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l. Introduction

This report is part of subtask 5.4 and presentsréBalts of the Belgian, Hungarian and Italian
brainstorm sessions. By means of these brainstgrisaéssions input was collected for the devel-
opment of innovative distribution strategies faaditional food products (TFPs). During the ses-
sions innovative ideas in relation to distributioihnTFPs were obtained from the point of view of
the traditional food manufacturers and other stalddrs of the food sector.

For this task not the whole supply chain but orig distribution chain is considered. After a
product is manufactured the manufacturers shalligeothe warehousing or shipping of the product
to the next member in the supply chain typicaltjisdributor, retailer or consumer.

Generally the distribution chain consists of thedananufacturers, intermediaries (whole- salers,
retailers) and the consumer. Depending on thenmgdiaries long chain and short chains are distin-
guished (see Fig. 1). The direct sale is the sti@in, with no intermediaries where the food manu-
facturers sell their own products directly to tlmsumers, and when many intermediaries are in-
volved into the distribution then it is the longaat.

Hence, in this report three stages are includedardistribution chain: the manufacturer, intermedi
aries of distribution, and the consumers. Interees consist of wholesalers, retailers, distritajto
and sales agents.

Distribution Chain

Directseling ——p

Manu- | | 1intermediary ———» Consumers
facturers

— | 2 intermediarie g

| >2Intermediaries [P

Fig. 1: The distribution chain

In order to frame the output of the brainstorm messthe focus will be on following issues:
* Supply chain management
» Marketing management
* Innovation

These three issues are specifically investigatgdroeng their contribution to:
* Distribution
» Added value
» Convenience
 Labelling
of traditional food supply chains.

Within WP5 of the TRUEFOOD project five product &gin three different countries are chosen as
case-studies. These are traditional cheese andrb8etgium, traditional cheese and ham in lItaly,
and traditional sausages and white paprika in Hyngehese product types were chosen due to
their representativeness in the respective couRuisthermore, they were chosen in order to com-
pare more and less successful sectors, learningbest practices and emerging problems.



Il. Background

Distribution is in fact a major structural factorthe determination of success (respectively, f@jlu

of any product with food and beverages productsimgako exception to this. Moreover, in the
food sector, the distributive component is crugiaso that foodstuffs is increasingly a commaodity
like product, whose capacity to reach the market i@ consumers depend strategically on the
choices of the Modern Distribution System. FoodAlestern and Eastern Europe alike is increas-
ingly channelled to the consumers through largdsmato and around the urban areas. Even rural
and peripheral areas are increasingly in touch withlarge supermarket model through ad hoc
chains specifically designed for the areas outtiéeurban grid. Thousands of consumers do their
shopping choices in a limited amount of time, aedwained time during the week in a physical and
emotional context, the large Supermarket and/opging mall, where the lay out and the “visual
story “ conveyed by the distribution managers ieficed strongly the attention and the orientation
of the purchasers. The large supermarket becomasptace specialised in the purchasing experi-
ence. Given the priority of foods purchases inaherage shopping time, it is obvious that, attleas
potentially, the weekly hour spent at the shopptage is almost fused with the environment and
constraints decided by a distribution manager.

In relation to the food shopping experience it elinown that more or less in all Europe there is
an important dimension of shopping for foods whighthe exact opposite of the visit to a super-
market. Consumers know very well the limits of e distribution “cathedrals”. Food is after all
part of the pleasures of life and, as such, itrisngly associated with images, perceptions and ex-
periences (true or dreamed of) linking the conssméth taste, family links, childhood, affections
and memories. Food is part of the cultural hiswirynankind and also of the evolution of individ-
ual biographies. In this sense it is largely un@derdable that the process of sorting foodstuffs,
choosing of it and selection of varieties represenstrong motive for channelling consumers to-
ward alternative distribution structures, at leastasionally if not always. The demands of today’s
practical life are frequently in disfavour of ategtive investigation for our own food supplierist
obvious that only in a limited case the consumerazil himself to look for the special purchasing
experience (at the farm, at the speciality shoghatorganic food manufacturer at the niche high
quality food chain). The cost of deciding the basbice where to shop can be relatively high. For
this obvious reason the large distribution represiem major and sometimes only purchasing chan-
nel for the average household. But it is clear titaer alternative distribution occasions fight for
conguering and confirming an increasing numberooflsamers fed up with the excessive standardi-
sation and absence of side experiences typicaleosupermarket shopping.

It is within this context that WP5 has devoted dipalar activity to the exploration of the workisg

of the distribution side of the food supply chamnarder to better understand how this fundamental
aspect of the commercialisation process of foodlificmal products can be influenced and modi-
fied by appropriate strategic actions that canltdémneficial to the success of these products.



lll. BELGIUM

Small and medium sized food manufactures (SMEg)anticular those of traditional food products,
are not always capable to supply to large distidlbuchannels, due to their small scale production.
Furthermore, managing the distribution chain i®latively complex task, many of the arguments
about distribution chains revolve around cost. Thst effective distribution of traditional products
is more difficult than the conventional ones duettte lower quantity manufactured by the mi-
cro/small and medium sized companies having lowarketing budget. SMEs have to take into
account the trade-off between the costs of usirtgrnmediaries in order to achieve wider
distribution. Often, the small company has no alérve but to use intermediaries, often several
layers of them, while on the other hand large camgsado have the choice to use intermediaries or
not. Moreover, SMEs often do not see the advanthgetermediaries for increasing their market
share through improved publicity of their traditgdfood product beyond the regional boarders.
Hence, these SMEs need to search for successéuhaiitve distribution strategies. One strategy
could be to choose alternative channels for selinggtraditional food products, such as farm sell-
ing, grocery stores and specialty shops. Anotherrative in order to improve economies of scale
is to form co-operatives or other forms of networkaking into consideration these facts it is nec-
essary to find innovative distribution strategiesl aew alternatives to improve the effectiveness of
the distribution of traditional products.

1. Methodology

1.1. Sample description

In Belgium two product types are investigated tiiadal beer and traditional cheese.

Group | Country Sector Participants No. of the total participants
. 1 Brewery
1 Belgium Beer 4 Stakeholders >
. . 2 Cheese dairies
2 Belgium Dairy 3 Stakeholders S

The low number of participants appeared due tonastite canceling and nonattendance of partici-
pants.

1.2. Guide for brainstorming sessions

In this chapter the guide for the Belgian brainsiiog sessions is presented, based on the input of
the Belgian brainstorming chairman. The sessiok t@df a day (5 hours), in order to enable crea-
tive sessions.

2.2.1 Introduction
(by the hosting organization)
+ Welcoming and presentation of the participants
+ Clarification of objective of the session
+« Explanation of reason for this type of session
% Presentation of infrastructure: start and end s$is@, breaks, facilities etc.



2.2.2 Briefing

(by the hosting organization)
% Problem AS GIVEN by hosting organization
+ Framing the topic
% Setting the aim of the session
» Documenting the needs
» “Stimulate their appetite” (Getting them in the ndpo
+ Questions and answers
s Concrete setting of task by the hosting organimatsharp, clear, unambiguous,
well-prepared

2.2.3 Presentation Creativity and Creation

(by the professional moderator)
% Short presentation around creativity and creation
+ Create an attitude, which stimulates broad and-opeded thinking
% Warming-up
+« Explanation of rules and achieving acceptanceahtfrom the participants

2.2.4 Question finding

(by the professional moderator)
s Problem AS UNDERSTOOD by participants
+ Consensus on aim/objective (1 concrete single targe
% Questioning: divergent, provocative, from differangles
++ Convergent to one concrete single target
% Consensus

2.2.5 Criteria

(by the professional moderator)
+ Facultative
% Explaining the criteria for what is a good solutemd when is it reached
+« Before or after the idea finding phase, wheneveessary

2.2.6 ldea Finding

(by the professional moderator)
% Generation of ideas
» Broad, wide thinking
» Quantity is more important than quality
» Pay attention to the rules
» Participants call out their ideas, moderator writesm down on flipchart + numbering
% ldea selection
» Attractive
» Feasible

2.2.7 Idea development

(by the professional moderator)
+« In smaller groups



+ Elaboration of ideas into a first draft concept
» From the idea to 1st draft concept
+» First evaluation
» Strong points
» Obstacles
» Remaining questions

2.2.8 ldea presentation
(by the professional moderator)
+ Presentation by each small group
% Plenary:
» Discussion
» Completion/ round up of ideas
» Nobody is made responsible for good/bad ideas,mgsbould “feel” the idea, not judge it

2.2.9 Closing

(by the hosting organization)
% Next actions: Who, What, When, Where, Why
+« Ownership of results
% Thank you

2. Results
2.1. Brainstorm session - BEER

2.1.1. Problem as given

What innovative distribution strategies could hehuditional food producers to better market their
products, more particularly regarding cooperatiothie chain?

2.1.2. Problem as understood
How can traditional regional products be brougbsel to the “consumer” (also customer)?

How can we improve the cooperation among small bres to achieve a more efficient distribu-
tion?

How can brewers efficiently cooperate to reach ¢basumer on large scale (different kind of
shops, geographical, HORECA)?

