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Comunita Frizzante business started as a circular economy project realized by a social association
to valorise by-products. Now Comunita Frizzante is a large reality, significantly relying on its huge
network.
Citizen groups, schools, and associations are part of this concept. Comunita Frizzante has no
infrastructures, no production facilities, no warehouse, as the production is done by the partners
in the network.
We use unique ingredients to co-create a tasty and diverse product
with our community
Target Users
e Coffee shops
e Restaurants
e Small local organic stores
e Wholesalers
Market Channels
% e Direct contacts
v/ Strengths
e Innovative, and healthy products
e Non-industrial sparkling juices
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Our interest is having a direct dialogue with our
customers

The small size of the company has
required small investments. This
makes it flexible in responding to
market changes. The flexibility is also
achieved by privileging direct contacts
with small organisations rather than
with supermarkets. This leads also to
a certain freedom to operate in the
market.

- R . i i " >
L e =y
.+* ''This.project has'r e qadi'ng fl"Sm the European Union’s Horlzon 2020 resqavch"and |g_nofat|on progr.




LA CANTINA DEI
COLLI RIPANI N - E

_‘i

La Cantina dei Colli Ripani is a wine cooperative of 330 local producers. Their mission is to S
create value for the community and its members. Sustainability is a key component in their
vision: from a social point of view, this is achieved by offering to their contributing members

- value in line with the effort they make in the production. From the economic point of view, they

- offer a consistent remuneration that supports the local community; from the environmental
perspective, they adopt eco-friendly practices relying on renewable energy (solar panels) and
organic farming.

Our goal is to create value for the cooperative and its
members

Target Users

e Traders/wholesalers
e Private companies
e Restaurants

e Final consumers

Market Channels

% e Social media
e On-line shops

e Own sales outlets

: Strengths
iy
e Having a wide range of products to meet the needs of different
types of customers
e Long-track experiences in the field
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We produce the taste and shape of a territory

CAPE

The effect of the Covid-19 pandemic
reflected in the market dynamic
required them to acquire the ability
to quickly react to market changes.
The last years were very useful for
them to strengthen their key skill to
first foreseen changes and
consequently act consistently and
timely to any changes in the market.
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Azienda Agricola Tenuta Colle degli Angeli is a winery located in the Emilia-Romagna region of
Italy. They offer an innovative, healthy, and one-size-fits-all product: a special flour obtained
from grape extracts.
We believe in love, respect and care for nature and people,
to be able to offer our customers the best products
Target Users
e Bakeries
e Pasta makers
e Final consumers
Market Channels
% e Direct contact with local bakeries & pasta makers
e Online shops
v/ Strengths
e Organoleptic properties of the grape-based flour
e Products are healthy and well controlled
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Our wines were born to be shared!

If the market changes, they would
be ready to respond, also thanks to
their attitude to follow the trend
(especially trends related to
organic and sustainable
production).



Terradiva is an organic farm producing extra-virgin olive oil and almond-based products. The farm
has been existing for generations and made continuous improvements including traceability,
labelling, brand development, reduction of pollution and waste. The company offers high-quality
and healthy products, characterized by innovative and environmentally sustainable practices.

We have chosen an agriculture that maintains and
respects biodiversity

b

Target Users

e Informed consumers from 35 years old and up, aware of sustainability
issues

Market Channels

% e Online shops
e Direct contacts with Ho-Re-Ca businesses
v/ Strengths

e The farmers are the first actors working for sustainability goals
e Products are healthy and well controlled
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We'll be able to cope well with changes as
we are versatile and flexible

Being a small business can be an
advantage for being flexible. As an
example, during Covid-19 pandemic,
the company re-organized its
business to provide products to small
customers rather than supplying
restaurants.
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Agricolt Brandoni is an agricultural company producing cereals and vegetables for the food R
industry. They developed a patent on micro-grafting process on seedlings. This innovation was
awarded by Confagricoltura (The General Confederation of Italian Agriculture).
We consider the development of agriculture important for the benefit
of the community, the environment and our territory
Target Users
e Farmers and producers' organisations
Market Channels
% e Direct contacts
v/ Strengths
e Huge network of farmers
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Together we work, celebrate, fight, laugh,
study, think, have new ideas and the doors
of our company are always open

Their philosophy is to observe reality,
so they are ready and able to
anticipate market changes. Playing
ahead of time made them properly
act and continue their growth.

