-
category. The confidentiality of the supplied dataguaranteed through a well designed
information handling statistics preparation progedand by using a public notar, who sums
up the incoming information from the individual cpamies. If less than 3 answers were
received in one product category, e.g. only 2 &mpberries, and only 2 for black currants,
these figures are amalgamated into the sub-categjdogrry fruits, covering both products,
where already more than 2 respondents supplied @ats nobody can work out, what figure
was provided by its competitor. The detailed stiagscan’'t be purchased by those, who do
not supply data, which motivates manufactureroibo fhe scheme. Some amalgamated data
and trends are made available publicly. The detditee sub-categories published can change
from one year to another depending on the actuadben of respondents in a sub-category,
but the sub-categories of the questionnaire arestapdardised.

Lessons learned:

There is an efficient way of pooling individuallymfidential market information of the
members of network, if a reliable, independentrimtdiary is used and such procedures are
applied, where the information is summarised intobrella categories until none of the
respondents can work out from its own figures, win&brmation was given by an other
individual respondent. This method has several fiilsngs lower costs, covering production
information and sales information for bulk produatsd products used further processing in
addition to retail sales.

Cross-reference indicator: 3.4 Resources 9
4.1 Market information



3.1.5. Development and maintenance of best practice guides

Cross reference indicator

Relevance to the other sections

31 [ 32| 338485 41 42 48 44 46 47

Short description of the case:

Peer based information on technical managemengphsughain, marketing management
subjects can be collected in best practice gumasye all participants provide an input from
their experiences, what they think is useful fdness and carries out work voluntary and
freely.

The guide developed will be used by all membershef network. Through this approach

practical information, experiences can be collectad structured on implementation of

legislation, application of different techniqueschnologies, where the information is not
sensitive from the aspects of market competitiotpdeiences show that the members of the
network can gain significantly more knowledge armdfits that the value and cost of their
contribution.

Best practice guides are useful tools for gettidgas for introducing new methods and

solutions, for avoiding typical traps and failureready experienced by others. They can be
used for setting up joint industry standards, whseh be used for protecting quality and to

avoid food scares, which can compromise the imagkbaisiness opportunities of a whole

branch at national of European level.

They are efficient tools for representing the commaew of the network members in
discussion with other groups of stakeholders likeharities, suppliers, customers, etc.
Typical areas of successful use are: good hygieagtipe guides, formally acknowledged by
the EU legislation, good agriculture practice gsidRbelling guides, industry guides for
specific technical issues like aseptic filling, for management and marketing issues like
consumer information, design and implementatioma@istry training programs, etc. Several
good hygiene practice guides were developed byGheA within a Business Support
Programme for the Central and East European cesrafore the EU accession. Campden &
Chorleywood Food Research Association developedchalenrange of industry guides on
technical subjects. These are used as referencengmts by the industry.

Usually there is a need for an organisation ana/person, who is responsible for organising
the collection structuring and editing the informoat If an external service provider is

involved, e.g. researchers at some innovative stjer for managing the activity and

structuring and editing the information their cobtse to be covered. Such activities are
typically carried out in food federations, trade@sations and research associations.

Lessons learned:

Participants usually gain more knowledge and ben#ian the value of the information they

share. Collecting and structuring the availableorimfation helps to identify the gaps and

conflicting views, which usually result in furthetevelopment of the knowledge. The

collaborative work of the members of the team Uguaisults in the development of a team

spirit between the representatives of peers/congpetand they learn how to cooperate on an
issue of common interest.

Cross-reference indicator: 3.4 Resources 10
3.5. Institutions



3.2.  Chain approach — collaboration

3.2.1. Traceability system on a whole supply chain

Cross reference indicator

Relevance to the other sections

31 [ 33| 34| 35| 41] 42 43 44 45 46 47

Short description of the case:

The members of the Hungarian red pepper supphnab@erate an Internet based traceability
system, where all chain members send in informatibout the lots they handled. This
information is accessible for all members of thaishthrough individual pass codes, which
ensures that all businesses access the informatian is relevant for them and what they
need for an efficient product recall/withdrawalt ke confidentiality of the information is
maintained.

Lessons learned:

Better collaboration of peers and other stakehsldan be achieved, if a transparent and
reliable solution is provided for ensuring confitality of the information. Confidentiality
issues have to be considered all time when collecttollaborative actives are generated.
Collaboration on food safety information and delyweolumes and timing can bring benefits
for all stakeholders.

Cross-reference indicator: 11



3.2.2. “Vitaproject”

Cross reference indicator

Relevance to the other sections

33 34 35| 41] 42 43 44 45 46 47

Short description of the case:

The Vitaproject is a chain approach for total gyalissured meat products, this includes
aspects of human health, taste, tenderness, fdetly saarranty, and environmental- and

animal friendliness. The aim of Vitaproject is to lgack to the natural quality of pork-, beef-

and chicken meat on the basis of scientificallwpobactions and results. Their starting points
are respect for the consumer, the environment bhadptoducer/breeder. The objective of
Vitaproject is to differentiate from the mass ohqmanies in the food sector through focus on
the quality of the raw materials as well as on qality of the transport-, processing- and
distribution methods by means of a system of nekwvof all the different companies from the

whole chain. Cooperation and communication arecofrge a very important aspect of this
type of business enterprise.

In order to reach the objective of integrated chaianagement, Vitaproject introduced
horizontal and vertical traceability and laid dowme rules in production specifications.
Horizontal traceability is understood as the as$umgin of the final product with focus on
food safety. Vertical traceability is understoodf@sd quality whereby every link within the
integration is controlled according to the “Vitaadity-norm” by an external accredited
control institution.

Lessons learned:

Through collaboration, good communication and irdéggd chain management the consumer
is provided with a high quality, traceable produthe totality concept is responding to
different consumer needs and segments. Therefgpreader market share is achieved.

Further information : http://www.vitaproject.be

Cross-reference indicator: 3.1 Networking 12
3.4 Resources



3.2.3. Integrated full chain safety / quality management gstems

Cross reference indicator

Relevance to the other sections

33 34 35| 41] 42 43 44 45. 46 47

Short description of the case:
There are several good examples for integrated diadlin safety / quality management
systems as the Assured British Beef, Quality Brifisirkey, etc. The standards of this system
were developed jointly by the stakeholders of acdetupply chains, working on the same
product, acting on a specified geographical area.
Assured British Meat (ABM) scheme is operated adicwy to the European Standard EN
45011 for product certification activities. The aohthe ABM scheme is to provide beef and
lamb producers with a mechanism to assure consuanérsetailers that livestock production
meets appropriate standard. The main aspects cbvelede

* Identification and traceability;

* Farm Animal Management;

* Environment and Hygiene Management;

* Feed composition, storage and use;

* Housing and Handling Facilities;

* Medicines and Veterinary Treatment

It is integrated with other ABM schemes acrosswhele meat supply chain (farm, transport,
markets and abattoirs) providing food safety asseat every stage. It encourages producers
and businesses to participate in assurance schbynepplying to a Certification Body.
Information about the safety and quality of the #ssl British Beef, Quality British Turkey is
available for all supply chain members and in thasec of incident the product
recall/withdrawal can be carried out efficiently.

Lessons learned:

The assured systems provide consumers and retailédrsbetter confidence about product

safety along the whole supply chain. The requirdmane beyond the legal minimum, thus
they provide additional value to the clients anel tbonsumers. The integrated activities of the
members along the supply chain provide a highesl le/safety and quality, what could have

been achieved through the individual efforts of geeticipant. The demonstration of the

compliance of the full supply chain to a voluntatandard set up by the members provide
good means for differentiation from competitors anflasis for branding the whole supply
chain.

Further information :

Cross-reference indicator: 3.1 Networking 13
3.4 Resources



3.2.4. Peeling, cutting and packing pineapples and mangoesn
industry scale in Central and Southern America for
significantly lower labour cost than in Europe

Cross reference indicator

Relevance to the other sections

31 [33]34] 35| 41] 42 43>8 >4pb. 46 47

Short description of the case:

A successful idea was used in the UK by one thgeldresh produce manufacturers for
reducing the total logistic and labour costs asdedito the final product through an approach
based on considering the full costs along the ergupply chain. A significant amount of
waste is produced, when pineapples and mangoegpeeked and cut into pieces for
consumption. Although consumers like these fruit§reésh state, but they do not like getting
sticky when they peel and cut these fruits.

