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1. Executive summary

The SMARTCHAIN project aims to foster and accelerate the shift towards collaborative short food supply
chains (SFSCs) by linking scientists with practitioners and stakeholders in the agri-food sector. Through specific
actions and recommendations, SMARTCHAIN will introduce new robust business models and innovative
practical solutions that enhance the competitiveness and sustainability of the European agri-food system.
Using bottom-up, demand-driven research, the SMARTCHAIN consortium (43 partners from 11 European
countries) performed a multi-perspective analysis of 18 case studies (from 9 project partner countries) of
SFSCs in terms of technological, regulatory, social, economic and environmental factors, assessed the linkages
and interactions among all stakeholders involved in SFSCs and identified the key parameters that influence
sustainable food production and rural development among different regions in Europe. The research work of
SMARTCHAIN is split in 10 Work Packages (WPs) that will enable the project objectives to be fulfilled. The
main objective of WP7 is to generate a battery of tools as well as business and policy recommendations to
implement innovative solutions in SFSCs, (1) improving the competitiveness and sustainability of SFSCs,
making them smarter and more equitable, inclusive and sustainable, (2) contributing to the framework
necessary to boost the creation of new business opportunities and new SFSCs in the EU and (3) fostering the
collaboration among SFSC stakeholders (e.g. farmers, food producers, consumers, research and technology

providers, policy makers).

Within WP7, the specific objective of T7.2 has been formulated as: “Development of initial and final reference

exploitation models in SFSCs based on business model approach.”, the subject of the present deliverable.

First, the business models of 18 case studies of SMARTCHAIN are critically examined, to analyse how each
SFSC applies ongoing innovation and how they create, deliver, and capture value, considering their particular
context (economic, social, cultural) and the relation between farmers, food producers and consumers. Canvas
methodology is used as a basis. The necessary data about the case studies were provided by WP 2-5. The
following information and parameters were collected: infrastructure (key activities, key resources, partner
network), product value (value proposition of the offered goods and related services), consumers/market
(market segments, sales channels, consumer agri-food actors relationships), finances (cost structure, revenue
streams), resources (economic, government support) and ongoing innovations (technological, non-
technological and social). After that, confluence points between the 18 cases were determined in order to

identify the initial reference exploitation models (T7.2.1).

Secondly, the initial reference models have been questioned and strategically examined based on the
environment in which the models function and based on the innovative solutions and recommendations
obtained in WPs 2-5. Resulting in the final inventory of five reference exploitation models for SFSCs (77.2.2)

presented in this deliverable: Cooperative of producers

1. Cooperative of producers
2. Individual producers

3. Community supported agriculture
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4. Marketplace online and offline

5. Promotion of on farm selling

This inventory of reference exploitation models and the inventory of successful cases on the application of
innovative solutions in SFSCs (T7.1) will be used as input for the Best Practice Guide for the implementation

of innovative solutions in SFSCs (T7.3).
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2. Initial reference exploitation models (T7.2.1)

2.1 Case study characteristics using Canvas Methodology

SFSCs are very varied in nature and practice throughout Europe. The functioning and success of these SFSCs
are dependent upon different territorial conditions such as culture, climate, resources, governing structures,
available infrastructure, market access and market conditions. Within the SMARTCHAIN project, 18 SFSCs

have been selected as case studies in 7 EU and 2 associated countries.

We critically examined the 18 case studies, analysing how each SFSC applies ongoing innovation and how they
capture value, considering their particular context (economic, social, cultural) and the relation between
farmers, food producers and consumers. Canvas methodology was used as a basis (See Annex I for more
information on The Business Model Canvas). The necessary data about the study cases were provided by WP

2-5. This information was collected in a PowerPoint format (about 50 slides for each case study).
The following information and parameters were collected:

- infrastructure (key activities, key resources, partner network);

- product value (value proposition of the offered goods and related services);

- consumers/market (market segments, sales channels, consumer and agri-food chain actors
relationships);

- finances (cost structure, revenue streams);

- resources (economic, government support);

- ongoing innovations (technological, non-technological and social).

Finally, each case study was summarized for this deliverable in a one-page business canvas as presented in
Annex II. (Please note: because the 18 case studies contain business-sensitive information, the business
models of the case studies are anonymous and business-sensitive information is removed, in order to make

the report publicly available.)

2.2 Initial reference exploitation models

Based on the confluence points between the 18 case studies, we identified five different initial reference

exploitation models outlining possible ways and new directions for SFSCs:

Cooperative of producers
Individual producers

Community supported agriculture
Online and offline marketplace

i A W=

Promotion of on farm selling

The reference models focus on illuminating particular aspects of the model that stands out vs. other models.

Each of the exploitation models have unique characteristics including pros and cons and are best suited to
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apply ongoing innovation and capture value considering their particular context (economic, social, cultural)
and the relation between famers, food producers and consumers. This section of the report describes the
unique characteristics, presents the generic scheme per exploitation model and illustrates them with 1-2 typical
case study examples to bring them to life. In Annex III an overview is presented on how all 18 case study

examples will best fit into the reference exploitation models.

2.2.1 Cooperative of producers

A cooperative of producers allows its members, who produce the same or similar
products, to produce, process, distribute, market and sell the products cooperatively.
Typically, this model is chosen when production and processing is relatively expensive
and can be difficult to source as an individual. Moreover, when marketing and selling is

combined, it is possible to develop more and different sales channels.

Generic scheme - Cooperative of producers

5 /SMARTCHAIN
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1. Cooperative of producers

Key Partners
farmers/producers for
optimization and econ
outsourcing of i.e.

share infrastructure/
processing facilities.

Strategic partnership between

omy of

scale: reduce costs, involve

transport/distribution and

Key Activities

Cooperatively produce,
process, distribute and market
fresh agricultural produce.

-
i

Value proposition

Collaboration between
producers allows production on
a bigger scale, resulting in
lower unit prices and a
continuous supply.

Moreover when marketing and
selling is combined different
and larger sales channels can
be untapped.

Customer relationships ( :?

- More indirect

= Products tailored to the specific
needs of customer segments.

+  Customers rely on brand identity
for product quality.

- Le. via branded website,
newsletters, in store promotion.

Key Resources A product-level guarantee Channels {-':_:.52'7
e - reduces the risks undertaken by w
facilities for processing, packaging a purchaser. Sales

and storage
distribution to final location
marketing

Also, customers may find value
in a specific brand identity of
the business and its product(s).

Bigger retailers / specialty shops

Distribution
Producer > cooperation > retailer >
consumer

Customer segments

Who
More urban than rural

Why

Consumers looking for (variety
of) quality products with
attractive prices.

~—
i~

Facilities for processing, packaging and storage
A cooperation relieves producers from the expense of having to buy and
manage (processing) facilities on their own.

G

LT
11 ir

: =4

Revenue streams

Cost structure

- B2B
+  Shared shares among producers

S

b

Horizon 2020
European Union Funding
for Research & i

The SMARTCHAIN project has received funding from the
European Union’s Horizon 2020 research and innovation
under grant No. 773785

Typical case study example 1 - BioFruits | Switzerland

BioFruits is an enterprise that is involved in the production and commercialisation of around 2000 tonnes
of organic fruits and vegetables per year. In 2004, four producers decided to found BioFruits in order to
join forces and create a modern tool for organic farming in Valais. BioFruits produces more than 34
different varieties of organic apples and pears on 170 hectares. The enterprise opened a shop for direct
sales in 2005 with fruit and vegetables as well as other products, organic or regional, to highlight the
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agricultural resources of the soil of Valais. In 2011, in order to promote fruits that do not fit the aesthetic
standards of the distribution, BioFruits established a press, dedicated to the creation of juices and nectars.
By also offering a customised service to other companies, local producers can also benefit from the
creation of their own drinks.

Typical case study example 2 - Couleurs Paysannes | France

Couleurs Paysannes finds its roots in the city of Valensol (in the region Provence Alpes, Cote d'Azur). In
2012, around 40 local farmers, decided to open a supermarket (350 square meters) in order to start
directly selling their products. Meat, cheese, fruits and vegetables and all kind of other products can be
found in this supermarket. Everything works as in a conventional supermarket, except that the prices are
decided by the farmers only and they have to give a little bit of their time to work in the shop. Since
2012, two other shops have open in Manosque (a small city shop, 60 square meters) and in Aix-en-
Provence (250 square meters). In the original shop in Valensol, a kitchen will open soon in order to be
able to prepare and sell ready-to-eat meals made from products of the shop. Today, the cooperative has
grown to +/- 60 farmers and sells 800 tons of regional produce per year.

2.2.2 Individual producers

Many farms operate as individually owned businesses. The individually owned business
is probably the oldest and most common form. One person, family or small group of

people owns, controls and conducts the business. Individual producers typically have a

rich (family) heritage, and relatively simple (inexpensive) processing or distribution is

required. Sales channels are typically an online or onsite farm shop.
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Generic scheme — Individual producers

ig SMARTCHAIN | 2. Individual producers - initia version

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Partners Key Activities {;.“’g Value proposition Customer relationships ( Customer segments
Typically, individual producers - Delivering and selling . \’f One person, family or small - (dedicated) personal Who
own all resources and perform fresh products based on group of people owns, controls assistance based on human Mare rural than urban
all activities by themselves. specific know how or and conducts the business. interaction at the point of sale
heritage L . Why
i Products stand out because of +  Customization (tailoring Connect with individual people
Individual products to the specific needs

doing business locally and on
a small scale. “Keep the

specific know how, that have

production/processing, often been in the

distribution and sales

of customers) heritage

family/company for a long money where the heart is”
period of time.
Key Resources Customers find value in the rich Channels <7
Y (family) heritage of the %@
Limited resources as one company or products. Sales
person, family or small group of Several complementary channels:
people owns, controls and online or on farm shop, smaller
conducts the business retailers/specialty shops
Distribution
. ) Producer > consumer
=~ é)} —Cor Producer > marketplace > consumer
7 | =S
Sg& :‘331 - 1
Cost structure Revenue streams
Relatively simple and inexpensive processing or distribution. B2C / B2B

{ =
N
Horizon 2020 The SMARTCHAIN project has received funding from the
Eurcpean Union Funding European Union’s Horizon 2020 research and innovation
for Research & Innovation programme under grant agreement No. 773785

Typical case study example 1 - Chévrement bon | Switzerland

Chévrement bon is a family-owned small enterprise, with four different activities: goat farming, cheese making,
pig farming and green energy. In 1981, the family began with a herd of 35 goats. In 1987, with the increase
in market opportunities, the herd expanded and has currently 100 dairy goats (producing 100.000I milk/year).
In 2010, one of the sons joined the farm to become the manager of the cheese factory. In 2013, a new cheese

factory with a shop for the sale of farm products was built.

Chévrement bon responds to customer demand by offering quality products and bringing innovation and a
complete range of cheeses (e.g. direct sales or market with 15 different cheeses based on 2 different
processing techniques). A website and social media are used to communicate about different news and events
the enterprise participates in or is developing. Some events are organized by the enterprise like visits of the
farm to see goats, pigs and chickens or small on farm markets bringing local producers of different products

(e.g. meat, bread).

Typical case study example 2 — Natuurlijk Vleespakket B.V. | The Netherlands

Natuurlijk Vleespakket B.V. provides natural, grass-fed meats, sourced from cows, bulls and sheep that roam
in nature parks in the Netherlands, and sells directly to consumers and restaurants in the Almere region (in
the province of Flevoland), through the brand Vieesch & Co. As indicated by its Owner, Bauke van der Veen:

"The animals have grazed in natural parks all their lives and are owned by a foundation that primarily focuses

10
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on natural grazing, in order to prevent overgrows”. Bauke van der Veen is also chairman of the short chain

initiative 'Flevofood Association'. The versatile members of this association are active in agriculture, processing,

logistics, trade, catering and retail. Together they form a powerful regional food chain by working closely

together and seeking partnerships with a large number of partners, such as governments, financial and

knowledge institutions.

