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Innovation, Value Creation, Capture and 
Sharing



A Virtually New World









What are the innovations 
needed to produce more with 
less, mostly at the first stages 

of the food chain?



Major Input Suppliers 2020 Innovation Challenges

1. Renewable production inputs that replace non-renewable ones, as today’s fertilizers;

2. Reuse of resources and the use of by-products, in order to reduce pollution and costs;

3. Innovation that reduces costs for farmers, saving operations and improving margins;

4. Lower residual effects of the chemical products;

5. Better, more efficient and more economic machinery that saves fuel;

6. Genetically modified varieties in order to increase yields;

7. Better grain to protein (animal) and sun to energy (plant) conversion; Search for precocity

8. Biotechnology and natural control in order to use fewer chemical products;

9. Reducing losses on input transport and application;

10. Genetically modified plants, more adapted to droughts and water restrictions.

Source (citation): Neves, Marcos Fava - The Future of Food Business, World Scientific  (2013).



What are the innovations 
needed to produce more with 
less, mostly at the last stages 

of the food chain?



Innovation Challenges in Production Systems

C. Ecology;
Substitution;
Recycling.

Consumption

Retail

✓ Offer ambience;
✓ Express check-outs;
✓ Complete solutions;
✓ Home Meal Replacement;
✓ Relationships;                             

✓ Online sales;
✓ Buying groups;
✓ Tasting/trying;
✓ Delivery.

A. Health;
Beauty; 
Longevity; 
Food on the go.

B. Welfare;
Convenience;
Culture; 
Enjoy;                            
Fun and Food;
Slow Food.

D. Inclusion;
Wealth distribution;
Fair Trade;
Food and Miles.
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Inputs

Production

Agroindustry

Innovation Challenges in Production Systems

✓ Renewal sources;
✓ Genetics;
✓ Reuse;
✓ Conversion (consuption x production);
✓ Cost;

✓ Yield per area;
✓ Conversion (solar energy);
✓ Sustainability;
✓ Resistance;
✓ Conservation;
✓ Animal welfare;

✓ Ecological packing; 
✓ Use of bio products;
✓ Conservation;
✓ Nutraceutics;
✓ Flavor; 
✓ Nutricosmetics;
✓ Storage easiness;
✓ Relationships;

✓ Better controls (biological);
✓ Cost;
✓ Results to the buyer;
✓ Residual effect; 
✓ Machinery efficiency.

✓ Precocity;
✓ Certifications;
✓ Variety;
✓ Reuse;
✓ Water consumption.

✓ Lower transportation costs;
✓ Contracts;
✓ Lower water consumption;
✓ Channels optimization
✓ Safety;
✓ (gate-to-gate and others).
✓ Loss reduction.









In the innovation process, 
lets work with 20 

questions that can give 
insights…?





20 Questions to “Think Out of the Box”

1. How can a company use the concept of building relationships in its value chain and which among 

such relationships could be profitable to the company?

2. How to personalize (customize) the companies offer in order to satisfy individuals in a cost 

effective way?

3. How to organize an entire service package in a selling relationship to a particular costumer in order 

to make his purchasing experience interesting and also profitable for the company?

4. How to list and how to decide what will not be done by the organization, in terms of business, 

products, services or other activities, or even by individuals?

5. What are the 10 most relevant things we, as a company, will do next?
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6. In which of these 10 relevant things should we, as a company, focus?

7. How to simplify the company’s offer to the consumer?

8. When analyzing the whole purchasing experience or the product usage process, which parts

are not needed and could be removed?

9. Which alternatives would be time saving for our clients?

10. In order to understand our competitors behavior, a nice question to ask is how can we

cannibalize our offer?

Source : Author

20 Questions to “Think Out of the Box”
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11. About forecasting the future, an intriguing question is how to read things that are not yet at 

the page?

12. In order to be more effective in our activities, or within our companies projects, how to get 

our minds around it (a particular activity) and do it (make it happen)?

13. How can we improve our “face to face” interactions, or the personal touch of the company?

14. In order to have, at the same time, a broader and a specific view of a particular situation or 

about a business, how to capture the big picture and also the details?

15. In order to promote better management with a scientific approach, what are the ideas to 

integrate people (humanities) to science?

20 Questions to “Think Out of the Box”
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16. In order to create great teams in our companies, how to recruit, maintain and motivate talents?

17. In order to improve the possible positive influence, how to use/spread personal skills of the 

leader within the organization?

18. Intuition may help collaborate in several decision-making process, bringing sensitivity and the 

human part of business, and for this to happen, how to take advantage and also to filter the effects 

of intuition?

19. How to transfer the admired concept and DNA of the company to the offer (product + service)?

20. How to permanently reset (innovate/rethink) the company in order to create an organization 

that may revolutionize people’s lives or even the business’s history in a sustainable and profitable 

way?