—

" . J-..
% PTReraiect B ng ffm the European Union’s Honzon 2020 ;esqavch‘and |;|,p00"at|on progrqmme‘;aq

A5 =
24T W




DEHESA
DE AUTOR
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Dehesa De Autor is an acorn producing company. Acorn is the fruit of the Quercus tree. It was
traditionally used for human nutrition, but now it is mainly used to feed animals. Recently, new
acorn-based products such as flour or drinks are being developed, as healthy and powerful
alternatives for the human diet. The innovations concern both the transformation processes, which
is patent protected, and the grafting techniques for resilient plant varieties to adapt to climate
change. The acorn value chain has a potential for increasing socioeconomic and environmental
sustainability.

The acorn value chain is able to empower
farmers of southern regions

Target Users

e Farmers of southern regions, where acorns, holm oaks and cork oaks
are key for rural economies

Market Channels

% e Multiple traditional offline and online marketing channels
v/ Strengths

e Healthy and community product
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Our product is considered a "common good" and it is
intended that no partner should be able to take
individual possession of the product

The key is to "listen to the customers"
and know how to "translate their
needs". Most new business ideas
come from the customers. Key actions
are attendance, especially in
academic and commercial forums, at
conferences, training events, and
trying to maintain direct contact with
public R&D centres.



LIA
C ULTIVATORS

Lia Cultivators is a family farm started in 1976 with 19 Koroneiki olive trees in Filiatra, Messinia
and a large olive grove of 2500 trees. They used to produce extra virgin olive oil sold in bulk, but
they decided to change their business and marketing plan, by combining traditional methods of
cultivation with modern techniques with aim to respect the sustainability of the ecosystem and
differentiated their products. They focus on the current trend in healthy and organic food, and
they segment their consumers based on it. In addition, due to their long history of owning the
family farm, their strategy to win the market is focusing on the authenticity of their product.

Roots that go back in time. Branches reaching out for the sun.
The pure, fertile land. Our past and present on both sides of the
silver-green leaf

b,

Target Users

e Young generation from 25 to 45 years old who wants to change their
culinary habits and looking for more healthy products

Market Channels

% e Social network, with online and offline presence
e Sales in Greece, England, Switzerland, Benelux, Germany, Singapore,
and USA

vy Strengths

e New airport and new roads that bring more tourists to the area is a
key to develop their brand

e Tasting tours and awareness campaigns about their place of origin

e Cost of shipment decreases due to facilitation in transportation
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The design of our bottle is useful to preserve
the quality of our product

SMEs might not always tolerate big
changes and adapt to new conditions.
However, the change identification is
done by following mainstream forums
and being engaged in collaboration
with other sustainable businesses.

. . L -H. _‘

) 'rrg fl‘rm the European Union’s Horlzon 2020 [esqa-ch‘and |g,pof'at|on progr.

b hiskroject RasT Cagreement No 101000852 =7+



VICASOL

Vicasol was established in 1979 as a transformation agrarian society, becoming a cooperative = e
society later. It is an Andalusian cooperative society dedicated to the cultivation and marketing of
fruit & vegetables from the province of Almeria (Andalusia, Spain), based in Puebla de Vicar.

- Vicasol's strategy is to be considered a cooperative company of family production that produces

- fruits and vegetables of "proximity" throughout Europe. Proximity" is understood as fluid
communication with the final consumer (transcending the intermediary) so that they know the
efforts made by family farmers to improve the sustainability and taste of their products. :

We are a family of more than 3000 people,
counting farmer partners and employees

Target Users

e Members and workers of the cooperative,
e including field employees in the greenhouses
e Other persons in the area

Market Channels

% e Traditional retail shops
e Traditional export channels
e Wholesalers and traders

Strengths

e Vicasol combines a cooperative vision oriented to the family
production of fruits and vegetables "de primor", sold through
traditional export channels, with another OWN system of local sales

e Vicasol guarantees the same quality, wholesomeness and flavour for
all its consumers, whether local, national or international