The innovative idea was to peel and cut thesesfiuitindustry scale in Central and Southern
America, where the labour cost is lower and to p#oém into modified atmosphere
packaging, which provides such a long shelf-lifattthe product can be transported to Europe
and sold as a fresh, prepared fruit salad. Thusefaévely high costs of transport through the
sea are limited to the edible part of the fruite ®avings on the labour and transport costs and
the increase of the added value not only balane@xitra costs of the peeling, packaging, but
also provide an extra profit

Lessons learned:

When transport costs are relatively high it hapeoconsidered whether processing close to
the source of raw material is more feasible thatgssing close to the place of consumption.
Modern food preservation techniques provide mednsantaining freshness for a longer
period, thus allowing operation at longer distribat time. Processing, which increase
convenience of the product increases added values higher price can be achieved.
Collaboration between the members of the supplyinclcan result in new concepts of
products and their distribution.

Cross-reference indicator: 4.4 Marketing strategy 14
4.5 Marketing mix



3.2.5. Collaboration between food manufacturers and catens on
drink hygiene and quality

Cross reference indicator

Relevance to the other sections

31 [33] 34] 35] 41] 42 43 4k 45 46 47

Short description of the case:

Breweries and soft drink manufacturers provide fapgubs and catering units and cleaning
chemicals for cleaning these taps to improve hygiehdrink and to improve quality. The
food manufacturers install the taps in the catetings and maintain them regularly. They
provide the catering units with instruction for usethe taps and work instructions for the
cleaning. Some cleaning material suppliers offexcdjr products and cleaning technology
for cleaning these taps for the breweries and Herdaterers that they can ensure a higher
hygiene level for their beverages and avoid thesgorer complaints related to the draught
beer mainly in the summer. The better hygiene dmuties to better taste, as such to better
drinkability of beers, thus increase consumersgpegice and loyalty.

Lessons learned:

For the food manufacturers it is worth to considew their investment into the final step of
the supply chain can contribute to maintaining dhiginal quality and through that increase
consumer preference and loyalty, where the ultimsti@ply chain member has not
satisfactory resources for carrying out some tasggecially at small catering units and retalil
shops. The food manufacturers can control the mtosiafety and quality in the place of the
distribution: in the catering. This collaborativerk of the manufacturers and customers can
contribute to better satisfaction of the final comer.

Cross-reference indicator: 15



3.2.6. Extra payment for the higher quality of raw green peas

Cross reference indicator

Relevance to the other sections

31 [ 33| 34| 35| 41] 42 43 44 45. 46 47

Short description of the case:

The price of quick frozen green peas is strongiyetielent on the maturity of the vegetable.
Usually the younger is the pea the higher is theepof the IQF product, what can be
achieved. The higher price of young peas usualgpwal higher profitability, if the raw
material prices are properly agreed.

There are examples in the frozen food industry, wheench manufacturers pay a bonus
depending on the maturity of green peas followinfine maturity grading system by 3-5

tenderometric units. The younger is the crop (nigturetween 90-110 T tenderometric

reading) the higher is the bonus. Thus the manufexs share the profit with the growers,
motivating them to supply younger peas, which aeessary for more profitable products for
the manufacturers.

Lessons learned:

Food manufacturers can motivate to supply them suelity ingredients and raw materials,
which makes possible a more profitable productimough a well designed bonus scheme
made of a relatively large number (10-15) of sratdps of quality grades.

Cross-reference indicator: 16



3.2.7. Product development with the assistance of the ingdient
suppliers

Cross reference indicator

Relevance to the other sections

31 [33] 34] 35] 41] 42 43><4h><4b. 46 47

Short description of the case:

In the bakery, dairy, meat, confectionary, readyainsectors product development is made
with the technical assistance of ingredient (foodlitve, flavour) suppliers. They provide
also test kitchen facilities for their clients.

Lessons learned:

Provision of a service attached to a product cahvadlue thus increase the preference of the
client. Supply chain partners can collaborate oretmg the requirements of the ultimate
consumers and the retailers.

The food manufacturers gain benefits through tlmkaborative work because the factory

trials carried out with the technical assistancett@ ingredient supplier, so less time is

necessary for the trials and the results can beasth more quickly based on the experiences
of the suppliers. It is advantageous for the sapplas well, because after carrying out the
trials and finding the best ingredients for the ofanturers they can build up a long-term

business relationships with them and also havdtarhenderstanding of their further needs.
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3.2.8. Packaging development with the assistance of the mpliers of
innovative packaging

Cross reference indicator

Relevance to the other sections

31 [33] 34] 35] 41] 42 43><4h><4b. 46 47

Short description of the case:
Many suppliers of innovative packaging help the@od manufacturer clients in product
development (like TetraPak).

Lessons learned:

Provision of a service attached to a product cahvadiue, thus increase the preference of the
client. Supply chain partners can collaborate oreting the requirements of the ultimate
consumers and the retailers.

The food manufacturers gain benefits through tlokaborative work because the factory
trials carried out by the technical assistancéhefdupplier need less time and the results can
be achieved more quickly based on the experienicég suppliers. It is advantageous for the
suppliers as well, because after carrying out tiaéstand finding the best packaging for the
given product they can build up a long-term busnegationship with the client and achieve
a better understanding of their future needs.

Cross-reference indicator: 4.4 Marketing strategy 18
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3.2.9. Organisation of growers contests

Cross reference indicator

Relevance to the other sections

31 [ 33| 34| 35| 41] 42 43 44 45. 46 47

Short description of the case:

American vegetable seed and fruit tree, rootstadeding / merchant companies organise
growers contests, where every farmer can bringisndwn crop having special quality
properties, attractive flavour, specific colouresiic size. The category winners get a price,
and the seed / rootstock company buys the produts$ seed, sprout for propagation. They
get a good publicity. This way the costs and tirheebection of new varieties is significantly
reduced.

Lessons learned:

Motivation of ordinary citizens can be a cheap aefticient tool to convert them to
“suppliers” of inputs for innovations.

Cross-reference indicator: 19



3.2.10. Integration of the animal breeding or plant growing activities
and the food processing

Cross reference indicator

Relevance to the other sections

31 [33] 34] 35] 41] 42 43 4k 45 46 47

Short description of the case:

Several successful food SMEsHungary are based on integration of the anime¢ding or
plant growing activities and the food processinihese businesses focus on niche markets
requesting sustainable food production and fullictessurance of safety and quality (free
range, organic). In this case the food SMEs puelthe seed and manage the growing
technology with their partners to get a raw matesigtable for its processing and complying
with the specific quality requirements of the cuséos e.g.: the specific freshness of lettuces
and other salads, using specific breeds of bettfecaheep and poultry, like mangalitza pork,
free range chicken, farm house sheep yogurt, etc.

Lessons learned:

By harmonizing the efforts in raw material prodootiand processing such products can be
provided to the consumers, which meet better #giectations at lower costs. The key is that
by proper understanding the requirements of th&l tonsumer the priorities in raw material
production and food processing can be identifiettebethus a win-win situation can be
achieved in cost saving for both steps in the suppain.
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3.2.11. Individual coffee making solution

Cross reference indicator

Relevance to the other sections

31 [ 33| 34| 35| 41] 42 43 44-45. 46 47

Short description of the case:

Coffee machine manufacturers (Philips) developedridividual coffee making solution (like
Senseo) jointly with the coffee suppliers (Douweb&gs). The coffee making system uses
perfectly balanced proportions of coffee and walditd pressure and a special spray head
produce an optimally balanced coffee filtering m®& The solution provides the opportunity
to drink coffee from a wider choice according tdiindual preference at the same time both
at public places and at family homes.

Lessons learned:

The collaboration of the two companies who senedhime consumer with related products
to create a new supply chain with an integratedraggh can result in completely new
innovative concepts, with an increased added Maluthe consumers.

The coffee machine manufacturers gain the benefithis collaborative work with coffee
suppliers, because a significant number of machoaes be sold on the market due the
individual coffee making solutiorThis coffee machine provides opportunity to adgerthe
different type of coffee depending on its varie®rgbica, Robusta) and depending on its
origin (Kenya, South America) as well.
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3.3.  Chain approach — balance among the members of théain

Cross-reference indicator:
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3.4. Resources

3.4.1. One-stop shopping for catering professionals

Cross reference indicator

Relevance to the other sections

32| 33| 35| 41] 42 43 44 45 46 47

Short description of the case:

ISPC is a specialised catering supplier which st#tat it has everything from A to Z at the
same location. ISPC developed this unique one-®bppping concept for catering
professionals over a time of 35 years and is taolay of the largest and most specialised
catering suppliers in the BENELUX.

At the large stores of ISPC the purchasers of uestds, catering services and other catering
specialists will find a variety of 72,000 food amilink specialities including such not
available at usual supermarkets, and non-food,imgnigom items for the menu to complete
restaurant equipment. The focus of ISPC is on lgghlity and originally products for
catering, following-up also the latest trends ie tatering world. Further, at their stores or via
the internet trained personnel are advising thehmsers in line with their needs.

The ISPC stores are situated in good accessibdgidéos in Belgium and the Netherlands, two
per country. The ISPC works together with the FoaydGroup, a Belgian drinks importer
and distributor, which provides international knbaw and is a very dynamic business.