2.1.3. ldea finding

Installing links specialized in distribution

Advancing regional labels by increased cooperation among producers
Join/link to large breweries

Beer vending machine (such as for bread)

Stand with regional products in supermarket

Organizing tasting evenings

oA WNE



7. Teach the teacher about the many different kinds of beers in Belgidheir specialty etc.,
including knowledge about it in the curriculum

8. Differentiate in the producet rare vs. approachable

9. Bed & Beer beer tasting incl. story about beer and regionamatnight stay

10. One-stop-shops where different regional/traditional specialties assembled at one shop

11. Selling all products of one producer at one@la

12. Doing campaign= e.g. towards domestic caterers

13. Image campaigns

14. Accentuate the pleasure of beer speciaties counter trend of binge drinking

15. Focus op target consumer

16. Linking beer and health aspeetdike as with wine

17. “Killing” prejudices about beer

18. Selling large bottles at restaurart®.g. 0.75 liter, like they offer wine

19. Educating the consumer

20. Linking beer and leisure activities

21. Creating a sort of Trojan horse for beer tadprt closer to the consumer/customer

22. Creating a French paradox for beenow more red wine and less white wine is drunlcase
of beer: more specialties and less lager beers

23. Presenting beer in other glasse$romote beers as aperitif/appetizer — changingepéon
of consumers

24. “Our beers are better than foreign beers” creating consumer’s proudness of re-
gional/national products

25. Increase chauvinism of Belgian consunwer8elgian consumers are mainly “snobs”, means
everything from abroad is better than own products

26. Start up an own shop

27. Take over pubs/bars

28. Take advantage of the menu cards of pubs/Aafsr informing the consumers, it's a place
where they have time to read, also for promoti@uaposes

29. Link food and beer promoting meals traditionally going together wilcertain beer spe-
cialty

30. Rediscover the charm of beer

31. Taste education of the consumer to apprediatelifferent special characters of different tra-
ditional beers

32. Little games where the consumers indicate fbreiference related to different kind of tastes,
ending up with a certain beer matching their periees= can lead to conversations (e.g. at
the pub/bar)

33. Selling of beer via the internet

34. Setting up a questionnaire (for the waiterexplore the consumers preferences to suggest
them a specific beer matching their preferences

35. Encouraging the consumer of the “adventureeW] tastes™ to create surprise, demystify-
ing the risk of trying new beers

(36-39: Brainstorming starting from a spray can)

36. Beer spray to prepare sauce

37. Beer foam® for experimental kitchen

38. Beer perfume

39. Beer graffiti> developing slogans and spreading them (like diaffi

40. Ecological drinking> packaging, content, distance, etc.

41. Convenience> screw top instead crown cap

42. Beer with vitamin additives

43. Beer mix

44. Slow beer like Slow Food



45. Vacation beer

46. Beer for after physical exertion

47. Apple beer

48. Regional festivals

49. Beer cocktai> of two beers or with beer as ingredient

50. Maintaining and recovering varieties and hggte back to tradition

51. Exploring the ecological footprint of tradit@hregional beer

52. Beer as family drink> table beer such as table wine

53. Let brew own beer

54. “One beer a day keeps..=* creating good slogans

55. Two in one> the bottle is/becomes the glass

56. Stressing that there are no additives in beer

57. Brewing beer for several applicatiors good for being drunken, good for cooking/use in
meals

58. Tasting of regional beers in pub/bar and sglivem there as well (take away)

59. Shortening distance between logistic lirk$ring the customers and suppliers closer to each
other

60. Change packaging to allow easier transport ikl or on foot

61. Tourist tours along several breweries

62. Linking beer and relaxation sauna, wellness center

63. Promoting maturation in wooden barrels of dpetiaditional beers> like for whiskey

64. Widening the artisan character of a breweryhto distribution= typical transport wagons,
creating a picture and recognizability

65. Artisan brewingND professional supply/logistic

66. Diversity of beers> several beers in one package

67. Joint distribution of several producersl truck collects and delivers

68. Joint distribution with producers of other puots = e.g. with fruit and vegetable farmers,
who sell a fruit and vegetable basket, sometimas &ith dairy products

69. Beer for youth-bars

70. Centralizing distribution/pick up points attgias

71. Creating a “beer tram” (at the Belgian coagery longest tram line exists} travelers (tour-
ists, locals etc.) can taste in the tram, trantsg delivering

72. Festivals where products are sold beforehadgarked up at the festival + tastings at the fes-
tival and selling

2.1.4. Idea development

Idea 1 — ‘Variety’ of beer

Attractiveness
« Many possible ways of applications of beer: cookiragation, sport, health, cocktails etc.
- Different target groups are to be differentiated
« These groups are easy to reach and to inform ¥iereint channels: literature, regional cor-
ners, supermarkets etc.

Obstacles
- Beer and Health are not allowed to be communicitgether because of the alcohol content
+ Old-fashioned image> but contains also a great potential for creatimgwa image around it

Unknown — needs to be investigated
« How can the regional character be involved in th@gaigns?



Problem with finding a good terminology (in Freniths ‘savorer’ — something like gour-
met’, such a word seems not existing for beer tasting)

Idea 2 — Grouping of different beer types
Attractiveness

Bring together beers from one region or of the s&me in order to provide convenient
search-and-find options

For searching the internet is a medium providingdysearch function and it is also possible to
order via the internet, or provide other contat¢adar ordering

Another medium are specialty shops or ‘regionahews’ in supermarkets

Information on the products could also be providadhe menu cards of pubs and restaurants
In this way the consumer can search on his conmeajeat the time he wants and as long he
wants

When the consumer makes good experiereword-to-mouth advertising will work as a
good promotion for beer types or beers themselves

Pick up points could be for instance the HORECAm&ll shops, even home delivery is pos-
sible

Obstacles

Many beers lost their identity during the last deta due to fusions/take-over of smaller
breweries with larger breweries

Too many rules of the agency for regional labels

No real useful investments, rather focus on comjgangiue than on the authenticity of the
product

The ‘snobbism’ of the Belgian consumer (low proudpsoducts from own region/country)

Unknown — needs to be investigated

How can regionalization become a stronger trend?
Could more publicity, promotion (e.g. of the st@yound the beer) and information be pro-
vided via cultural organizations?

Idea 3 — Internet + Elderly + Game
Attractiveness

Elderly discover more and more the internet, theyehtime to enjoy and money to spend (for
buying the beers afterwards)

Responding to curiosity of the human being

Its reliable

There can be different kind of games: a) Quiz altbatknowledge of beer with the aim to

verify, surprise, amaze and to have fun; b) Quizsy about taste, mouthfeel, perception etc.
to find out which beer fits best to you; c¢) Quizo Hou know 10 regional traditional beers?
With the result of a score, subsequently you cdnrgermation about the specialty, the use
etc. of the regional beer

Its also possible that the games are providedeaHDRECA to the guests during their leisure
activities or after exertion

Obstacles

Conservatism of the main part of the elderly

Unknown — needs to be investigated

Are the elderly interested in such kind of games?
How to increase the internet use of the elderly?



2.2. Brainstorm session - CHEESE

2.2.1. Problem as given

What innovative distribution strategies could hehuditional food producers to better market their
products, more particularly regarding cooperatiothie chain?

2.2.2. Problem as understood

How can we find new sales channels for cheese wmtdalucts without getting stuck with produc-
tion specifications sheets, without spending toa@imiime to the finding process, and still maintain-
ing the traditional character of the product?

How can we develop traditional and innovative disition possibilities for small-scale production
units within the cheese sector?

What can we do to bring the product from the preduo the consumer in a structured and consis-
tent way (e.g. continuous production)?

2.2.3. ldea finding

Convenience for the consumer

Cheese vending machine (like as for bread)

Tourist route

“Nature trail” but along cheese dairies

Cookery-class with farm products (incl. cheesdpste experience

Guided tour on the plart experiencing different aspects of the productioytess etc.

Public provision of services — advice to smiathg

Distribution via milk collectiors “hitchhiking”

Distribution via hawker

10. Distribution among the dairy group

11. Cooperation among producers of similar products

12. Cooperation among producers of different prtglee e.g. with producers of vegetables and
fruit

13. Standardization at smaller producerproduct — process, market — sales

14. Unravel production process Production at place 1, Maturation at place 2, etc.

15. Aiming for one popular product (cash cow) whoehls the other products with it

16. Internet applications promotions, sales, pick up points, etc.

17. Campaigns at large comparsedasting and selling for the employees

18. Cooperation with bakeries and/or beer tradets link the respectively two products and sell-
ing them at one point (in the bakery or the beep¥h

19. Internet for B2B= producers network: balancing shortages in raw nads$e helping each
other out, step into good/better cooperation

20. TV programe like in Great Britain: a cook who travels aroundlaooks meals with the re-
gional products and provides the recipe afterwards

21. Publications in journaks within the sector/region, but also national amfel-éityle magazines

22. Cooking schools> encourage them to use regional/traditional praglurctheir curriculum

23. Local authorities should be prouder of theaegl/traditional products> e.g. offering them at
their receptions

24. Promotion centers local, province

25. Farmer’s shops like farmer’s markets but with fixed place

26. Bed and breakfast

©CoNoOoO~wWNE
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27. Package with all ingredients necessary forgmeg a traditional meab with the traditional
cheese

28. Protectior® European, national, or regional labels

29. Tasting

30. Surprising the consumer e.g. offering product at unusual/unexpected place

31. Gift-wrapping with different traditional prodisc

32. Informing the consumer about the prodetotreation of an image

33. Gift voucher> e.g. for cookery-class or weekend on a farm etc.

34. Ready-to-eat products for the consumesn basis of traditional cheese

35. organizing cheese-and-beer-evenmgsuch as cheese-and-wine occasions

36. Website oBelgische kazen = make it more public

37. Promise exclusivity to the consumer/customer

38. Producer profiles himself as exclusive

39. Couleur locale = link traditional product with: folk music, Flemisild games, Flemish paint-
ers/paintings

40. Couleur locale = on local level

41. Creating shock effect in relation to cheese

42. Body painting

43. Gourmet tours

44. Setting up risk-capital funds to generate financial resources for the small pceds

45. Cooperation with research projeetsto generate opportunities of financial resour@esigs
for the small producers

46. Aid from governmental institutiors to generate financial resources for the small pceds

47. Offering public accessible facilities for ceémtateps in the production and research process

48. Increasing the cooperation between produseautting money in the common cash box for
financing sales, purchasing, research, promotidapted to the needs of certain groups within
the co-operative

49. Exchanging free products for promotiene.g. promotion actions via radio — win-win: radio
station can interact with their public, producetsgaublicity

50. What do NoT know?= learning about the aspects which are weak or hagle.g. producer
knows how to make cheese, but not really have prneurial skills, therefore calling upon
services> overcoming the barriers for calling services upmgstifying the services

51. Organizing forums> receptions, exchange facilities for networking etc

52. Stimulating word-of-mouth advertising

53. Installing “signposts’® results of scientific studies, organizing natiochkese day or at
school

54. Create an event around the cheese

55. Cheese gift> one family per week and spot

56. Reconstruct the history of the traditional deee

57. Cheese-ca> unique, recognizable on first sight

58. Label(s)

59. Long term view~collecting good examples and spread/publish them

60. Consumer satisfaction leading to valuable wafrdiouth advertising

61. Anticipating on consumer needs

62. Learn to formulate objectives

63. Set up of lobby group — on European levehgainst the tight regulations

64. Simplification of administratios> coming up with own suggestions to a certain adsiriai
tive problem

65. Promoting the positive effects of local produet ecological footprint

66. Organizing farmer’s markets — jointly, coopemiand professional

67. Local lobbying

11



2.2.4. ldea development

Idea 1 Local lobby for more regional loyalty

Attractiveness

« Publicity/ lobby via of regional newspapers, opeys] participation at the cultural council,
participation at producer and retailer associati@thools, associations/clubs, sponsors to-
gether with milk trading (gifts, give-away, tombptaster, cooking sessions, receptions etc.)

