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ABSTRACT 

 

Framed by the current economic uncertainty associated with Brexit and the growing 

global demand for high quality food products, this research examines how premium 

agri-food producers on the island of Ireland (IoI) can successfully compete in 

international markets. The marketing perspective and organisational theory 

perspective of the supply chain (SC) are used to examine successful international 

premium SCs (Christopher and Towill, 2002; Ashenbaum et al., 2009). Applying a RBV 

(Barney, 1991) theoretical lens this research focuses on the: unique attributes (UAs) 

of premium Irish food; the dynamic capabilities (DCs); and the collaborations of the 

key actors within the Irish agri- food supply chain.  

Case Study Research (Yin, 2014) was used in order to meet the aims and objectives 

of this study and it was conducted in a two stage process. In Stage 1, the research 

was conducted examining a holistic (single-unit of analysis). The single-unit of analysis 

was a producer of premium Irish food, across six different cases. In Stage 2, the 

research was conducted using an embedded design, (multiple-units of analysis) in one 

single case. In this instance the single case was a premium Northern Irish beef SC 

and the multiple-units of analysis were the producer, the retailer and the chefs within 

the SC.  

Key contributions have been made in identifying the unique attributes (UAs) of 

premium Irish agri-food products. Additionally, the dynamic capability (DC) theory of 

the firm has been extended (Morgan et al., 2012). The extent of collaborations within 

the premium agri-food SC has also been highlighted. Finally, a conceptual model for 

firms hoping to achieve success in international markets has been developed.  

This research makes important recommendations for regional and local food 

producers. It also sets out a number of priorities for the NI premium beef SC. This is 

one of the first studies using RBV theory to identify and categorise the unique attributes 

of premium Irish food. The results are beneficial to academics in this research area, 

stakeholders within the SC and also government agencies working in this sector. 
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Chapter One 

1.1 Introduction 
 

The purpose of this chapter is to provide the context and rationale for this research. 

Set against an uncertain economic background, as the UK’s impending EU exit in 

December 2020 will have an unprecedented and severe impact on the agri-food 

industry in both Northern Ireland and the Republic of Ireland. The principal purpose of 

this research is to investigate how the supply chain (SC) can be developed to produce 

a premium Irish agri-food product that is capable of satisfying a niche market of 

international consumers. 

This chapter initially presents a contextual overview of the agri-food industry on the 

island of Ireland (IoI). Statistics from current industry reports in (NI) and (RoI), along 

with recent media headlines are explained. The present challenges of the agri-food 

industry are also discussed, including Brexit and recent environmental issues. This 

contextual background provides an insight into the need to develop strong agri-food 

supply chains (SCs) that are capable of satisfying international markets, and this forms 

the basis for this thesis.    

Reflecting on the extant literature this research is framed within three theoretical 

perspectives on Supply Chain Management (SCM). These are: RBV theory (Barney, 

1991); Dynamic Capabilities (Morgan et al., 2012) and the Organisational Theory 

Perspective (Ashenbaum et al., 2009; Gereffi et al., 2005). Reviewing the literature on 

these three perspectives a number of gaps pertaining to agri-food SCs were clearly 

identified. This research addresses these gaps by examining: the unique attributes 

(UAs) of premium food; the dynamic capabilities (DCs) of stakeholders within the 

premium food SC; and the extent of collaborations between the stakeholders within 

the premium food SCs.  

There now follows Figure 1, which depicts an overview of Chapter 1. 

  

 

 



 

 

 

 

Figure 1: Overview of Chapter 1 
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1.2 Research Background and Context 
 

The agri-food sector is a vital part of the economy in Northern Ireland (NI), employing 

27,000 in the food and drink industry and a further 47,000 in farming (Agri-Food 

Strategy Board, 2013). Agri-food is Northern Ireland’s largest local industry, the largest 

single employer and a significant exporter to the EU and other countries worldwide 

(Agri-Food Strategy Board, 2013).  

The NI agri-food industry has shown continued growth despite the recent recession 

and there is now a renewed focus on productivity, innovation and export sales. In 2018 

the NI meat market alone, was expected to see value growth of 0.6% to reach an 

estimated value of £372 million (Mintel, 2014). Furthermore, it is estimated that every 

£1m of food and drink processing output results in £1.91m in additional economic 

activity in the region (Agri-Food Strategy Board, 2013).  