Lessons learned:

Specialisation and a good concept of concentraimgde product range in cooperation with
other distributors of specialties provides morevasmnence to the professional purchasers, but
is also of course increasing the market sharedrséctor.

Further informatiorhttp://www.ispc-int.com/
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3.4.2. High innovation capability of the SMEs based on the
motivation and skills of the owner

Cross reference indicator

Relevance to the other sections

3.1 [32]33] 35] 41] 42 43><4h 4. 46 47

Short description of the case:

In the majority of successful food SMEs in Hungding innovation capability and high
innovation skills of the owner (real entreprenefmsner researchers, people with practical
innovation skills) can be identified and play arportant role. One of the key success factors
of these SMEs (dairy, foods for special purposes)kd, mushroom processing, healthy
foods, etc.) is the continuous strive for innovatiand the vision of the owner. These
companies are more successful in accessing govatrsupport for innovation.

Lessons learned:

It is an important success factor that the food SMEe interested in innovation and
permanently add value to their products, improweiehcy and reduce costs.
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3.5. Institutions

3.5.1. Association of Hungarian Palinka Knights’ Order

Cross reference indicator

Relevance to the other sections

31 [3:27] 33| 34| 41| 42 43><4h>4pb 46 47

Short description of the case:

The aim of the Association of the Hungarian Palind@ights’ Order is to promote the
consumption of pélinka distilled in Hungary for conarcial purposes all over the world, to
develop the culture of Hungarian palinka productamal to educate consumers on moderate,
controlled and cultured way of drinking alcoholi¢s activity includes the maintenance of
the cultural and gastronomic heritage of palinkadpction and drinking and setting clear
standards for the drink what can be called as kalin

Palinka is the name of the pure fruit brandy, whiglprepared by distillation solely from
fermented fruit. The name “palinka” can be used dait pure fruit brandies distilled solely in
Hungary and 4 Austrian regions. All sorts of frugown in Hungary can be used as raw
material, mainly plums, apricots, pears, morelloerdles, cherries, peaches, apples,
blackberries, blueberries, etc.

The Association of the Hungarian Palinka Knightgd€ was established in 2004. The
membership is open for everybody, who accepts thectives and the constitution of the
association. All players of the supply chain canftaend among the members from fruit
growers through distillers, bottlers, retailerspdotechnologists, scientists till marketing
specialists. The members exchange their knowleddeeaperience along the whole supply
chain from raw material growing through fermentatiaistillation and retail about the
methods of improving the quality of the drink.

A set of activities is carried out for promotion the quality image of the palinka. Festivals,
product demonstrations and tastings, palinka ctsjtesnferences are organised around the
country, specifically attached to gastronomic esefithe members wear specific gown on
formal public occasions. Press conferences are distil The palinka of the year (“flagged
palinka”) is chosen by a jury. A national palinkaek is organised where demonstrations are
organised at the retail’'s shops throughout the tguithe conditions of using the specific
name of palinka are clearly specified (at leasb@alcohol content, no other ingredients can
be used as the pure fermented fruit). Addition letc alcoholics and flavourings is strictly
banned. The history of palinka products was cadlect

Recommendations are developed for the proper ugasimonomy.

The top 100 pélinkas are selected and publishedbimoklet.

Recently several additional marketing methods weteduced by some members. Smart
specialised shops are opened, offering a spededtsmn of premium quality products where
specific glasses, books and a wide range of prenquality palinkas can be purchased
together with other traditional foods. Courses@ganised on palinka production and testing.
The Association significantly contributed to theomotion of a specific law on “palinka”.
Some of the local distillers and shops participategional trails, like the “Plum trail”.
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Lessons learned:

As a result of the concerted efforts and collectivarketing the image and the gastronomic
culture of the Hungarian palinka has significarittyproved in the last 4 years and moved
from a cheap commodity towards a specific premiumality drink, which is a part of the
national gastronomic heritage and an element ofttraction of specific locations, regions.
Consumer awareness has been increased significahlly collective efforts attracted
increasing amount of public contribution and alsivgie funds. Tourism, culture and
traditional foods can be connected and marketetlyoi

Further information:
. http://www.freeweb.hu/palinkalovagrend
. http://www.palinkamarketing.hu
. http://www.rezusti.hu
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3.5.2. Wine "orders” and wine trails

Cross reference indicator

Relevance to the other sections

31 [3:27 33| 34| 41] 42 43 44><4b. 46 47

Short description of the case:

Wine growers (in Hungary) , whisky distillers (ic@land), established “Orders”, which take

care and develop the culture of wine/whisky drigkiset specific rules to maintain authentic
way of preparation and also promote the image wigoa part of the cultural heritage and the
exclusive / celebration character of the occasairtgaving such drinks. One of main activity

of Wine Orders is to organise wine trails.

Similar approach is detailed in the section 4.5vhsskey trails.

In the frame of wine route (trails) the visitorsutists making excursions in a given wine
region can visit small wine cellars, take part imevcellar tours, and wine tastings. Usually
these wine cellars offer accommodations and restasiare available in some of them.

The first wine route was founded by collaboratidrpovate wine growers, wine makers and

civil associations in Hungary in the Villany-Siklésne region in 1994.

These civil organisations support the village temriand wine or whiskey trails and organise
the regional wine competitions and contribute te tmage building of the wines, whyskys

made in different wine regions / whisky produciegions. The consecration ceremony of the
wine orders is a cultural and public event andaats a lot of tourists.

Lessons learned:

This special form of institution represents a sgsctactor because the small wine cellars,
whisky distillers recognized the opportunity of latloration and they carry out systematic
collective marketing activities. The culture and thllage tourism can be connected together.
The wine trails provide an excellent opportunity the small wine cellars to increase

consumer awareness of their products, to increasguener’s loyalty, to carry out direct sales

in place and to reduce the logistic costs of witséridution.

Further information: www.borrend.hu

Cross-reference indicator: 3.2 Chain approach lalootation 27
4.5 Marketing mix



3.5.3. Port Wine Institute

Cross reference indicator

Relevance to the other sections

31 [3:27 33| 34| 41] 42 43 44><4b. 46 47

Short description of the case:

The Port Wine Institute, the governing body of pasihe industry deals with the wine
growing and wine making technology, tests, gradekcertifies wines, decides, which years
shall be declared as vintage and which are spef@figpremium quality. The wine can be
marketed as port wine, only if it is certified hetPort Wine Institute. The white seal over the
neck of bottle states “Garantia do Vinho do Pora@ guarantee that the wine was grown,
aged and bottled in the wine region of Porto. Tistilute organises promotions as well.

Lessons learned:

The reputation of the Port wine is supported andhtased by an institution independent
from the individual wine growers and wine makerkisTthird party carries out systematic
marketing activity of Port wine making companiesisTtype of institution guarantees the
quality and particularity of Port wine through ttesting and certification and it contributes to
the trust of wine consumers in this speciality wine

Further information ;: www.portwine.com
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3.5.4. Hungarian “Palinka” Marketing Association

Relevance to the other sections

31 [ 32 ]33] 34| 41] 42 43 4h-4b. 46 47

4.5. Product advertising

Short description of the case:

It is a non-profit company founded in 2005. Its aisnto increase the reputation of the
“pélinka” (pure fruit brandy) made by fermentatiand double distillation of different fresh
fruits with high quality picked in Hungary, on theternational and domestic market. It
promotes the culture of moderate spirit consumpi@asing on the quality.

It organises “palinka” festivals to provide an oppaity for the consumers to meet the
“palinka” manufacturers and for the manufacturerotganise tasting for the consumers. It
organises open-days, conferences, seminars, fairastings, competitions for the “palinka”
manufacturers that they will know each other areythre informed about the new trends on
the market and new technologies. It publishes deafivritten in different languages for
information of the consumers. It deals with estbhient of home pages and enhances the
protection of the brand name “pélinka” in the Ewwap Union. It informs the consumers’
about the difference between the “palinka” andfthé flavoured spirits made of grain spirit
with sugar and fruit flavours.

Lessons learned:

The reputation of a special, traditional Hungar@monduct and a sector is supported by an
institution. This association creates the bas@®tbllaboration between peers.

It promotes the consumer protection and the t@ditand culture of the “palinka”
consumption. Through the festivals it provides apyaty of the collective marketing for the
“palinka “ manufacturers what contributes to tharsig of the marketing costs. It carries out
supply chain organisation activities through theisars, trainings.

