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Focus
 The interest of the partners along with
their current level of commitment,
complementarities and added value is
demonstrated through the multiple
business, academic and civil society
paradigms, as these are mapped at
each cornerstone.
 The Personalised Nutrition Value
Networks impact is operationalised by
leveraging the capability and
knowledge capacity at an interregional
level to drive continuous improvement in
food value chain efficiency and
nutritional offerings.

Cornerstones
 Cornerstone #1 : Innovation for
manufacturing personalised
nutrition commodities
 Cornerstone #2 : Consumer
engagement by leveraging new
technologies
 Cornerstone #3 : Interregional
collaboration through joint
research and development
 Cornerstone #4 : Global value
chain business creation

Cornerstone #1: Innovation for manufacturing
personalized nutrition commodities

Cornerstone #1 aims to:
 Establish a virtual platform to reconnect food supply chain
stakeholders and provide a vibrant arena for exchanging
information and conceptualisations over consumers’ nutritional
and gastronomic preferences and needs to guide farmers,
suppliers and food processors.
 Share and collate demonstrable actual results from existing/past
projects and best manufacturing and management practises to
be implemented in the case of personalised food production.
 Develop test-beds that showcase the interaction among food
value chain stakeholders and outline the provisioned impact to
stimulate public interest and awareness.
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Cornerstone #1: Innovation for manufacturing
personalised nutrition commodities – examples

 Innovative probiotic dairy products that may improve digestive
health, reduce depression and promote heart health developed
and applied by KOUKAKIS dairy farm (www.koukakisfarm.gr)
company based in RCM. “Kefir with Stevia & Red Fruits, following the
Superior Taste Award of 3 gold stars by the International Tasting &
Quality Institute iTQi in June 2018”.

Cornerstone #1: Innovation for
manufacturing personalised
nutrition commodities –
examples
 Innovative dairy products
adhering to the Mediterranean
diet for healthier products
developed and applied by
NewMilk (www.newmilk.gr)
company based in RCM.
“Cheeses with improved fat
profile infused with Extra Virgin
Olive Oil”.

Cornerstone #1: Innovation for manufacturing
personalised nutrition commodities – examples
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 Redesigning food products by adding herbs to maintain flavour
while reducing salt developed and applied by Dalco Foods
and Four Seasons Food with regional herbs growers in Province
of North Brabant. “The redesign of several meal components,
burgers and snacks was successful with a reduction of up to
30% in salt while maintaining the original flavour.”

Cornerstone #1: Innovation for
manufacturing personalized
nutrition commodities –
examples
 Specialty flours for bakery &
confectionary applications
with high added value,
addressing nutritional needs
of targeted groups.
(www.cfm.com.gr) Based in
Chalkidiki, region of Central
Macedonia.

Cornerstone #1: Innovation for
manufacturing personalised nutrition
commodities – examples

 Personalised nutritional intervention by LIPIGENIA. Intermedical
Solutions is the company which offers wellbeing services
through two brands, IMANAI and LIPIGENIA. LIPIGENIA provides
membrane lipidomic profile analysis to determine the health
status of the individual and nutritional requirements. The service
includes a personalized nutritional intervention through
supplementation and diet recommendations. AZTI has
promoted this activity with Intermedical Solutions, Lipinutragen
(Italy) to study membrane lipidomic profiles of different
population segments to develop innovative food products.

Cornerstone #1: Innovation for
manufacturing personalised nutrition
commodities – examples
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 PeRsOnalized NutriTion for hEalthy living (PROTEIN) a 4-year EU-funded
project that started in September 2018, both RCM and Province of
North Brabant are involved. “The PROTEIN project aims to develop an
end-to-end ecosystem that will engage people to a healthy,
pleasurable, nutritional and sustainable diet by offering a daily
program adapted to their needs and driven by their personal
preferences, physical and physiological characteristics as well as their
health status.”
 SmartBreakfast project: New Food Products for Innovative Home
Appliances. This project has been developed within the EIT Food
association and has applied 3D food impression for new breakfast
solutions. The consortium is formed by Azti, Natural AMchines, Flatev,
Puratos and Eskesso.

Cornerstone #2: Consumer engagement
by leveraging new technologies
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Cornerstone #2 aims to:
 Leverage business partners’ experience and proven best
practises to interact with consumers to formulate a portfolio of
techniques and mechanisms that promote consumers’
“voice”.
 Develop a platform for enabling consumers’ engagement by
leveraging existing digital technologies and communication
approaches to extract their nutritional views, perceptions,
needs and expectations.
 Regain trust in the Agri-Food system via transparency and
sustainability as tool for involvement and engagement.

Cornerstone #2: Consumer
engagement – examples
 Agrifood-related Sectoral Trade Fairs
organised annually in Thessaloniki, RCM,
for example: DETROP features unique
Greek products, the pairing of stories
and tastes with speeches and
presentations by selected industry
professionals; AGROTICA acts as the
national showcase for smart and
intelligent technologies that enable
modern and sustainable agricultural
production; ZOOTECHNIA is an
International Fair for Livestock and
Poultry serves as one of the biggest
consumer markets for poultry products
and Livestock.