‘A!‘f

Y /.« The establlshr'hent of a networkﬁﬁﬁmﬁl supphesé (chéw wihe,
preserves; etc ), Whlgh can beneflt in the futu,_ne%om V%ASOL S
=1

e ' lnternatlona‘l';a&eg*network ' . £ fgm__:_;:._{_"_;;j___q_g-lﬁ_ |
e i s Increé’sed sense of belong-ng among employees P e

Obstacles to Ovemome

vy = A . K

. ‘ro negotlate 'table fungilng Iln'es wlth the members R _
o- To regularly communl,cate W|th the members (tralmng, mterwews
presentatlon of results) to make them see th_etconvenlence of the

Our company has four manipulation centres and one of
them is exclusively dedicated to ecological products

The cooperative's own management
promotes communication channels
with members/employees, customers,
and other stakeholders so that they,
in their sphere of action, report on
current market  trends. These
MEERINNE ensure that new
innovations are quickly transferable
to the cooperative.

The project is included in
Vicasol's Corporate SeldE]
Responsibility initiatives. This
mechanism frees up the partner's
financial resources and thus
avoids problems. It also
facilitates the transfer (publicity)
to society, and even to traditional
customers (large European
distributors).
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OKOKISTE

okokiste
-‘ Ly
Verband Okokiste e.V. (founded 1996) gathers about 45 enterprises that deliver 100% organic =~ "=
products within a radius of about 30-60 kilometres around each enterprise. They deliver eco-box
through online platforms, and they are scattered all over Germany. All members are committed to
_ - topics such as animal and environmental protection, social production conditions, and local organic
- farms' support. Each member of Verband Okokiste has voluntarily committed to a high-level
~independent process of certification.
We deliver fruits, vegetables, and future
Target Users
e Private persons and families
e Enterprises
e Schools and kindergartens
Market Channels
e Each member of Okokiste has its own website with a shop system
%
Strengths
Vs e The doors are open, the clients are regularly invited to visit the farm,
to be part of so-called "Solawis” (Solidarische Landwirtschaft: solidary
agriculture) or engage politically
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Because organic is not enough for us

They address especially the young
generation by continuously
developing, establishing, and
improving convenient apps for the
ordering process. "Nowadays, where
newcomers like Knuspr & Co. are
urging the market, we refer to our
basic values to make the difference
clear. These values are: 100% organic,
diverse & transparent, local &
sustainable, fair & social, regional &
seasonal."



ESPIGOLADORS
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ESPIGOLADORS is a Spanish organisation that valorises leftovers of fruit and vegetables production. =~ &
After regular harvesting, they do a "second harvesting" to collect imperfect or ugly pieces of fruits
and vegetables which do not enter the commercial market due to their (un)aesthetic characteristics.
- Gleaned fresh products with the help of volunteers are donated to social organisations. Moreover,
- part of fresh products purchased from farmers goes to the central kitchen to manufacture different
preserves: jams, creams, sauces & patés. Additionally, the central kitchen allows hiring people at
risk of social exclusion (young people and women over 45 years) to find a job opportunity in an
organisation that empowers them and increases their self-esteem. “Es im-perfect®” is the
commercial brand of their canned products. The price of the products may be higher than similar

products in the market. e

We fight for a better food usage

Target Users

e Local people who care about environmental and social problems,
looking for sustainable, local and fair-trade products

Market Channels

e Social entities local stores
% e Big supermarkets
e Restaurants and hotels
: Strengths
\ N}
e Direct and constant communication with all stakeholders to make sure
people are happy and having agreement with them when needed
e ESPIGOLADORS measures the social impact of their activities annually
with the help of the research and action team. They implement pilot
studies before initiation of an innovative idea
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In ESPIGOLADORS we give second opportunities to ugly
and imperfect fruits and vegetables and to beautiful
people

The entrepreneurial spirit of the
founder of ESPIGOLADORS and her
persistence, resilience, and network
help them benefit the most from the
opportunities/threats in the market.
For instance, during the pandemic
lockdown, all activities of the central
kitchen were stopped. So vulnerable
employees of the central kitchen
were under pressure. Thus, they
launched a crowdfunding campaign
to maintain the employees in the
central kitchen.