Further information : www.palinkamarketingkht.hu

Cross-reference indicator: 4.5 Marketing mix 29



3.5.5. “Local Marketing”

Cross reference indicator

Relevance to the other sections

32 ]33] 3441 42 434845 46 47

Short description of the case:

Initiated by the union of the bakery sector, than@lers' Agricultural Marketing Board
(VLAM) started the project “Local Marketing — lorigkrm sale-oriented thinking” in 2001.
The aim of the project is to teach the artisan bakaple techniques for successful marketing
management and creating a strong identity. Thiag issummarised in the slogan “The artisan
baker makes a brand of his business”. To do sobalker will be taught to find the balance
between the individual character of his businessthe needs and wishes of the consumer.
The baker will be guided by an assistant from VLAMoughout the whole process and with
the preparation of his marketing strategies viaagssional helpdesk by phone or on-site.
VLAM has developed an extensive manual with tootscbllecting all necessary information.
For instance, a questionnaire — processed andsatalyy VLAM — provides a clear view on
the consumer profile and the consumer purchasevimeltaFurther, each participating baker
receives an “Action plan for local marketing” whiofust help him to choose the right actions
for the objectives he has set up for his businBss.action plan is supported by examples and
advises from other bakers of the project and actishgd with a monthly newsletter
providing more examples and advises, as well aggroews. In this way the participating
bakers keep up-to-date of new developments indbos

Before willingly-to-participate bakers start theojarct they are provided with a crash course
“Winning on-site”. In this crash course they getkimow the market situation in Flanders,

receive more information about the project, leasw o make right choices and learn how to
set up specific objectives and action plans. Afi@ring started in the project the participants
are able to exchange information, advises and ebesnvwia a password-protected platform on
the projects website. On this website also besttigemexamples are presented in the public
section. Subscription to this project is possiblesingle bakers or for groups of local bakers.

Lessons learned:

The sector faces a problem and consults profedsheia from 3 parties with success. The

3 party develops a whole system for collecting infation and exchange knowledge. The
participants improve their own situation througlngsthe provided tools and the tailor-made
strategies.

Further information : http://www.lokalemarketing.be
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3.5.6. QUALIVITA foundation- Web portal of PDO, PGl atlas

Relevance to the other sections

31 [ 32 ]33] 34| 41] 42 43 44 45 46 47

Short description of the case:

QUALIVITA is a foundation aimed at informing the mgral public about Italian, French,
Spanish PDO and PGI. It is a tool of cultural, t@chl and scientific coordination of the
operators of the sector, of the consumers and ef rthtional and international local
institutions. It is aimedto facilitate the development and the technical aciéntific progressto
promote and help the market access of traditio®D Rind PGI products. The foundation
operates an Internet site offering:

a. a search engine covering other nations as well.

b. an atlas with geographical search of regiondllacal products

c. a list of excellent firms;

d. a repository of laws and regulations at evensglictional level (European, national and
regional).

Its main feature, however, is the networking fagilihat allows entering in contact with

APEX institutions (as the Consortia of quality assice) as well as firms. They are invited to
connect to each other.

They organise market surveys, high profile seminptsblicity for these products. Small

businesses, investors and scientists work togdihgoromote these products. Education
programs for school children are also organised.

Lessons learned:

The collaboration of SMESs, scientists and invenjamyvide a cost efficient tool, provides for
the products manufactured PDO and PGI to obtairkebanformation and to reduce their
marketing costs. It carries out supply chain orgaiidn activities through the seminars and
contributes to the knowledge dissemination as wels a good tool of the protection and
diffusion of rural culture Information dissemination is key to connect thehei both
nationally and internationally. Suppliers of cheamanagement solutions can find here clients.

Further information: www.qualivita.it
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3.5.7. Industry research associations and joint institutims for
provision of collective research and/or marketing srvice

Cross reference indicator

Relevance to the other sections

32 [ 33[>84] 41 42 43 44 45 46 47

Short description of the case:

The objective of the formation of membership basesgarch associations and technical and
marketing organisations is to provide shared dostf, industry focused, practice oriented
research and development, quality testing and niagkservices for their members. A good
example of the efficient operation is representgdtie Campden & Chorleywood Food
Research Association (CCFRA) in the UK.

Industry research associations are directed bytegldoodies of the members. The general
supervision is carried out and the strategic dsions are made by the board, where the
elected members and the chief executive of thenisgton are represented. Members pay an
annual membership fee for which they receive aisempackage. A part of the membership

fee (cca. 20%) is used for joint research programoagried out by the research staff of the
organisation. There are several industry reseaactelp organised around main subjects like
food service or major disciplines like food microloigy, sensory and consumer science,
quality management, agriculture, etc. All membean participate in the panels. The panel
members elect a panel chairman, whose work is stggpby a secretary selected from the
research staff of the organisation. Panels meadraktimes (at CCFRA 3 times) in a year,

when they discuss the progress and the resultsoggqts financed from the membership fee
and new developments, techniques, major issuéeidiscipline covered.

Both the members and the research staff can progpadgects for research projects funded
from the membership fee. The proposals are evaluatdirst stage by the scientific panels,
which propose the selected ones for a further ewalu for the scientific and technical
committee, which is made of the elected represertabf the members and of the directors
of the different divisions of the research assammatThis committee supervises the technical
activity of the organisation and the actual tremdthe food sector and identifies priorities for
the R+D activities of the research association.

All members receive the results of all projectsdieh from the membership fee and also that
of the publicly funded/co-funded national and intronal projects.

The results of the projects funded from the menibpréee are available only for the
members for 3 years after the completion of thgegpto After this period they are made
publicly available for a fee. Research projectafiiced by a specific group of members are
also carried out. The results of these are availally for the members who finance it.
Confidential company funded projects are carriedasuwell, where the results are accessible
only for the client. Members get a food legislatioformation and advisory service, a 24-
hour operated technical advisory and informatiawise through phone, monthly information
as a part of their membership package.
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Many R+D and technical services, facilities, reskatesults, publications, reports, training
are available for non-members as well at a standdied Members get a reduced rate for the
fee paying services compared to non-members.

The research association is operated as a nort-prgéinisation, which means that the profit
is not distributed as a divident, but it is reineeisfor the improvement and development of
the services and facilities. Thus members can l@vaccess at a reasonable cost to very
advanced, sometimes fairly expensive, sophistieartical facilities operated by a trained
staff on a part time basis in that amount what thetyally need. They do not have to invest
into such equipments on their own, what they do us# permanently and do not have to
employ a specifically skilled staff throughout tivbole year. Thus their costs of using the
shared research facilities are significantly lovlean to establish these on their own. They
also have an access at a reduced member’s ratargeavariety of chemical, microbiological
and other testing facilities and services and ats@ilot plant facilities. The value of the
research programme to which they have an accedgdaast hundred times higher than that of
the highest membership fee.

The results of the research programmes are publisheesearch reports, reviews, practical
guidelines and also in max. 2-page research sumslagts, training courses, seminars. All
of these are written in a simple practical languyagkich is easy understandable for the
industry with clear description of the objectivesiethods, procedures for practical
applications, limitations, traps. Attention is pada the clarity and accuracy of information
meeting the requirements of the industry. A conghjetlifferent language is used than for
publications in scientific journals.

Lessons learned:

Scientific panel, research clubs provide an exnet@portunity for collective research, which
provide the benefits of lower costs by shared fonagn and the learning from each other
through discussion between peers and getting adcoesther experiences as well. This is
extremely useful for the development of new metho@Ehniques, handling common
challenges for the industry like food safety isswemisumer research and for close to market
research individual confidential directly financegdtivities are used in combination with
collective research. Members have an extra acoessch concentrated knowledge base what
they couldn’t afford on their own.

Further information : www.ccfra.co.uk
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3.5.8. Food federations for improving the technology tranger

Relevance to the other sections

31 [ 32 ]33] 34| 41] 42 43 44 45 46 47

Short description of the case:

Several food federations created networks for impig the technology transfer. They
systematically collect the problems requested tedbeed by the industry, the research results
available at the national research providers antbtconnect the two partners.

Lessons learned:

Collecting and structuring the available informatibelp traditional food manufacturers to
solve the problems arose in the industry. The bolative work of the members of the
federation usually results in the development téam spirit between the representatives of
peers/competitors.
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4. Examples of innovative use of marketing manageme

resources

4.1. Market information

Cross-reference indicators:
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4.2. Market segmentation

Cross-reference indicators:
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4.3. Marketing objectives

Cross-reference indicators:
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4.4. Marketing strategy

4.4.1. COOPAIM/COPAIM

Cross reference indicator

Relevance to the other sections

31 |32 33| 34| 35| 41] 42 43 45 4 47

Short description of the case:

Coopaim is the name of a cooperative for the prodocof seafood products and for
developing and producing prepared seafood and aelgebased products for the use in the
gastronomy. It was established 30 years ago asopecative company (COOPAIM, i.e.
Cooperativa Agro Ittica Maremmahaexploiting the tradition of vegetables and fighin
products of the area of Orbetello in Maremma (Togga Coopaim has its point in
manufacturing preparations capable of conveyingritieness and the variety of a specific
local gastronomy, strongly based on locally raiaad treated raw materials and ingredients.
Having in mind a strategy based upon the additibdifferent foodstuffs components, the
company merged witRastificio Zucconi of Massa manufacturer of fresh egg pasta and in
year 2000 th&€aseificio Stribugliano of Mont Amigtaoth are high quality niche producers
in their respective field in Tuscany.

