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1. INTERNATIONALE OMGEVING

• Growth of world population � +30% by 2050

• Economic growth

‣ BRICS/MINT - countries

Food demand 

� x2
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World: expected increase of 30% by 2050

Source: http://www.globalchange.umich.edu/globalchange2/current/lectures/human_pop/human_pop.html

Bevolkingsgroei
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Economische groei
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• Growth of world population � +30% by 2050

• Economic growth

‣ BRICS/MINT - countries

• Public spending

‣ In whole EU �, CAP �

‣ Support of market and prices �

‣ Volatility �
Compe-

tition

Public 
budget

Growth of 
world 

population

Food demand 

� x2
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2. BELGIE IN DIE WERELDOMGEVING

• Vlaanderen volgt die trend niet
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Evolutie varkensprijzen
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3. VROEGER BUSINESS MODEL

• Productie ��

• Productiviteit/ Efficiëntie ��
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Evolutie landbouwproductie 1961-2012
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Evolutie vleesaanbod
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Evolutie gespeende biggen/zeug/jaar
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3. VROEGER BUSINESS MODEL

• Productie ��

• Productiviteit/ Efficiëntie ��

Marktmacht

• Terugverdientijd investeringen

‣ Landbouwbedrijf: 10-15 jaar

‣ Andere schakels: 1-5 jaar

• Vaste kosten �

• Risico �: risicopremie??? XAVIER GELLYNCK, Ghent University, Faculty of Bioscience Engineering, Division Agri-Food Marketing & Chain Management
Xavier.Gellynck@Ugent.be
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3. VROEGER BUSINESS MODEL

HOW IS EACH LINK DEALING WITH MARKET POWER ?

• Farmer (unions)
‣ Mainly point to other partners in the chain

‣ Consider customers as opponents and competitors as supporters

‣ Starting point: having the right to receive correct price/ income
‣ React instead of anticipate

• Processing industry
‣ Squeezed between farmer and retailer 

‣ How to replace the bottom price formerly fixed by the CAP?



6/1/2015

5

XAVIER GELLYNCK, Ghent University, Faculty of Bioscience Engineering, Division Agri-Food Marketing & Chain Management
Xavier.Gellynck@Ugent.be

17

3. VROEGER BUSINESS MODEL

HOW IS EACH LINK DEALING WITH MARKET POWER ?

• Retailer 
‣ Little interest in the faith of other chain members
‣ Main focus on direct competition and market share

• Final consumer
‣ Limited interest in fair income for farmers

‣ High interest in low prices

• Government
‣ Limited resources
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4. HEDENDAAGSE VERWACHTINGEN

• Koersverandering: 

• Productie ≈

• Productiviteit/efficiëntie �

• MARKTGERICHT PRODUCEREN ��

primaire + verwerkende industrie
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4. HEDENDAAGSE VERWACHTINGEN

• Marktgericht produceren:

‣ Creëren van toegevoegde waarde

�Europa is daar +/- in geslaagd

�Marktaandeel in € is stabiel gebleven
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Invoer in Duitsland
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• Ondernemen

Calamiteitenbusiness (Poetin, ziektes,…)

– Ondergaan

4. HEDENDAAGSE VERWACHTINGEN
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MARKTGERICHT PRODUCEREN/ WERKEN

• Wat houdt dit in?

‣ Bevragingen bij: Consumenten, retailer, 

slachterij, uitsnijderij, veiling, melkerij?
‧ Wat wil je?

‧ Zeg me wat ik moet produceren, en ik zal dat voor u doen?

‣Waarde creëren:

‧ Welke?

‧ Wie?

‧ €?
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Urgent need for dramatic shift in the business model
• We can no longer allow ourselves to pass on the majority of the risks

back to the start of the chain

• Mutual responsibility but the answer is mainly to be initiated at farm 
level 
‣ Restructure the farm business in order to become full partner in the chain
‣ BUT: restructure to add value, not only to realize higher prices
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5. NIEUW BUSINESS MODEL
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282009, Osterwalder & Pigneur,  Business Model Generatie
https://canvanizer.com/
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292009, Osterwalder & Pigneur,  Business Model Generatie
https://canvanizer.com/

• Who are our key partners?
• Who are our key suppliers?
• Which key resources are we acquiring from our partners?
• Which key activities do partners perform?

• What key activities do our value propositions require?
• Our distribution channels?
• Customer relationships?
• Revenu streams?

• What key resources do our value propositions require?
• Our distribution channels?
• Customer relationships?
• Revenu streams?

• What value do we deliver to the customer?
• Which one of our customers’ problems are we helping to

solve?
• What bundles of products and services are we offering to

each segment?
• Which customer needs are we satisfying?
• What is the minimum viable product?

• How do we get, keep, and grow customers?
• Which customer relationships have we established?
• How are they integrated with the rest of our business 

model?
• How costly are they?

• For whom are we creating value?
• Who are our most important customers?
• What are the customer archetypes?

• Through which channels do our customer segments want to
be reached?

• How do other companies reach them now?
• Which ones work best?
• Which ones are most cost-efficient?
• How are we integrating them with customer routines?• What are the most important costs inherent to our business 

model?
• Which key resources are most expensive?
• Which key activities are most expensive?

• For what value are our customers really willing to pay?
• For what do they currently pay?
• What is the revenue model?
• What are the pricing tactics? XAVIER GELLYNCK, Ghent University, Faculty of Bioscience Engineering, Division Agri-Food Marketing & Chain Management

Xavier.Gellynck@Ugent.be
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• Welke aspiraties heeft onze klant en hoe 
kunnen we hem helpen daaraan te 
voldoen?

• Voor welke waarden zijn klanten echt 
bereid te betalen?

32
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Objective
• Develop a strong message and engaging branding which shows that 

Belgium is the worldwide reference point for excellence in food.

• The image of the sector will only improve if all the companies, industry 
associations, government agencies and partner organisations support 
this ‘pride’ and ‘passion’ message, which will lead to additional growth.

http://www.food.be/the-best-of-belgium#!/belgium-a-cheese-country
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Besluit

1. Perspectief op groei

2. Ondernemen ≠ Ondergaan

3. Produceren ≠ Waarde creëren

4. Meerdere modellen

5. Collectieve verantwoordelijkheid

Keten, Overheid, Kennisinstellingen
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6. BESLUIT
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Bedankt voor uw aandacht!