2.2.3 Community supported agriculture

agriculture have evolved:

The Community Supported Agriculture model has been in place for many farms for some
time now. The traditional model placed substantial emphasis on sustainable agriculture,
shared production risk, consumer involvement with production activities, and

authenticity of local sourcing. Over the years, different types of Community supported

Subscription model: subscription-based contract for the produce from the land

Shareholder model: buy shares and produce from the land

Community model: invest and operate farm/land and share the produce with the

community

Generic scheme — Community supported agriculture

S5 SMARTCHAIN
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3. Community supported agriculture

Py
DEI

Key Partners

Producer partner with
community members to reduce
risk and uncertainty

Key Activities ﬁi}
- Develop and maintain -
relations within the
community
- Dialogues and agreement
process with the members
- Knowledge management
and training

Key Resources

Manufacturing facilities, buildings,
machines

Value proposition

Producer partners with
community members to reduce
risk and uncertainty

Customers may find value in
the simple act of helping to
produce the products
themselves /[ incur the risk of
production themselves

“shared farming / land use”

Customer relationships (

Strong emotional and loyal
connection with customers as
they are producers/shareholders
themselves and co-create the
business

Production corresponds directly
to community demand

Channels -

Sales

Via subscription/ usage fee
Distribution

Producer = consumer

Customer segments

Who
typically urban

Why
= sustainable agriculture
involvement with
production activities
authencity of local
sourcing

Horizon 2020
European Union Funding
for Research & Innovation

The SMARTCHAIN project has received funding from the
European Union's Horizon 2020 research and innovation
under grant

No. 773785

11
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Typical case study example - Solidarische Landwirtschaft (SoLaWi) | Germany

SoLaWi is a network of people with an agricultural background (farmers, gardeners, producers) and consumers
(private households) who are committed to the promotion of community-supported agriculture. Producers and
consumers form an economic and social community that is tailored to people's needs and takes the natural
environment into account. On the basis of the estimated annual costs of agricultural production, this group
undertakes to pay a fixed (usually monthly) amount to the SoLaWi farm each year in advance. This enables
the producer to devote themselves to good agricultural practice regardless of market constraints, to keep the
soil fertile and to manage it in a needs-oriented manner. In return, the buyers receive a part of the entire
harvest as well as processed products such as bread, cheese, etc. - if the SoLaWi company produces them. The
personal relationship makes the parties aware of their mutual responsibility. Consumers learn how their food
choices shape the cultural landscape, enable social interaction, nature conservation and (species) diversity,
and how sustainable agriculture can take place.

2.2.4 Online and offline marketplace

Online retail is still growing fast, although online marketplaces in fresh food remain

significantly behind general retail. However, some promising traction for short food

prag supply systems is observed. Online benefits of selling your local products 24/7 to an

increasing group of potential customers who buy online are evident. Marketplaces offer
independent producers a platform/market to sell goods without the burden of a brick-

and-mortar store.

12
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Generic scheme — Online and offline marketplace

“;g SMARTCHAIN | 4. Online and offline marketplace

SOLUTIONS IN SHORT FOOD SUPPLY CHA

¢

Key Partners Key Activities * Value proposition Customer relationships ( : ? Customer segments
Producers extend their own Managing the interface betweéjrgx.-\'_’. Online and offline marketplaces = Interaction mainly on a - Who
access to customers / selling vendors (producers) and buyers offer independent producers a transactional basis. (urban) customers who
capabilities by relying on a (customers) platform/market to sell goods = Rely on automated previously lacked access to
shared marketplace. - Platform management and without the burden of a brick services, i.e. personal local food products
promotion/branding and mortar store. online profiles
Service provisioning = Tailoring services to the Why
Offering customers specific needs of customer Speed of service, convenience
unprecedented convenience. segments

"local produce just a mouse-
click or doorstep away”

Key Resources Channels Ny

Interface between producers and Sales w
customers [ point-of sales system Online and offline marketplace
Logistics infrastructure

Distribution
Producer > marketplace > consumer

£)

il

Cost structure Revenue streams

Producers market/sell products without the burden of a brick/mortar store B2C [ B2B2C
Support function to drive sales for local farmers

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union’s Horizon 2020 research and innovation
for Research & under grant No. 773785

Typical case study example 1 — Foodhub.hu Non-profit Ltd. | Hungary

FoodHub.hu provides a platform of fresh, organic, farm-sourced products and makes them available for anyone
living in the city of Budapest. With the ,farm to table” and ,farm to fork” concept in mind, FoodHub.hu was
brought to life in 2016 when the online marketplace - AzEnPiacom.hu (MyFarmersMarket) was launched — with
a special assortment of farmer’s products being offered with a home delivery service for busy moms, families.
In order to expand and scale FoodHub, the founders formed a strategic alliance with an online farmers’
marketplace, Supp.li. Supp.li is a digital platform that focuses on scaling, digitizing and automating food
ordering, payment, invoicing and logistics between farmers and HoReCa, but it lacks the capabilities of long-
term farmer collaborations. On Supp.li's platform, farmers can advertise their fresh and processed products,
which then can be ordered by restaurants and chefs. In addition to developing the platform, Supp.li checks
the quality of the advertised food and provides full logistical services. The company is currently serving
restaurants in Central Europe, and its long-term goal is to reform the restaurant-supply chain across Europe.
The alliance with such an automated solution allows both parties to merge their benefits under one roof while
successfully handling flows in their scalability.

Typical case study example 2 — Local2Local I The Netherlands

Local2Local is a SFSC in the Utrecht region, initiated by Amped Concepts BV and about 20 local farmers.

Established in 2013, this partnership has grown to over 50 farmers and has regional cooperation with other

13
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supply chains. Its goal is to connect the city with locally produced food, via physical pick-up points and an

online retail platform. A wide range of affordable, fresh, local products matches the sustainable lifestyle of

the consumer and is available almost all year round. Consumers directly order from the farmer and get a

fresher and tastier product, whilst Local2Local takes care of the in-store and outdoor marketing. Together

with farmers, they also develop new products based on the UN's sustainable development goals. In this way,

Local2local focuses on removing obstacles on both sides of the short food chain: marketing an abundance of

local food and increasing accessibility and services for customers. Today Amped is building validated chains

of trust within SFSC, by facilitating collaboration and value creation among stakeholders locally, regionally,

nationally and internationally, focused on ecological, social and economic impact.

2.2.5 Promotion of on farm selling

X

with public funds.

This model has the primary objective to promote/support on farm and online selling of
individual producers and to improve the visibility of the farm. This is conducted at the

local as well as regional and national level. These organizations are typically supported

Generic scheme — Promotion of on farm selling

Cg SMARTCHAIN
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5. Promotion of on farm selling

Key Partners

Producers benefit from more
visitors to their region through
a promotional interface.

Partnering with authorities for
public funding

Key Activities

Promotion of on farm selling T
with online/offline referencing to local
agricultural food producers

A

Key Resources

Branding / promotion materials
(technical) interface between
producers and customers

.

Value proposition

Promote/support on farm and
online selling of individual
producers and to improve the
visibility of the farm.

Customers find value in a rural,
farm experience by ‘meeting”
the farmer/countryside
(through recognition of a
specific brand/logo)

Customer relationships{ 2

Merely focussed on
establishing relationships
between consumers and a
specific (rural) region rather
than a customer/producer

()
S 2

relationship.

Channels .y,
174

Sales W

(online) farm shop

Distribution

Producer > consumer

Customer segments

Who

Mostly urban (regional or
national) visitors/tourists
attracted to the countryside

Why
- authencity of local
sourcing

connect with the
countryside

experience how food is
produced

Cost structure

promational/marketing costs.

Local producers attract visitors without the burden of high

B2C

Revenue streams

Support function to drive sales for local farmers
Typically supported with public funds

has

e

Horizon 2020

European Union Funding
for Research &

The SMARTCHAIN project has received funding from the

European Union’s Horizon 2020 research and innovation

No. 773785

under grant

14
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Typical case study example 1 — Einkaufen auf dem Bauernhof | Germany

Einkaufen auf dem Bauernhof (Shopping at the farm) represents the interests of direct marketers in Germany
and is a support community for directly marketed agricultural products. The community is organized via several
farmer associations and the agricultural chambers of federal states. It is the largest union for agricultural direct
marketing in Germany. At times when small businesses are increasingly being driven out of the market by
large corporations, the ability of self-marketing becomes a key skill to ensure competitiveness and the
maintenance of operations. The community "Einkaufen auf dem Bauernhof" directly supports marketing

agricultural businesses by creating a striking unique profile through advertising and public relations.

Typical case study example 2 — Zala Valley Open Farms | Hungary

Zala Valley Open Farms is created by the Zala Termalvolgye LAG based on supporting local producers and
tourism services (through LEADER), combined with SFSC knowledge and resources brought in by consultants
in 2 trans disciplinary research projects. It is a network of producers of high added value food products opening

their farm and food processing plant for customers to visit on a regular, transparent basis.
The SFSC provides:

- a common marketing image (logo, roll-ups, signs, image films, etc.);

- a well-designed internet platform + smart phone app. including push notifications and social media
platforms where producers can market their products, give information about their opening times, special
events, offers;

- special, larger scale events for wider marketing of the system;

- a quality assurance system (with internal governance and decision making) for creating an adequate
environment at the farm to be able to accept visitors (toilets, hygiene, aesthetics, etc.);

- possibility for social learning, networking, building local/regional identity for producers.

Visitors can come to visit and buy products not only by appointment, but also during the regular opening times
and at special organised events. Thus, customers can actually see how and where the local products are

produced.
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3. Final reference exploitation models (77.2.2)

3.1 Re-interpreting strategy through the lens of the Business Model Canvas

Chapter 2 presents the language for describing, discussing and designing business models and describes five
initial reference exploitation models for SFSC businesses. This chapter is about re-interpreting strategy through
the lens of the Business Model Canvas. The initial reference models will be questioned and strategically

examined based on the environment in which the models function.

3.1.1 Method: Checking the Business Model Environment

Business models are designed and executed in specific environments. A good understanding of the
environment in which the business models operate helps to conceive stronger, more competitive business
models. The COVID-19 pandemic shows that continuous environmental scanning is more important than ever
because of greater uncertainty (e.g. technological innovations) and severe market disruptions (e.g. economic

turmoil, disruptive new Value Propositions).

Understanding changes in the environment helps to adapt a business model more effectively to shifting

external forces. Annex IV describes these key external forces and categorizes them in four main areas:

1. Key trends

2. Market forces

3. Industry forces

4. Macroeconomic forces

(A. Osterwalder & Y. Pigneur, Business Model Generation, (2010) Business Model Environment p 200-
2011)

Technological & non-technological
trends & innovations (WP2)

Needs and demands Key Partners
WP4
(WP4) (Key

\ Partners) Activities) Propositions) |Relationships)| Segments)

Market forces g B Channels 7 .
(Key (Channels)

Resources) \
/ Social trends &
Market segments innovations (WP3)

(WP4) Cost Structure 5 Revenae Sireams
(Cost Structure) = (Revenue Streams) N~

Key Activit

(Key

Value Propasitions 27y | Customer Relationshipy

(Value (Customer (Customer

F

Socio-economic &
environmental trends
and insights (WP5)

Within WP7, we analysed the innovation solutions and recommendations obtained in WP 2, 3, 4, and 5 and
projected them on 1) the key trends and 2) market forces components of the business model environment

tool.
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Key trends gave us information about topics which were analysed in WP 2, 3 and 5 of the SMARTCHAIN

project:

1. Technology trends: Technological and non-technological innovations (WP2)
2. Societal and cultural trends: Social Innovations (WP3)

3. Socioeconomic trends: Socioeconomic and environmental aspects (WP5)

Market forces are about insights of the customer. WP4 provides consumer and stakeholder insights. This
information gave us relevant insights to re-design or improve the initial reference exploitation models. It views

the business models through customers’ eyes, can lead to the discovery of completely new opportunities.

3.2 Summary of key trends and market forces

3.2.1 Technology trends

This paragraph looks at the information generated in D2.2, which provides an inventory of 129 technological
and non-technological innovations. These innovations have been structured following the subtasks of SFSC
and include typical problems, barriers and needs and are relevant for individual SFCS actors and SFSC as a
whole. See Annex V for an overview of these components. These components are used as inputs for the

description of the SFSC landscape.

Most innovations were identified on the subtask “Transport, logistics and storage”, accessibility of the product
and short food chain channels, followed by the food preservation and other “processing and packaging”
technologies. “Marketing” and innovations that use ICT/ digital technology are also identified in the inventory.
Most of these innovations are obtained from sources other than the 18 SMARTCHAIN case studies. Few

innovations are identified for food safety, hygiene aspects and regulatory issues.

D2.2 also reported conclusions which are relevant for the actual SFSC landscape:
- A low willingness of the chain members for collaboration;
- Limited (use) of marketing knowledge;

- Digital solutions can provide significant support for improving the performance of SFSC.