As a result of the diversification a new coopematealled COPAIM was created under the
umbrella of the company having more than 100 engaeywith a global turnover of over 26

millions Euros and a dominant proportion of the kearabroad. Fish products alone counts
for more than 1/3 of the entire turnover.

Coopaim/Copaim has evolved through a mix of stiatagtions. The common inspiration is
evolution through diversification and presentingether products of different food origins.
At present they include:

Seafood marinated anchovies, marinated sardines, seafabads, octopuses and squid
cocktails.

Vegetables natural and grilled artichokes, courgettes, agines, borretane onions and
mushrooms, sun dried tomatoes.

Fresh eqg past#ortelloni, ravioli, panzarotti, tagliatelle, pagrdelle and tagliolini.

Cheeseprimo sale, ricotta, pecorino, caciotta.

Copaim has invested intensively into high manufacty hygiene and food safety standards
and innovation procedures. Copaim has volunteayedetelop in collaboration with CNR
(the Italian National Research Council) experimergaearch for the nutritional enrichment
of vegetables. The research led to two patentsa@ops at present a joint-stock company
owned also by a bank and a private equity fund.
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Lessons learned:

Coopaim/Copaim demonstrates the vitality and thexiliility of a traditional food
manufacturer. Thanks to an original concept of hgnan entire range of food products, the
Coopaim / Copaim management has been able to geweloll line food company concept
capable to convey the image of high quality statislar different directions.

This came to an early decision to develop the complarough mergers and acquisitions and
to avoid being limited to the development of a Enpgroduct. This strategy led to good

recognition and reputation by financial investorgl also helped the company to establish
negotiations with modern distribution chains fromamvantageous point of view.

Further informationwww.copaim.it
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4.4.2. ARNALDO CAPRAI

Cross reference indicator

Relevance to the other sections

31 |32 [ 33| 34| 35| 41 42 43>4b 4k 47

Short description of the case

Sagrantino was a vineyard located in the small Montefalcaare southern Umbria whose
denomination was almost disappearing. Its namebaasly known to locals and production
volumes were decreasing, the product being restritd cheap types consumptions in the
area. In the early seventies a local entreprefguigldo Caprai, buys a terrain and a winery
in Val di Maggio in the Comune of Montefalco.

This is the myth at the origin of Sagrantino, irsthoment one of the more prestigious Italian
wines worldwide. Sagrantino is a premium price wede with a distinctive allure of rarity
and distinctive taste.

In the early nineties the turnover of the wine makactivity was half million Euros in total
with a volume (number of bottles) close to 400.0006day the turnover has increased more
than 900%, the number of bottles largely exceedsnoitlion and the majority of products are
sold in abroad.

Sagrantino’s renaissance is the result of twordist@ctions that can be read in the following
sequence. First, in the late 80’s, thanks to thertsfand capability of the younger Caprai,
Marco, an objective and critical, a severe analgtihe strengths and potential opportunities
of the vineyard has been conducted. Special atteias devoted to a real census of the
different genetic varieties of the Sagrantino. Amak and experiments carried out in
collaboration with the University of Milano, Deparént of Plant Physiopathology brought
Caprai to the development of a very accurate systemonitoring of the soll, including bio-
markers based systems and electronic devices at=hto specific plants. Growing varieties
were systematically compared with genetic data$as¢h in Italy, France and the US. The
collaboration with wine making experts resultedhe selection of a particular dry and fully
aromatic red wine. A new Sagrantino was born dtih@ old one.

From the commercial point of view Sagrantino foutsdway to success in a distinctive and
original strategy of penetration in important masken particular into the United States. It
must be described to Marco Caprai’s ability to lelsth close connections with the network of
the owners of top restaurants of New York and Bgvelills. The approach was based on
frequent visits, friendly talks, tasting sessiond aoselling at allfor quite a long time. The
strategy was based on renewing the visits and ngaitme. The idea was that the new brand
and the product had to go together in the ciroiiBmerican high cuisine landmarks and
appeal to the palate of affluent clients that capdead the novelty of Sagrantino as a stylish
choice.

The “pilgrimage” proved effective when - out of@mbination of genuine case and attentive

preparation- Sagrantino has been chosen as tgenkie of the wedding party of Catherine
Zeta-Jones with Michael Douglas, under the decisfdady Zeta-Jones herself.
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All the gossip press and numerous prestigious wiagazines reported the event and the
name Caprai became suddenly known worldwide.

Lessons learned

Caprai is an astonishing example of a marketiregegy directly linked to the social relations

and capacity to position the product at the digeud personal initiative of the entrepreneur
himself. It is also an example of how a certainetyd opinion forming can act as trigger to

stimulate high consumption in the luxury producasige. It is clear that the role of an

appropriately constructed opinion has been decisiviaunching the Sagrantino as a first
choice of the connoisseur and the luxury goods haser. The image of the Caprai-

Sagrantino coupling is significantly supported bg ttommunication formula of the brand

which relies on the direct tasting experience ahbexperts (wine critics and wine buyers)

and top consumers. This strategy is of coursgetad to the trade intermediaries and the
HORECA circuits (especially with sommeliers).

This is an example of the so called social networlirketing, which is an approach
fundamentally associated to highly specific infotiora circles and to the reputation of the
manufacturer by specific categories of consumeise Pperception of the distinguished
members of the social network can act as implestitnonial without any direct spending on
advertising, but investing a significant time aiffid®e into personnel networking.
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4.5. Marketing mix
45.1. Product assortment

45.1.1. Distribution of smaller quantity of wine to catering

Cross reference indicator

Relevance to the other sections

31 [ 33| 34| 35| 41] 42 43 4445 46 47

Short description of the case:

Specialised drink wholesalers ensure distributibsnealler quantity of wines to catering units
and special retailers. These bottled wines areigeovwith a special bottle closure. Generally
the airport catering services distribute on board the passengers white/red/rosé wine in
bottles of 187,5 ml 8 (piccolo bottle) for drinkimg place. The quantity applied generally in
retail for bottled wine is 750 ml. This smaller qtity of wine is very practical to be offered
for one person and the stewardesses don’t havel teifie from a large bottle for each
passenger. Concerning the wine bottle closureimhportant to mention that the screw cap is
widely used and very easy to be opened by the pgssand the crew.

Lessons learned:

The collaboration of the ultimate member of themyphain providing the product to the
final consumer with the manufacturer on designihg product attributes for the specific
needs of the consumers at the specific distributttannel can increase consumer preference,
satisfaction and consumption of the specific produc

The special volume of the bottled wine providesuecessful distribution carried out by the

catering. The wine- making companies gain bendfis this type of distribution channel
because the bottled wine served on the board casdzbas advertisement of the product.
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45.1.2. Product assortments in one pack

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

English tea packers, Swiss chocolate manufactuesrd, Spanish traditional meat product
manufacturers produce retail assortment packs @fllsqpuantities of different products in

order to introduce the product with new / differélavour into the market or making people
aware of the available choice and help consumeidetatify their preferences. It is ideal for
families who have different flavour preferencedlayse ones who like variety or keen to try
new product(s) besides their preferred ones. dt good mean to give opportunity to tourists
to taste small portions of several local traditiggraducts.

Lessons learned:

It is a simple, very cost-effective way to launaswimodified product(s) for traditional and
new products shoppers. It is a great opportunityHe traditional food manufacturers as well.

Cross-reference indicators: 43



4513. Meat products as savoury snacks

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

Nowadays shacking has become a significant constmeredt in Hungary similar to the other

European counties and it is found to be one ointhé causes of obesity. The most popular
reasons for snacking are craving something swagegusy, snacking for treat, and hunger,
showed by results of recent survey. Savoury flavewr very well preferred taste among the
average people, but it has high taste preferencengnobese people in the European
countries.

According to national survey the meat productshagély preferred mainly by obese people,
they cannot eliminate the meat products from ttieeit.

As a result of it there are several innovative sdéa convert meat products into savoury
shacks, for example thin sausage on the Hungarahkat) packed like a chocolate or muesli
bar or ice cream bar. The consumer can held itsmand, keeping the lower part covered by
the packing thus his hand will not be greasy. Thgpes of called “sausage sticks” are thin,
they can be eaten by direct biting - there is noiead for slicing in advance. Other good
examples for the convenience snacking are ham $tch the Hungarian market and/or
vacuum packed “Parma ham” rolled around grissinkstfrom Italy.