« Target group is anchored in the regenthey know the region, its habits and its problems,
thus they can counteract rumors and false infoonati

« Time and financially efficient

+ Rapid feedback

» Stakeholders can work together on it

Obstacles
+ Get together the people and achieve common agréemen
« Lack of time to start such initiative up
« Giving up too fast
+ Leader who can motivate the other stakeholders

Unknown — needs to be investigated
« What will it cost?
« How does it need to be structured?
« Will it be a reliable initiative?

Idea 2 — Proud of the community

Attractiveness
« Win-win situation for local economy (trade, tourisgtc.) and improving image of the com-
munity (municipality)
« Community is the best level for local production
« It's also the best level to start from for expansud the publicity of the traditional food prod-
uct

Obstacles
« Continuity — only 4 years of legislation period.toaybe possible to link it to the cultural or
agricultural council
« Such issues are not part of the policy of the mpality
«  Commitment of other sectors is necessary for Suetde success
« Public expenditures
« Competition of retail
+ Necessity of a certain amount and availability famization at local level

Unknown — needs to be investigated

+ Links to other institutions of the community, suahschools, youth associations etc.
« Existence of associations of people, who identifyhwihe community or the region

Idea 3 — Local promotion
Attractiveness
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« Promotion of the local production including alspests such as small ecological footprint due
to short ways

« Local cooperation, for instance with a common stahthe farmers market of two or more
products from the same region

« Local promotion also organized by tourist centerd the lay judge of culture

Obstacles
+ Time and money mainly a problem for the small aridan producers

Unknown — needs to be investigated
+ Is there any external person (e.g. a member oftin@cipality) who can spend time or some-
body who is not too expensive in terms of laboit2os
+ Can the ‘chauvinism’ of the people of the localeabe improved? If yes how?

3. Conclusions

The conclusions are divided into four parts, déseg first the potential of the ideas, described by
the respondents, followed by a list of strategresnfideas which were not elaborated. Furthermore,
a short statement is given related to country $ipeand general aspects of the ideas for innovative
distribution strategies. Finally, recommendatiors suggested for the selection of innovative dis-
tribution strategies.

The respondents from the beer and cheese sectatynedaborated ideas for improving the local
promotion and distribution of the traditional fopdoducts. According to the framework presented
in the introduction they can be classified under tlvo main headings supply chain management
and marketing management.

Summarized following strategies can be extractechfthe elaborated ideas:

« Supply chain management
» Cooperation with cultural organizations for pulicipromotion, information of/about re-
gional products
» Improvement of motivation of regional players tmperate (stress advantages etc.)
» Establishment of an (external) “leader”, a persdm wan spend time on organizing/ guid-
ing initiatives
- Marketing management
» Development of new promotional tools, like quiz ganabout product characteristics (e.qg.
on internet or at the pub), questionnaire for tlaétev to explore the taste of his customers
and offering the suited type of beer, cheese etc.
Differentiation of target groups (cooking, vacatisport, health, cocktails etc.)
High publicity and promotional activities towardsogps in the same region (consumers,
3rd parties, government) in order to improve thgiceal knowledge about the products
and increase the proud of the community on theorediproducts

From the list of collected ideas a number can lectsd containing also potential for the develop-

ment of innovative distribution strategies for itemhal food products. These ideas are summarized
in
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Table 1.
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Table 1: Input for innovative distribution strategies

Supply chain manage-
ment

Marketing management

Innovation

Distribution - Installing links specialized | - Participation in festivals - Internet applications for
in distribution (B1) where products are sold bet promotion, sales, pick up
- Combining artisan brewing| forehand and picked up at points etc. (C16, B33)
with professional supply/ the festival (B72) - Vending machines (C2, B4
logistics (B 65) - Transport in typical wagons
- Joint distribution among creatingrecognizability
several producers (B67, C8, (B64, C9)
C10, C11) - Promotional centers with
- Joint distribution among points-of-sale (C24)
producers of different prod-| - Surprising the consumer by
ucts (B68, C12) offering traditional products
- Farmer’s shops, like farmer| at unusual/ unexpected place
markets but on fixed place (C 30)
(C25) -
- Organizing jointly farmer’s
markets in cooperative and
professional (C66)
Added value - B2B platform on internet: | - Promotion and production gf- Change of packaging to

producers network for bal-
ancing shortages in raw ma

terials, joint help, , improved

cooperation (C19)

- Facilities for networking anc
exchange, e.g. receptions,
fora (C51)

- Cooperation with '8 parties
to overcome lacks of knowl
edge, e.g. improve entrepre
neurial skills (C50)

- Cooperation with research
projects to generate oppor-
tunities of financial re-
sources/savings for small
producers (C45)

- Suggestions from producer
for simplification of admini-
stration (C64)

- Improving long-term view
through collection of good
examples (C59)

)

[*2)

traditional products for dif-
ferent/new way of us-
age/occasions (B23, B57)

- Cooking classes (C5)

- Gift vouchers for cooking
classes, weekend on a farn
etc. (C33)

- Joint product tastings of
traditional/ regional products
(C35)

- Promotion of the positive
effects of local production
(C65)

allow easier transport with

bike or on food for heavier

products such as beer bottl
(B60)

1%

Convenience

- Centralizing distribution/
pick-up points at stations
e.g. in cooperation with bak
eries (B70, C18)

- One-stop-shop = assembling
of traditional food products
of a region/ country (B10)

Usage of traditional food
product in new applications
like beer foam for experi-
mental cuisine (B36-39)
Improvement of packaging,

e.g. easier opening or all-int

one package with ingredi-
ents for a traditional meal
(B41, B55, C27)

Labeling

- “Slow Food” (B44) -

- Creation of an image (C32)

- Exclusiveness (C38)

- Link to (regional) culture
(C39)

- (Reconstruct) history of the
product (C56)

Other

- Financial cooperation be-
tween producers adapted t(

- Do-it-yourself: consumer
participates or is running the
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the need of certain groups
within the co-operative
(C48)

Set up of an risk-capital
funds (C44)

Set up of a lobby group on
European level against tigh
regulations (C63)

Local lobbying (C67)
Public provision of services
advice, and financial suppo
to small firms (C7, C46)
Access to facilities for (step
of) R&D (C47)

[

—

I

2]

production process (B53)
New formula of tourism,
e.g. Bed&Beer, tourist
routes etc (B9, B71, C3, C4
C6, C26)

Campaigns towards re-
gional/ domestic caterers
(B12), in larger companies
(C17), in cooking schools
(C22)

TV-show: cooking with
traditional food products
(C20)

Publications in magazines
(C21)

Free TFPs in promotion

actions on radio (C49)

*For each item in the table the origin of the ide&dicated, for instance B72 stands for idea nofAhe beer section. C stands for
cheese.

The listed ideas for innovative distribution stgaés can be relatively easy adapted to other coun-
try’s situations. There is no idea which is typigatanding for Belgium. However, some ideas are
more applicable than other ideas depending ongeifec country’s situation.

For the selection we recommend to focus on sucttegfies which respond to the needs of SMEs
the most. These needs are related to direct areictdaccess to financial and administrative support
overcoming lack of knowledge, and improving the lmidy of TFPs. Hence, strategies related to
cooperation with peers/®parties, governmental institutions and other sectwe highly recom-
mended to be considered.

16



IV. HUNGARY

After a product is manufactured the manufacturkasl provide the warehousing or shipping of the
product to the next member in the supply chaindgiby a distributor, retailer or consumer.
Generally the distribution chain consists of thedananufacturers, intermediaries (whole- salers,
retailers) and the consumer. Depending on thenmgdiaries long chain and short chains are distin-
guished. The direct sale is the short chain, withntermediaries where the food manufacturers sell
their own products directly to the consumers, amgrmwmany intermediaries are involved into the
distribution then it is the long chain. The codeefive distribution of traditional products is neor
difficult than the conventional ones due to the éowuantity manufactured by the micro/small and
medium sized companies having lower marketing budbgking into consideration this fact it is
necessary to find innovative distribution strategaad new alternatives to improve the effectiveness
of the distribution of traditional products.

In Hungary the innovative distribution strategiesl anew alternatives were studied by brainstorm-
ing sessions organized for the chain members afgssed pepper and fermented dried sausage
supply chain members.

The objective of this part of the report is to @msthe results of brainstorming sessions conducted
in Hungary. By means of these brainstorming sessioput will be collected for the development

of innovative distribution strategies. During thessions innovative ideas in relation to distribatio
of traditional food products were obtained.

1. Methodology

1.1. Sample description
Two brainstorming sessions were carried out in luy@s detailed below in the table 1.

Table 1. Brain storming sessions in Hungary

Supply chain Date Location
Hungarian processed peppe>-02.2008 Budapest
Hungarian dried fermente87.02.2008 Budapest
sausage

The distribution of participants by company typdHiangary is shown in the table 2.

Table 2.:Distribution of participants by company type in Hany

Product type Suppliers Focal companiesDistribu- Representatives of
tors/retailers logistic service
providers
Processed pep-| 1 2 1 2
per

[
NN
)
[EEY

Dried, fermented
sausage
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1.2. Conduction of the brainstorming sessions

For exploiting the experience and creativity ofrakmbers of the group and to reduce the dry up of
ideas the brainstorming in a medium sized group eseasbined with discussions in smaller groups

for developing the most attractive ideas in detatsr conducting the brain storming sessions the
guide developed by University of Ghent was followed

Both sessions were managed by a moderator witetasse of a chairman.