In table 1, information obtained in D2.2 is crossed with elements of a business model. It also shows the key

take-aways on how technological trends and innovations could affect an exploitation model:
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Table 1: How key trends from a technological perspective could affect business model

trends in the
Food market?

Which
technologies
represent
important
opportunities
or disruptive
threats?

Which
emerging
technologies
are
(peripheral)
customers
adopting?

Key trends Main SFSC Key take-aways (technological and non-technological)
Questions landscape How could it affect a reference exploitation model and lead to an e.g.
based on D 2.2 | added Value Proposition, new Channels, new key-activities, new revenues.
Technology What are the New farming Introducing new farming methods or specific crops e.g. Organic
trends major and primary - Extra food quality, which results in an added Value Proposition
technology productions - Introducing new key activities and key resources
and non- methodologies | - Makes higher revenues possible and a new pricing mechanism: “Product
technological feature depended”: price depends on the number or quality of Value

Propositions features.

Many
innovations on
logistics,
accessibility of
the product.

Pick your self-systems, vending machines, appropriate cooling systems/
transport and personalized home-delivery “boxes”.

- Introducing new channels makes food from SFSC more accessible

- More convenience for consumers will improve the Value Proposition

- New ways of Customer Relations by introducing “co-creation” like “self-

Home delivery service methods” (pick your own & vending machines) to engage the

is still customers.

expensive - It will reduce cost on transport/ distribution

Many Smart packaging and processing methods will prove advantageous when food
innovations on | safety, food quality and environmental issues are more and more important for
processing consumers.

technologies

including New packaging methods (biodegradable packaging with smart technologies
preservation which indicates freshness etc.) makes longer shelf live possible, less waste and it

and packaging

will affect revenue streams.

It will also improve the Value Proposition ass well by offering a more diverse
supply (fruit juice/ jam and fresh fruit).

Many new
marketing
strategies &
communicatio
n tools.

New Value Proposition: offer knowledge on food and engage consumers direct
with producers

Education & food tours: Add new key activities: Education and (touristic) food
tours, cooking classes as a new activity besides the production of food.

Limited (use New way of Customer Relations: Participatory Guarantee systems (PSG) — locally
of) marketing quality assurance systems will involve your consumers more direct “community”
knowledge
New pricing mechanism: Product feature-depended: price depends on the
number or quality of Value Propositions features
Major New sales channels: online marketplaces will become more common.
advances in
Digitalization New way of Customer Relations: Self-service for producers and consumers.
in the Food
Chain: Smart Reduces costs, optimize the operation. It depends on which scale innovations
farming, become profitable. Until now — less knowledge is available on these digital
Blockchain. solutions and the assumption is that most innovations are too expensive to
Limited implement for SFSC. Cost structure will change. Less/ other qualified workers

knowledge on
ICT.

and higher cost for smart technology

Few
innovations on
food safety,
hygiene and
regulatory
issues

Innovations on Food safety and Hygiene could not only improve the quality of
food trust of consumers and therefore improve the Value Proposition and justify
a higher price. It could also reduce food waste (so less costs of food not sold).
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Based on table 1, several adjustments can be made in the business reference exploitation models:

e NEW VALUE PROPOSITION: Specific crops, better quality and new ways for producers to engage
the customer makes it possible to have higher revenues and a new pricing mechanism: “Product
feature depended”: price depends on the number or quality of Value Propositions features.

e NEW CHANNELS: Online selling and buying will increase and is relevant for every exploitation
model. New or advanced online channels will be available. It will become easier and cheaper to
conduct business online. It addresses an added Value Proposition: It will become more convenience
online to shop from SFSCs, which becomes relevant during COVID-19 when safety is key and there
are restrictions on travelling.

o Illustrated example:
Hermeneus Marketplace (see innovation inventory at www.Smartchain-platform.eu)
Online marketplace Hermeneus is just like ‘AirBnB’ a free and responsible consumption
community, in which sellers and buyers contact directly to buy and sell products.

NB The transport part of online shopping in SFSC is still a struggle because of low volume and fresh
produce. Homedelivery makes shopping from SFSC often more expensive. Alternatives which also add
value could be the use of extra pick-up points, vending machines or pick-your-self concepts.

e NEW KEY RESOURCES, PARTNERS, ACTIVITIES: Implementing smart technologies for
farming, processing, preservation and packaging food could optimize the business operation and also
improve trust, safety and hygienic challenges in SFSC. It depends on which scale investments become
profitable.

e NEW KEY RESOURCES, PARTNERS, ACTIVITIES: Knowledge and investments on ICT,
online marketing and logistics are necessary. E.g. (Online) storytelling about the benefits for the local
community, environment, economy will become more relevant to justify a higher price and maybe
less convenience when buying (non-SFSC) food online from regular supermarkets.

3.2.2 Societal and cultural trends

This paragraph contains information obtained from D3.1, D3.2 and D3.3 on societal and cultural trends,

interpreted as ‘social innovations’. The findings are crossed with the five initial reference models.
Definition of Social Innovation

Social Innovations (SI) are processes that change SFSC systems by altering the collective perspective of the
actors involved and their corresponding action mode, thus leading to the achievement of, primarily, social

goals that benefit all SFSC participants in sustainable ways.

This definition highlights the social goals pursued by the groups co-creating SIs. At the same time, it maintains
the need for these innovations to generate benefits in sustainable ways; sustainability, thus, remains a key
ingredient of SIs. Both the co-creative process that leads to the SI, as well as the SI outcome itself, should be

sustainable in the long run.
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Best practices on Social Innovations

Best practices are based on re-localizing food systems and shortening the geographical/physical distance.

Some exemplary practices according to the literature review were the following:

- Enriching “ground rules” with “communing” tools (i.e., the process of making common”) such as acts
of mutual support, negotiation, experimentation etc. with memberships programs or (online)
meetings.

- The active involvement of multiple players who have traditionally not worked together.

- The collaboration between multiple actors should be based not only on formal agreements (e.g.
contracts), but also on strong informal rules, social values and shared beliefs.

- Common cognitive frames, rules, norms and material infrastructures (e.g. an outlet, a meeting venue)
should be in place.

- Practices that activate social links with other network members (e.g., regular meetings).

- Practices that enhance social and cognitive proximity (showcasing the living environment of local

producers to consumers).
Concluding remarks on social innovations, based on the validation process of 12 Community of Practices:

- Cooperation and communication among SFSC members emerge as important factors for success
that drive SI engagement and therefore SI success.

- Building long and trusted relationships is also a prerequisite for successful SFSCs as well as SIs.
Trust is the most basic ingredient of success in SFSCs, including the generation of SIs. Without trust,
any collective endeavour is doomed to fail. At the same time, trust is both an input and an outcome
in SFSCs, where more trust leads to more trust.

- SI could be generated to improve conditions in existing systems providing changes in mental
models and allowing changes to happen.

- In many countries where the farming sector is dominated by older farmers, established mental
models and attitudes make the change at any level difficult.

- Slis in the mind of most stakeholders, primarily about achieving social goals; economic outputs
seem to be the means rather than the ultimate goals of SIs. But the achievement of economic
sustainable goals is also crucial for all organizations. These should not be neglected. Every business
should be economically profitable, otherwise it's not a business.

In table 2 the information obtained in WP3 is crossed with elements of a business model and it also identifies

if and how societal could affect an exploitation model.
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Table 2: How key trends from a societal and cultural perspective could affect business models

Key
trends

Societal
and
cultural
trends

Main
Questions

Which
shifts in
cultural or
societal
values
affect the
business
model?

Which
trends
might
influence
buyer
behaviour?

SFSC landscape (WP3)

Main elements of SI
among SFSC members
and consumers:

Communication and
cooperation

Building long & trusted
relationships

Co-creation
Co-responsibility

SI could be used for
changing mental models

Typical SFSC members:

Often dominated by older
farmers with established
mental models.

Lack of cooperation
among SFSC members

Lack of knowledge on how
to (facilitate) cooperation
in the SFSC.

SI (in the mind of
stakeholders) is about
achieving social goals) but
economic goals are crucial
as well and should not be
neglected.

The role of the
Government is
important; there is a need
for local administrators to
be more actively involved
and take initiatives to
facilitate cooperation

Social goals & social
enterprise companies are
more common.

Key take-aways WP3 (Social Innovations)
How could it affect a reference exploitation model and lead to an e.g. added
Value Proposition, new Channels, new key-activities, new revenues.

Adapting SI during the process of defining a specific Business Model:

1.

Defining or improving a Business Model in SFSC should be a process
in which all stakeholders in the particular SFSC are involved. Strong
leaders or a small group of “initiators” are necessary in the early
stages. All SFSC stakeholders can work on long and trusted
relationships and everybody will feel responsible for the exploitation
as well.

Cooperation and communication among SFSC members (horizontal
and vertical) are key during defining and operating the business
model. It creates mutual understanding and shared responsibility for
running the best business to achieve mutual goals.

Invest in knowledge of how to facilitate processes of cooperation
among all SFSC members.

Adapting SI in elements of the Business Model

1.

3.

Value Proposition: Add new values (and develop new Key Activities
with (new) Key Partners) on farms & organisations who are active in
SFSC.

It offers new revenue opportunities. E.g.

- Potential place to learn about food production, nature.

- Employing people with a distance to the labour market.

Customer relationships, channels and customer segments:
Communication, cooperation and co-creation is always relevant: it
gives you better understanding of the needs and struggles of
customers, key partners and provides insights on how to improve
the value proposition, which channels to use and how to work on
customer relationships.

New ways of doing business (focus on social & environmental
goals) instead of only on economic goals will attract new
customers and new ways to keep in touch with each other.
Enhancing trust is possible to directly involve consumers in the
oversight of producers that are delivering products by introducing
Participatory Guarantee Systems (locally focused quality
assurance systems). Customers become co-creators and add
value.

The use of formal agreements and informal rules may affect the
way consumers feel engaged to the suppliers of SFSC.

Key activities, key resources and key partners:

Co-creation and co-responsibility will engage SFSC members, Co-
operation will get the SFSC going. It creates mutual
understanding and shared responsibility for running the business
in the best possible way.

The use of formal agreements and informal rules may affect the
way SFSC members co-operate and feel responsible for the
process, services and products.

SI could be used to keep the chain open and allow changes to
happen.

4. Cost structure:

Shared spaces and (IT/ Technology/ HR etc.) resources will reduce
costs (even with the wider community — e.g. consumers) and creates
more commitment among SFSC members and customers.
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Based on table 2, several adjustments can be made to the business reference exploitation models:

e Implementing SI during the process of defining a business model and operating the
business will optimize the business and make the business work and have positive effects on all
elements of a business model. Knowledge and money are necessary for facilitating the process.

e Involving customers (co-creation) will affect how Customer relationships are organized and new
customer segments could be interested in buying from SFSC, especially those, who have concerns
about place of origin, social and environmental issues.

e Co-creation among SFSC members or with customers might not only reduce costs, but also

creates more commitment.

o

Illustrated example: Participatory Guarantee System (PGS)
https://www.ifoam.bio/our-work/how/standards-certification/participatory-guarantee-systems

PGS are locally focused quality assurance systems. They certify producers based on active
participation of stakeholders and are built on a foundation of trust, social networks and
knowledge exchange. PGS directly involve consumers into the oversight of producers that are
delivering products. A PGS enhances transparency in that producers, processors and others
adhere to commonly agreed rules. Trust will add value for the products and services and may
offer higher revenue streams and less cost for other certification models.

3.2.3 Socioeconomic trends

In this paragraph we crosslink generated knowledge in D5.1 on socio-economic and environmental insights.

At the moment, research is being carried out in WP5 on how these elements are related to the 18 case studies

in SMARTCHAIN, so there are no examples available according to these identified elements. Even though it is

possible to crosslink these elements with the blocks of the business model and define the main questions on

how they will affect a reference business model.

Table 3: How key trends from socioeconomic perspective could affect business models

Key Main SFSC landscape Key take-aways WP5 (socioeconomic and environmental)
trends Questions How could it affect a reference exploitation model and leads to
added Value Proposition, new Channels, new key-activities, new
revenues.
Socio- What are Many consumers value local Value Proposition (VP) :
economi | the major food for their health and Address the (positive) impact you make on the environment and
c socio freshness social community when you're buying from SFSC or conduct business
trends economic in SFSC.
and Customers and Producers
environment | increasingly conscious of how Address the issue of a higher price by being transparent about
al trends FSC contributes to global (extra) costs regarding environmental and sustainability measures.
warming and sustainability
Which issues. New relationships might be possible and new customer segments
elements might be attracted when addressing a more environmental and
may affect Growing social consciousness sustainable SFSC in the way how to approach or cooperate with your
the among consumers. customers. Possible (new) ways:
reference
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business Socio-economic &
models? environmental impact - (dedicated) Personal assistance
categories identified in WP5: - self-service/ automated services
. . - Communities
1. Environmental impact Co-creation

categories (13) like:

Climate change, water Rethink which key resources are needed to be developed considering

stress and the ongoing shift to a more sustainable SFSC.