In 2013 the NI Agri-Food Strategy Board’s ‘Going for Growth’ plan highlighted the need 

to grow sales outside Northern Ireland, especially to new emerging global markets. 

This report set ambitious targets to grow employment in the industry by 15% to 

115,000 and to grow international sales by 75% to £4.5bn by 2020. Currently, Northern 

Ireland’s food and drink is exported to over 80 countries worldwide (InvestNI, 2020) 

 

As a result of negotiations with Chinese government officials, Northern Ireland pork 

producers started exporting to China in November 2017. This new trade deal was 

expected to generate more than £10 million in sales for the NI pork industry. 

Furthermore, the agreement helped secure jobs for not only processors but also 

farmers and the wider Northern Ireland agri-food sector (Stones, 2017). More recently, 

four NI food and drink companies have secured orders to supply their products to 

China, the United Arab Emirates and Europe. Commenting on these new lucrative 

international deals Alison Goody, Invest NI’s Director of Trade stated: 

“We are delighted that our businesses are becoming ever more visible and 

ambitious in taking their products to growing world markets with Northern 

Ireland food and drink exports valued at £1.2billion in the last 12 months” 

(InvestNI, 2020). 



In a dynamic and ever changing global economy, there is a need to create a strong 

food supply chain (SC) in any region and particularly at this time in NI - that is capable 

of supplying safe, affordable and quality food for export markets whilst at the same 

time securing home-based jobs and employment. The UK’s recent decision to leave 

the EU has augmented the pressure on NI farmers and producers to look further afield 

for export opportunities in international markets outside Europe. This growing 

international marketplace offers attractive prospects for producers of premium and 

niche food products.  

The Irish Government has also recognised the importance of developing an efficient 

international food SC. In 2015 the Irish Government produced a report encapsulating 

a 10 year vision for the Irish agri-food industry. The report entitled ‘Food Wise 2025’ 

and sub-titled ‘Local Roots Global Reach’ emphasised the importance of the 

international marketplace. It highlighted the huge potential for growth in markets 

outside the EU:  

“the Irish agri-food sector is presented with exciting and varied growth and 

market expansion opportunities. The key emerging markets for potential growth 

are China, South East Asia, the Middle East and Africa.” p.32 (DAFM, 2015).  

Additionally, it set the following ambitious growth objectives for the industry over the 

next ten years: to increase exports by 85% to €19 billion; to increase the value added 

by 70% to €13 billion; to increase primary production by 60% to €10 billion and the 

creation of 23,000 additional jobs all along the SC from producer level to high end 

value added product development (DAFM, 2015). 

In May 2018 the Irish Minister for Agriculture, Food and the Marine, Michael Creed 

announced an exclusive three-year agreement, between Irish beef producer ABP and 

Wowprime Corporation. This deal valued at €50 million will see Irish beef served in 

151 restaurants across China. According to Mr Stanley Lin, general director of 

Wowprime Corporation, Irish beef is renowned for its high quality: 

“Irish beef, is sustainable, fully traceable to the farm of origin and hormone free. 

Combined with its high quality and great taste, we have no doubt these qualities 

will be a winner with our customers throughout China.” (Carr, 2018) 



The ‘Going for Growth’ plan stressed the need for NI to also develop a “best in class” 

supply chain model. It stated that the NI agri-food supply chain should be focused on 

delivering the needs of the market and should be capable of exploiting recently 

identified global opportunities (Agri-Food Strategy Board, 2013). This report and the 

others highlighted above, illustrate that the area of agri-food supply chains has 

become a very topical issue (Folkerts and Koehorst, 1997; Storer and Hyland, 2011; 

Taylor, 2006; Cox et al., 2007a). Government agencies north and south of the Irish 

Border are now working hard to increase international opportunities for Irish agri-food 

producers.  

1.2.1 Agri-food and Brexit 
 

Supply Chain Management (SCM) is now widely accepted as a strategic issue for 

firms hoping to achieve a competitive advantage in a given industry (Jüttner et al., 

2010). This is particularly relevant in the current Northern Ireland agri-food industry 

as the December 2020 Brexit deadline approaches.  