At the beginning of the session after the presemtaidf the participants in the warm up phase the

moderator made a short presentation about thentisiteation of the consumption of the processed
pepper and dried fermented sausage and the distnbsystem of the fresh and processed vegeta-
bles and processed meat products. In order tat@ia short discussion among the participants the
moderator asked some questions about the distiibgiioblems and distribution channels applied

by the traditional food manufacturers.

The main questions raised are described as 3.1.

The purpose was to stimulate broad and open-mitideling of the participants. After raising a
guestion the participants represented each atter and these were recorded on a flip chart.

When the participants run out of their ideas tleoréed items were classified and grouped accord-
ing to the similarity of the content.

The most attractive ideas were developed by smallggs consisting of 3-4 people. Each members
of the group were selected in such away that, st lene representative of focal company and a
retailer shall participate. Each small group hadlédorate only one idea.

About 90 minutes were provided for idea elaboratiod at the end the small groups presented the
idea developed by them.

The brainstorming sessions organized for the sugpdyn members of processed pepper products
took 3 hours and this one organized for the suppfin members of dried fermented sausage prod-
ucts took 3, 5 hours.

2. Results

2.1. Problem definition of the session

The following main questions were raised:
-How can the distribution strategies applied bytthaditional food manufacturers be developed,
-What are the new alternatives?

2.2. Idea finding
2.2.1. Processed pepper products
List of ideas collected during the processed peppeducts brain storming session

* support for processing;

» organisation of food exhibition;

* new processing alternatives: e.g.: roasted paprika;

» development of web-sites for the manufacturersthanl products
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» network of Hungarian delicatessen shops;

» brochure to be distributed in the churches, pulieercountryside;

» organisation of a complex marketing campaign ferpghocessed paprika products and fresh
paprika in the whole country using tv, radio, npagers for the seed growers, paprika
growers, processed paprika products;

* e-commerce;

» branding of the traditional foods;

» general marketing of agriculture;

* new markets;

* marketing programs for paprika products developefrbduct councils

» packaging

» switch trading (barter business) with Russia exgkanof fresh pepper and/or processed
pepper products with gas;

» organic food;

» direct marketing through phone;

» collaboration of manufacturers (peers) at regidena| for distribution;

* improvement of consumer awareness, loyalty for Huiagp products

» paprika as medicine;

» alternative use of paprika e.g.: roasted paprika;

» protection of origin;

» outsourcing of the manufacturing;

» direct sale of the organic products;

* increasing of the role of the supporting organcsa;|

» program aimed to support the small regions (prazepepper products;

» paprika festivals organised in Hungary, direct sdilprocessed pepper products;

» paprika festivals organised in abroad, pepper award

» direct sale of fresh paprika and fresh paprika pot&l with hand-made products: wicker-
work, baskets, pots in village days;

» direct sale at the site of the manufacturers;

» tie-in-sale (sausage and pickled pepper);

» fresh paprika sale on gastronomy festivals and iogogompetition;

» sale based on the wellness tourism at wellnessesent

» village tourism, to sell e.g.: pickled paprika puots in pansions;

» sharing of resources, same vehicles used by difféoed manufacturers for transportation

2.2.2. Dried fermented sausages
List of ideas collected during the fermented dsadsage brain storming session

» brochures for advertising the dried fermented sgesdistributed by travel agencies;
» centre for distribution of brochures;

» use of banner,

» product tasting in hotels;

* improvement of the image of dried, fermented sgesa

* new design of traditional sausages e.g.: ring cargyular shape;

» village tourism;

» sale of traditional products nearby the wellnesdres;

» touristic programs e.g.: horse shows associatdu saile of dried sausages;

e e-commerce;
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site-visit of manufacturing companies organised tarists, exhibition of traditional sau-
sage processing on site, tasting and direct sale,

sausage trail like wine trail to improve the imagéermented sausages;

vintage festivals, wine and sausage for sale irsémee time

sausage museum

regional journals used by the local manufacturersélvertising their sausage products;
blue-tooth marketing;

virtual walk in a traditional sausage manufacturognpany;

advertising of the sausage manufacturers and pneducts in the local TV, radio, newspa-
per;

home delivery service;

mouth marketing;

sale from the own moving outlet of the sausage aatwrer at local level

collaboration between different sausage manufadoe sale from moving outlet avoiding
packaging costs;

sale of selection of dried fermented sausages vaqacked sausage manufactured at dif-
ferent region of the country in the airport dutgdrshops;

sale of packed dried fermented sausages for thist®from a shopping trolley in the inter-
national fast trains;

sale of traditional sausages on board of the aigsa

sale of sausages on the beach;

slaughtering, processing and direct sale on site;

manuals, guidelines to disseminate knowledge dnildigion strategies;

support of federations and regional agencies

networking

collaboration of peers at local and regional level

different measures proportional to risks taken hy &uthorities depending on the size of
manufacturers;

e-commerce;

sale in the shops owned by the manufacturers rigtabmse to their site of the manufactur-
ers but at regional level;

supply of schools buffet at local level;

sausage competition, fairs, festivals;

branding;

sale of sausages in the restaurants as local nagpecialities;

shortening of the supply chain;

participation in village-days;

trade marks, awards;

cultural event and product tasting;

advertising of different traditional products tdget sausage and cheese, sausage and wine;
tie-in-sale (sausage and bottled wine);

map on the web showing , where the traditional $oae manufactured in different region
and information about the manufacturers appear dlitking;

delicatessen shops for sausages in the shoppitgsen

delicatessen corner for sausages in the small shops

branding;

sale of sausages and bakery products from the sawieg outlets; advertising of the Hun-
garian traditional sausages in the “House of Huyigardifferent European countries;
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» brochures advertising Hungarian traditional sausagjethe embassies of different foreign
country;

* support from government;

» franchise system of the delicatessen shops;

» to establish delicatessen shops for traditionadl$aa the market halls;

» delicatessen shops/corners in the theatres;

» collaboration between peers on sharing vehicles;

» as large product assortment as possible in the latgilers;

» sale of vacuum packed sausages for the touristsimakcursions on boat;

» training and seminars on innovative distributionatggies for sausage manufacturers;

» tie-in sale based on the collaboration between foadufacturers from different food indus-
try sectors, sale of packed (sliced) sausages araimwwine cellars and sale of bottled wine
with dried sausage at sausage manufacturers sitteregional level,

» Sale of dried fermented sausages on a public gverit e.g: cross swimming of the lake
Balaton.

The idea collected during the brainstorming sesswere grouped as detailed below:

- agro-tourism, spa and health tourism;

- e-commerce;

- sale from moving outlet;

- direct sale carried out in particular places ¢l train, ship, airplane, during public sport or
cultural event);

- product development and new image for the trawlti product

- festivals, fairs organised for the traditionabghucts;

- delicatessen shops, delicatessen “corner”, fiaratf the delicatessen shops;

- direct sale based on the collaboration of fooduf@cturers of different food sectors;

- other,

2.3. Idea development and description

2.3.1. Processed pepper products

From the ideas collected the most interesting erexe selected such as

- product development, new image of the processpgqr products;
- e-commerce

» product development, new image of the processepegogpoducts

The participants of the small group analysed tHeaithrough the letscho, which is a traditional

Hungarian meal and manufactured as canned andhfrgzeduct as well. New recipes, new pack-

aging designs are considered as basic factors ke thé traditional product more attractive for the

Hungarian consumers. The small group member mesditimat in Hungary this meal is prepared in

different styles depending on the customs, tradtiand regions so by using specific traditional

recipes the canning and quick frozen product manufeng companies can offer a larger product

assortment on the market e.g.: letscho with hoofla, with sausage, without sausage, with pasta,
with egg or regional varieties from Transdanubi@oyth-Hungary.

In this way the gastronomic knowledge of the corstisnean be improved.
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From point of view of the canned products the smedup highlighted the potential of using of the
alternative type of the packaging, tin instead gljas which can facilitate the transportation o th
products and by which the risk of breakage careddaaed.

The small group proposed an other option that thalldraditional jam manufacturers shall enlarge
their assortment on “letcsho” products based opegial recipe used at that region, where the jam
is produced and these products can be distributgethier. The ready made versions are mostly
targeted to export markets

On the other side the Hungarian consumers prefeoa& this typical Hungarian meal at home fol-
lowing their own family recipe than to buy it aseady to eat product. As the main ingredients used
for preparing this meal are the same: sliced cogagper, onion and tomato it is an other feasible
option for the manufacturers to manufacture onby Itlase of the meal as canned product without
traditional properties to have a better profitapili

The tin as packaging material is widely used ind¢hening industry by the medium and big sized
company, but for a traditional product this appraeadoes not meet the consumers’ expectation.

» e-commerce for traditional products

This type of distribution channel was chosen tadbeeloped because the use of internet is wide-
spread but the sale by means of internet is imtnflase. The small group highlighted that this
type of distribution has a great potential becathseconsumers can get information about large
number of non-food and food products and buy thawugh the web-site of the shops, or manufac-
turers without taking the car and visiting the shibps a time-saving solution of the purchase. On
the web-site the small manufacturers could adweettigsir products and collect orders from a broad
circulation. However the logistic of the direct idely to the clients has to be designed carefuily a
smaller quantities the additional costs may repreadarrier. The minimum quantity or other value
of the order for free of charge delivery has todaéculated with care. Collaboration of several
manufacturers can make the system more feasible.

Currently this type of commerce is applied mostylérge retailer chains and some small shops,
rather than the food manufacturers.

There is a need for training of the traditionaldananufacturers need to have trainings on the use
of the Internet because generally they are noasuvliar with computer based systems or methods.
Because of their limited financial resources fugdoan enhance the use of this alternative distribu-
tion method.

They are operating with low budget so the suppaoffered by institutions or government can pro-
mote the food manufacturers to improve their disiiion strategies.

For the clients who prefer to buy traditional protduat the site of the manufacturers it can be dis-
advantageous because there is no personal conththey can’'t get any impression about the site.
On the other hand it still provides a chance taldih direct contacts with the manufacturers.