2. Sustainability impact
categories like: ) The convergence to (more) environmentally friendly and sustainable
Workers, value chain SFSC might lead to other or new key activities.

actors, social impact on
consumers & SFSC-actors | New revenue opportunities can be untapped by the shift to more
& local community environmental and sustainable SFSC. E.g.:

- Subscription fees

- Lending/ renting/leasing fees

- Licensing fees

- Donation

Based on table 3, several adjustments can be made in the business reference exploitation models:

« Elements which prove a product, service or company contributes to socioeconomic and
environmental impact should be part of the Value Proposition (and clearly explained why).
It justifies a higher (true) price.

« New ways of creating revenue streams and engaging customers:
Subscription fee, lending, renting, leasing fees, licensing fees, donation.

o Illustrated example: Graangeluk.nl
A journalist starts as a nature farmer and cultivates old cereals that have disappeared from
the landscape at the expense of maize. Cereal waste restores the landscape and biodiversity.
Local herds of sheep graze the land. A regional baker bakes high quality bread from these
grains and a local brewery brews prize-winning beer (Gold at the Brussels Beer Challenge
2020). The slogan of ‘Graangeluk’ is: save nature, order beer. It makes consumers
understand they pay extra in order to contribute to reduce the environmental impact support
economic impact on the local community.

3.2.4 Market segments, needs and demands

In this paragraph we crosslink the knowledge generated in D4.2 on customer insights. It provides relevant
market insights regarding the needs and demands of customers and analyses how well they are served. It
also identifies the main customer segments. D4.3 is about examining consumer attitudes, values, expectations

and preferences in relation to SFSC.

WP4 identified the main concerns of consumers which prevented them from regularly buying from SFSC and

presented possible solutions.

As described in WP4, it is recommended, when designing or redefining a business model, to conduct your own
research into the needs of all SFSC members, your potential customers and the context of the product and
region in order to better understand what the end-customer is truly willing to pay for or which partners you

need in a specific business model. Understanding the customer is key when building or redefining a business
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model. Adopting the customer perspective is a guiding principle for the entire business model with a better

Value Proposition according Osterwalder & Pigneur in their book Business Model Generation, 2010.

In table 4, the findings of customer behaviour are crossed with main the elements of the business models. All
elements are in their own way relevant for the five identified reference business models. It can be used as a

checklist when a reference model is used to develop a specific business model.

Table 4: How market forces (consumer insights) could affect business models

Market Main Questions SFSC landscape Key take-aways WP4 (customer segments, needs & demands)

Forces How could it affect a reference exploitation model and lead to an e.g.
added Value Proposition, new Channels, new key-activities, new
revenues.

Market What are the Main Customer 1. Value Proposition: Address the Gains in your Value Proposition

Segments most Segments who buy and your products & services:

important from SFSC: o  Taste, Freshness and Naturalness
Customer o  High quality food because of distinguished taste and or
Segments? 1. SFSC Advocates: nutritional value
Purchasers to o  Social and Economic benefits of SFSC on a local/ regional/
support local national level
community & Tourists. o  Environmental impact because of e.g. less transport
2. Families with
young kids 2. Value Proposition: Increasing the range of products (and
3. Elderly diversification) at SFSC retail outlets would help. E.g. Organic/
pesticide free products will add quality (at least in the mind of
(2&3: Main socio consumers) and will justify a higher price.
demographically defined
consumer groups) 3. Value Proposition and new key activities: Education. Product- and
region specific communication and marketing strategies would
And: help if they address the specific needs of consumers: what they
want to know about which products. This information could help
4. Consumers who do consumers to understand the higher price of SFSC products and
not buy from SFSC could help in building trust (Food safety and Place of origin). Also
targeting behaviour change to make purchasing local food more
Needs & What are the Gains & Pains of feasible.

demands | Gains & Pains CC‘}St°me"S .
of customers? onsumer preferences | 4

depend on the context
What do and the specific region

Channels: an increasing number of point of sales (online and
offline) and making local food more available in restaurants could
encourage consumers to buy more from SFSC.

customers need?
GAINS — needs, wants

1. Healthy Food — 5.  Customer relationships: for those consumers who are interested in

For what supporting farmers, local and regional economy and social and
value(s) are because of environmental impact, communicate about these issues and
customers truly freshness and highlight how consumers can help.
willing to pay? naturalness of food

2. Quality 6. Communicate with your customers to improve confidences on
What are the 3. Social and Economic issues (price, quality, safety and authenticity) of local food.
biggest benefits of SFSC on Information campaigns and on- the-pack information could
unsatisfied address doubts about these issues and certification and regulation

customer needs? a regional/ national can reassure consumers and can help to expand the market for

level SFSC producers.
How do our 4. Environmental
customers prefer impacts 7. Key activities: continuing research in understanding your
to be addressed, customers and continued communication with your key partners/
how do SFSCs fit | paINS : fears, obstacles relevant SFSC members and end consumers about the benefits
in their daily 1. (In)Convenience: and concerns of buying from SFSC is essential and should be a
routine? accessibility standard activity.

2. Higher price

3. Quality: Concerns 8. Key resources: Certification and regulation could help to address
about food safety the concerns of consumers.

4. Trust: place of
origin / authenticity |9. Key partners: partners with knowledge of marketing, regulations,

certification and governmental organisations could help to

“translate” or bridge the gap between SFSC member and

consumer.
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Consumers have limited
knowledge about local 10. New Revenue streams: Introducing public procurement could
food. lower the price by e.g. selective taxation between long and short
food supply chain products (potential new revenue streams).

11. Certification costs for specific labels and marketing expenses to
understand your customer may enable higher product prices and
increase revenue.

Based on table 4, several adjustments can be made in the business reference exploitation models:

e Customer insights are the guidance and the start of (re)defining a Business Model.
All elements are in their own way relevant for the five identified reference business models.

e Consumer preferences are context- and region- specific. Research should be part of every
business.

e In general these values are important to consumers when buying food from SFSCs.
o Taste, Freshness and Naturalness
o High quality food because of distinghuished taste and or nutritional value
o Socio-economic benefits of SFSC on a local/ regional/ national level
o Environmental impact because of e.g. less transport

e Convenience and (a fair) price, quality and trust are important when buying food. When more
convenience is offered (better accessibility and lower price) and consumers have more knowledge
of food and their producers, food from SFSC will reach a larger (middle class) group.

Generated example (in WP4): Public Procurement tools, e.g. eliminating VAT

One potential solution could be to implement a tax that takes into account the hidden costs of
food in terms of its environmental and/or health impact. This could be in the form of true
pricing (Sustainable Food Trust, 2017) or a scheme that decreases the rate of tax for labour,
but increases it for the cost of resources and pollution (The Ex'tax Project). Whether the cost of
food from SFSC should be exempt from VAT, or the cost of food from longer chains should be
increased may depend on current rates of VAT and the percentage of income that is spent on
food, which varies considerably between countries (e.g. the VAT is 27% in Hungary, 7% in
Germany) (Eurostat, 2017).

3.2.5 Summary of key trends, market forces and key take-aways

This paragraph summarizes key trends, market forces and innovation solutions and recommendations obtained

from WP 2-5 in relation to the business model environment tool.
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Table 5 : Summary of key trends, market forces, SFSC landscape and key take-aways

Trends Elements Main Questions SFSC landscape Key take-aways

Key Technology What are the major e  Major advances in using e  Specific crops/ products will add

trends | Technological and technology trends in technology for food extra Value. New pricing
non-technological the Food market? preservation, processing, mechanism: “product feature
innovations (WP2) Which technologies and packaging depended”

represent important
Identification of opportunities or « Digital solutions available e Online marketplaces &
technological and disruptive threats? for all functions in SFSC. digitalization is key: new channels,
non-technological Which emerging better customer relationships,
innovations that could | technologies are e Increasing need for safety extra revenues
threaten the initial (peripheral) and hygiene tools
reference exploitation | customers adopting e Implementing smart technology in
models — or enable SFSC (e.g. packaging, preserving)
them to evolve or could optimize the business and
improve. add food safety, extra quality and
less environmental impact
Societal and What are the key e  Co-creation/co- e Implementing SI during the
cultural insights on social operation/co-responsibility process of defining and operating
Social innovations innovations? How is key among a growing the business will optimize the
(WP3) may they affect the group of consumers and model and make the business
reference business SFSC members work.
Identification of major | models?
social innovations that e Aging community of o Involving customers will affect the
may influence the farmers with established way customer relationships are
initial reference mental models organized and new customer
exploitation models segments could be interested in
buying from SFSC.

e  Co-creation among SFSC members
or with customers might reduce
cost, but also ensures more
commitment.

Socioeconomic What are the major | ¢ Consumers and producers e New ways of creating revenue
Socio-economic and socio economic and increasingly consciousness streams (usage fee, subscription,
environmental trends | environmental about sustainable issues. renting, lending etc.)
(WP5) insights and or
trends? Which e  Growing social e How you create socioeconomic
Outline of major trends may affect consciousness among and environmental impact should
socioeconomic and the reference consumers be part of the Value Proposition. It
environmental trends business models? justifies a higher price and may
relevant for the initial e  Gap between food from lead to new customer segments.
reference exploitation SFSC and regular food
models regarding convenience
(accessibility) and price
e  Growing middleclass which
can afford higher prices for
food
Market | Needs & Demands What do customers e Convenience, fair priccand | ¢ Customer insights are key.
forces | (WP4) need? Where are trust are key Research should be part of every
the biggest business model. Consumer
Outline of market unsatisfied customer | e  Taste, quality, social & preferences are context and region
needs and analysing needs? What do environmental impact are specific.
how well they are customers really the main benefits when
served want to get done? buying from SFSC. e Responding to consumer needs
Where is demand may add extra Value, attract new
increasing/declining? | e  Since COVID-19: more customer segments and new
attention has been paid to revenue streams.
food from SFSC. Who is
producing it, where does it | e  Sharing knowledge on the growing
come from, how is it and producing part is key: e.g.
growing, what about food education programmes, food
safety tours, storytelling.
Market segments What are the most e Advocates, Family with kids | e  When more convenience is offered
(WP4) important customer & Elderly (better accessibility and lower
segments? Where is price) and consumers have more
Identification of the the biggest growth e Growing middle class knowledge of food and their
major market potential? Which producers, food from SFSC will
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segments, describing segments are reach a larger (middle class)

their attractiveness, declining or deserve group.

and seeking to spot attention?

new segments. e  Public procurement tools might
offer new revenue streams.

3.3 Final reference exploitation models

In the next paragraphs relevant key trends, innovation solutions and recommendations obtained in WP 2-5

will be crossed with each initial reference business models in order to provide the “final” models. Please note:

competitive reference business models of today could be outdated tomorrow.

As we have seen since the start of COVID-19 the hygiene and safety part of food became more relevant and

the importance of doing business online increased. There is also a growing awareness among customers and

members of SFSC of the social and environmental impact SFSC could make; SFSC are a great place to educate

and engage the community about healthy food and the environment. All these innovative solutions and

recommendations still fit in the five reference exploitation models, only some adjustments were necessary,

and a new model was not needed.

3.3.1 Cooperative of producers

-‘}M»‘:FT[}HAIN
1

©
"‘um.,hv

" Progy,,
s ers

[intitial model]

o
....

Relevant trends, key insights and market forces

o

Major advances in technologies for environmental friendly and smart packaging provides
less waste, longer shelf-life, and a more attractive look & feel of products in the shops
which addresses the concerns of consumers: quality, food safety and sustainability. Proper
packaging becomes increasingly necessary when online selling grows and food will be
sold via (combined) boxes.

As investments and knowledge in smart technology and digitalization are often high,
collaboration in a cooperative of producers is more relevant than ever.