Industry bodies are fearful that the UK’s exit from the European single market will 

have a devastating effect on the NI agri-food sector. In 2017 NIFDA’s (Northern 

Ireland Food and Drink Association) executive director Michael Bell had an urgent 

meeting with Britain’s rural affairs minister Michael Gove to discuss the issue. He 

later stated: 

“We…reinforced how it is imperative that the local agri-food industry access 

new export markets, and gains access to a trade deal that facilitates a soft 

border with the Republic, maintaining the movement of people and goods, 

free from tariffs and border control delays with the EU.” (Irish News, 2017) 

In 2019 the UFU (Ulster Farmers’ Union) highlighted how a no-deal Brexit, with any 

associated tariffs would be a disaster for Northern Ireland and would have severe 

implications on the NI agri-food sector (UFU, 2019). 

There were similar concerns regarding Brexit in the Republic of Ireland (RoI), as the 

UK was the largest single destination for Irish food and drink exports, at 34% in 

2019. Whilst continental EU markets accounted for 35% of exports in the same year, 

and international market exports accounted for 31%. Given these statistics and the 



approaching Brexit deadline, agri-food agencies in RoI also have a renewed focus 

on growing and developing markets in international regions (Bord Bia, 2019).   

1.2.2 Agri-food and the Environment 
 

In 2008 the UK set a target to reduce carbon emissions by 80% by 2050 (BBC, 2019). 

Then in 2019 the UK government amended these targets to much tougher goals. 

Instead, they now plan to have ‘net zero’ greenhouse gases by 2050. This means that 

emissions from homes, industry, transport and agriculture will be completely 

eliminated or at least offset by planting trees and drawing Co2 out of the atmosphere. 

Scotland has set a similar ’net zero’ target five years ahead of the UK, for 2045. 

Whereas, Wales has committed to match the UK’s 2050 ‘net zero’ target (BBC, 2019). 

Although NI currently has no Climate Change Act, there is growing pressure on the 

Executive to develop a plan to set out similar environmental targets. 

In the Republic of Ireland the Irish Government published ‘A Climate Action Plan’ in 

2019. This plan set out plans to reduce carbon emissions by 30% by 2030 and reach 

the ‘net zero’ EU targets by 2050 (DCCAE, 2019). 

These environmental targets will undoubtedly have an effect on the future of farming 

in Ireland and the UK. Currently, 28% of greenhouse gas emissions in NI come from 

agriculture (IFJ, 2020). In the RoI agriculture was responsible for 33% of greenhouse 

gas emissions, and the largest proportion of these emissions come from cows (SEAI, 

2018). 

Additional pressures on the meat industry are coming from a recent trend in consumer 

sentiment towards ‘veganism’ and the ‘flexitarian’ diet (Mintel, 2019c). In 2019, the 

Irish Prime Minster Leo Varadkar disclosed that he was reducing his intake of red meat 

in a bid to help the environment:  

“I am trying to eat less meat both for health reasons and for reasons of climate 

change.” (Irish Independent, 2019). 

His remarks provoked widespread criticism from politicians and farming groups 

throughout Ireland, at a time when beef prices were at an all-time low (Irish 

Independent, 2019). 

 



1.3 Justification of Research 
 

The justification for this research lies in response to the environmental and lifestyle 

issues explained above, along with the current uncertainty associated with Brexit.  This 

contextual background highlights the need for Irish food producers to develop robust 

SCs that are capable of supplying high quality, niche food products to international 

markets.  

The changing demographics and economic prosperity in many developing countries, 

has led to shifts in consumer preferences towards a protein rich diet. Many global 

consumers are now becoming increasingly demanding and there has been a move 

away from purchasing basic food products towards the purchase of premium food 

products (DAFM, 2015). Premium agri-food producers on the island of Ireland (IoI) are 

ideally positioned to exploit these emerging global opportunities.  

Northern Ireland currently has no single agency devoted to promoting the sale of NI 

food in international markets. Whereas, in the RoI the Irish Food Board (Bord Bia) 

promotes the sale of Irish food and drink in Ireland and abroad. Bord Bia works closely 

with small and large producers, particularly in regards to developing their exporting 

potential. In 2018 the total agri-food sector exports from RoI amounted to at least €13.6 

billion (Bord Bia, 2019). Given the strong support provided to the RoI agri-food 

producer, these producers are recognised as a models of best practice and were 

therefore deemed appropriate bench-marking models to use in this comparative study.  