2.3.2. Dried fermented sausage products
From the idea collected the most interesting welecsed as detailed below:
-sale from moving outlets;
-shop network ,franchise” for typical Hungarian tbm connection with spa-tourism;

-village tourism

» Sale from moving outlet
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During the idea selection the participants undedithat it is a very popular alternative for the-co
ventional products in small villages, where the benof the shops and their offer is very limited or
in the recreation areas, holiday area having veridbmand. In Hungary this alternative is widely
used where the availability and choice of quick&o products is very narrow in an area or the con-
sumer demand on the ice cream is high in the surimibke recreation areas.

The main aspects which were taken into considerdtty the group were the following:

-the significance of this alternative for the ttaxhal products,

-the official hygiene approval of the van for distitions

-the itinerary of the van

-marketing tools to be applied for introduction gdvision provide of this service

Two main types of this alternative were mentiongdhe small group such as:
- sale of the products manufactured by only onéosec
- sale of the traditional products manufacturedifigrent sectors

By the opinion of the group this alternative candpplied to traditional products and the sausage
manufacturers can sell sausages from their ownmgamiitiets in recreation areas, camps and in the
vicinity of spas, wellness centres which are atehioly a large number of tourists.

This alternative can be combined with the homevee}i service based on orders through phone,
fax and the internet.

The participants mentioned that bakeries and deetiented sausage manufacturers can collabo-
rate on the application of this method in the ratiom area at the breakfast time. It can be vecy su
cessful because there is no competition of theymtsdand the manufacturers of different sector can
share of the costs of the moving outlet.

The participants mentioned the use of own surfatélse van for marketing, which can be applied
for advertising this service and the products ewbgre where the van appears.

From the other side some obstacles of this alteatere taken into consideration among which
the seasonality is the most significant. In wintethe camps and in the majority of the recreation
areas there aren’t any people and this seasonraesttract the tourists and then the majority of
people don't like shopping in the open-air.

Another difficulty can be represented by the patgrireakdown of the van. There is a need for
assuring an emergency replacement means of transpme the sale must not be stopped until the
van is repaired, otherwise the reliability of teexvice will be lost.

The storage capacity of the van was mentionediastation as well.

» Shop network “franchise” for typical Hungarian titawhal foods and “spa” tourism

The number of the specialised shops for the ti@uhli food products decreased in Hungary in the
last decades and they are mostly concentrated dafBast. The significance of the spa and health
tourism increased and a significant number lot quicaparks, wellness centres have been estab-
lished in Hungary in countryside recently, whick attractive for the Hungarian population and the
foreign tourists as well. The small group undedirieat this alternative has a great potential be-
cause the delicatessen shops can offer a largeigiradsortment for the tourists and for the Hun-
garian people making excursions and visiting agakin countryside. A specific choice of the
special and traditional products :dried fermentaasage, goat cheese, bottled wine, fruit jam, pure
fruit brandy (palinka), honey manufactured at dart@gion can be offered in the delicatessen
shops. The small group members mentioned thatuldvMoe advantageous to establish delicatessen
shops furnished in traditional style close to tredlmess centres, spas, aqua parks where there would
be a good opportunity to attract foreign touristsel ¢he Hungarian people to buy traditional prod-
ucts.
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In addition to the improved availability of the Hyarian traditional foods, the delicatessen shop
network “franchise system” can contribute to theg®-building of the Hungarian traditional prod-
ucts.

As the obstacles are concerned the seasonalithegartly disadvantageous because the open-air
aqua parks are closed between October and Apriltlaer@fore these shops could work only six
months a year. The costs of the investment fobéskang the buildings of the shop and the fran-
chise system is high, it should be supported bygthernment.

The small group developed this idea following ayMepical sequence of steps which included:

- the assessment of target group (spa touristaiqnd park and wellness centre visitors);

- the identification of the product assortment édrfiermented sausage, paprika powder, bot-
tled wine, honey, etc.);

- development of the pricing policy;

- location of the specialised shops (near the pauks, wellness centres);

- development of the design of the specialised shdpch shall include facilities for tasting;

- selection of the suppliers (confidentiality, thigh quality, )

- to establish a small restaurant next to the siwbjich prepares traditional meals for the visi-
tors, tourists ;

- application of different marketing tools for aadtising the delicatessen shop ( product list,
presentation of the suppliers, presentation ofsti@p network, web, web-site, brochures to
be distributed at the reception of wellness hotdgia parks, advertisement to be put on the
surfaces of their own cars, vans, advertisemertighed in the tourist guides;

- financial resources ( EU supported projects,isbwffices, involvement of the wellness ho-
tels, governmental support);

- hygiene approval of the delicatessen shops bwtittgorities (knowledge of legislation)

- introduction campaign for the opening (reducadqs, fidelity card );

- opening of seasonal shops working in network

*Agro-tourism

This idea was selected because participants sthetbse the agro-tourism plays an important role in
the maintaining of the local culture and it can tabte to the direct sale of the traditional food
products through the organisation of “food “ featssat regional level e.g.: in county “Békés” the
dried sausage festivals take place every year.

The main aspects were taken in consideration bygrbep were:

-the role of travel agencies;

-the event calendar;

-the sponsors of the festival and the involveménh® small sausage manufacturers;
-the programs promoting the direct sale.,

The small group proposed that sausage festivalslsharganised for the small manufacturers from
a region in the other counties and in tourist aléas‘Bugac” puszta or lake Balaton as well, where
the manufacturers can sell some of their produe@sufactured directly to the consumer. This is a
good opportunity to make the consumers aware af fpecific products and their contact details.
This people who like these products can buy thgreatedly when they return home.
In the frame of the sausage festival the followpnggrams can be organised to motivate the visitors
to buy traditional sausage products directly frw@ manufacturers:

- sausage competition;

- sausage awards;

- cooking compet;ition (traditional meals are pmgobby using dried sausage;
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- sausage auction.

Furthermore the small group proposed, that theetragencies shall organise and advertise ,sau-
sage tours” (trails) like ,cave and wine” tounsa(lis).
As obstacles the costs of participation in theivastwas mentioned because it may be relatively
high for the small manufacturers. The assistancgohsors (regional development agencies, tour-
ist associations) can reduce this barrier.
By opinion of the small group during the ,sausagars” the tourists can visit the small traditional
sausage plants, they can see where and how thaegbscake manufactured and they can taste the
products.
This can increase their trust in the products albp some loyalty to the local brands
The following obstacles were mentioned:

- the food safety aspects and control of the hygi@rthe visitors in small sausage plants

- the wine cellars, the barrels are more intergdtian the sausage plants.

3. Conclusions, recommendations

Based on the outcome of the brainstorming ses#i@as be concluded that in Hungary because of
the lack of capital of the SME’s and their smalbguction capacity it is reasonable to shorten the
supply chain and develop the alternative distrdoutthannels for the direct sale.

It can be stated that for the direct sale a largmber of marketing tools have to be applied to de-
velop innovative distribution strategies or to explnew alternatives.

Through collaboration of food manufacturers withile same sector or in different sectors new al-
ternatives can be explored such as

- the sale of not competitive products e.g.: saesagl traditional bakery products, or sausage
and bottled wines from moving outlet;

- tie-in sale on-site based on the collaboratiotwben the manufacturers of different sector
e.g.: bottled wine and dried sausage for sale envime cellar and bottled wine and dried
sausage for sale at the site of the sausage mamefiec

The sale from moving outletshas a great potential because by means of tieshative the tradi-
tional products can be delivered where the limiéedilability represents a barrier, and the geo-
graphic distance is long between the shops angldee of consumers’ demand. This alternative
can be extended in the other EU countries, bedapsevides the opportunity for the SME’s to sell
their traditional products always in those placéere there is consumer’s demand and provides the
opportunity for the consumers to buy traditionalgarcts without going to the shop. For the further
research it would be reasonable to study the patenitthis alternative and the responsiveness of
traditional food manufacturers on collaborationhmibanufacturers from other sector in Hungary
and the other countries of the EU.

The e-commercehas a great potential since it provides a timergagblution of the purchase for
the consumers. They don’t have to go shoppingntheufacturers can sell their products without
having a shop. Currently in Hungary this methodpplied mainly by some of the wineries for bot-
tled wine. Although some speciality shops offeollalic drinks started to introduce this method at
the moment several bottlenecks hamper the developofie-commerce at manufacturer level such
as:

-the lack of knowledge of the advantages of hawangint web site which can be established by
recruiting of different traditional food manufactus at local or regional level,
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-the lack of collaboration between the small maatufeers (like manufacturers of pickles) in the

joint use of vehicles to manage a well organiseti@st-efficient delivery.

The e-commerce is applied by the retail in the 0Ei¢ countries and in Hungary also, but the simi-
larities and differences of its application by sihtiedditional food manufacturers may be a subject
of a further research.

The delicatessen shop network “franchise” and “sp&ourism “

This alternative has a great potential becauseaélicatessen shops working in network the tradi-
tional products can be distributed not only at@egi but at national level.

The opportunity of focusing of the location of theshops to spas and the potential of establishing
these shops within the spa centres, spa hotelsayby has to be considered, since these delicates-
sen shops may be seen by the guests as an addstoviae increasing their comfort.

Furthermore in the market halls operating in Budap@ad the other large cities, where fresh vege-
tables, fruits are sold, the growers sell their atop, there are many small butcheries, cafeterias,
and in the buffets traditional Hungarian meals f@egpared delicatessen shops or corners could be
established. The market halls are very attractwvetfe tourists and many Hungarians who prefer to
do their main shopping at the week-end there.

The delicatessen shops network has a powerful ibaiee other EU countries there are a large
number of delicatessen shops in different regidtrac a large number of tourists e.g.: (Assissi in
Italy).

The spa tourism is a special Hungarian opportumityich can be connected with the delicatessen
shop network but in the other EU countries focugsinghe other speciality e.g.: ski tourism e.g.: in
Italy or pilgrim tourism e.g.: in France (Lourdesgn contribute to explore new alternative distribu-
tion channel.

The village tourism provides a good opportunity iee Hungary and for the other EU countries to
increase consumer awareness of the local, regtoaditional products for the own population of

the given countries. The traditional products carsbld where they were manufactured directly to
the consumers. This alternative can contribute $@aificant reduction of the logistic costs of the

traditional products.