Since online shopping is increasing, sales of the bigger retailers and specialty shops will
have their own online shops as well. In their online shops and online strategy, they will
probably implement more education and storytelling elements: e.g. short movies about
‘who is the farmer, where is it growing’. This will add more value because food from SFSC
is more accessible and consumers are better informed. It is to be expected that a new
customer segment the “middle-class” will be reached.
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Adjusted reference exploitation model:

S5 SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

1. Cooperative of producers - final

&

Key Partners

Strategic partnership between
farmers/producers for
optimization and economy of
scale: reduce costs, involve
outsourcing of i.e. knowledge
on smart technology and
digitalisation,
transport/distribution and
share infrastructure/smart
packaging and processing
facilities.

&

Key Activities ,ﬁi;
Cooperatively produce, T

process, distribute and market
fresh agricultural produce.

Sharing knowledge on growing
and producing, e.g. education
programmes, storytelling.

Key Resources
facilities for processing, packaging
and storage
distribution to final location

marketing

producers allows production on
a bigger scale, resulting in
more food safety, resilience,
wider range of products, lower
unit prices and a continuous
supply.

Moreover when marketing and
selling is combined different

Value proposition Sf!?”" Customer relationships (
Collaboration between % 8

More indirect

Products tailored to the specific
needs of customer segments.
Customers rely on brand identity
for product quality.

I.e. via branded website, online
newsletters, in store promotion.

and larger sales channels can
be untapped.

A product-level guarantee
reduces the risks undertaken by
a purchaser.

Also, customers may find value
in a specific brand identity of
the business, its product(s) and
which environmental & socio-

economic impact it makes.

Horizon 2020
European Union Funding
for Research & i

Channels 77
Sales

Bigger (online) retailers / (online)
specialty shops

Distribution

Producer > cooperation > retailer >
consumer

Customer segments

Who
Mare urban than rural

Why

Consumers looking for
convenience (variety of)
quality products, accessible
(more point of sales), with
aftractive prices.

Increasing environmental and
social consciousness among
consumers

The SMARTCHAIN project has received funding from the

European Unu'm;s Horizon 2020 research and innovation
under

No. 773785

A cooperative of producers, allows its members, who produce the same or
similar products, to cooperatively produce, process, distribute, market and sell
the products. Typically, this model is chosen when production and processing
is relatively expensive and can be difficult to source as an individual.

Moreover, when marketing and selling are combined, it is possible to develop

more and different sales channels.

3.3.2 Individual producers

(initial model)
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Relevant trends, key insights and market forces:

Sharing knowledge, storytelling meets a growing need of consumers to understand more
about where their food comes from. Education programmes and food tours (online and
offline) could be excellent and personalised ways to fit these needs. Especially if producers
have a long heritage. If producers are not able to organise these education programmes
themselves, they could cooperate with new partners to facilitate or organise this education
activities and/ or food tours. It will be an extra key activity, creates new revenues and
attracts new customers.

o

While customers and society are increasingly consciousness about social and environmental
issues, new key activities could be implemented: e.g. a place to learn about food for
schools and tourists or enabling social workplaces. These activities create new revenue
streams and engage customers and the local community. When using Social Innovation
tools as co-creation and co-responsibility (such as customers becoming tour guides or
volunteer ), it will not only reduce costs, but will engage the social community as well.

S

2. Individual producers - final version

<5/ SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Partners Key Activities feg Value proposition Customer relationships ( Customer segments

Typically, individual producers
own all resources and perform
all activities by themselves

Education/ Tour organiser or
facilitator for offline and online
programmes

Care institutions / facilitators in
case of employing
underprivileged people and/or
disadvantaged people

Delivering and selling fresh 4/ X"\
produce based on specific know— —
how or heritage

Individual production/processing,
distribution and sales

Education/tours

Employing underprivileged-
and/or disadvantaged people

Key Resources

Limited resources as one
person, family or small group of
people owns, controls and
conducts the business

i

One person, family or small
group of people owns, controls
and conducts the business.

Products stand out because of
specific know how, that have
often been in the
family/company for a long
period of time.

(dedicated) personal
assistance based on human
interaction at the point of sale

Customization (tailoring
products to the specific needs
of customers) heritage

(new) Customers could become
co-workers/ facilitators

Customers find value in the rich T
(family) heritage of the Channels %{7;
company or products. Sales

A place to learn about food

A safe place to work or learn
for underprivileged people and
Jor disadvantaged
people

online or on farm shop, smaller
retailers/specialty shops
Distribution

Producer > consumer

Who
More rural than urban

Why

Connect with individual people
doing business locally and on
a small scale. “Keep the
money where the heart is”

Education and tour

programmes will bring (young)
students and tourists

L

Cost structure

Relatively simple and inexpensive processing, distribution, education facilities

In case of employing underprivileged people other facilitating costs will be added

disadvantaged people

Revenue streams

B2C / B2B for products and services e.g. education, touristic tours and
revenue streams from government for employing underprivileged people and/or

\

Horizon 2020

European Union Funding
for Research & Innovation o

The SMARTCHAIN project has received funding from the

under grant

European Union’s Horizon 2020 research and innovation

MNo. 773785
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Many farms operated as individually owned businesses. The individually owned
business is probably the oldest and most common form. One person, family or small
group of people owns, controls and conducts the business. Individual producers
typically have a rich (family) heritage, and relatively simple (inexpensive) processing
or distribution is required. Sales channels are typically an online or onsite farm shop.
Besides farming, new activities as ‘a place to educate’ and employing
underprivileged or disabled people, lead to more engagement from the social

community and new revenue streams.

3.3.3 Community supported agriculture

ottty

”""mmmm...,,,_ —

SMARTCHAIN /

3. Commuyni
unity sy,
Koy Actiting PPorted Agricultyre

A [ Yo ropy

(initial model)

Relevant trends, key insights and market forces:

o

J

J

o

J

Major advances in using technology for food preservation, processing, and packaging increase
food safety, add extra quality and lessen environmental impact. Co-creation and financing
among SFSC members or with customers might reduce cost, makes investments feasible but
also ensure more commitment.

Co-creation/co-operation/co-responsibility is key among a growing group of consumers and
SFSC members. Participating in a CSA is a ‘natural’ place for fulfilling the needs of a growing
group of consumers and will attract new customers. Implementing SI (with knowledge of how
to facilitate SI) during the process of defining and operating the business will optimize the
model and make the business more effective.

While customers and society are increasingly conscious about food and the associated social
and environmental issues, a new key activity could be implemented: Education on the farm;
‘a place to learn about food'. Teachers and facilitators can be members of CSA. It creates new
revenue streams for the community.

30



50 SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

H SMARTCHAIN
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3. Community supported agriculture - final version

Ay
DD

Key Partners

Producer partner with
community members to reduce
risk and uncertainty

Key Activities
Develop and maintain
relations within the

community
Knowledge management

and training
Education

Key Resources

Manufacturing facilities, buildings,
machines

@

Value proposition

Producer partners with
community members to reduce
risk and uncertainty

Customers may find value in
the simple act of helping to
produce the products
themselves / incur the risk of
production themselves

“shared farming / land use”

A place to learn about food

Customer relationships (

Strong emotional and loyal
connection with customers as
they are producers/shareholders
themselves and co-create the
business

Production corresponds directly
to community demand

Channels

Sales

Via subscription/ usage fee
Distribution

Producer = consumer

Customer segments

Who
typically urban

Why
= sustainable agriculture
involvement with
production activities
authencity of local
sourcing

Horizon 2020
European Union Funding
for Research & i u

The SMARTCHAIN project has received funding from the

European Union’s Horizon 2020 research and innovation
nder grant

No. 773785

The community supported agriculture model has been in place for many farms
for some time now. The traditional model placed substantial emphasis on
sustainable agriculture, shared production risk, consumer involvement with

production activities, and authenticity of local sourcing. Over the years, different

types of community supported agriculture have evolved:

- Subscription model: subscription-based contract for the produce from the land

- Shareholder model: buy shares and produce from the land

- Community model: invest and operate farm/land and share the produce with

the community
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3.3.4 Online and offline marketplace

(initial model)

Relevant trends, key insights and market forces:

o

g

S
S
vy

Digitalization solutions are more widely available and lower priced. Since the COVID-19
pandemic online shopping and selling increased. Almost every producer has their own online
services or an online shop and at least every off-line marketplace invested in online services
like organizing home-delivery to meet the customers’ needs of safe shopping and more
convenience.

Major advances in using technology for food packaging increase food safety and food quality
and lessen environmental impact. Attractive and proper packaging becomes more relevant
since home-delivery has increased.

There is a lack of knowledge among SFSC members about smart technology, ICT and if and
these elements will be relevant. A new activity for these marketplaces could be facilitating
these forms Technological and ICT knowledge: such as through a knowledge bank.

Customers are increasingly conscious about sustainable (social and environmental) issues.
Implementing education /storytelling about the benefits of buying form SFSC through online
platforms will add extra value and justify a higher price and less convenience compared to
buying from longer chains.
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4. Online and offline marketplace -final version

=

Key Partners

Producers extend their own
access to customers / selling
capabilities by relying on a
shared marketplace.

Key Activities ﬁii
s

Managing the interface between
vendors (producers) and buyers
(customers)

(Online) Platform management

and promotion/branding

Service provisioning

Key Resources

Interface between producers and
customers / point-of sales system
Logistics infrastructure

Value proposition

Online and offline marketplaces
offer independent producers a
platform/market to sell goods
without the burden of a brick
and mortar store.

Supporting farmers and
producers with state-of the-art
knowledge and network on
Marketing, Smart Technology
and ICT knowledge.

Offering customers
unprecedented convenience.

“local produce just a mouse-
click or doorstep away”

An online place to educate

Customer relationships Q

Interaction mainly on a
transactional basis.
Rely on automated
services, i.e. personal
online profiles

= Tailoring services to the
specific needs of customer
segments

Channels

Sales

Online and offline marketplace
Distribution

Producer > marketplace > consumer

[~
W/

Customer segments

Who

(Urban) customers who
previously lacked access to
local food products

Customers who want to buy
food in a safe way and food of

high quality.

Why

Speed of service, convenience

Horizon 2020
European Union Funding
for & i

The SMARTCHAIN project has received funding from the

European Union’s Horizon 2020 research and innovation
under

grant

MNo. 773785

o [
=

Online retail is still growing fast, although online market places in fresh food
remain behind general retail. Since COVID-19 promising traction for short food
supply systems is observed. Online benefits of selling your local products 24/7 to
an increasing group of potential customers who buy online are evident.
Marketplaces offer independent producers a platform/market and marketing
knowledge to sell goods without the burden of a brick-and-mortar store.

3.3.5 Promotion of on farm selling

(initial model)
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Relevant trends, key insights and market forces:

o Customer insights should be used to guide a Business Model. Consumer preferences are

—

context and region specific. Research and sharing this (digital) marketing knowledge with
participating producers will add value for SFSC members.

o Customers are increasingly conscious about sustainable (social and environmental) issues.
Implementing education /storytelling on the (online) promotion activities about the benefits
of buying from SFSC will add extra value by offering a place to learn.

o Implementing social innovation tools like co-creation and co-operation might not only
reduces costs, but also add additional value and will result in more consumer commitment:

Involving customers as online and offline ambassadors of SFSC and providing them
marketing knowledge as well.

5/ SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

5. Promotion of on farm selling - final

Key Partners

Producers benefit from more
visitors to their region through
a promotional interface.

Partnering with marketing and
ICT partners

Partnering with authorities for
public funding, public
procurement and facilitating
social innovation processes.

Key Activities *
=

Promotion of on farm selling
with online/offline referencing to local
agricultural food producers

Knowledge bank: facilitating and
sharing knowledge on marketing and
customer insights for food producers
and ambassadors (consumers)

Key Resources

Branding / promotion materials
(technical) interface between
producers and customers

9

\

I
Value proposition S ’“"’i
Promote/support:

- on farm and online selling
of individual producers
education by individual
farmers or facilitated by the
promotion organisation
improve the visibility of the
farm.

Customer relationships ( : )

Merely focussed on
establishing relationships
between consumers and a
specific (rural) region rather
than a customer/producer
relationship.