Within NI, there exists a premium beef SC that has gained access to international 

markets. The retailer within this SC has won several awards for his premium beef and 

employs more than thirty staff. Many additional staff are employed within the SC, in 

restaurants and farms throughout NI. This beef SC is seen as an important contributor 

to NI agri-food industry and the regional economy. It was therefore seen as ideal case 

for the Stage 2 part of this thesis. 

This research also responds to a clear theoretical gap in the literature. Reviewing the 

SCM literature in Chapters Two and Three, a number of theoretical positions were 

highlighted as being integral to the development of agri-food SCs. Firstly, regarding 

the attributes of premium agri-food products. Although previous research had 

identified a number of attributes that would encourage consumers to pay a premium 



for a food product (Anselmsson, et.al 2014; Humphrey, 2006). This research is one of 

the first to apply RBV theory (Barney, 1991) to identify and categorise a 

comprehensive list of twenty-six unique attributes (UAs) to premium Irish food. 

Secondly, this research has made important contributions in advancing the theory of 

Dynamic Capabilities. Previous research had isolated a number of key DCs in 

exploring competitive advantage (Morgan et.al, 2012). However, this research is the 

first to use the DC theory to examine the capabilities of stakeholders within the 

premium Irish food SC.  

Finally, in reviewing the literature it was apparent that a number of previous studies 

use the ‘focal firm’ as a unit of analysis and not the wider SC (Juttner et al., 2010). In 

order to bridge this gap in the literature, this research has examined the producers 

across six case studies (Stage 1) additionally, it provides a snapshot of one NI beef 

SC (Stage 2). The Organisational Theory Perspective (Gereffi et al., 2005) was 

considered the most appropriate supply chain theory to use in order to address this 

issue. In doing so, this research found that developing collaborations and building 

trusting relationships was an emerging theme in the analysis of all the cases within the 

island of Ireland. 

1.4 Research Objectives 
 

In considering the literature and the economic environment within which the agri-food 

industry operates, a gap was identified which framed the overall aim of the study. This 

overall aim was to determine how an Irish premium food product could achieve a 

competitive advantage in an international market, through the utilisation of its unique 

attributes, dynamic capabilities and collaborations. Six key research objectives were 

then proposed to address this overall aim: 

Research Objective 1: To identify the unique attributes/characteristics associated 

with successful premium agri-food products. 

Research Objective 2: To identify the dynamic capabilities of actors within successful 

international premium agri-food supply chains. 

Research Objective 3: To compare the unique attributes and dynamic capabilities of 

premium food products and producers, based on geographical location. 



Research Objective 4: To identify the extent of collaborations within supply chains of 

successful premium agri-food products. 

Research Objective 5: To combine the unique attributes, dynamic capabilities and 

extent of collaborations within successful agri-food supply chains, in order to develop 

a conceptual model for agri-food producers hoping to internationalise a premium 

product. 

Research Objective 6: To apply the conceptual model to the Northern Ireland 

Premium Beef Supply Chain. 

 

1.5 Research Methodology 
 

Case Study Research (CSR) was deemed the most appropriate methodology to use 

in order to meet the aims and objectives of this study. A full rationale for using this 

method is presented in Chapter 4.  

Case Study Research (CSR) involves studying one or more situations in depth, and it 

is the recommended methodology to use in order to gain a rich and comprehensive 

understanding of the phenomena being investigated (Yin, 2003). Considering the 

overall aim of this research: ‘to determine how a Northern Ireland premium food 

product could achieve a competitive advantage in an international market’, CSR was 

therefore considered an appropriate methodology to employ.  

CSR has also been widely used when developing and constructing theory 

(Eisenhardt, 1989; Eisenhardt and Graebner, 2007). When using CSR to build theory 

the researcher will often use multiple cases to facilitate cross-case analysis and the 

continuous comparison of data. According to Eisenhardt (2007), the ensuing theory 

that is generated from CSR is often novel, testable and empirically valid. This 

research employs CSR to study in-depth the premium Irish international food supply 

chain. The overall aim of this research is to build theory and develop a conceptual 

model of best practice. 

As a large part of this research was a benchmarking analysis: comparing data from 

the key stakeholders within the SC; and comparing data from the two geographical 



regions, the CSR methodology was again deemed an appropriate methodology to 

undertake.  

CSR deals with theory and the empirical world, this converging of theory and real world 

circumstances means that CSR can be used to explain how different elements link 

together within cases (Piekkari et al., 2009). In light of the research objectives, and in 

particular the development of a conceptual model, the CSR approach was therefore 

considered particularly relevant.  