As it was already mentioned there is a significedment of obese people, who claimed that
their obesity was caused by snacking savoury fddassausage. A survey was carried out in
a hospital in Hungary specialised on treating olje=saple and teach them to change eating
habits and lifestyle to loose weight. There is ppartunity for traditional food manufacturers
to develop low calorie versions of traditional sagess particularly for these people or offer
the use of the smaller sized sausages in low ealwaditional flavoured letcho meals.

Lessons learned:

It is a good example of the widening of the prodaggortment and establishing a new design
of processed meat products. It gives opportunityttie traditional food manufacturers too to
combine accepted, preferred, traditional taste w#v innovative packaging or processing
techniques and expand their market e.g. obese @avogiat way.

Design of shape and well-designed packaging can(extda) value to the products through
helping snacking.

Further information :

* Helena — Healthy lifestyle in Europe by nutritionadolescence (EU FP6-2003-Food-2-A,
FOOD-CT-2005-007034 programjww.helenastudy.com

» Fogyokuras étrendhez éflibcka elven alkalmazhaté modularisan beallitotrgagartalmu
élelmiszeripari termékek fejlesztési rendszerénatolgozasa. (GVOP-3.1.1.-2004-05-
0352/3.0) (research report)
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45.14. Different quality grades of Port wine

Cross reference indicator

Relevance to the other sections

31 [ 32 ]33] 34[>858 41 42 48 44 46 47

Short description of the case:

At Port Wine the creation of the different qualgyades, Ruby, Tawny, Reserve, Vintage,
Late bottled Vintage etc. was very successful ihiedng differentiation and increasing
qguality image. Depending on the duration of theiragy&n oak barrels and the size of the oak
barrels and the blending of aged Port wines a laugeber of categories are distinguished.

It is typically a sweet red wine but white and dnd semi-dry exist as well.

Port wine is produced from grapes grown and prazkess the Douro region. The wine
produced is then fortified with the addition of aaBdy (distilled grape spirits), in order to
stop the fermentation, leaving residual sugar éwime and to boost the alcohol content. The
wine is then stored and aged, often in barrelsedtor caves before being bottled. Depending
on the duration of the ageing in oak barrels amdsike of the oak barrels a large number of
categories are distinguished.

Ruby port is the basic type of port wines. Thismade with a blend of red grape varieties and
once the wine has been partly fermented and fedti blended from several years. This type
should not be aged and it has a taste of berrigsseit tannins.

The Vintage Port is the highest on the quality grafl port wines. Only the best years are
declared a vintage and used for this purpose. fAth@® grapes from a single harvest are used
in a given wine e.g.: a 2000 vintage port containk/ grapes from the 2000 harvest. This
wine is aged in oak barrels and then aged in titebo

Lessons learned:

Grading a certain typical product into differentegories will improve the image of the

product and increase consumption and provide oppibie¢s to achieve premium price and
extra profit for certain quality grades.

It provides opportunity to the Port wineries tolbaleate particular type of dessert wine what
doesn’t exist anywhere in the world.

Further informationwww.portwine.com
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4515  Importance of typical national flavours/products

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

Several countries achieved international succesfatusing on one or two typical, national
products / flavours, which are identified with thational taste. Thus several types of foods
flavoured with these ones or containing these prtsdean be marketed better. Typical
examples are the Feta cheese for Greece, the aljvihe saffron, the chorizo, the Serrano
ham for Spain, the pizza flavour, the Parmigiarggrano taste for Italy, the chilli flavour for
Mexico, the goulash for Hungary etc.

Lessons learned:

The above-mentioned examples highlight the impegaof the branding of selecting a few
typical national flavours and connecting them te ththnic image of the country, the
traditional national products/flavours and neethefcollective “country” marketing.
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45.16. Wine regions

Cross reference indicator

Relevance to the other sections

31 [ 32 ] 33| 34| 41] 42 43 4k><pb. 46 47

Short description of the case:

At the wine sector several traditional wine regians identified in a country e.g.: in Hungary.
The wine regions as different geographic areas evtier grape varieties are grown determine
the main sensory properties of the wine made indifferent wineries. The microclimate
(rainfall, sunshine, etc.), the altitude of plaias, the soil are similar in a given wine region,
but there are significant differences between theewegions. By using the same grape
variety and the same wine growing and wine makaunology the wines made in different
regions have different sensory properties.

Certain wine regions are famous because of thecpkt wine making technology applied
with which wine specialities can be elaborated: &glera system at Sherry wines in Jerez de
la Frontera in Spain.

In several wine regions due to the special climghioperties and microbiological
phenomenon the grape can be picked in particudée ke in Sauternes in France or in Tokaj
in Hungary. By using this special raw material jgatar wine specialities can be made e.qg.:
“aszU” wines of “Tokaj” region in Hungary. This tgpof white dessert wine is elaborated
based on the rules of a traditional technology. dremical parameters of these wines are laid
down in a wine standard. The bottled wines frons¢hareas are jointly promoted. This also
helps to increase the consumption.

As a result of the developing wine drinking cultimeHungary, which has been supported by
the increasing number of regional wine festivalsHangary, the wine consumption has
increased/raised in the last years and the consumdemand for the diversity of many
specific preferred brands compared to a few langends appeared too. The spread of the
wine culture is strengthened by expert / peerrigstiwho developed the techniques, specified
the procedures for tasting and are organising wamgests.

Lessons learned:

The different wine regions identified at instituted level contribute to the enlargement of the
wine assortment. It is a potential success fattar the wineries use collective marketing and
promote their wines jointly e.g.: on a regional wifair or wine festival. The wine regions
build up their own particular image and they casty systematic marketing activities e.qg.:
wine competitions in the different wine regions.eTéward what the small wine cellars win
during the competition can increase the marketgiol wine and the costs of advertising can
be reduced.

The spreading wine culture requires from the retsilto establish special wine sections
separated by regions in the shops and to keepssfoui several types of wines and from
many different cellars. In that way the preferrégedsity by the consumers helps the market
access of small businesses, because retailersraggl fto fulfil consumers’ demands.

The use of the informative, smart labels attractssamers and helps them in their choices
and contributes to the market ability of the wines.

Further informationwww.wineintro.com
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45.2. Price

Cross-reference indicators:
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4.5.3. Distribution

453.1. Distribution of small quantities of several brands
through specialised wholesalers and speciality shep

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

Consumers request a broad choice of quality wemgeral types, from several years, several
brands from several regions and several coun#estail shop or a restaurant needs
relatively small quantities from one variety, buaeger number of varieties at the same time.
Specialised drink wholesalers ensure distributibsnealler quantity of wines to restaurants
and retailers.

Lessons learned:

Specialised intermediaries can provide consolidd&dyeries of several brands and product
version at a relatively low additional cost.

Cross-reference indicators: 49



4532. Help yourself selection of traditional foods offerd at
Portuguese country style restaurants

Cross reference indicator

Relevance of the other sections

31 [ 32 [>3%] 34| 35 41 42 48 44 46 47

Short description of the case:

Many visitors are keen to taste the local traddidioods. If there is a wider choice of typical
local products with appealing character visitorsystg in hotels, bed and breakfast houses
served with breakfast and having no kitchen faedi have difficulties, what to choose for
tasting from the available products. Until they &anot tasted these products it is difficult to
decide which product they shall choose first, eslgcif they are on their own and can’t
share the pre-packed food portion with others.

Portuguese country style restaurants developedtractave method to get their local products
tasted and make them available for local guestsatisaccording to their variable taste and
appetite. They offer a selection of large piec&¥(2 500 g each) of typical local traditional
cheeses and meat products in baskets and providmaden plate and knives for the guests.
All types of products within a basket have a umifoprice. The initial total weight of the
basket is measured when the selection is servesst&help themselves at their table as much
as they like and in a combination of products adicwy to their preference. The weight of the
basket provided for the table is measured at thieafrthe meal again and the payment is
calculated on the weight of the actual consumption.

As a consequence of the self-service approach @epl chose according to their taste and
also eat more from the preferred food than theygiadned in advance, and as a consequence
of snacking and chatting.

Lessons learned:

Restaurants provide a good place for making visitavare of the typical local products and
also serve the local consumers with a variety aflittonal products through shortened
distribution channel. The flexibility of choice froa selection with a uniform price removes
an emotional barrier for the consumers and inceetisewillingness to taste the whole choice
and the total consumption.
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4.5.4. Product advertising, promotion

454.1. Promotional centres for regional products

Cross reference indicator

Relevance to the other sections

32| 3334185 41 42 48 44 46 47

Short description of the case:

In the following paragraphs the promotional ceritneEast Flemish regional products — or
short “The Butchers’ Hall” — is described as onaraple out of six promotional centres for
regional products distributed over whole Flanders.