Among the other ideas collected there are somechwban offer opportunities for the SME’s in
Hungary and/or in the other EU countries to devellbgrnative distribution strategies such as:

- direct sale carried out in particular places ffoa train, ship, airplane, during public sport or
cultural event)

- tie-in sale in-site based on the collaboratiotwieen the manufacturers of different sector

- sale of sausages in the restaurants as locanadgpecialities

- switch (barter) trading with Russia exchange &pnika or processed pepper products with
gas

At particular places on the international expreams, boats inclined during the travel many people
and tourists can be susceptible to buy traditigmatiucts as a gift for their friends or their faynil
However there is a good example applied in pracBoee travel agencies organise sailing boat
trips with wine tasting for tourist groups on tlaéé Balaton and during this sailing-tour the tdsris
can buy bottled wine on the boat after tastingsTain be extended to the dried fermented sausages
or pickled pepper products as well in Hungary.

This alternative distribution channel can haveeagpotential in the other EU countries taking into
consideration of the customs and culture of themigountry. Although some types of this alterna-
tive are widely used in the different countries..esgle of the traditional food in the airport déitge
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shops, but other types can be introduced into thetipe in Hungary and in the other EU countries
e.g.: sale of the traditional products from shopggnolley in the international express trains.

If the traditional food manufacturers of differesgctors at regional or local level advertised and
sold their product jointly (sausage and bottledeyim-site it is very likely that the visitors witle
interested in buying these products and the tumo#eoth can be increased by using this alterna-
tive. As there is no competition between the mactufars and the products the willingness of col-
laboration between small manufacturers of the diffe sector this alternative can have a great po-
tential in Hungary and in the other EU countriesvadi. The willingness of traditional food manu-
facturers for collaboration at local/regional/ lega joint and collaborative use of resources may b
a subject of further research.

The sale of the traditional products such as pgkiigied sausages acacia honey, etc. in the restau-
rants on the local or regional level based on tikalsoration between the traditional food manufac-
turers and restaurant owners can also be an ditexrdistribution channel and also provide good
opportunities to increase consumer awareness dbthétraditional products in Hungary and in the
other EU countries as well.

In Hungary the switch (barter) trading may provalspecific opportunity for exporting processed

paprika or fresh paprika products to Russia, howéve purchase of gas is carried out by large
companies in the energy sector and it is under ggouernmental control.
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V. ITALY

First of all it is essential to concentrate on tineaning of strategy as applied to the distribusiole

of the chain. The notion of Food Supply chain isha&t very core of the exploration carried out in

WP5. The basic idea is that the study of the mifisient ways to reach a good level of marketabil-

ity of food products resides in the analysis of fdxetors that define a sustainable chain along kvhic

different economic actors (indeed producers comsdleespectively as client and purchaser in a
linear arrangement), determine a cohesive systemhich competitive and cooperative aspects
help to determine an expected performance of thegyitself.

Strongly linked to this, there of course anotheesiion, the one related to the capacity of the sys-
tem to appropriate the advantages of one’s positidhe chain; this in turn is a problem that would
deserve a specific in depth analysis.

In this respect it is important to be able to digtiish a genuine strategic dimension in the belnavio
of the selected actors. “Strategy” presupposesdh & course of action based upon a conscious
evaluation of potentially different alternativestime light of the environmental constraints of the
agent. In the food sector, the strategy of the tsgernincreasingly constrained by the form taken by
the specific market for a given product, form whiglects the level of self-organization of the
whole supply chain. In the milk sector, for instanthe majority of milk producers act as regional
or national manufacturers operating as collectmsifa variety of small-medium production units
in the countryside. The role of the local manufestus hence the role of a major organizer in the
provision, in this case, of the basic raw mateaiadl, furthermore, it acquires importance in the
guidance of the global manufacturing standard effitial product, determining the requirements of
the product in both the input phase (from the mikio the storage) to the output phase (treatments,
and finalization of the obtained product to difiergarieties and market formats).

The building up of a Supply chain organization g&ageite naturally the availability of a number of
relationships, namely intercompany relationshigssea on negotiable and/or contractual aspects.
The food Supply chain, with all the flexibility arnigh degree of informality and adaptation tend to
be, particularly in product lines requiring a hilglvel of efficiency in all the phases from Farm to
fork, structured via contractual relations and wiedi product and performance requirements that go
along the whole chain. This amounts in essentmadsrigorous organizational pattern.

Distribution is part of the chain: distribution particular characterizes the left hand side of the
chain establishing in a sense, the green lightfgiga given product. It is well known how the food
and beverages sector is obliged to come to terrtstivg distributive networks. The more these are
big, pervasive and well accepted by the consuniergrtore they can derive advantages over the
manufacturing companies, determining the succesggaalure of a given product, product presenta-
tion and even brand identity.

For these reasons distribution poses a fundamstrtkgic dilemma to the food manufacturer: it
has to decide whether, on the one hand, acceptenganditions posed by the distribution organiza-
tion (to the point of scarifying and even cancgjlits specific autonomy by conferring the product
into a generic commercial brand) or trying to negetwith the distributor a certain degree of pref
erence and favor by exchanging the typical traitocality and genuinity so frequently advised in
the food commercial strategies.

Distribution managers in turn are very conscioushef manufacturer’'s dilemma and can, on the
basis of the role and strategy put forward by thesact accordingly. So, they can arrange at the
point o sale special corners devoted to the tiathli food producers and can make life easier for at
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least some of them. Various considerations helpalance the choice. The food producers should
therefore possess with a general strategy a nuoflsibstrategies, i.e. options to reshape the rela-
tion with a distribution channel and even optionsraster and manage more than one distribution
channel.

The traditional food manufacturer is at the coretted present analysis. Through the method of
brainstorming a group of experts has been set ujisttuss possible ideas and strategical paths to
cope with the different alternative posed spedifyctor traditional product manufacturers, explor-
ing in particular unexpected and unthought coudsexction as the logic of brainstorming sessions
requires.

1. Methodology

As with other countries involved in the study swejfitwo brainstorming sessions have been ar-
ranged and carried out in February 2008. Diffesefrbm other countries, the brainstorming ses-
sions haven’'t been organized and focused spedtyfioala single product. This output derives par-
tially from the fact that it was practically impdsie to select distribution strategies expertslipta
concentrated on a specific product line. It wasmbgmrecommended to enlarge the participation of
experts also because the brainstorming moderagwested that cross fertilization effects, benefi-
cial to the brainstorming dynamics, could be olgdimore likely through the intervention of ex-
perts with a different technical and supply chaackground.

The setting of the brainstorming investigation e has been therefore adapted to the needs of
wider view compared to the one that would have ba@ained through a discussion set linking
uniquely one-product-witnesses. The moderator adsuonetheless that exemplifications and ideas
went into the direction of a linkage with the sébetfood chains for Italy, namely dry cured ham ad
cheese.

1.1. Sample description

Two sessions have been carried out. Both in Rorhe.fifst one on February 11 2008 the second
on February 15. Total number of participants wasid® detailed list about typology is reported in
the following scheme.

Typology of participant Company and responsability

Manager cantine rufino

Producers Qil producer

Director Consorzio food companies

Quality manager of Confagricoltura
Director Legapesca

Manager Qoldiretti

Sole 24ore

Sow food

Director Alma scuola cucina

Wine and gastronomy consultant

Food Producers Assodiations

Sedalized journalists

Cuisine schoolsand experts

Retail Director of food e-channel Esperya
Manager of Officinaebio
Research Researcher of "lIstituto di Agraria”
Certification Manager Sncert
Manager of CSQA
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1.2. Conduction of the brainstorming sessions

Brainstorming is a methodology based upon partitganaximizing their creativity. It is therefore
an exercise aimed at enlarging the view to a hggreke of novelty, irrespective of any considera-
tion regarding consensus, realistic output or imtedand direct feasibility. Idea and framing of
the question is more important than its implemeoadr probability of happening. The brainstorm-
ing method is hence interpreted and managed tauktienthe largest possible output in terms of
new and frequently untested ideas. Bizarre ideasrasense on a par with standard consolidated
ones.

This technique is used to enhance creativity amdusate problem solving in groups. It has been
used in various ways and approaches in organisasimee the late '50s. It is based on the role of a
professional facilitator, who is not an experthe field but who masters the method to help partici
pants to fully express their views and ideas amdusate creativity and build consensus.
Brainstorming has shown a particular effectivengsen a group (in an organisation or company)
has to deal with unusual and complex problems, wisotution is not easily at hand.

Basically, a brainstorming session is structurethefollowing phases:

* Generate ideas, problems, solutions etc, by gispage to ‘new’ insights but deferring
judgement

» Organise ideas, by assigning them order, prioritetegories

» Define a plan of action

1.2.1. Obijectives of the brainstorming session

Main objective was to identify innovative distrilbot channels, methods and strategies with special
reference to the cheese and dry ham supply credsmore specifically:

o to gather share knowledge and information on tiauid food products main problems with
regard to distribution strategies,

o to identify barriers and opportunities to distrilont

o toidentify improvement paths including “lateraficdh“unusual” suggestions.

1.2.2. Basic features and procedure of the Italiabrainstorming sessions

Room setting

Participants were seat in a U-shape table faciegottards set up by the moderator. In this way,
participants had the chance to look at each othért@ create a constructive working atmosphere.
The facilitator was standing in front of the grquviding dynamism by walking, collecting cards,
sticking them on the board, coming closer to pgrdicts etc.

Visualisation techniques

The moderator used innovative visualisation devioemake the group work more interactive and
more focussed (cards, movable boards, etc.). Tieebaiques also allowed having outcome of the
group- immediately available for further reflectjamrapping-up etc.

Divergency-convergency
Each of the two sessions (brainstorming on obstaaiel identification of innovative distribution
channels) was built up according to the divergermyvergency principle (see S. Kaner, 1996).
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This principle applies to any consensus buildingepss: in order to reach real consensus, it is nec-
essary to allow creativity and free space in thgirbeng to make all the participants freely express
so that the next phase (convergency) can be bpolbh @& wide range of options coming from ALL
participants.

2. Results

In the introductory part, one representative of Tineefood project opened the session, explaining
the objective of the project and the purpose ofttanstorming. They reminded that the basic aim
of Truefood is to identify measures and strategyirfgproving the development and the distribution
of the traditional food products especially in tentral and southern part of EU.

The Truefood representative also explained the mgaof “traditional food” adopted in the pro-
ject: products known since at least 50 years atwhigsg to the Italian tradition.