This research involved both a holistic design and an embedded design. It was 

conducted in a two stage process. In Stage 1, the research was conducted examining 

a holistic (single-unit of analysis). The single-unit of analysis was a producer of 

premium Irish food, across six different cases. These six cases were each chosen 

because they were ‘intrinsic’ cases. That is, they represented a unique situation (all of 

these producers were successfully competing in international markets).  

In Stage 2, the research was conducted using an embedded design, (multiple-units of 

analysis) in one single case. The advantages of examining multiple-units of a single 

case is that in doing so, the researcher can obtain a greater understanding of the case 

under investigation. In this instance the single case was a premium Northern Irish beef 

SC. The multiple-units of analysis were the producer, the retailer and the chefs within 

the SC. Again, this single-case was chosen because it was an ‘intrinsic’ case – a case 

that represented a unique situation.  

Although there are no precise guidelines to the number of cases to include, Eisenhardt 

(1989) and Perry (1998) suggests that the ideal number is between four and ten. This 

research completed seven case studies, in two separate and distinct stages. 

From the literature on international supply chains and agri-food, the researcher 

isolated a number of important constructs (collaborations, unique attributes and 

dynamic capabilities).These constructs were then clearly identified and measured in 

the interview protocol (see Appendix 1).  

The researcher then used in-depth interviews as the primary source of data collection 

for the six case studies in Stage 1. Additional information was gathered from company 

websites, newspaper articles, trade magazines and financial databases. This 

collection of data from numerous sources helps build theory, triangulate ideas and 



increase the validity of the emerging theory (Eisenhardt, 1989; Eisenhardt and 

Graebner, 2007; Yin, 2003; Yin, 2014). In Stage 2, the researcher again used in-depth 

interviews as the primary source of data collection for the final case study of the NI 

Premium Beef SC. In this stage the key stakeholders (producer, retailer, and chefs) 

were interviewed.  

The seven cases were all coded and analysed using NVivo and the researcher 

subsequently developed a model of best practice for producer’s premium Irish food. 

1.6 Ethical Issues 
 

All information and data were obtained using the ethical standards, as prescribed by 

the Ulster University, DAERA and the Data Protection Act. Details of the project were 

provided to all study participants before the interviews and participation in the research 

was done on a voluntary basis. Participants were not required to provide any personal 

data other than basic demographic information. 

1.7 Contribution to Knowledge 
 

This section summarises the new insights gained from this research. The primary aim 

of this study is to determine how an Irish premium food product can achieve a 

competitive advantage in an international market, through the utilisation of its unique 

attributes, dynamic capabilities and extent of collaborations. Considering this primary 

aim, the gap in the literature (explained in Chapter Two and Chapter Three) and the 

findings from the seven cases (presented in Chapter Five), the core contributions 

pertaining from this research are now presented.  

1.7.1 New Insights 
 

This research provides important insights into the SCs of premium Irish food. Firstly, 

in relation to the unique attributes (UAs) of premium food, this research has identified 

and categorised these attributes. Secondly, in relation to the dynamic capabilities (DCs) 

of stakeholders within the premium food supply chain, thirteen DCs were analysed 

within the cases. Thirdly, regarding the extent of collaborations and partnerships within 

the premium food SC. Building strong trusting relationships was an emerging theme 

in the analysis of all the cases within this research.  



This research also offers a new understanding of the NI premium beef SC. In 

completing the analysis, it was apparent that the various stakeholders within the 

premium beef SC were focusing on the different UAs of premium food. This research 

postulates that the various actors within the supply chain emphasise different UAs, 

depending on their proximity to the end consumer. 

1.7.2 Core Contribution 
 

This research makes key theoretical contributions towards advancing RBV theory, 

Dynamic Capabilities and the Organisational Theory of supply chains. It is also the 

first research to combine these key theories to develop a model of best practice for 

Irish food producers. 

The core contribution of this research is therefore regarding the extension of the RBV 

theory of SCs and more specifically the advancement of the VRIN criteria. 

Additionally, the findings from this research advance the Organisational Theory of 

supply chains and contribute to a greater understanding of the extent of collaborations 

within modern day supply chains.  