The aim of the Butchers’ Hall is to provide a plaglkere consumer can experience (taste,
smell, touch etc.) the exquisite taste of East Bhmroducts, such as appetizers, beverages,
sweets, meat and dairy products and many morédiisnway East Flemish products have a

place to be promoted in a very unique atmosphere.

This centre was established by the Economic Cowfddast Flanders (EROV) with support
of the province East Flanders in 2000. Thereby, ¥Ritst checked the acceptability and
willingness of East Flemish firms in participating the whole concept. They set as
requirement for to start that at least 25 firmsdheparticipate.

The Butchers’ Hall is located in the medieval centf Ghent (the regional capital of East
Flanders) in an originally medieval building, whigtas a roofed butchers’ hall from the
Middle Ages till 1920. Then it became a fruit arebetable market and served other more or
less similar functions until 2000. The building’katacter is unique and in particular the
charming roof has been carefully preserved. Thé dwmitains nowadays a contemporary
architectural glass construction, tables for rastaiy as well as space for presenting the East
Flemish regional products at special events (e@nptional days), a gift shop and a tourist
information corner. The offers of “The Butchers’IMaange from warm and cold dishes of
East Flanders or with East Flemish ingredientsrfanediate consumption to the sale of gift
baskets or single souvenirs. The Butchers’ Hatbipgen on 6/7 days in the daytime, but not in
the evenings. The entrance is free and there munthase obligation. It is also accessible for
wheelchair users. Next to the comprehensive inftionathe consumer can collect at the
Butchers’ Hall itself, there is a very detailed auser-friendly website constructed and
maintained (English version is in progress). Thescmner can see the offers of the souvenir
shop (e.g. gift baskets) and even buy them onknether the consumer can see the menu of
the restaurant and temporary promotions.

Producers who want to include their products inrdrege of products of the Butchers’ Hall
need to contact EROV and have to fulfil certainuiegments. These requirements are that it
must be food products and beverages produced inFEasders by a firm with less than 100
employees. Depending on the assortment alreadyabisiat the Butchers’ Hall EROV
decides whether a new product may be included brHww instance, the restaurant has 5 taps
for beers, when they are all occupied no more brgwan join for the reason of no free
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space. A producer who enters has to pay a one-iccess fee and then a monthly fee
including a share for staff expenses of the shapthe restaurant, and a certain percentage of
the monthly turnover of his product. Once in a ROV and all participating firms meet in

a general assembly, where ERQOV presents the magkstiiategy for the coming year which
is discussed and confirmed with/by the firms. Tine$ are free to make suggestions as well.

EROV is continuously working on the obtaining andimtaining of good relationships with
tourist guides, local associations and the proaingovernment.

Lessons learned:

The three strengths of this concept are the celotration, the authentic building and regional
products which are increasingly searched for byistaiand local inhabitants. The collective
marketing is a very successful tool in particular the small and family businesses in terms
of shared costs, distribution channels and consugiations. Strong networks with tourist
guides and local associations improved and is istiiroving the publicity of the Butchers’
Hall.

Further information : http://www.grootvleeshuis.be
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4542  House of Hungarian Wines

Cross reference indicator

Relevance of the other sections

31 [ 32| 338485 41 42 48 44 46 47

Short description of the case:

The aim of the House of Hungarian Wine is to creat@areness of the Hungarian wine
culture, to educate the consumers and to promaectmsumption of Hungarian quality
wines. It was established by the National Countone Communities together with other
civil organisations. It is located in one of theshfrequented touristic area in Budapest, in the
Royal Castle. There is a wine-tasting cellar, wheseh of the 22 historic wine-regions of
Hungary is represented in a separate exhibitioa. arbere are approximately 700 different
Hungarian wines and sparkling wines presentedtyfpks of wines on show can be purchased
on site. For each wine district and wine type atstlescription of the main characteristics and
history of the wine region and the wine types withir specific nature is provided in several
languages.

There are open bottles, at least 2-3 from eaclomefgir free tasting. Visitors pay an entrance
fee (cca 15 EUR in 2008), get a glass, a pack wisg snacks and a basket. As they walk
around they can taste all of the open bottlese@dt|50 types) and put some bottles into their
basket if they like that wine. At the end they qaay for the bottles of wines, what they
purchased, but it is not expected that they buythamg. It is a unique opportunity to taste
several types, “benchmark” them, and chose thokehmare mostly preferred by the visitors.

Guided tours with trained cellar masters are alalable. Other activities include seated

wine-tasting accomplished with a presentation, sesiron wine tasting and on gastronomy
with optional examinations, conferences, wine cditipas, and wine auctions. Regular

events include wine-tasting of the month, wine clewents for connoisseurs, for VIPs, for

wine and art.

At the “wine-tasting of the month” every time afdiient wine district is presented through 8-
10 wines by an invited speaker. The members oMirewine club get an exclusive wine
tresor in the cellar, where their name is preseniddt they can use for marketing purposes
for their important clients. The reception halltbé house can be hired for conferences, wine
presentations, sales events, press conferenceéd/iete.accessories and specialised books are
offered for sale. Wine-tours to the wine growingioms are also organised. The programmes
are offered for travel agents and companies.

Lessons learned:

Collective marketing provides increased marketimgparstunities for each participant at
shared costs, even if the individual products aesgnted in a balanced way. Tourism, culture
and traditional foods can be connected. On-sitessabn create consumer’s interest and
loyalty.

Further information : www.magyarborokhaza.hu
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4543. Showing of history of Port wine/Guinness beer in a
cellar / breweries or Scottish whisky distillers

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

In Porto all famous wine cellars have a showroons@omn, where the history of the Port
Wine and that of the cellar is explained and samfibe tasting are provided. An important
element of the attractiveness is the well-presestedy of the product and the company.
Products can be purchased on site. The same cascamplied at the Guinness Breweries in
Dublin and by several Scottish whisky distillers.

Lessons learned:

It is a good example for promotion and local sdlthe traditional products. To increase a
reputation of these products these cellars, breseeitc. are indicated as tourists’ attraction.
The demonstration of tradition, the presentationtted way how the product was made
traditionally increasing consumers’ trust and loyab the brand and contributes the image of
speciality.
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45.44.  Showroom for advertising traditional products

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

In Scotland, Baxters a manufacturer of traditiojeahs, preserves, pasteurized fruit and
vegetable products operates a showroom, whereetredapment of the company is explained
from the first hand made recipes till the largdes@roduction, the image of the place, the role
of the specific skills, necessary to promote premiquality products and the history is
stressed, and visitors are trained for the usbeptoducts. Premium packs, selections can be
purchased on site.

Lessons learned:

By using the advertisement of the traditional pidwn-site and during the show a large
guantity of the products can be sold directly te tonsumers. The demonstration of the
tradition, the presentation of the specific casmy lthe products are manufactured and how
the ingredients are selected increase consumest’dnd loyalty to the brand and contribute
to the image of premium, specific quality. The sheva good tool for increasing consumer
awareness.

Further information: www.baxters.com
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4545  Seminars about use of olive oil

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

Spanish Food Federation organises small workslmpsskrs and consumers about the use of
olive oil, teach proper techniques of olive oiltiag. During the seminar and tasting the
specific properties of the different product typesl different quality grades are explained.

Lessons learned:

This kind of marketing technique helps to increasesumers’ awareness. The improved
tasting skills and better understanding the usthefproduct increase the frequency and the
guantity of consumption and motivate consumersotik Ifor several versions of the same
product. The implementation of such techniques mmigh useful all types of specific
traditional products.
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4546.  Whisky trail

Cross reference indicator

Relevance to the other sections

32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

A technique for collective promotion of Scottish ity products is the whisky trail. This
means a recommended route for a roundtrip, visisegeral distilleries consecutively,
learning and tasting their products, understandimegr differences and the art and culture
associated to whisky production.

The history of the distillery the local whisky magi process is explained at several Scottish
distilleries. Selections, special premium packesalart articles can be purchased on site after
a free tasting.

A similar concept was started in North-East Hungtmy, “Plum-trail” or “Wine-trail” in
different wine regions in Hungary.

Lessons learned:

Collective marketing is a very useful tool for simahd family businesses to share their
marketing and distribution costs and increase tbesamption locally and expand the
acknowledgment of the products in other regionsval. The tourism helps to achieve the
above-mentioned goals. It is a good example howtdbhasm, culture and traditional foods
can strength each other.
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45.47. Upgrading of the product to gift for special occa®n(s)

Cross reference indicator

Relevance to the other sections

31 [ 32| 33| 34| 35 41 42 48 44 46 47

Short description of the case:

In several cases the upgrading of the product angpecial gift by an exclusive, expensive
packaging for a special occasion was very successhs for drinks in wooden boxes, a
selection of different types of salt in smart caméas, chocolate in smart metal boxes or in
boots for Santa Nicolas day (In several counttigs, in Hungary, before Christmas on 6th
December Santa Nicolas day is celebrated whenhheren got chocolate in their cleaned
boots from Santa Nicolas, so chocolates in decttadets are symbolising this traditions.)