Additionally, during the pandemic,
there was an increase in the
number of people going to the
food bank, so transferring donated
food to social entities could not be
stopped at the time of need. With
the campaign's help, people
working in schools could help in
gleaning activities providing
needed food for social entities.
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SZIMBIOZIS
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Szimbiozis is a social enterprise, working for improving the conditions and providing livelihood to =~ “=*
people with special needs, the homeless, and ex-prisoners by employing them on the social farm. To
operate and develop the social activities, Szimbiozis produces, and sells products and services. This
- organisation produces jam, syrup, and goat cheese using a traditional and craft system using
== organic fruits (local ecotypes and ancient varieties) and goat milk.
Eat good and do good
Target Users
e Consumers (families)
e Retailers and small grocery shops
e Ho-Re-Ca (elite hotels and restaurants)
Market Channels
e Sales outlets and local markets
e On-line shop
% e Workshops within the social farms and national food events
e Food delivery
e B2B (retailers, small shops, tour information offices, hotels and
restaurants)
Strengths
Vi e Training activities on social farming
e Agreements based on fair prices and short- term payment
e Improving the inclusion and life conditions of workers with special
needs
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The diversification of the business allows it to be more
flexible to market needs

Szimbiozis is a quite flexible
organisation, and they can quickly get
along with any kind of changes in the
market. The diversification of the
business activities and the simple
structure allows Szimbiozis to be
more flexible to market changes.
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Kozarova Family Farm =
Pumpkin Value Chain -3

= 1 <=4 ?
Kozarova farm is a Slovakian family business that manages an entire value chain for production of ol
healthy food products from pumpkin seeds (oil and healthy snacks). The family has implemented
innovations from farm to fork (agricultural production, added value processing and direct sale to

- consumers via their own shops). They are always seeking for new ideas and improvement on how
- to be technologically effective, as well as environmentally and socially responsible.
Family collaboration is our key strategy for sustainable
success
Target Users
e Consumers who are sensitive to healthy diets and lifestyles
e Healthy food shops and restaurants
e Resellers for shops, bakeries and other entities
Market Channels
e Local farm shop in Maly Cetin (Slovakia)
e Own online shop
e Sale contractors - mainly small shops/stands of local and regional
products in the shopping centres
Strengths
vy e Value-added products
e Own food processing plant
e Various market channels
e Nice packaging of products
e Environmentally friendly production processes by socially responsible
farmers
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The more opinions, the better solution - stakeholders' and
consumers' opinion counts

The proximity with consumers
through their own farm shop and
their focus on the consumer’s
feedback is key for
understanding consumers
expectations, and trends
evolution. Participation in fairs
(such as Expo 2020 in Dubai) is
also a way of finding inspiration
on how to improve their work,
products and impact on the
society and the environment.

The ability to adapt to any production
challenges and market conditions is
an important asset for Kozarova farm.
Even the recent decline in their land
leasing agreement has led the
business to search for further
opportunities. Therefore, they
diversified their agricultural products-
ready-to-cook potatoes.
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Robin food originally started from the idea to have a solution against two main issues: i) food —~— =
waste; ii) people who are in need of healthy, sustainable and affordable food. Experimenting with
these two problems and finding ways to encounter it, was the reason why Robin food came to
- existence. The company has the triple win mission: a) impact on food waste, b) impact on
: companies, employing vulnerable in business, and c) impact on healthy meals for children.
Robin Food is run by volunteers keeping prices low
and making food about getting together
Target Users
e Regular supermarkets
e HoReCa
e NGOs or social enterprises with similar missions
Market Channels
% e Direct contacts
e Online contacts
Strengths
\ e Robin food's uniqueness compared with other initiatives is its name, as
it echoes the message quickly and efficiently. The communication
channel succeeded in creating this strong link with Robin food
customers
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Learning by doing is our main way to grow in our
mission and overcome challenges

If you and your business model are
not flexible enough, you will never
survive the change. The
entrepreneurial mindset at Robin
food allows for flexibility and change.
Also, the company has the capacity to
take risk and perform on a trial and
error to adapt to new market
conditions.