Consumers as ambassadors

Customers find (through
recognition of a specific
brand/logo) value in a rural,
farm experience by ‘meeting”
the farmer/countryside:

- aplace to learn e.g.
environmentally/ social
friendly way of producing
a place to co-create (e.g.
pick-your self)
be an ambassador

Channels /:‘]@
Sales \‘L%J
(online) farm shop

Distribution

Producer > consumer

Customer segments

Who

Mostly urban (regional or
national) visitors/tourists
attracted to the countryside

Why

+ authencity of local
sourcing
connect with the
countryside
experience how food is
produced
A place to learn (family

with kids)

Cost structure

Local producers attract visitors without the burden of high

promotional/marketing costs

B2C

Revenue streams

Support function to drive sales for local farmers
Typically supported with public funds

\

Horizon 2020

European Union Funding
for Research & Innovation pr

The SMARTCHAIN projedt has received funding from the

European Union's Horizon 2020 research and innovation
under grant

No. 773785

Promotion of on farm selling: This model has the primary objective to
promote/support on farm and online selling of individual producers and to
improve the visibility of the farm. Conducting marketing research on consumer
behavior and sharing marketing knowledge with individual producers and
ambassadors will add additional value. This is conducted at the local as well as

regional and national level. These organizations are typically supported with

public funds.
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Annex I Business Model Canvas vs. reference exploitation models

The Business Model Canvas is a shared language for describing, visualizing, assessing and changing
business models. It describes the rationale of how an organization creates, delivers and captures value.
(A. Osterwalder, Y. Pigneur, Business Model Generation, (2010), Definition, The 9 building blocks, The
Business Model Canvas pp 14-51)

The Business Model Canvas is separated into 9 portions, or blocks. Each block focuses on a different factor
that a (start-up) business needs to consider. The canvas will help keep the entrepreneur’s thoughts and ideas
straight and focused. It is important to remember that these blocks are highly interrelated, and a hypothesis

were to change in one block, the hypotheses of the other blocks may also be affected and require revision.

Customer
_ Segments

Revenue

Structure Streams

Business Model Canvas blocks

1 Value proposition: The products and services a business offers. Quoting Osterwalder (2004), a value
proposition "is an overall view of products and services that together represent value for a specific
customer segment. It describes the way a firm differentiates itself from its competitors and is the reason
why customers buy from a certain firm and not from another."

2 Customer segments: The target audience for a business' products and services.

3 Channels: The means by which a company delivers products and services to customers. This includes
the company's marketing and distribution strategy.

4 Customer relationship: The links a company establishes between itself and its different customer
segments. The process of managing customer relationships is referred to as customer relationship
management.

5 Key partners: The business alliances that complement other aspects of the business model.
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Key activities: The activities necessary to execute a company's business model.
Key resources: The resources necessary to create value for the customer.

Cost structure: The monetary consequences of the means employed in the business model.

O 00 N O

Revenue streams: The way a company makes money through a variety of revenue flows. A company's

income.

Business Model Canvas Methodology used as a basis for Reference Exploitation Models

1.1. With the conventional use of the business model canvas methodology, the business model is focused
on a specific business, identifying the pattern of how an organization creates, delivers and captures

value. This approach was carried out for each case study (18) in Task 7.2.1.

1.2.Based on the confluence points between the 18 case studies, we identified five different initial
reference exploitation models outlining possible ways and new directions for doing business in SFSCs.

Canvas methodology is used as a basis.

Reference exploitation models focus on illuminating particular aspects of the model that stand
out vs. other models. Each of the exploitation models have unique characteristics including pros and
cons and are best suited to apply ongoing innovation and capture value considering their particular

context (economic, social, cultural) and the relation between famers, food producers and consumers.

The reference exploitation models outlining possible ways and new directions for SFCSs. It is
important to understand that a Reference Exploitation model is not necessarily a rough picture of what
a specific business model will actually look like. Rather it is a thinking tool that guides the exploration
of the different directions that a business could be taken in regarding SFSCs”. A method based on
“Prototyping Business models”. (A. Osterwalder, Y. Pigneur, Business Model Generation, (2010)
Prototyping p 166-167).
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Annex II Case studies using Business Model Canvas

We used The Business Model Canvas as a visual chart to document the key aspects of the 18 existing SFSC
businesses/case studies. We collected information under the nine areas critical to an organization or product’s
success — addressing value proposition, customers, infrastructure, and finances *:

¢ Value proposition: Enables the description of products and services that add a certain value — what are
the competitive advantages and what are the differentiate value — Information displayed in red colour;

o Customers: Enables the description of who is your consumer(s) and the market that your consumer(s)
are — Information displayed in green colour;

e Infrastructure: Enables the description of the key connections of the business idea, 3 main
pillars, partners, activities and resources — displayed in light blue;

¢ Finances: Description of costs and revenues of the business — information displayed in blue.

*Because the 18 case studies contain business-sensitive information, the business models of the case studies are
anonymous and business-sensitive information is removed, in order to make the report publicly available.
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Case study 1:

5 SMARTCHAIN | casE study 1

Cooperative of producers - Organic fruit

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Partners

Products
- Iocal farmers / fruit and
vegetable producsrs

7

Key Activities -

= organic fruit & vegetable A =
cultivation (2000 tonnes -
per year)

= processing of 2nd class materials

- packaging w. sustainable
material; glass and heat resistant
PET bottles

= alliance with other farmers to
increase production

Organic Fruit | Cooperative of producers
Type: collective direct sales

1. Material
2. Labour

3. Operational

Case study 2:

5 SMARTCHAIN | case study 2

Key Resources

human

35 employees (mainly part-time)

structural

- fadilities for processing &
packaging

» distribution to final location

(outsourced) g

Customer relationships Q
= consumer interest is

present as followers on sodial
media are acfive

(consom’acteurs)

European Union Funding

Channels

[~
Sales %
spedialty retailers (77%)
Distribution
Producer > cooperative =
(wholesaler) = (retafler) = consumer
Marketing
social media, website, partnerships,
events

Customer segments

Who

local community of Valais
60% urban / 40% rural
mothers with young children
mid-age (25-45 yr.)

Why

Proximity (local products)*
Organic label

Quality

Accessibility

* Local more important than
organic

The SMARTCHAIN project has received funding from the

European Union’s Horizon 2020 research and innovation

ch &

under grant No. 773785

Cooperative of producers — Marketplace of fresh and local produce

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Marketplace of fresh
and local produce

Key Partners

Products

products; seadlings

- Seeds and phytosanitary

Type /name and number

2

Packaging
- Packaging:

Distribution
- Truck transport

Label
= Yes

Key Activities -
The cooperative acts as an {“&‘\_7‘:1
intermediary between farmers

and buyers.

Production, process, retail,

Others.
- Municipality; Regional

Agriculture

‘councils: Administrator of
collective trades; Chamber of

Key costs

&

% total costs

Horizon 2020
European Union Funding

Cooperative of producers
Type: individual & collective direct sales

Customer relationships
(L

- Direct feedback from
consumers in stores and during
events

= Indirect contact via social media,
website and newsletter

= Increasing trust with a shop of
farmers products

Customer segments
Who

= Local but also across EUR

= Mostly rural

= Mostly mid age (35-50%)
seniors (50%) that more
than quality, search for
environmentally friendly
products, that are
sustainable and have a

Channels
Ny

Sales

Own/fcooperative shop: 98%
Distribution

Producer > (cogperative) = consumer

Marketing
Website, social networks, TV/radio,
fiyers

social part

Why
+ local, fresh, quality
products

- attractive prices
= healthy

The SMARTCHAIN project has received funding from the
European Union's Horizon 2020 research and innovation

ch &

under grant Mo. 773785

38



50 SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Case study 3: Cooperative of producers — Truffles
2 0
J"'| s M AR'I'cH AI" CA Truffles | Cooperative of producers
SE StUdy 3 Type: collective direct sales
SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS -
Key Partners Key Activities . Customer relationships ( Customer segments
The conperative acs as an (S . nauraltyoa:umngrdaﬁon—Q —
intermediary between farmers ships with regular customers - Regional
_""""";dnmmm i and buyers (responsible for = hlilc_Ing trust by delivering high - 90% urban / 10% rural
dassification, cleaning and quality products. - high purchasing power
Py 1 shipping & marketing) = d"ziceﬂmmr:'ﬂ' ustnlmer (face | . environmentally conscious,
2 Production, distribution and sales t‘r‘;‘muéﬁ'ﬁp ne, email) or with healthy lifestyles
PBI;""""“""“ e o E of natural, ecological and unique Why
‘;*imy m cooperative il 4 -
= high quality niche product
o P - 100% local
- Key Resources Channels ‘-
- Consultancy of economic- B human Sales G@
financial management 2 employees (part-time) Restaurants: 90%
siwgum Distribution
Fadilities to receive the produdts, do Producer > cooperative > restaurant
the packaging and storage (freezing) > ponsumer
Marketing ﬁé
@ ﬁ Website; Social media; Advertising

Key costs 9 total costs

Labour

48%

Marketing 18%

Material 14%

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for ch & i under grant No. 773785

Case study 4: Cooperative of producers — Organic fresh fruits and vegetables
g 0
Hiel) CASE st Organic fresh fruits | Cooperative of producers
udy 4 o
mﬁoLusncM.ﬁoRmImcsun&!A! Yy & vegetables | Type: collective direct sales
Key Partners Key Activities 5 Customer relationships ( Customer segments
erdclon, pross coat a2 il VA
of organic fresh fruits and engagement via company specific - Hospitalised people
Products - vegetables (6000 ha, 4.4 tools - Conscious parents interested
. tonsfyr) - Building trust by always heading in baby food
Packaging in the direction of healthy
. nutrition and ongoing interactions | Why
Distribution with consumers - Frailty of hospitalised people
o= - Special attention to baby
. nutrition for conscious parents
p— Key Resources Channels -
o human Sales f
78 employees Shops and schools, hospitals
structural Distribution
= Producer > Cooperative >
(retaifer) > consumer
M | E

B4 total costs

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for ch & i under grant No. 773785
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Case study 5:

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Partners Key Activities »
I ¢ e
Type / name and number ]
duck products preduction
Products 18 = Packaging with labelling of local
;‘;‘_* freed ond Toodsnu® and traditional production
.Ejuahb_.?gﬁw'gmd - Association of producers®
i i * Most of them also breed, force-feed, and
packaging 5 || staughter animsls on-Farm. Al of them offer an
+ Glass jar; packaging, on-farm sale ssrvice.
vacuum bags
Distribution -
c Key Resources
Label -
== human ,
38 employees (in 6 associates)
Municipality, national and 10
foie gras association * 300 producers including 350 small
° ExrgeElip= 2 || slaughterhouses, 500 producers ssling on
preducts; equipment 250 farmers and canners

Key costs % total costs

Material
Labour

Building, equipment and machinery

Case study 6:

5 ISMARTCHAIN | casE study 6

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Partners Key Activities o
T - (i) oo s L
production of fruit and vegetable
!’“‘F‘::Bmdm B products, forest mushrooms and
s forest fruit products (4500 tonfyr)
Packaging - - packaging in glass and tin with
- unique trade-mark
e — _ - organization of trainings,
5 - workshops, food fairs, association
Lot meetings, visits etc.
. Key Resources
- Nahnnq and local human
:‘sﬁhllg; ;::f No direct employees
institutions.
structural

* The association has around 30
members - companies (SMEs) from
«central and western Serbia

Key costs % total costs

Cooperative of producers — Foie Gras

5 /SMARTCHAIN | case study 5

Foie Gras | Cooperative of producers

Type: partnership

Customer relationships ( 2 Customer segments
consumers (through direct sales) - Different zones in the
- Connection with consumers via country (up to 1000 km)
sales at local markets and fairs. + Mainly urban
- Touristic initiatives to attract = Mid age and seniors
buyers form outside the region married F/M with
purchasing power and
knowledge on different food
products
Channels Why )
- - differentiate and gourmet
Sales i products
own shop, specialty retailers, fairs - Authencityjtradition, origin*
Distribution and taste=~
Producer > (retailer) > consumer - Contact with farmer
Marketing * Protacted geographic
Website, social media, flyers mﬂf; Creee (o= EE
seal of quality form National
farmers assoaation

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for Research & i under grant No. 773785

Cooperative of producers — processing of fruit and vegetables

processing of fruit | Cooperative of producers
& vegelzbl& Type: Collective direct sales

Customer relationships Q Customer segments

= Close and trustful Who
relationship between producer and | 80-100% urban

consumer 70% female
40% seniors, 30% young and
mid-age
Families with children
Why
Proximity (local products)*
Organic label
Channels L /A
- Accessibility
Sales )
Local markets: 35%, fairs: 20% * Local more important than
Distribution CEE
Producer > consumer
M .