Combining these three theories (RBV; Dynamic Capabilities: and the Organisational 

theory) of SCs, and applying these to the analysis of the cases, this research 

subsequently proposes a model of best practice for producers premium Irish food. 

1.8 Structure of Thesis 
 

This thesis consists of seven chapters, each of these is briefly explained below: 

Chapter one describes the current business environment within which the agri-food 

industry operates. Current issues pertinent to the industry (including Brexit and recent 

environmental issues) are discussed. A justification of the research is then provided, 

and the research methodology is explained. The core contribution of this research is 

also briefly clarified. An overview of the thesis structure is also provided. 

Chapter two provides an overview of Supply Chain Management (SCM) and the 

relevant strategies. It also reviews the literature on prestige products and customer 

motivations for purchasing these products. Agri-food and prestige purchasing is then 

discussed, along with the unique attributes of prestige products. From this review a 



gap in the literature is identified. Finally, a summary of the chapter is provided along 

with the practical implications.  

Chapter three presents the various theoretical perspectives of SCM: Transaction Cost 

Economics; the Relational Theory; RBV and Dynamic Capabilities are each reviewed 

in turn. The most relevant perspectives to this research are then identified and a 

conceptual model is proposed. In doing so, the overall aim of this research is justified. 

Six research objectives are subsequently proposed to meet this overall aim.  

Chapter four explains the philosophies and approaches to qualitative research. The 

Case Study Research (CSR) is subsequently justified as a suitable methodology for 

this research. Then the CSR process is explained in a step-by-step procedure. An 

explanation of the analysis of the data using Nvivo is given and finally the ethical 

requirements are discussed. 

Chapter five presents the findings from the CSR. In stage one, the first six cases are 

presented. A background is given for each case and then the findings in relation to the 

UAs, DCs and extent of collaborations are explained. Then in stage two, the final case 

of the NI premium beef SC is presented. A background is provided on the industry and 

the stakeholders (producer, retailer and chefs) within the SC. Then the UAs, DCs and 

extent of collaborations are presented and a chapter summary is provided.   

Chapter six provides a cross-case analysis and discussion of the findings, as each 

objective is sequentially addressed. Initially the UAs and DCs of premium food and 

producers are discussed. Then these are compared on a geographical basis, 

(Northern Ireland and the Republic of Ireland). The extent of collaborations within 

premium Irish agri-food SCs is then discussed and the conceptual model is revisited. 

The conceptual model is then applied to the NI premium beef SC and any subsequent 

learning is discussed. Finally, the key contributions and implications for practitioners 

and policymakers are discussed in detail. 

Chapter seven presents the conclusions gained from each of the six research 

objectives. It also explains the key theoretical contributions made in advancing SC 

theory. As well as, the practical implications for the agri-food sector and the associated 

government agencies. Finally, the limitations of this research are discussed along with 

opportunities for future research.  



1.9 Chapter Summary 
 

This chapter initially set out the current business environment within which the agri-

food industry operates. Then the theoretical justifications pertaining to the research 

were explained. Three core theoretical perspectives were deemed important: RBV 

theory; Dynamic Capability theory and the Organisational theory.  

Framed by these theoretical perspectives and the current business environment, the 

overall aim of this research was clearly identified. The associated objectives were 

explained and summarised. Then the use of a case study research (CSR) 

methodology was justified and explained. Finally, the core contribution of this research 

was also briefly clarified. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Chapter 2: Review of Literature: Supply Chain Perspectives 

2.1 Overview of the Supply Chain  
 

Although supply chains have existed for many years, it is only from the early 1990’s 

that they have obtained academic prominence. During this period researchers began 

examining the supply chain as opposed to the individual firm, as a means of achieving 

a competitive advantage (Tan et al., 2002). The creation of a competitive advantage 

strategy changed focus from a business-versus-business concept to a supply chain-

versus-supply chain concept (Li et al., 2005). 

 Mentzer, et al. (2001) defines a supply chain as: 

“a set of three or more entities (organisations or individuals) directly involved in 

the upstream and downstream flows of products, services, finances, and/or 

information from a source to a customer” (Mentzer et al., 2001pg. 4). 