After successfully operating for
two years, they are planning to
dedicate 2% of their profit to
similar projects. For example,
in Belgium 1 out of 5 children
go to school without a healthy
meal. They plan to donate 2%
of their profit to these types of
initiatives for healthier dietary
patterns.

O R
"ﬁ.s'-

:w:'_\a" 's'.,




PARATI [ JERRREY

Para Tl is a merchandising shop, where everything happens automatically, so the shop can be TR -
open 24 hours a day, 7 days a week. However, their products are either exempt from
transformation processes such as fruit, vegetables and eggs, or have undergone a slight process

-~ such as bread, spreads, meats, dairy products. The shop stocks fruit & vegetables, dairy

- products, baked goods, beer and much more from 90 local suppliers.

P o = L s L T I iy R
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Currently, there is a trend where the neighbourhood shops are
increasingly disappearing. Local food is quite dispersed, so people go to

different places to find all they need. So that's why we combined
community and technology in our solution

Target Users

e Middle to upper class customers
e Working people who commute from work to home

Market Channels

% e Word of mouth
e Limited marketing activities

Strengths

vy e Making local food accessible to the neighbours is the winning strategy of
Para Ti. The technology that Para Ti uses for the food distribution to
customers is unique and makes them competitive in the market. They sell
locally produced products at a lower price compared to supermarkets.

Ri5e % : - M.M-: 4 ik ' Pl o
7 Y' e Trustin thelg.'partners " el ~
. Value allgnment Ofalh partners , B e )
ey ’. . Informal agreem'eﬁts and networks e be b N _

.- T‘o face ‘tﬁe mentallty mlsahgnment amongdlffereht actors

e T~o support the technology adoptlon by oIder C _\stbmers*
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Our flexibility of including what customers want in the
business model is our strength.

Being flexible and responsive to
change is what Para Ti aims for
entrepreneurial mindset. In addition,
their ability to take risks is a major
force for identifying opportunities.
Young entrepreneurs are very aware
of the company's  competitive
advantage and weaknesses, thus
allowing tackling change when it is
required.



DE NIEUWE MELKBOER
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De Nieuwe Melkboer (DNMB) is a business run by two brothers - Bart and Tom Grobben - who e
jointly own a farm with crops and dairy cows. DNMB is producing soy-based dairy products.
DNMB was established in 2019, in the Netherlands. DNB produces the soybeans, processing the
beans into soy milk and other soy-based dairy products.
When I lived in Amsterdam | realised that there is a huge market
potential for plant-based dairy products
- Target Users
% e Customers that demand healthier and plant-based products
Market Channels
e Online food platforms (such as online supermarkets (CRISP))
% e Traditional channels, like coffee shops, restaurants, food
wholesalers
e Speed delivery companies
\ 1/ Strengths
e The local soy-based dairy products gained a great environmental image
because it is based on soybeans grown in The Netherlands. It entails a
lower environmental footprint (mainly CO2 reduction and less energy
used) than soy drinks based on imported soybeans. This is in line with
the trend for market demand for food products that are regionally
produced and with a lower environmental footprint.
& o . I bk 4 2 s -
R e “J). e+ DNMB s hlghPy capable of deveIQ
T -
: based dairy products Agrifirm’ has a good regm;‘atlon o?’supportlng
R [— mnovatlon m_g&éh agrlculture as outstandlﬂgly dene thﬁ' DNMBk 3;,
e s |n|t|atrves now gomg to banrnepllcated to othé‘r'farmers

__'_'--Obstacles to Overcome ', SN .
ke "TQ properly manage fogmal agreements Wlth Iarge partners that-
requ1re (costly) legal, adV|ce RE 5L SRR : LR

) To focus efforts on brand establlshment and communlcatlon

eSpeC|aIIy with new partners to demonstrate the company reI|ab|I|ty

We had the resources (land and facilities) to start a plant-
based dairy company

We strongly believe that society
should make the transition to more
sustainable food systems, which
includes a (partial) shift from animal
to plant-based proteins. We both
studied at Wageningen University,
and we have worked in various
organisations and companies.
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Somo gyi Helyl
Termék Egyesulet

Somogyi Helyi Termék EgyesUIet is an association operating in the Somogyi area in Hungary, o
since December 2015. Somogyi aims at organising outreach opportunities for small food
producers, primary producers and artisans living in the county area. That initiative and
- organised events come up with the establishment of the association (founded in December
== 2018) of 14 small and local producers and craftsmen (honey, jam, syrup, pickles, chutney,
" cheese, jewellery) and 5 other supporting members (which include the Chamber of Agriculture,
the National Development Agency and IT experts).