Cornerstone #2: Consumer
engagement– examples
 Thessaloniki Food Festival is an initiative from the Municipality
of Thessaloniki. “Food festival aims in promoting and upgrading
local gastronomy while establishing the city as a target for
culinary tourism. It was organised for the first time in 2011, and
since then has been attracting more and more tourists who like
to experience local tastes.” The Festival provides a vibrant
platform for consumers to experience food innovations from all
over the world and the opportunity for producers and chefs to
organise interactive food labs and generate creative culinary
ideas.

Cornerstone #2: Consumer engagement by
leveraging new technologies – examples
 Basque Culinary Center, which main aim is higher education,
research, innovation and promotion of gastronomy and
nutrition. The Basque Culinary Center is a pioneering academic
institution worldwide. Involves a Faculty of Gastronomic
Sciences attached to Mondragon University and a Centre for
Research and Innovation.
 Mobeefox is a company based on the Brittany Region that
develop an app that enable people while shopping to learn
about the content, allergen etc… in the product.
https://www.mobeefox.eu/

Cornerstone #2: Consumer engagement by
leveraging new technologies – examples

 turn2bio, an online market and library tool for organic food. This
is a start-up (based in RCM). “turn2bio is a combination of an
online market place and a library tool on organic food, which
was created to bring together organic farmers and consumers
looking for certified organic products. Through the turn2bio
online market organic producers can sell their products directly
to consumers, while consumers can also be educated and
informed on different issues concerning organic food.”

Cornerstone #2: Consumer engagement by
leveraging new technologies – examples

 Foodsquad Open Doors is a 3-year EU-funded (EFRO) project,
based in Province of North Brabant, started in March 2016.
“The project focuses on the development of focus groups on
specific food and lifestyle concepts. Within the project the
partners operate under the concept of open innovation
(companies, hospitals, knowledge institutes) and shares
knowledge, expertise and facilities to develop and test their
innovations”.

Cornerstone #3: Interregional
collaboration through joint
research and development
Cornerstone #3 aims to:
 Create visibility over partnership’s assets,
skills and expertise on the food sector to
envision breakthrough contributions
translated into joint research initiatives.
 Develop a digital communication
platform for enabling complementarity
of knowledge and research progress
over personalised food products.
 Identify flagship projects to develop
proof-of-concept personalised food
products (i.e. pilots) based on the needs
of specific consumer profiles.

Cornerstone #3: Interregional collaboration
through joint research and development –
examples

 Strength2Food a 5-year EU-funded project (Aristotle University
of Thessaloniki, RCM). “The project focus on improving and
promoting schemes that protect quality logos (names of
quality agricultural products and foodstuffs) and take into
account environmental, social and innovation-based criteria
when awarding contracts to the public sector procurers and
suppliers. Strength2Food identifies and implements strategies
for upscaling, creating new and expanding existing markets for
quality food products for the development of an ‘economy of
quality’”.

Cornerstone #3: Interregional collaboration
through joint research and development –
examples
 Methodologies and technologies developed and applied by
CERTH (research institute from RCM), Azti (a Technology Center
from Basque Coutry), Istituto Superiore Sant’Anna di Pisa
(Region of Tuscany) and Friuli Venezia Giulia region (based on
mapping of new technologies in the entire region):
 Multi-Omic approaches to develop new food products satisfying
the needs of specific target groups (celiacs, diabetics, IBD
patients, obese etc.) and personalized diets based on genomic
and metabolomics data.
 Traceability of food products and the entire value chain by
applying molecular tools and methods.
 Development of Nutrition Portals and Databases.

Cornerstone #3: Interregional collaboration
through joint research and development –
examples

 Blockchain Infrastructure with pilot services in Health, Agri-Food and Logistics.
 Big Data for new consumer segmentation.
 Nutrigenomics studies in Teenagers and Elderly.
 Analysis of the nutraceutical characteristics of crops.
 Membrane lipidomics (mass spectrometry based lipid analysis) for
personalized health studies.
 Genetics of taste perception.
 Development of foods with tailored nutritional properties and delivering
bioactives/probiotics.
 Development of technologies to digitalise food processing data, sensory
data, food label data to identify correlations aiming to the improve quality.
 Smart packaging.

Cornerstone #4: Global value chain
business creation
Cornerstone #4 aims to:
 Bridge the gap between research and practise by pursuing
open innovation both internally, within the partnership, and
externally, with institutions and businesses in relevant sectors.
 Identify financial instruments and attract investments to
support niche entrepreneurship and commercial viability.
 Demonstrate impact and establish communication links with
policy-makers to inform the European food policy agenda
beyond 2030.