Similarly, Lamming et al. (2006) suggest that a supply chain is composed of various 

businesses who together at given times, change resources into finished products for 

an end consumer. Other definitions of a supply chain focus on the concept of the 

supply chain as a network or operating as an entity to bring value from the upstream 

source, across various value-adding functions to the final consumer (Tan and Cross, 

2012) 

Over the past thirty years research has focused on the various strategies that can be 

applied to the supply chain. From short-term tactical or operational strategies (Rose 

et al., 2012) to longer term strategic approaches (Jüttner et al., 2010; Qrunfleh and 

Tarafdar, 2013). 

A strategy is a plan or process that involves the organisation responding to a changing 

environment and according to Mentzer et al (2008) supply chain strategies rely on the 

integration of in-company marketing, sales resources, processes and skills. Within 

supply chain analysis it includes the internal capabilities of supply chain members and 

the collaborative features of their relationships (Rose et al., 2012). Furthermore, the 

relationships that firms have with their supply chain partners will also affect the 

strategies that they subsequently develop (Jüttner et al., 2010). This has important 



implications for this study, which will examine the capabilities and collaborative 

features of premium food supply chains.  

Examples of the various strategy perspectives which can be applied to the supply 

chain are: the Operations Management perspective (Salvador et al., 2001): the Supply 

Chain Management perspective (Moh’d Anwer Radwan Al-Shboul et al., 2017); the 

Organisational Theory perspective (Miles and Snow, 2007) the Marketing Perspective 

(Christopher and Towill, 2002; Fisher, 1997); and Supply Chain Contract strategy 

(Feng et al., 2019). 

Figure 2, provides an overview of this chapter: 

 

 

Figure 2: Overview of Chapter 2 
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2.2 Overview of Supply Chain Strategies 
 

Rose et al., (2012) provides an overview of the various Supply Chain Strategy (SCS) 

perspectives in Figure 3. 

Figure 3: An Overview of Supply Chain Strategy Perspectives (adapted from Rose et al. 2012) 

Most academic research to date has focused on the Supply Chain Management 

Perspective, however there is still no agreement amongst scholars on a conclusive 

definition for Supply Chain Management (SCM). Mentzer et al. (2001) defines SCM 

as:  

“the systematic, strategic coordination of the traditional business functions and 

the tactics across these business functions within a particular company and 

across businesses within the supply chain, for the purpose of improving the 

long-term performance of the individual companies and the supply chain as a 

whole” (Mentzer et al., 2001) p.18. 

 

 

SU
P

P
LY

 C
H

A
IN

 

ST
R

A
TE

G
IE

S

Supply Chain Management 
Perspective

Operations Management 
Perspective

Organisational Theory 
Perspective

Marketing Perspective

Supply Chain Contract 
Strategies

Strategic Perspective



Researchers have emphasized the importance of sharing timely and relevant 

information (Li et al., 2005; Miles and Snow, 2007). Gradually, definitions of SCM 

changed focus from the flow of goods (physical distribution) and information exchange 

to encompassing value maximisation, competitive advantage and finally the external 

integration of supply chains, including suppliers and customers (Stevens and Johnson, 

2016). Ultimately, SCM highlights the importance of coordinating activities across 

organisations to produce products and services for an end consumer (Tan and Cross, 

2012).  

Early Supply Chain Management Perspectives focused on inventory management, 

production planning and control. The overall aim of these activities was to improve 

efficiencies within the SC. The next phase incorporated the systematization of 

materials production and transport management (Stevens and Johnson, 2016). In a 

study of the fruit and vegetable supply chain in India, Bahinipati (2014), emphasised 

the importance of implementing a planning framework to aggregate information from 

various sources. Using ICT (Information and Communications Technology), data was 

collated from farmers, supermarkets and customers to produce timely and accurate 

demand forecasts, which are essential when dealing with short life-cycle products 

such as fruit and vegetables. This research emphasised the importance of 

incorporating flexibility and responsiveness into food supply chains in order to enhance 

business capabilities and ultimately satisfy the end consumer.  

According to Stevens and Johnson (2016) the next phase incorporated lean and agile 

principles into the supply chain. This is often referred to as the Operations 

Management Perspective (Rose et al., 2012). Lean approaches focus on efficiency 

and the elimination of waste, these principles tend to work well where demand is stable 

and variety is low (Christopher, 2000). Whereas, the aim of an agile supply chain is to 

ensure flexibility and responsiveness to customer needs in a dynamic environment 

(Christopher et al., 2006).  According to Taylor (2006), an integrated lean supply chain 

involves companies working together for the benefit of the whole chain, to reduce cost 

and outperform the competition.  Taylor (2006), carried out case study analysis on two 

red meat industry supply chains in the UK. This paper examined how lean principles 

could be adopted to improve the efficiency of the sector. In a similar study, Cox et al. 