From lake Balaton to the southern border, together for a

better future

Target Users

e Final consumers (residents and tourists)
e Restaurants (that dare to break with the mass-produced products
and want to work with real, fresh ingredients)

Market Channels

% e Ho-Re-Ca
e Tasting events

Strengths

e Alignment between producers and buyers (high-quality product at
a fair price)
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Local products for local people

The legislative environment, the
consumer needs and new trends must
always be monitored (trough social
media) even at their early stage. This
allows them to promptly react to
changes. As a plan for the future the
organisation foresees a collaboration
with reliable and authentic
influencers.
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GRAPOILA

GRAPOILA (Virgin Oil Press Kft.) is a Hungarian company, created by Marianna Pinczés in 2009. Their " "=
core activity is the production of cold-pressed seed oils based on a zero waste concept. Thanks to
innovations in processing technologies and product development, the company utilises by-products
- of other food industries, notably pomace from the wineries and rosehip seeds from tea and jam
- makers. They produce high-quality gourmet food products and natural cosmetics, such as seed oils,
flours, cosmetic oil muds, lip balms and soaps. Besides the grape seeds and rosehip seeds,
GRAPOILA utilises 20 other types of oily seeds, such as pumpkin seeds, linseed and poppy seeds.

ee

y friendly, our other main

vironmentall
In addition to being en y tasty

motivation is to create good quality products that are ver

b

Target Users

e Individual consumers looking for tasty and healthy natural products
e Partner companies in the food and cosmetic industry

Market Channels

e Own brand products sold to individual consumers on their company's
website

e B2B with food and cosmetics companies, who use the products as base
materials or marketing them under their own brand’s names

e GRAPOILA’s sales mostly concern Europe, although the USA, Taiwan and
Japan are also among its trading locations

Strengths
i e Zero waste concept that utilises all by-products

e Cold-pressing technology that preserves oil taste, composition and
properties

e Locally sourced raw materials

e Natural alternative for cosmetic ingredients

e Engagement in urban development and agri-food sustainability
educational programs

e AL .l Success Factors , = ST i gy <R
~ e Having a common vision and mutual mterestsa;gﬁh partmers is key
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In every collaboration trust is the most
important thing

Research and development 5
considered as a key factor for adapting
to external changes and to be ahead of
the market. An open-minded spirit and
continuous experimentation on the
technological processes, the product
development and marketing is at the
core of the GRAPOILA philosophy. Visits
to fairs and food expositions (for
example Gulfood or the World Expo
2020) are also part of the routine to
meet new customers and to be aware
of developing trends.
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AGROKRUH

AGROKRUH follows the idea of Ecology Zone, introduced more than 10 years ago by farmers and led >
to the creation of a cooperative with 8 members and 3 prototype farms.
AGROKRUH sells fresh organic vegetables through a Community Supported Agriculture scheme and ..
FreshBox pick-up points. The concept includes all the relevant technologies, training, and advisory
- services as a package, for supporting farms in optimising their practices concerning soil quality and :
the environment. Currently, AGROKRUH operates only in Slovakia, but it has a promising worldwide -
potential in agriculture.
High-quality soil, healthy food and strong relationships are the main ==
pillars of AGROKRUH “s Ecology Zone concept
Target Users
e Young nature-oriented families with access to 2-3 ha of land
e Protagonists of healthy lifestyle and sustainability
e Cities (in a smaller concept)
Market Channels
e Promotion activities with early adopters, such as agricultural
% secondary schools and regional authorities
Strengths
e Expertise in agriculture turned into a promising concept with a long-term
\i/ perspective
e Environmentally friendly and socially responsible approach
e Innovative circular technologies, including digital ones
e Reduced costs for farmers, including labour costs
e Easy operation and repairing of the mechanical technology
e
i T A .l ~Success”’ Factors ;.'*“ _;'"@‘ :jg
o e The diversity™of competenues of- the cooperatf%@amemb@rs
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- ,::Investment wh|Ie the technologlcal development requires.a lot of'tests ¢
‘ e To operate in an“unstable polltlcal env1ronm.ent W|th frequent changes at