Participants claimed that the time span (50 yeamsxistence on the market) may not cover new
products that emerged more recently but that dhe thaditional, in the sense that nowadays they
belong thoroughly to the Italian traditional foodltare. Someone argued that the concept of tradi-
tional food should be linked to a territorial dinsean, but it would be too restrictive to focus only
on the officially certified products (such as D.OCoP1.G.T.).

Eventually,the group decided to identify as traditional produds a list of around 4,000 prod-
ucts identified by Regional governments in Italy andsash presented to the Ministry of Agricul-
ture eight years ago (Decreto Ministeriale 350)wieer, participants decided not to include reci-
pes thus lowering the previous figure to about @,00

2.1. Problem definition of the session

Participants were then invited to identify the obsacles or bottlenecks related to the distribu-
tion of traditional food products.

In terms of methodology, participants were invitedwrite down their ideas on cards, and then
every idea was presented and placed on a boarddaogdo an ideal process “from field to fork”.
The process was reconstructed by participantschssime of three main phases: production, manu-
facturing, marketing and distribution.

The key problems related to the whole “from fi@dddrk” process that participants mentioned were
grouped according to the following typologies:

small dimensions of traditional food producers
lack of communication to consumers

new distribution channels/methods

lack of effectiveness of supporting public policies
fast pace of modern lifestyle

moowz

A list of the key bottlenecks identified by categare listed here below.

A. Small dimensions of traditional food producers

Many of the issues of the distribution were relai@dhe limited dimensions of producers of tradi-
tional food products, and therefore to the limitedources and competence/skills that they have to

promote and distribute the products effectively.ré#lm detail participants listed the following is-
sues:
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o financial weaknessthe small dimension of farms and the discontinuit the produced
guantity makes it difficult for producers to establpermanent agreements with retail com-
panies (this issue was mentioned by a represeatafigmall and medium fishing compa-
nies in Southern Italy); this kind of companiesdgeé& make big investments to deal with
the big retail chains and only few of them can wffthis;

o not sufficient quantity of quality products for wstrial transformationsmall producers
cannot guarantee the needed quantity to the tnanafmn industry that often has to source
primary products elsewhere;

0 production too fragmentednade up of small companies and therefore nana Wwith the
request of big distribution; producers work on th@vn without associating each other and
this is commercially not profitable for them;

0 unbalanced producers vs. vendadrs many cases producers don’t reach directly dbie-
sumers but work on behalf of other companies ondsain addition to this, it was men-
tioned the extremely weak position of producerswsrthe big distribution, which tends to
lower prices, thus vanishing the quality level odgucts;

o offer too fragmentedexistence of so many different brands for onestgb product (i.e.
ham, wine, cheese etc.) makes it difficult to attrtonsumers to a specific product, which
may not be easily identified and found by consuimers

o high cost of quality productiomaw materials are rather expensive thus creatngpetition
problems in GD channel; this applies, for instarioethe Italian olive oil, that if produced
with local olives tends to be much more expendnantthat produced by big manufacturers
using olives imported from Tunisia, Spain, Moro&to;

0 scarce investments in R&Dtalian producers and manufacturers do not ineestugh on
R&D thus limiting the chances of success of theingroducts;

o few associations among producegosoducers work on their own without associatingheac
other and therefore they do not have strength tsvaatail;

o insufficient logistical infrastructureghe fragmentation of producers makes it diffi¢oltop-
timise the organisational chain “from field to fork Italy there are inadequate infrastruc-
ture to deal with this problem in a proper way;

o difficulty of proper conservatianthis issue is strictly related to the previous,om the
sense that the lack of adequate logistics charduss not allow proper conservation stan-
dards so that when products reach the shelf thgittoose quality.

B. Lack of communication to consumers

The second set of issues identified were relatesbtomunication and marketing. More specifically
the following critical points were pointed out:
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few brands having awarenessost products cannot build a strong image foetiective
promotion on the market since they do not havecatitmass in terms of economical re-
sources and sufficient quantity of product to ldungarketing campaigns on a medium or
large scale;

quality not perceived properly by consumetsferently from countries like France, in Italy
there is confusion in relation to the quality ditional food products on the consumer’s
side; the large product offer comes without cledorimation on characteristics, quality, us-
age, etc. making it difficult for consumers to giguiish among products and to understand
value for money; in addition to that, consumersratproperly informed about the impor-
tance of consuming quality and traditional productserms of a healthy nutrition;

lack of communication on traditional productdéten consumers are not aware of some key
features of traditional products that could beal seiccess on the market (the example made
was a kind of pasta which only requires few minatesook, i.e. less than an hamburger);

lack of information on products and its uskalian products are sold in new markets with-

out a proper information about its usage; foreignstimers may not know how to use the

products or use it erroneously with negative consages for the image and business devel-
opment;

presence of “imitations”the existence of products which imitate the geadtalian tradi-
tional food is increasing and it can constitute aan problems for Italian producers and
manufacturers that again have difficulties to effety communicate their distinctivity;

image of the produgibne example was quoted to this regard: in Chialaée’ Italian food
products were introduced before the genuine ormeghs following question was raised: on
what basis can the consumer distinguish the quafitproducts? The conclusion is that
every food product is a mix of ingredients, mantifdng style but, above all, image. The
image of Italy should be the driving mechanism dewreloping sales; for instance, Italian
coffee is appreciated worldwide, though consumesikvery well that ingredients are not
Italians.

C. New distribution channels/methods

The issues that participants found out in relat@distribution channels are reported here below:

(0]

o

value for money of products induced by distributahrannels,participants pointed out how
the perception of the quality/price ratio amongsgners is determined more by the distri-
bution channels than by producers;

‘private label: this problem refers to those products which ateelled by big distribution
(supermarkets) although they are produced by vanoanufacturers: this hides the suppli-
ers and makes it difficult for them to become \ssibis-a-vis the final consumer; to some
extent this can also be profitable for supplierd @anoducers, since it can help to market
anyway the product, but it was deemed as non pitétin the long run, since consumers
don’t get to know the identity of the manufacturer;

evolution of purchase proceddestyle has dramatically changed in modern tirespe-
cially regarding the fast pace; this is an obstéotethe dissemination of traditional prod-

33



ucts, because people tend to shop for food atupermarkets rather then specialty shops
and this format of distribution tend to limit theoffer of traditional food because of high
prices;

D. Lack of effectiveness of supporting public polies
Only one issue, even though general was outlingoBloycipants:

0 supporting policies not effectivalthough the basic aims of the EU and state-fdrsie-
porting measures to agricultural producers contiegrnsupport to quality and to association
in traditional sectors, in fact the allocation ohéls targets more the single enterprise so that
the added value of reinforcing a sector is nothed¢

2.2. Idea finding - Idea development - Idea descrijpn

In the second part of the brainstorming sessionijgg@ants identified new and innovative distribu-
tion channels using the same method explained above

All in all about 25 ideas came out of the 2 sessiamd are reported below.

Again ideas were grouped, this time according g dpecific critical point they should overcome,
and specifically:

A. Small dimensions and fragmentation of producers

B. New distribution channels/methods

C. Lack of communication to consumers

D. Lack of effectiveness of supporting public polies

Herebelow the list of the innovative ideas generédows
A. Small dimensions and fragmentation of producers

As already explained the groups of both sessioms lteentified in the small dimensions of the pro-
ducers one of the critical points. Specific iddesg should overcome this problem are listed below.

1. Agagregation of producets get critical mass thru association; workingetibgr to create syn-
ergies and strengthen small producers is necesday willing to distribute in Italy but abso-
lutely critical when marketing abroad where exigtcompetition requires even stronger ef-
forts, skills and competences;

2. Specialty and branded producers shops by secti@rritory,to better distribute and promote
characteristics of the products; the shops coulltl lmn the combination of tourism, culture
and food products that has been proven effectigetla@refore could work for the promotion
of the traditional food products; the idea mightrkveven better if the brand (eg a territory) is
already well known worldwide;

3. Fast food chains of traditional food produdte idea is again to group together to create a
“different” chain of fast food that matches newnule in consumers lifestyle; in some Euro-
pean countries these new chains have already veated, selling fastfood-like products dif-
ferent from the traditional “hamburgers & chipst;was quoted the example of NordSee, a
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chain existing in many countries created by a mdgroducers, selling fish dishes on a large
scale;

Cross-marketing of products leveraging on fantmasdsthe idea is to create packaging solu-
tions binding together related products to increaswility of relatively unknown traditional
products (eg a package which contains togethetl8aasta and traditional sauce); Italy has
worldwide well known brands to leverage upon ans iitea could be particularly effective on
foreign markets; the same idea could also be applith non food famous brands;

Creation of a Sopexa-type institution for promotof traditional food productdraditional
food producers should promote their products tagreth aggregations like in France with
Sopexa (a public-private entity for the promotidraral products); for instance Sopexa cre-
ated an initiative such as “the day of the Beaigaf@uveau” which turned out to be very ef-
fective; in Italy such an organisation should blesshed at national level, avoiding the prob-
lems of fragmentation existing on the promotiomahtf;

Create production networks linked to commeroetiworks:it is necessary to strengthen the
links between the producers and the big commectiains; this may be of advantage of both
producers and sellers and give more visibility e tjuality food products, which suffer in
general from a difficulty to enter big distributi@mannels; the strong idea behind this is that
small producers of quality products should compéta big manufacturers but for doing this
they need to associate and to negotiate with kEgriblution chains; it should also be consid-
ered that big chains are now interested to offatityufood products.

B. New distribution channels/methods

The ideas grouped under “distribution channels’taezones related to innovative ways to distrib-
ute and sell the traditional food products. Thexgthat came out are listed here below.

7.

Agriturism, i.e. “sell where potential consumarg™ the idea is that an effective commercial
strategy should concentrate its effort in thosegdawvhere consumers sensitive to traditional
food products are; for instance, an optimal plamectrrying out such an initiative in Italy
could be the “agriturism” farms, i.e. those farmsoaproduce traditional products and offer
also accommodation services;

Focus on Ho.Re.Cas an effective channel for promoting/sellingidtaltraditional food; res-
taurants and hotels are full of potential consunaerd it is an opportunity not to be missed.
Also, when people get to try products and can ajgie the good taste and quality they are
pushed to buy right away; in this sense it is iddab to have corners or little point of sales
also within hotel and restaurants. As an exampkndée made a big and successful effort long
time ago for associating their traditional productsheir cuisine;

Production place for communicating the idea wdlidy, but also to make consumers come
closer to the product, like with the recently ceshtroads of wine”; of course this requires in-
vesting time and money for small producers but rdvean be significant. In this respect, na-
tional policies should incentive those companiegsting in this direct communication to con-
sumers;
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10.

