
	

		

Background	
In	 the	 course	of	 the	EU	 funded	multi	 actor	project	
DIVERSIFOOD	 we	 investigated,	 how	 the	 networks	
involved	 in	 agrobiodiversity	 management	 could	
further	 develop	 their	 valorisation	 strategies	 for	
food	products	made	from	underutilized	crops1.	As	a	
result,	we	developed	an	evaluation	matrix	 that	shall	help	 these	networks	 to	define	and	
improve	their	valorisation	strategies,	such	as	a	label	system.	

Structure	and	usage	
The	evaluation	matrix	includes	nine	categories	and	each	category	consists	of	an	extendable	list	of	
items.	For	a	successful	valorisation	strategy,	each	category	should	be	represented	by	at	least	one	
item.	Depending	on	the	product	stage	and	matrix	category	one	or	more	items	should	be	
addressed.	Categories	one	through	four	aim	at	evaluating	the	product’s	unique	selling	
proposition,	i.e.	what	makes	the	product	special.	Categories	five	through	nine	aim	at	evaluating	
the	marketing	context	within	which	the	product	is	embedded.				

Evaluation	matrix	
A)	Evaluate	the	product’s	unique	selling	proposition:		

1)	What	is	the	nature	of	your	underutilized	crops	(origin,	seed	population	size)?	

	
	
	

	
2)	Which	ethical	objectives	do	you	pursue	within	your	production	standards?	

	
	
	
	
3)	What	are	the	obvious	qualities	of	your	product?	

	
	

	
	

																																								 																					
1	See	Diversifood	IF#4	for	a	definition	
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4)	Is	your	production	viable?	

	
	
	
	
	
B)	Evaluate	the	product’s	marketing	context	

5)	Which	are	your	relevant	stakeholders?		

	
	
	
	
6)	Which	points	of	sale	do	you	use,	or	do	you	intend	to	use?		

	
	
	
	
7)	How	do	you	build	trust	and	credibility	with	your	stakeholders?	

	
	
$	
	
8)	Who	is	the	decision	maker	(in	the	long	run)?	
	
	
	
	
	
9)	Which	communication	tools	do	you	use,	or	do	you	intend	to	use	to	attract	consumers	attention?	

	

	

	

The	way	forward		

This	matrix	is	part	of	the	outcome	of	deliverable	5.3	«Communication	and	Label	Concept	
for	 Underutilized	 Crops».	 The	 deliverable	 contains	 a	 more	 detailed	 and	 printable	
checklist	form,	and	gives	some	suggestions	on	how	to	use	it	in	a	network’s	analysis.	Each	
category	and	each	item	are	discussed	and	recommendations	are	added.		

Find	the	deliverable	here:		

http://www.diversifood.eu/wp-content/uploads/2018/12/DIVERSIFOOD-D5.3_Communication-
and-Label-Concept-for-Underutilized-Crops.pdf	
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