the top- level posdt|ons " T : g & \,

Enthusiasm, knowledge, experience, and voluntary
contributions of the cooperative members are the
most essential resources to turn our idea into a

practical concept

The concept of Ecology Zone is itself
very flexible to environmental and
market changes since it can be adapted
to various contexts. AGROKRUH is
continuously progressing to find
different alternatives. For instance, the
existing technology is fully mechanical,
and therefore is very easy to operate
and repair if needed; but AGROKRUH
has also been developing a digital
version of the technology. They are
very active in innovative agricultural
networks such as living labs and
demonstration farms.

Environmental and social
responsibility is a key motive of
AGROKRUH, and the Ecology Zone
concept already complies with the
European Green Deal, therefore they
can provide an innovative solution
with a worldwide potential in
agriculture.
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ALGREEN
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Algreen is a company founded in 2015 in Wageningen, in the Netherlands, working all over Europe. =~ &
It helps microalgae producers in all aspects of their business: from production to downstream,
regulation and certification. The company combines hands-on experience with scientific knowledge
- and skills to co-develop the algae production system tailored to any needs. Algreen strongly
== believes in the potential of algae to become a large-scale commodity, replacing many traditional
products, thanks to their unique properties and their sustainable and scalable production
methods.
Unlocking the power of microalgae
Target Users
M e Agricultural companies (innovation seekers)
(| )
— e Food industry
w e Pharmaceutical industry
e Biotechnological industry
Market Channels
% e Fairs and food exhibitions
Strengths
i e Extensive knowledge and expertise in the sector (innovation seekers)
e Enhancing the value for the short-chain farmers within the chain and
increasing their profit margins
e Producing high-value nutritional food products (healthy)locally High
investment in R&D activities
e Being part of Microalgae Associations audit at European level (responsible
for organic certification)
el LN e Y, :-_,-i!":, oy
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We tried to take an active role to move forward

Considering the size of the company,
Algreen spends quite a good deal of
money in being part of the association,
following the latest innovation and market
intel at different level (research, fair,
commercial levels, on the web, in Algreen
lab) to monitor who is launching a new
product, new trends, changes in the
regulation. The company tried to
anticipate the trends, and to adjust the
R&D.
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STADERA

STADERA Societa Cooperativa is an Italian food cooperative created by Enrico De Sanso in 2020, in =~ " =*
Ravenna. The cooperative has more than 300 members that are both the owners and the customers
of the shop. The aim of STADERA is to deliver sustainable (food and non-food) products at ..
- affordable prices, but also to create a real social network of consumers. By giving 3 hours of their
- spare time to help in managing the activities of the shop, the members contribute to reduce the
operational costs and to create a community awareness about agrifood chains. The shop comprises -
mostly organic, local and handmade products (80%). The members are people from the Emilia-
Romagna region, families or individuals of all ages and professions. STADERA is open to every type =
of consumer willing to join the cooperative since it is still at its early stage and has potential for
development and growth.

More than a supermarket,

we are a participatory consumer network

Target Users

e Every type of consumers

Market Channels

% e Own shop in Ravenna
Strengths
\i/ e A community of motivated consumers

e Affordable access to food with reduced mark-up on
suppliers’ price.
e Mostly local and organic products
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Exchange with members and
transparency in choices is our way to
overcome any difficulty

The diversity of the consumer
community is an asset to analyse the
environment, propose new solutions,
and implement them. As said by the
founder Enrico De Sanso, “we are a
very large community: 305 members
mean 610 ears and eyes”. All these
individuals are welcome to share their
ideas and are directly involved in the
decision process, notably during
general assemblies or within working
groups. There is always room for
changes or adaptations of the model.

Managing these discussion times,
and this deliberative power is key
for the success of the project.
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