11.

12.

Branded pointssome producers or manufacturers could establisimd®ed shops’ in which the
characteristics, and uniqueness of a producer fitd products can be promoted; this is rele-
vant to value the enormous variety of food tradixisting in Italy;

Certified e-commerce websitethe certification of the websites of e-commerce halp the
visibility and the level of trust consumers assigmroducers;

Package for single consumessme producers should create package for sirgisumers,
who represent a significant proportion of consumers

C. Lack of communication to consumers

Quite a large contribution in terms of proposalsieaon the communication area. The ideas pro-
posed follow.

13.

14.

15.

16.

17.

18.

19.

Usage of TV fiction/testimonialfrom show business, or anyway widely known toljylcan

be an excellent way to achieve fast and high lesklawareness also on traditional food prod-
ucts; therefore using this device was mentionea m&an to raise the awareness of consumers
on the importance of quality in nutrition;

“Sell emotions” and inform the internationahsamer;building on the lItalian way of life to
bring international consumers into buying Italiaaditional food products can be a winning
key. However, participants strongly pointed out itig@ortance of educating foreign consum-
ers to usage of Italian products else there coald bisk of disappointment coming from mis-
usage of products;

Word of mouth among consumetise ‘word of mouth mechanism’ has been proverery v
successful channel in promoting some traditionatifproducts (i.e. Colonnata bacon, limon-
cello liquor, etc), therefore it should be createdad hoc strategy to strengthen and build on
the power of this informal mechanisms;

Promote traditional products as 'environmefmiahdly": the idea is that traditional food prod-
ucts are better since they minimize the envirortalempact related to transportation: one ex-
ample, already existing, is the “KM 0” chain of taagrants, in which only local products are
served,

Demonstrations at retadince the scarce knowledge of the consumers aheuguality fea-
tures of traditional products was mentioned as gmaoblem, this proposal envisages the
presence of experts who demonstrate the qualipyarfucts in the supermarkets or at retalil;

Comparative tasting (good vs. hdthe idea is to organise events, sessions in wéocsum-
ers are educated to distinguish quality produaisnfstandard products; this is based on the
concept that the best way to appreciate quality experience it; it is also important to associ-
ate a visible characteristic to the quality of th#erent food products, and this is especially
relevant as far as e-commerce is concerned;

Educate consumershe average proportion of income for food is dasing hence the neces-
sity to increase knowledge of consumers aboutrttportance of quality in food;
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20.

Involve consumers in production/manufacturitings idea here is to invite consumers into the

farms or production places so that they become @mere of what quality means and implies;
the motto could be “Be an R&D director for one day!

21.

Revise certification procedures and its prdwes a mean to help traditional food products

because nowadays consumers do not trust curreifice¢ion system (in some cases a non-
certified product may be of higher quality thaneatified one, as with DOC or DOP products)
and get confused on which product might be of bejiiality;

22.

the market research

D. Lack of effectiveness

is underestimated;

of supporting public polies

Market researcheaithough this doesn’t sound as innovative, mames the importance of

23. Concentrated and effective institutional comiaition invest to reinforce the image of Italian

products by educating consumers and operatorsofpedy use Italian products; for instance,
sessions/classes on the lItalian cuisine could fexenf to retail or Ho.Re.Ca. operators; this
idea concerns necessarily national institutions;

24,

Network or cluster organisational model amormdpcersthe scarce ‘critical mass’ of Italian

producers can be overcome if food producers takarddge of networks, contacts and chan-
nels already existing, even in other sectors;bisvork model implies the existence of a lead-
ing institution which already has contacts with digtribution or directly to the consumers and
that could assist smaller producers to enter a etark

25.

Integration company-servicegle supporting policies should assist producersmaadufactur-

ers in innovating their production process: esplgceervices such as R&D, training, credit
etc. should be offered to companies.

Idea Strengths Weaknesses
1-Aggregation of produgKey to get critical mass an®ifficulty in creating group of produc¢
ers build synergies, successf@rs willing to invest in common projed

examples existing

2-Specialty and brande
producers shops by sec
or territory

p&trong potential especially ¢
lehops by territory

ers willing to invest in common projed

3-Fast food chains ¢
traditional food products

pBuccessful examples alreg
existing

ers willing to invest in common projeq

pBifficulty in creating group of producg

djfficulty in creating group of produg

4-Cross-marketing ofSuccessful examples alreadifficulty to find a reason why for a
products leveraging grexisting famous partner

famous brands

5-Creation of a Sopexalt promotes firm aggregatiomRisk of overlaps with regional and sec-

type institution for pro
motion of traditional fooc
products

-and standard strategies
lexternal markets

fooral initiatives

6-Create production ne
works linked to comme
cial networks

tProduct quality and volumg
increased

Entry level selective, especially f
SMEs

7-Agriturism, i.e. “sel

The network is strong ar

iClient fidelization, product selection

where potential consun

ndiffused
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ers are”:

8-Focus on Ho.Re.Ca. Strong promotional impact Qimgal structure to work on the
Ho.Re.Ca. channel

9-Production place famDirect link with consumers Investments of produceguired, both

communicating the idea for promoting the activity and for a lp-

of quality cation to carry demonstrations

10-Branded points Direct link with consumers Highastments of producer required

11-Certified e-commergeCredibility and transparenc¢ppecific certification procedure not

websites are value added or the buyer available

12-Package for singlédded convenience and addéttonomically challenging for the

consumers product image manufacturer

13-Usage of TV fictRewarding, targeted commuEostly and selective

tion/testimonials nication method

14-“Sell emotions” angdit guarantees prestige and diRewarding in the long run
inform the internationaltinction trough Italian soundg-
consumer ing

15-Word of  mouthHighly rewarding if “epi{Spontaneous and unpredictable

among consumers demic”

16-Promote  traditionaHighly appreciated by specifiDifficult to convey as a real valye
products as envirommarkets and consumers added factor for too many consumerg
mental friendly

17-Demostrations at retailin vivo” experience very perdt must be recurrent and frequent
suasive for participants

18-Comparative tastingln vivo” experience very perdt is adoptable on a small scale
(good vs. bad) suasive for participants

19-Educate consumers

20-Involve consumers irfln vivo” experience very perdt is adoptable on a small scale
production/manufacturingsuasive for participants

21-Revise certificationClarification of product qual-Difficulty from an operational point of
procedures and its protaty for consumers view because Institutions are involved
cols
22-Market researches Additional knowledge of c@enerically useful, unspecific

sumers always and added

value
23-Concentrated and efslobal strategy good for th€ostly unspecific
fective institutional whole food economy
communication
24-Network or clusterKey to get critical mass an®ifficulty in creating group of produc-
organisational modebuild synergies ers to work properly with Institutions
among producers on such a generic project
25-Integration companyAcquisition of needed compgnstitutions tend to support projects
services tences and services for SME'already built and partially financed by

the companies

3. Conclusions, recommendations

The brainstorming sessions have generated a largg @f relevant ideas to overcome the problems
in the distribution issues of SMEs active in thetgeof traditional food. At the same time, the PEG
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working group (during and beyond the sessions)lided the potential interest of few other lines
of inquiry that might be innovative with respectie present scenario in distribution.

In particular :

27.Internet B2B traditional food portahany consumers of traditional products are raluicto use
modern “impersonal” technology to buy; however &rdeg specialty shops) throughout Europe and
the world might eagerly buy through internet Italigaditional products. For export purposes,
Internet allow to overcome many barriers and the tyge of intermediation provided by the portal
would give a one-stop wholesale shop within themez foreign distributors.

28.100% territorial nicheTF producers usually have tiny or negligible nadéilomarket shares,
while being well known and heavily present in snhadlal areas; the scope of an intensive market-
ing & distribution strategy might be another smatlal area (either within the national borders or
abroad) where the target is 100% penetration. fgiance the use of external advertising (e.g. bill-
boards) might be coupled with shop vans with homléesery, strong discounts for repurchase and
referral purchase. The choice of the small tasged might be based on similarities / complemen-
tarities in cultural and economic terms to the arearigin of the product.

29.tourists as resellera local food is usually consumed for the firghei by foreigners when they
are active tourists in the location; particularhtlausiast and entrepreneurial tourists might obdain
non-exclusive distribution agreement for importingheir country the product; this strategy gener-
ates exports with relatively low effort for the precer. It would be particularly suitable to pentetra
far and poor markets excluded by traditional expetivorks, where the start-up costs are low and
people are willing to promote new businesses.

More in general, the ideas put forth in the presEmument have been developed with special ref-
erence to the Italian context, where, on the ormedh&raditional foods are numerous and widely
present in every corner of the country, and, orother hand, large retailers and discount chaies ar
increasing their market share, squeezing the maugfiproducers. Thus, many proposals go in the
direction of disintermediation, strengthening threducers’ position, expand exports and recall to
the consumers the advantages and the varietydfitraal food.

In other European contexts, the situation mightée different. The number of traditional food

products might be small and relatively well eststidid in the mind of consumer, with already a
more direct contact between producers and consuyimaror instance a connotation of traditional-
ity opposed to “modernity”, where an emergent ecopnonight see young and affluent consumers
go in the direction of foreign food. In that casesjntermediation might be more relevant, to in-
crease penetration in critical segments of sociketgordingly, each national context might differ-

ently evaluate the applicability of the aforemen#éd strategies of distribution.

In the selection of innovative distribution straesgacross the national cases, the goal should be t
reach a balanced portfolio of solutions, with resge the timing and cost of the implementation in
firms of different size. A wider (1-page) long deption of the idea can be produced with a rela-
tively wide range of solutions. Only few might dasea longer description, with mentioning the
branches where it is expected a particular suitglof the ideas. Integrated solutions might be the
result of aggregating more than one “ideas”.
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