20 Questions to “Think Out of the Box”

Source : Prof Marcos Fava Neves





How to structure the 
process (method) for 

creating a new concept?



7 Steps – Food Concept Creation

Food Concept Creation

1. Concept Ideas Proposal

2. Concept Ideas Selection Process

3. Concept Marketing Strategy

4. Building the Integrated Concept Network

5. Concept Physical Development and Testing

6. Make it Happen ( the Launch of the Concept)

7. Continuous Redesign

Source: The Future of Food Business - Chapter 56 



How can we create, 
capture and share value in 
a company activity or in a 

food chain?



DIFFERENTIATION STRATEGIES COLLECTIVE ACTIONS STRATEGIES COST STRATEGIES

✓ Integrated relationship approach
✓ Innovation
✓ Lock-in strategies
✓ Products and "solutions"
✓ Brand and Image
✓ Packaging
✓ Sustainability and certifications;
✓ Intimacy and convenience;
✓ Channels
✓ Sales force
✓ Services
✓ Performance to buyer 

✓ Internal management: products/ brands/ 
packaging and services

✓ Collective Communication
✓ Channels
✓ Sales
✓ Pricing
✓ Horizontal and Verticals Associations
✓ Alliances, joint-ventures and other forms

✓ Explore core competences                                           
Better use of resources and assets

✓ Strategy-scale production                                                   
✓ Quality and material costs
✓ Efficiency in labor                                                                 
✓ Continuous redesign of operations and 

methods
✓ Technology for cost reduction                                            
✓ Financial architecture (better financing 

sources)
✓ Advantage of experience effects                                          

Outsourcing (make or buy decisions)
✓ Better operational performance                                          

Overhead costs reduction
✓ Contracts governance / reduction of 

transaction costs   Reduce bargaining 
power of sellers

✓ Increase importance to suppliers 

VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS
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Are salads just... salads?



















































Source: Nielsen Perishables Group

Market of Organic Products



Packaged Salad Market 

Source: Nielsen Perishables Group



Value-added Vegetables
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Innovative Vegetables Categories Fared Best

Source: Nielsen Perishables Group
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The Value Creation, Capture and Sharing Model: Differentiation

Activities How the company or food chain can do it? Ideas.

Integrated relationship approach

Lock in strategies: increase buyer switching cost

Products/solutions unique to buyer

Customer service: fast, reliable, “just in time

Packaging solutions

Simplifying buyer’s decisions

Brand and image

Performance to buyer (value driven)
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COST STRATEGIES

✓ Explore core competences                                           
Better use of resources and assets

✓ Strategy-scale production                                                   
✓ Quality and material costs
✓ Efficiency in labor                                                                 
✓ Continuous redesign of operations and methods
✓ Technology for cost reduction                                            
✓ Financial architecture (better financing sources)
✓ Advantage of experience effects                                          

Outsourcing (make or buy decisions)
✓ Better operational performance                                          

Overhead costs reduction
✓ Contracts governance / reduction of transaction 

costs   Reduce bargaining power of sellers
✓ Increase importance to suppliers 

VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS
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The Value Creation, Capture and Sharing Model: Costs

Source : Prof Marcos Fava Neves

Activities How the company or food chain can do it? Ideas.

Explore core competence to an exhaustion

Better use of all assets

Search for scale

Quality and cost of materials used in production

Efficiency in labour

Continuous redesign of operations and methods

Technology (R&D) to reduce costs

Financial architecture (better financing sources)



The Value Creation, Capture and Sharing Model: Costs

Source : Prof Marcos Fava Neves

Activities How the company or food chain can do it? Ideas.

Advantages of experience effects

Perform operations better than rivals

Overhead costs reduction

Outsourcing (make of buy decisions) to reduce costs

Reduce bargaining power of sellers

Governance contracts/reduction of transaction costs

Increase your importance to suppliers

Continuous trial of substitutes/alternative inputs 
(imported)

Stimulate competition within a few reliable suppliers



COLLECTIVE ACTIONS STRATEGIES

✓ Internal management: products/ brands/ 
packaging and services

✓ Collective Communication
✓ Channels
✓ Sales
✓ Pricing
✓ Horizontal and Verticals Associations
✓ Alliances, joint-ventures and other forms

VALUE CREATION, CAPTURE AND SHARING IN FOOD CHAINS
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Value Creation Capture and Sharing: Collective Actions

Source : Prof Marcos Fava Neves

Activities How the company or food chain can do it? Ideas.

Collective actions via supply chain

Collective actions via internal management

Collective actions via products/brands/packaging/services

Collective actions via communications

Collective actions via marketing channels and sales

Collective actions via pricing

Increase your importance to suppliers

Collective actions via horizontal and vertical associations

Collective actions via strategic alliances and joint ventures



Question of the Day

Imagine one case (example) of value creation, capture 
and sharing…

DIFFERENTIATION –

COST –

COLLECTIVE ACTIONS

and tell us the reasons you have choosen?
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