Lessons learned:

The above-mentioned examples show great opporsritow the new design can give extra
marketing opportunity for product and increasedale volume. It is also great chance for the
food manufacturers producing mass products, elitosadd extra value to their products.
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4548  Gambero Rosso TV

Cross reference indicator

Relevance to the other sections

31 |32 [33]| 34| 35| 41] 42 43>44 4B 4|7

Short description of the case:
Thematic satellite television channel devoted tesine. Largely embracing tradition food
recipes as well as ethnic and nouvelle cuisinecttamnel is a 24 hours channel available in
Southern Europe to millions of viewers.
It is currently included in paid television setsabfannels, but it is produced by the Italian
public television RAI. It has drawn on Gambero Ro$sovement” which comprehends:

* aguide to top and middle-level restaurants (simo some extent to Michelin Guide);

» two specialized fashionable points of sdla titta del Gustbin Rome and Neaples.

* agastronomic school for cooks

e an Internet site with social networking facilgie

The TV channel spreads the Italian gastronomiattcedboth in Italy and abroad. Presently,
however, it is only in Italian language (differgnftom Cuisine programs at Arirang TV from
South Korea that are in English).

Both the TV channel and the other resources ofrti@vement” include the possibility — for
traditional food manufacturers and HORECA - of atiseng, co-marketing, sponsoring of
events, etc.

Lessons learned:

General (non thematic) TV channels were — and atdl— the most widely viewed television

channels, with such a large audience that advegtisi it is completely out of reach for most

traditional food producers. However, the new treawlard satellite and web TV multiplies the

number of channels, which are getting more themaiith gastronomic programs being more
and more present.

This is a huge opportunity to teach the interegpedtlic how to cook and appreciate

traditional food.

Traditional food producers are more likely to béeab afford now the use of TV channels as
a part of their marketing mix.

At the same time, a multiple platform to spreadilsimand convergent messages is arising
coupling old and new media.

Further information : http://www.gamberorosso.it/portale/televisione/h page
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4549. Feature restaurants as marketing tools “Al pesce
azzurro” and “Scimitar” for traditional products

Cross reference indicator

Relevance to the other sections

31 |32 (33| 34| 35| 41 42 43 44 4B 47

Short description of the case

Comarpescais a relatively small Cooperative of fishermeniatin the waters of the
Adriatic sea facing the sea town of Fano in the i®&edvlarche. The company has been
operating for 70 years experiencing all the seasbtise economic cycle. In recent years the
company has faced, like almost all the small coajper companies, a drastic reduction of the
margins due both regulatory and economic consgdimtthe fishing activities within the EU.

Comarpesca has reacted with a double qualificadioits offer. First the cooperative has
invested into common facilities for its membershnatdouble innovation:

» realization of common freezing and storage “chasib&nd a modern “ice factory”;
» availability of common facilities for water and @upply at the port accessible to the
members of the cooperative through dedicatedrelaictkeys.

This strategy has allowed the optimisation of ikhihg effort by reducing the extra costs for
members. Secondly the cooperative has created igmificant “on the spot” commercial
initiatives:

» the creation of a self service like restaurantvkmas “Al pesce azzurro” side by side
with the pier where the ships full of fish arridaily;

* the recent acquisition of a former military Britigassel of the 40s to house a “floating
restaurant” (the Scimitar) anchored in the portamo.

Al Pesce Azzurro is in particular a success caséowf cost self-service type restaurant
located in a simple but cosy place in the harboea,ain full contact with the atmosphere of
the fish download pier. The key factor resides freah and appealing product named indeed
“pesce azzurro” (blue fish) representing the sedfiat was part of the ordinary diet of sea
people living at the coast of the Adriatic. The Spe azurro” is a product, which taste and
nutritional features have been recently rediscayared recommended by experts also for its
positive nutritional value as seafood. The sel¥ise formula is very informal and attractive
both for the lunch pause of local workers and &saourists.

Scimitar represents an additional commercial diderthe Gourmet in search of genuine sea
food in an exclusive décor; the floating restaurduais been renovated and different
environments have been created aboard to capteitagste of different restaurant goers. High
quality recipes, impeccable service and friendinmagphere are the requisites to allow a
premium price for the Scimitar.
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Lessons learned

Comarpesca is a good example of a repositionirtgaditional fishing activities, with all the
problems faced by this sector, based upon a cayplinnnovations (the investments in the
common resources for the cooperative members) amdinaovative and aggressive
commercial policy.

The core of the strategy resides in having beer #&blconnect the experience of eating
seafood to the vicinity to the daily fishing opévas. Fano is also a touristic port with
numerous visitors in the summer seasons. Al Pegezerfo offers seafood fished only hours
before cooking at the fantastic price of 10 Eurtbsnaluded for lunchtime. It accounts for
almost 2000 visitors daily and approximately 800.Qsitors in the whole of the Summer
season. Scimitar is a more exclusive restaurasiaedesigned to attract the tourists and the
gourmands at night time.

Both initiatives have also been a way to make #sxe azzurro seafood variety more known
to the public. A relatively modest seafood spetias so been revived and inserted in the
commercial arena with specific pricing policies. fdover the success of “Al Pesce Azzurro”
has constituted an example for the creation oaachising type chain of similar Restaurants
in the Adriatic coast and central Italy. The projecadvanced and has already captured the
interest of a Bank available to consider finandimg launch.

Further information : WWW.pesceazzurro.com
WWWw.Scimitar.it

Cross-reference indicators: 61



4.6. Marketing budget

Cross-reference indicators:
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4.7. Marketing evaluation

Cross-reference indicators:
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5. Glossary

Bottlenecks Bottlenecks are deficiencies or insufficienciéscking the effective use of
external and internal resources of a member opplgwchain of traditional food products for
improving market access and marketability of tipeaducts and the generation, uptake and
introduction of innovations to upgrade these.

SME: Small and medium size enterprise

Success factarSuccess factors are facilities or abilities, sssBmulating the effective use

of external and internal resources of a membersofpply chain of traditional food products
for improving market access and marketability @itlproducts and the generation, uptake
and introduction of innovation to upgrade these.

Supply chain managementthe management of multiple relationship focusonmy
harmonising the use of competencies, resourcesaabilities along the entire food chain
(instead of focusing on the individual steps) tbveée enhanced customer service and
economic value through improving trust and collabion between supply chain partner.

Traditional food:
1. PRODUCTION: the key steps of the production ningst
- Local: national/regional/local
2. AUTHENTIC: the product has to fulfil at leasteoaf the following steps
- Authentic recipe (mix of ingredients)
- Authentic origin of raw materiair
- Authentic production process
3. COMMERCIALLY AVAILABLE: for the public for at least 50 years (= 1950 and
before) in stores and restaurants
4. GASTRONOMIC HERITAGE: the product must have@gtwhich can be written
down in 2-3 pages
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Annex |.

Best 20 firms coming form benchmark questionnaire on marketing management capabilities

score
Country Sector

Information Objectives  Organisation Evaluation Development Total

1 ltaly wine 9,7 10,0 10,0 10,0 10,0 9,9
2 Spain prepared fish 9,0 10,0 10,0 10,0 10,0 9,7
3 ltaly wine 10,0 9,5 10,0 9,3 9,3 9,7
4 Spain wine 10,0 9,5 9,3 10,0 9,3 9,7
5 Spain preserved fruit 10,0 10,0 10,0 9,3 6,0 9,4
6 Spain canned food 8,0 10,0 10,0 10,0 9,3 9,4
7 Spain bakery 10,0 9,5 10,0 9,3 6,7 9,3
8 Hungary prepared meat 9,0 8,5 9,3 10,0 8,7 9,0
9 ltaly wine 10,0 8,5 9,3 8,0 8,7 9,0
10 ltaly wine 9,3 9,0 8,0 9,3 8,7 9,0
11 ltaly prepared meat 9,3 9,3 9,3 7,3 8,7 9,0
12 Belgium beer 9,3 9,5 6,7 8,7 8,7 8,9
13 ltaly confectionery 9,7 8,8 9,3 6,7 9,3 8,9
14 ltaly wine 8,7 9,5 8,7 8,7 8,0 8,9
15 ltaly confectionery 8,3 8,8 8,7 10,0 9,3 8,9
16 Spain oil 10,0 7.8 10,0 10,0 7,3 8,9
17 Spain beverages 9,3 8,8 9,3 9,3 7,3 8,9
18 ltaly wine 8,0 9,5 10,0 8,7 7,3 8,8
19 Hungary vegetables 5,7 9,5 10,0 10,0 10,0 8,7
20 ltaly spirits 8,7 9,0 9,3 7,3 8,7 8,7
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