1. Secial media
2. Radio and TV -
3. Website J

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union’s Horizon 2020 research and innovation
for ch & i under grant No. 773785
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Case study 7: Individual Producers — vinegar and acetic acid

5 SMARTCHAIN | casE study 7 vinegar and | Indiidual Poducers

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS Type: Individual direct sales

Key Partners Key Activities . Customer relationships ( Customer segments
- o e
vinegar and acetic acid marketing activities, promotions, « National and international
e e et # || « Processing and preserving fruits discount for regular consumers. «  70-100% urban
T and vegetables using traditional - Organising the yearly event -+ 70% female
processing technology. + Info on consumer satisfaction via = 40% mid-age, 40%
- 3.,.:."“ ies. ¢ feedback from permanent Seniors
= 450 tons/year (SFSC). 50 tons/year consumers, info from local - Families with children
_ B (non SFSC) retailers
Why
i = younger population:
uality, taste, variety of
71| Key Resources Channels - gmd Lll\fds ety
- National suthority Sales A oo =
human Collectivities (hospitals, + older population: price,
10 employees Is): 30%; consumer groups: 30% Isltst_alrmllly, tradition and
structural - Disiributi
) el Producer > consumers group >
consumer
* 30 seasonal workers; 200 co-farmers for
‘commen agricultural production | raw M ing
materils. : 1. Local food fairs; 2. Promoting
events; 3. TV advertisement

Key costs % total costs

Material

Horizon 2020 The SMARTCHAIN project has received funding from the

European Union Funding European Union's Horizon 2020 research and innovation

for Research & i under grant No. 773785
Case study 8: Individual Producers — Natural free-range grass-fed meat

5 SMARTCHAIN | CASE studys e esonse |t rducrs

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS Type: individual direct sales

Key Partners Key Activities . Customer relationships ( Customer segments
" ot st L | v
o - Production, processing and sales emails to customers via an -
il e Bl e of local meat products (15 automated software and follow up B2C 50% urban / 10% rural
goose; chicken tons/yr) on every order 55% female
Packaging 1 +  Satisfaction questionnaire after 47% mid-age, 32% seniors
- Packaging company purchase
- - ” = Mailing with recipes Why
_"'slhhg"'m", En - Loyalty system - Sodial responsihility
company - Environment: circular process,
P - less CO2, connected to SDG
- Certified grassfed beef Key Resources Channels - Health: gas;;fedmeatis
- Organic beef <l T‘HE if proven healthier
human e
Others 7 e — Restal : 73%
- Regicnal and local 1 employee urants
e S EEIE] Distribution 7 7
Regional c_a'mpns; National - Shared warehouse, local shop zrh;deuﬁ;elmse Llrm”rgﬁtl;nb
a"'“‘f'mp'“"""v = Distribution and logistic RIS
structure
- EU organic food label Marketing
- Social media manager 1. website, 2. e-mail, 3. Google adverts
4. social media

% total costs

255
Oparational 23%

22%

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innavation
for ch & i under grant MNo. 773785
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Case study 9: Individual Producers — Goat cheese
Y
Goat cheese | Individual producers
I CASE study 9 snavicual
SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS y Type: individual direct sales
Key Partners Key Activities v Customer relationships ( Customer segments
e Corsm s L g
5 || = valorisation of goat milk into rneaslu d +  local community
+ L, cersals; cheese social media «  100% rural (on farm) /
e - improving the traditional way of = EERDEER eI Get E 100% urban (city of Sion)
e T with retailers /buyers - married with young
- Spices - less packaging to be more = Building consumer trust by children
Packaging 1 sustainable offering quality of products, good | . mid-age (30-40 yr.)
7 R R R - alliances with other farmers and [Lstelan - significant purchasing
Distribution 1 distribution power
Delivery company ch | Why
KE‘/ Resources annels
Label 8 e ‘ﬂ“‘mﬁ ;f - local and quality, taste
human == = value fair prices/working
Others a 5 employees big retailers (30%) conditions
-~ Wiashing equipment far - restaurants (30%) - wellbeing of the family
- Naﬁnmn::i;‘il and local - Tank, molds, trays for flaking, Distribution - IBSIZE_, traditions and quality
sdministration bodies e oellar:'manufacmﬁng Producer > (restauraniyretailer) > (seniors)
standards of a traditional ch consumer
factory Marketing
- farmer shop 5 Social media, flyers

% total costs

36%

1. Labour

2. Material 29%

3. Building, equipment and machinery 27%

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Fundlng European Union's Horizon 2020 research and innovation
for ch & under grant No. 773785

Case study 10: Individual Producers — Organic vegetables & job opportunities

5 SMARTCHAIN | CASE study 10 osiostess. | vt rodcrs

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS Type: individual & collective direct sales

Key Partners Key Activities L Customer relationships ( Customer segments
s W e ———
cultivation (5 tonsfyear) on social media to engage with ~  Regional
Products 1 = Production of ready-to-consume Consumers = 90% urban / 10% rural
: =y of plant= vegetables + packaging in - Good marketing campaigns to
Packaging 1 compostable material create awareness
- Supplier for packaging film = Alliance with +/- 25 local farmers = Environmentally conscious
e 2 that produce the same products + Healthy lifestyles
- Transport companies and E_:II a_II production to this
Label 2 it Ly
- Ecological agricultura coundl
+ Region Key Resources Channels -
- Foundation: bank for social ? human Sales _ .Q@
ackivilies +/- 3000 people Specialty retailers: 60%
oot pel ool maedoenett 11 employees (10% part-time) Distribution
structural Producer > retailer > consumer
Facilities to process vegetables Marketing
@ Fairs, social media, website &

% total costs

50

Labour

Building, equipment, machinery 1

Operational B

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for ch& under grant MNo. 773785
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Case study 11: Community supported agriculture — National concept

0 - Col ity rted
- 1) SMARTCHAIN | cas study 11 Natonal | oty uppe

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS .
Type: partnership

Key Partners Key Activities . Customer relationships ( Customer segments
P | amamstunc Z | g
- Non-profit consultancy to members 7 «  All over the country
Fef=b . <J producers and consumers = to build trust famers advertise - 70% urban / 30% rural
e - assistance in the formation of locally - Families with small
suppliers; 'mother’ CSA farm community agricultural groups children / elderly people
§ = alliance with (mainly certified
[reeeme : organic) farmers to improve their Why
competitiveness = full product quality
Distribution 1 fransparency
’ :;.-mmn.:‘:::m = frust in the producer
Key Resources Channels - community based (local
Label - recreation, leisure time
human Sales J and working together with
Others 4 15 employees (100% part-time) Community: 90-100% different people)
= national and regional
authorifies structural Distribution
* around 266 network members, 32 i
CSA- initiatives, 86 CSA farms. Marketing
1. word of mouth
: 2. Networking
S 3. Toolbox (fiyers, posters etc.)

Key costs % total costs

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union’s Horizon 2020 research and innovation
for ch & i under grant No. 773785

Case study 12: Community supported agriculture — local level

. SMARTCHAIN | case study 12 ottt | Comminiy ipore

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS . "
Type: collective direct sales

Key Partners Key Activities 5 Customer relationships ( Customer segments
- o s e v ———

of members and other educational events and via «  Localf Regional
Products 2 organic suppliers at the 2 shops Facebook - 70% urban / 30% rural
. ;“:;:‘"“"""ﬂ Bl and daily delivery to consumers. o (FEEE, TR

= Production, storage and export small children

feoteome : B - Well-educated and
. - Organizing local educational environmentally
Distribution o events on organic farming T
Label why ) _

- Key Resources Channels + looking for quality,
e hu Sales -@@ i i lly
- ic Insi man h ical, environmental
- mcm.?mm? : 1 director, 8 employees - Direct sales to consumers ERTS e an a e
- pafifiation insfitute of = Agrotourism (restaurant; fresh) from cides and

erganic products structural istributi B pe:

Warehouse for fresh and frozen _—D'm'm insecticides
products
* network farmers (+/- 150 members) and g
customers
&

Key costs B4 total costs

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for ch & i under grant No. 773785
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Case study 13:

Community supported agriculture — local level

Community supported
agriculture
Type: partnership

Local level

55 SMARTCHAIN | cASE study 13

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Partners Key Activities . Value proposition Customer relationships ( 2 Customer segments
- i BN
g?ﬂ%%gﬁ?gﬁkﬁ “dtizens, farmers, organic” More in field participation %bﬂs
P increases awareness of
rm growers; seed : i;runs EST vegembl&s_s('lz to:jyr This is a social cooperative for production lm%f:t;"g
supplier: fresh produce FSC, 34 ton/yr non-SFSC) to community-assisted agriculture, 6% fem
suppliers members every week promoting fresh, regional and Mid-age (65%)
N = Packaging without labelling e i m&u:ls
r Ii::lri'c‘:gmouml Consortium ! - m‘aﬁm of citizens, producers P Why
Distribution “good agriculture at km 07
Members produce and distribute
= Key Resources the products; with annual Channels
nt of the production costs | sales T
human payme e ’
?uf;;inismun (municipslity 10 employees (40% part-time) gmﬁzmumv supported \t&d
and national enfities) el ag
Packaging of fruits and vegetables m
Marketing
@ +/- 350 total citizen members ‘E : Newsletter
@@ N Website
- Social media

Labour

Building. equipment, machinery

Material

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Fumlmg European Union’s Horizon 2020 research and innovation
for Research & under grant No. 773785

Case study 14: Marketplace — Building SFSC chains on all levels

Building SFSC chains
on all levels

Marketplace: online & offline
Type: individual & collective direct sales

5 SMARTCHAIN | cASE study 14

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Key Activities Value proposition

Customer relatlonshl { 2 Customer segments
KEV Partners Structuring and organizing the regional alliances by We build validated chains of trust through 'We will collect data of all market pS
way of the GAIN Transition Madel; o ion of and value and try to realise a long term Who
Type { name and number - S‘calmg up existing regional alliances, by bundling| oo i perween stakenolders locally. ction between crafts Regions — growing number
volumes; 5 5 h = h ted
Products B and men, partners, | 95% urban / 5% rural
= Farmers and producers, as. &g:gs::f;;:;:ﬁﬁ::z]mr L=l aiming at ecological, social and economical partners. All these partnerships are 60% female
well a5 cooperatives producer networks, product portfolios impact. driven by measurable impact based on
Packaging 1 and arranging logistics through logistics hubs; _ s [ —— the Sustainable development goals. The Why
packaging company - Joint investments in IT and data solutions; Emm““ (b A e T core of our relationship is organised To be successful we need to
p—— . -increasing the involvement of knowledge e i el through the regional alliances. support all market segments

- Regulsr and cooled transport

institutions and students;

- Regional: create regional alliances

All individual initiatives have their own

from a regional aligned

- Continue research and establishing a toolbox for _ market making strategy.

SFSC through collective applications of calls for | PCPWEEN farmers and consumers, builda | goals, brand and market approach. We assist B2B, B2C and B2B2C
Label K chain of trust around a regional food N
- SKAL. National Label. Giobl | _programs. & F o C ST ) e TS Channels strategies.

EP e eI Key Resources based on transparency and cultural values. | Sales o /i | The business models are ready for the
Others 4 human - National: create an innavation ecosystem | Own online shop: 50% \JAJ next phase, moving from early adopters
= i of Smart Cities. We facilitate co-creation Box services: -

TeznTEs +/- 12 employees c - . to early majority. We execute demand-
= Administrative support between regional alliances facing Distributi i I e E:

senvioe structural overarching challenges for transitioning the| S L4000 riven sales by utilizing our “Earfy
B e e Bttt e i Tl o il o (g food systi Producer >Marketplace> (wholesaler) > Adopter customer base to reach and

- Lem. i P - R
i elbishng ool ahances hrosh | st oot (/PO RS> orsmer | ot e Tty sre corsmers
devalopment (L RIS ey ety i 9 eolzE ey —— . q based on primary residual streams from
= T e e and create alignment between all levels, all | diredt B2B; online B2C; website; sodal g ————"

to key partners Data, knowledge, funding, f in accordance with the Sustainable media; event promotion; local food markets | (e

Resources and tools £ Development Goals.

Sustainable Development Goals.

