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Business to business distribution model supporting

local food sector in Baltic Sea region rural areas

Start: 1 October 2017

436,479 € (577,305 ©) bl 27
@ 1(;;.1 mnzz'z,szs € (63,131 6 Duration: 36 Month

Ministry of Rural Affairs of the Republic of Estonia
Latvian Country Tourism Association
Mecklenburg-Vorpommern Tourist Board

Culinary Heritage Europe (Ystad Municipality)

Latvian Agricultural Organization Cooperation Council
Business Region Esbjerg

HANEN - Norwegian Rural Tourism and Local Food ass.
NGO Estonian Rural Tourism

The Estonian Chamber of Agriculture and Commerce
State Budgetary V&E Institution of the Pskov Region

State Committee of the Pskov Region

Lahti University of Applied Sciences ltd.

Lithuanian Countryside Tourism Association

6100 PhHGeslles B D

+ Project BY Baltic Sea Food

Polish Nature Foundation (Fundacja Natura Polska)
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. B food producers and providers In vels thus offering ppportunities
SUStalnable lﬂCﬂl fﬂﬂd BSR rural areas. it enables them for gmwm and imprﬂved business
. . . o establish gmooth, short supply periﬂnmrr:e for SMEs In the local
dlSt?lblltlﬂ“ HEtWUIk a“d chains at local and regional le- food sector In rural areas.
business models

The Baltic >ea region (BSR) has
increasing local food production
due to an increasing interest from
customers for these products. Lo~
cal food businesses offering small
scale, both rraditional and inno-
yative use of healthy, premium
quality and often handcrafted 10-
cal food products, canl develop at-
tractiveness for their own region
and business through different
customer groups, including locals
and visitors.

Local food producers and far-
mers are mainly small family
businesses, who prefer to organ-
ize their sales through face-to-
face contact and by phone. They
are oftennot ableto sell thelr pro=
ducts to large wholesale companies
or supermarket chains because of

limited productioh yolumes and

producers. Therefore, their -
cess to catering, food processing
and the retail sector is somewhat
complicated.

Local food networks are estab-
lished in many regions to COOPe”
rate for the purpose of marketing

local food network involves rela-
rionships among food producers,
distributors, potential retailers
and customers in @ place where
they work together 10 increase
the availability of local food and
increase the value for the producer
ag well as ensuring sustainability.
Most of the jocal food networks
and distributors sell their products

husiness-1o —consumer (BaC).

A sustainable network 15 3 busi-
ness or organization that active-
ly manages logistics, distribunion
and marketing of source- identi-
fied food products. primarily local
and regional producers collaborate
in such a network to strengthen
their business through an abili-
ty to satisty customer needs and
demands, ie on 4 business-to-
business (B2B) level The main
target group forthe B2B1s HoReCa
(hﬂtelsrestauranucaié} _ hotel and
catering industry.

The business model for B2B dis-
tribution developed by the BSF
project is applicable for jocal food
networks pstablished DY local

producers and delivers 1o 200 res-

the regimnf:ildm in
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Biz To Biz Distribution Modt;—-m?-
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. CHAPTER @ CHAPTEIN CHAPTER 2

KEY PARTNERSHIPS VALUE PROPOSITIONS CUSTOMER SEGMENTS

a. Official a.Increase product walue a HoReCa market

b. Private for customers b. Events and culinary

b. Increase service value tourism

_ for coustomers ¢ Special shops,
& retad chans o
q d. Public catering
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Thanks for now!

Niclas Fjellstrom
European Coordinator
@eurocoordinator
niclas@culinary-heritage.com
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| THE MOST UNVALUED & UNTHOUGHT |
| INGREDIENT IN GASTRONOMY - |
| __BUT PERHAPS THE MOST IMPORTANT!? |






DECENT WORK AND

ECONOMIC GROWTH
1 PEACE. JUSTICE 17 PARTNERSHIPS
AND STRONG FOR THE GOALS

13 ienon 14 sonwra
8

“Clean tap water is an expensive infrastructural

SUSTAINABLE
DEVELOPMENT

GOALS

investment. The future gains of this investment
by environmental savings, competitiveness,
health and wealth are though so enormous so it
won’t even be measurable in numbers...”

— Niclas Fjellstrom
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90-97% WATER .
3,3 LITER WATER / 1 LITER BEER