Cornerstone #4: Global
value chain business
creation – examples
 The Quality label “Macedonian Cuisine”
is awarded to restaurants and other
catering establishments that offer
authentic Macedonian recipes, using
ingredients produced within the
Regional boundaries. “The recipes that
make up the Macedonian cuisine have
already been recorded in a register
together with a detailed presentation of
the ingredients and preparation method
and according to the ISO quality system.
The main features of Macedonian
Cuisine are the use of sausages, cheese,
legumes and vegetables, and each
region contributes something to the
gourmet map of the region.”

Cornerstone #4:
Global value chain business creation –
examples
 Lapland’s menu is strongly based on our unique and pure raw
materials and on sustainable gastronomy. This means use
Lappish raw materials and locally refined food such as Finnish
squeaky cheese, reindeer meat and natural products in our
caterings. Through this organisations in Lapland have a smaller
carbon and water footprint.
 Strategic plan of Gastronomy and Food in Euskadi (Basque
Country) (plan Gastronomia y Alimentacion), where human
health is the central axis for new developments, actions and
strategies. Basque Country gastronomy (Andoni Aduriz, Eneko
Atxa, Juan Mari Arzak, etc.) is one of world reference and is
very much involved in regional and international initiatives.

Cornerstone #4: Global value chain
business creation – examples

 RUMORE is a 5-year Interreg project from RCM aiming to
improve policies in the field of regional innovation strategies by
facilitating
rural-urban
cooperation
and
interregional
partnerships. “RUMORE aims to support project initiatives for the
creation and growth of innovative enterprises in the agrifood
sector (e.g. local processing and distribution for a sustainable
food supply chain), based on inspiration and motives from
other regions. Synergies among the local food, tourism and
cultural sectors are supported to promote the development of
short food supply chains and food security.”

Cornerstone #4:
Global value chain business creation –
examples

 Lapland Food Club (LFC) is a great example of the Lapland’s
food sector entrepreneurs that work closely together. Lapland
Food Club is a two-year ERDF-funded project that has mapped
entrepreneurs that are eager to enter the export field. “LFC
has brought the developers and entrepreneurs together and
tightened their cooperation. The common brand brings
opportunities to increase the sales and visibility for the agrifood
sector.”

Cornerstone #4:
Global value chain business creation –
examples
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 Produit en Bretagne is a brand that gather 400 companies from
Britany region promoting ethics / solidarity / knowhow /
concern for quality / openness / respect for employees and
the environment http://www.produitenbretagne.bzh/
 A business analysis for initiating a multi-stakeholder network, at
Region of Tuscany, focused on agrobiodiversity that will be
launched in 2019. The network will actively involve producers,
processors, researchers and other stakeholders in the creation
of new business opportunities by better positioning the
agrobiodiversity products in the market.

Indicative actions and pilots

 Complementarity and exchange of know-how among four
partnering regions (i.e. Central Macedonia, Basque Country,
North Brabant and Friuli Venezia Giulia) develop detailed
‘food profiles’ tailored to the personalised nutritional needs
and preferences of a group of consumers.
 A combination of different new technologies in healthier food
manufacturing (i.e. Creta Farms-NewMilk from RCM, Dalco
Foods - Four Seasons Food from Province of North Brabant and
Azti from the Basque Country) develop a new personalised
food category according to the ‘food profiles’.

Indicative actions and pilots

 A digital platform (e.g. based on RUMORE output from RCM
and Foodsquad Open Doors expertise from Province of North
Brabant) to support manufacturers and producers. The aim is
to deliver foods to the end-users (consumers) through a
retailer-stakeholder in the involved regions and/or through a
virtual outlet directly to the consumers, using smartphone
applications.

Implementation
methodology
The implementation phase of the
above activities is organised in three
stages:
1. mapping of related
technologies;
2. analysis and support of the
mapping results with
interregional research and
development assets; and
3. demonstration and sharing of the
overall output.

Implementation methodology stages

 The first stage refers to exhaustive mapping of the new
technologies developed in all the partnering regions with
respect to Personalised Nutrition Value Networks.
 The output will be a database of the available new
technologies including the following details: detailed
description, TRL level, key stakeholder(s), practical potential
and examples of implementation.
 In practice, this stage is the completion of an ongoing process
initiated by Region of Central Macedonia.

Implementation methodology stages

 The second stage is a further analysis of the mapping output from key
interregional stakeholders to evaluate and associate technologies with
research projects and scientific methodologies. The output of this stage is
an interregional collaboration tool supporting synthesis of different new
technologies under an end-to-end supply chain approach towards
investment projects.
 Finally, the third stage shows how the overall output of this project could
be used in real life through a pilot similar to the those mentioned above.
The acquired knowledge from this pilot is an end-to-end supply chain
reconfiguration bridging existing expertise and new technologies, aligning
the necessary processes and connecting effectively the relevant
stakeholders across the supply network.

Implementation methodology stages
Most importantly such reconfigurations can be
applied in several twins in any region. Therefore,
with similar initiatives and modifications of the
above reconfiguration, utilizing every available
new technology, boost regional growth and
create global value chain opportunities aligned
with the FOOD2030 priorities and the Sustainable
Development Goals.

Thank you!

Questions?