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Fundmg European Union's Horizon 2020 research and innovation
for ch & under grant No. 773785
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Case study 15: Marketplace - Fresh organic farm-sourced products

5 SMARTCHAIN | case study 15

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Fresh, organic farm- | Marketplace: online & offline
sourced products | 1ype: individual direct sales

Key Partners Key Activities . Value proposition Customer relationships ( Customer segments
e oy e -
packaging, labelling, marketing and "Local products for every consumers - = (City and suburb
Products - || sales of food from local farmers. table” - Building trust by delivering good - 100% urban
- ) taste and high quality products - Mainly female
FemeeT + Online marketplace We provide a platform of fresh - 28-48 year old
Pae + Weekly physical marketplace organic, farm-sourced products + Families with children that
— +  Consuitancy, discussions, and make them available for want good taste and high
Jreiton organizing forums and community | 2nvone fiving in the city. uality foods for the health
events nyo ng . gf mg E
Label B r family
. In order to apand ﬂle scale,
p— - 1| Key Resources Wemfm'm 3, 5{';‘3;3; :"a"ﬂﬂ Channels - Why
. = With —a digl joreca - good taste
e e human marketplace for reliable Sales W - special varieties
government 1-3 employees suppliers and buyers: “The Restaurants: 60%
structural farmers” marketplace of Distribution
Shop to sell products =
* 31 farmers, 22 restsurants, approx. )
50 families (urban farmer markets, Marketing
online) and retailers 1. Social media
4 Sk 2. Newsletter
3 i 3. Events

% total costs

Case study 16:

5 SMARTCHAIN | cASE study 16

Horizon 2020
European Union Funding

The SMARTCHAIN project has received funding from the

European Union's Horizon 2020 research and innovation

for

ch &

Marketplace — Network with a social mission

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Network with a
social mission

under grant

Mo. 772785

MARKETPLACE online & offline
Type: partnership

Key Partners Key Activities . Value proposition Customer relationships ( 2 Customer segments
| Dot | Z | Newekwihasdd | Sdmsbyognns e
the +/- 50 famers, eco friend mission” events in the café/ shop, with «  Local, Greece
Products 1 and organic products (fruit, invitation of speakers; +  50% urban / 50% rural
2 s vegetables, pasta, superfoods, A non-profit cooperative without | = participation in local events and +  Members of Allotropon and
e - fair trade products) are sold intermediaries, consisting of festivals people aware of the food
== online & directly in the local shop. | gmall producers or domestic system
e - - Cafe which serves as a meeting growers; supporting the
o point and as a venue for events concepts and practices of
o~ —1| - Participation in festivals solidarity economy and fair - looking for fair prices (for
.- trade aiming at: consumers and producers)
o Key Resources : Channels + Local and seasonal
Others ey and Woman's z - access to quality products at L / agricultural products
Wuridpele human affordable prices sales “=al/ | - Echical food production

12 employees (100% part-time) - fair reward for producers Grocery shop

structural : m‘“‘s mf’m“ce Distribution

Coffee- shop / grocery store mvimmmtmmm -

Marketing
Products form produces - Events for local food
@ @ directly to consumers - lE
1}

% total costs

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for ch & i under grant MNo. 773785
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Case study 17:

55 SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Promotion of on farm selling — National level

| CASE study 17

National level

Promotion of on farm selling

Type: individual & collective direct sales

Key Partners
FProducts z

- Machineryfaquipment, public
utilities, packsging materials

Packaging

Distribution 1
- Logisfic centres for
agricultura| products

Label

Others 5
- Regional authorifies,

- Municipaiities,

- Food safety monitoring:

- Mstionsl fourism

arganisations
=

* 15 members of the Federation;
&7 famers in the region; nearly
1000 farmers in the country

- alliances with farmers to

Key Activities .
e,

improve their competitiveness

- consulting, professional

education, lab analyses,
representation of farmer
interests, support,
implementation of
directives/regulations

Key Resources

human

9 employees (44% part-time)
structural

5 total costs

Value proposition

*Shopping at the farm’ is a
support community for directly
marketed agricultural
products. The community is
organized via several famer
associations and the
agricultural chambers of the
federal states.

Shopping at the farm means
that uniformly looking and
tasting standard
products should not

exist.

Customer relationships (

- PR, network with other Q Who
consultancy/agriculture - Rural area in the region
associations, advertising via FB, +  10% urban / 90% rural
fairs, expo etc. = Seniors (50%)

- direct feedback from consumer - Tendency towards more

+ shop with farmer products, female
showing sustainability and
building a long term relationship - Why
based on trust More transparency when

purchasing food

Channels

e

sales )

Distribution

Marketing

- website

- newsletter

- print media

Case study 18:

Horizon 2020
European Union Funding

The SMARTCHAIN project has received funding from the
European Union's Horizon 2020 research and innovation

for ch &

Promotion of on farm selling — Regional level

5 SMARTCHAIN | case study 18

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

Regional level

under grant ag

No. 773785

Promotion of on farm selling

Type: collective direct sales

Key Partners

Type f name and number

Products

Packaging

Distribution

Label

Others 1
= Chamber of sgricutture

Key Activities

.

Organizing, marketing, fd&'\-'hj

community, development, advising

to and with producers. Le.

- Common marketing image

- Internet & social media platform,
smart phone app

- Events

- Quality assurance system

Key Resources

human

4 employees.
structural

= 22 founders of the Open Farm Network:
15 Farmers, 3 agritourism service provider,
2 local product producer, 2 araftsmen [

% total costs

Value proposition

A network of producers of high
value-added food products
opening their farm and food
processing plant for customers
to visit on a regular,
transparent basis.

This initiative is coordinated by
LAG (local action group of EU
LEADER project) which turned it
into the backbone for rural
development.

Customer relationships ( Q

- Direct contact with
consumers

= Regular newsletters, push
messages via mobile app, and
Facebook

= Build trust by enhancing
experience provided tot the
consumer

Channels

3. Android mobile app

Customer segments

Who
+ Regional
. urban / 20% rural

Why

= high quality, good value,
reliable products

- personal contact with farmer|

= Preference for local products
(regional label)

i

Horizon 2020 The SMARTCHAIN project has received funding from the
European Union Funding European Union's Horizon 2020 research and innovation
for ch & i under grant

No. 773785
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Annex III

reference exploitation model

JSMARTCHAIN

SI\:\;RT_SDLUTIDNS IN SHORT FOOD SUPPLY CHAINS

Characteristics and case study examples per initial

| reference exploitation models

Reference exploitation model Generic characteristics Case study examples
. B Case study 1 - Organic Fruit
B Cooperation of producers
B (Case study 2 - marketplace of fresh and local produce
1. Cooperative B Shared production, distribution and sales W Case stu$ 3- Trl.ﬂ"f"!egJ ’
of producers B Shared branding and values B Case study 4 - Organic fresh fruits and vegetables
B (Case study 5 - Foie Gras
B Case study 6 - Processing of fruit & vegetables
B Individual producers B (Case study 7 - Vinegar and acetic add
2. Individual B Individual production/processing, distribution and sales W Casestudy 8 - Natural free-range grass-fed meat
roducers ®  Individual branding and values W Casestudy 9 - Goat cheese
P! B (Case study 10 - Job opportunities
B Community supported; ed production B Case study 11 - CSA on a national level
Py 3. Community B Shared production, harvest and consumption W Case study 12 - CSA on a local level
B W Profit for the community objectives B Case study 13 - CSA on a local level
om0 supported agriculture
B Online and offline marketplace for agricultural food W Case study 14— Building SFSC chains on all levels
ucts B Case study 15 - Fresh, organic farm-sourced products
4. Online and offli prod ’ "
" n Iaetail‘ offfine B Marketing/promotion, distribution and sales via market place ™ Case study 16 — Network with a sodial mission
marketplace B Support function to drive sales for local farmers
B Promotion of on farm selling with online/ offline ™ Casestudy 17— Naﬁ_onal fevel
5. Promotion of referencing to local agricultural food producers B Case study 18 — Regional level
-r- - f: i B Marketing/promotion of local agricultural food producers
< on tfarm selling B Support function to drive sales for local farmers

Horizon 2020
European Union Funding
for Research & Innovation

The SMARTCHAIN project has received funding from the
European Union's Horizen 2020 research and innovation
under grant No. 773785
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54 SMARTCHAIN

SMART SOLUTIONS IN SHORT FOOD SUPPLY CHAINS

5 reference exploitation models

Reference exploitation model Generic characteristics

m Cooperative of producers A cooperative of producers, allows its members, who
1. Cooperative W Shared production, distribution Pproduce the same or similar products, to cooperatively
of producers and sales produce, process, distribute, market and sell the products.
B Shared branding and values Typically, this model is chosen when production and
processing is relatively expensive and can be difficult to
source as an individual. Moreover, when marketing and
selling are combined, it is possible to develop more and

different sales channels.

Many farms operated as individually owned businesses. The
individually owned business is probably the oldest and most
common form. One person, family or small group of people
owns, controls and conducts the business. Individual
producers typically have a rich (family) heritage, and
relatively simple (inexpensive) processing or distribution is
required. Sales channels are typically an online or onsite
farm shop. Besides farming, new activities as 'a place to
educate” and employing underprivileged- or disabled people,
lead to more engagement from the social community and
new revenue streams.

B Individual producers
Individual
production/processing,
distribution and sales

B Individual branding and values

2. Individual
producers

B Community The ccommunity ssupported aagriculture model has
supported/owned been in place for many farms for some time now.
production The traditional model placed substantial emphasis on

W Shared production, harvest g sainable agriculture, shared production risk, consumer

3. Community
supported agriculture

and consumption involvement with production activities, and authenticity of
® Profit for the community local sourcing. Over the years, different types of ccommunity

objectives supported agriculture have evolved

+  Subscription model: subscription-based contract
for the produce from the land

+ Shareholder model: buy shares and produce from
the land

«  Community model: invest and operate farm/land
and share the produce with the community.

B Online and offline Online retail is still growing fast, although online

4. Online and offline
marketplace

marketplaces in fresh food remain behind general retail. Since
COVID-19 promising traction for short food supply systems is
observed. Online benefits of selling your local products 24/7
to an increasing group of potential customers who buy online

marketplace for
agricultural food

products

B Marketing/promotion,
distribution and sales
via market place

B Support function to drive
sales for local farmers

are evident. Marketplaces offer independent producers a
platform/market and marketing knowledge to sell goods
without the burden of a brick-and-mortar store.

5. Promotion of
on farm selling

H Promotion of on
farm selling with
online/offline
referencing to local
agricultural food
producers

B Marketing/promaotion
of local agricultural
food producers

B Support function to
drive sales for local
farmers

Promotion of on farm selling: This model has the primary
objective to promote/support on farm and online selling of
individual producers and to improve the visibility on the farm.
Conducting marketing research on consumer behavior and
sharing marketing knowledge with individual producers and
ambassadors will add additional value. This is conducted at
the local as well as regional and national level. These
organizations are typically supported with public funds.
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Annex IV Business Model Environment tool

Business models are designed and executed in specific environments. Environmental scanning is important

because of the landscape is changing continuously. The Business Model Environment tool is organised into

four areas: Market Forces, Key Trends, Industry Forces and Macro-Economic Trends. These areas surround

the Business Model Canvas as they influence the Business Model.
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(INSURGENTS)

SUBSTITUTE PRODUCTS
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L ]
GLOBAL MARKET CONDITIONS

CAPITAL MARKETS

# SOCIOECONOMIC TRENDS

MARKET SEGMENTS

MNEEDS AND DEMANDS
L ]

® MARKET ISSUES

ATVNY LINHVYW

*®  SWITCHING COSTS

.
REVENUE ATTRACTIVENESS

[
ECONOMIC INFRASTRUCTURE

COMMODITIES AND OTHER RESOURCES

— MACROECONOMICS —

(A. Osterwalder & Y. Pigneur, Business Model Generation, (2010), Business Model Environment p 200-211.)
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Annex V Subtasks and typical problems, barriers and needs of
SFSCs

D.2.2 provides a context and describes the subtasks and typical problems, barriers & needs of the SFSCs.
These components are used as input for describing the ‘landscape’ in the business model environment tool.

Subtasks of SFSC:

- Farming and primary production

- Processing and packaging

- Transport, logistics and storage

- Product integrity, authenticity, transparency and labelling
- Marketing

- Food chain management & networking

- Business Modelling

- Policy

- Environment

Typical problems, barriers & needs of the SFSCs:

- Limited volume

- Perishability of some products

- Limited access to resources (material, infrastructure, technology, technical knowledge, financial)

- Limited availability labour force

- High cost of logistics/product unit

- Poor direct access/links to consumers — low awareness of consumers

- Lack of trust of consumers

- Low negotiating power with retailers, large service providers, large customers, intermediaries,
municipal government

- Relatively high price- low adaptation capability to price competition

- Lack of information and knowledge of product development skills, advanced technologies, marketing,
awareness of public funding opportunities, understanding of and compliance with legal requirements

- Lack of collaboration with peers, other SFSC members.
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