(2007a) examined three meat supply chains in the UK. This research showed that 

although lean principles could be successfully implemented by some members of the 



SC, it would be difficult to assess the impact these principles would have on the wider 

industry. Recent research examining lean and agile practices in food supply chains 

suggested that although these principles are viewed as conflicting with each other, 

they are often employed within the one SC at the same time (Bezuidenhout, 2016). 

The Organisational Theory Perspective explains the ownership, structure and level 

of integration that exists within the supply chain. According to Rose et al., (2012) the 

type of structure that exists within a given supply chain will have important implications 

for how effective it is at competing in a globally competitive environment. Another 

aspect of the organisational theory perspective is the level of integration that exists 

within the supply chain. These long-term relationships that exist between an 

organisation and its suppliers, can influence the strategic capabilities of the firm (Li et 

al., 2005). Hobbs et al. (1998) conducted a study of the Danish pork industry and 

stressed the importance of co-operative structures that coordinate policy and research 

development initiatives within the industry. The Danish pork industry is extremely 

competitive in international markets and a major factor contributing to this, is their co-

operative arrangements which allow for the efficient and effective transfer of quality 

information all along the supply chain. Gereffi (2012) suggest that the form of 

governance in the SC, often changes as the industry evolves, furthermore the 

governance structures within an industry can vary from one stage of the chain to the 

other. 

The Marketing Perspective explains strategies based on product, demand and 

market characteristics. Research into this perspective has explained the impact of co-

ordinating marketing behaviour and SCM at an operational level to enhance supply 

chain performance (Lummus et al., 2003). Other studies established a clear link 

between supply chain strategies, market orientation and organisational performance 

(Green et al., 2006). Christopher and Towill (2002) posit that supply chains must match 

the requirements of the market place. This research showed how market 

characteristics can determine the appropriate supply chain strategy needed to achieve 

a high level of customer responsiveness.  Zokaei and Simons (2006) in a study of the 

UK red meat industry examined the whole supply chain from farm to consumer and 

concluded that the red meat industry could enhance the value of its offering by 

reconnecting each activity on the supply chain back to the end consumer.  



The Supply Chain Contract Perspective focuses on the various contracts 

undertaken between supply chain members. According to Mann et al. (2011) supply 

chain contracts are the necessary control mechanisms that lay down the ground rules 

for the operational and tactical activities within the supply chain. Supply chain 

contracts are an essential enabler in the implementation of supply chain strategies, 

they also set the parameters of the structures and relationships that exist within a 

supply chain as well as the responsibilities and accountabilities of supply chain 

partners (Mann et al., 2011). Wilson et al. (2015) conducted a study of procurement 

relationships in the South African and New Zealand wine industries. They found that 

contracts were frequently utilized to govern transactions in both countries. ‘Trust’ was 

the main factor for firms using contracts in South Africa, whilst firms in New Zealand 

relied heavily on the legal system to enforce their contracts. Recent research by Feng 

et al. (2019) examining a NI beef SC suggested that contracts are only viable when 

they benefit both the farmer and other downstream members of the SC.  

The Strategic Perspective proposes that the firm’s supply chain strategy should be 

aligned with the overall corporate strategy of the organisation (Rose et al., 2012). 

However, Mann et al. (2011) warn that achieving SC efficiencies through strategic 

planning can be extremely difficult. The firm’s corporate strategy will be affected by 

the relationships it has with other members of its SC. It is therefore important that the 

firm aims to align its corporate strategy with the overall supply chain strategy (Rose et 

al., 2012). Research by Juttner et al. (2010) examined a strategic perspective of the 

SC, they proposed a strategic framework for the management of four integration 

levels: corporate; customer; supplier: marketing and supply integration. Additional 

research in this area has shown that if a firm effectively aligns its supply chain strategy 

with its supply chain practices, it can then optimise its resources along the supply chain 

and obtain a superior operational performance (Green et al., 2006). 

The above analysis highlights how the various supply chain strategies all have the 

common goal of improving the effectiveness of the supply chain and satisfying the end 

consumer. A number of studies in the area of Supply Chain Management have 

examined strategies in the manufacturing industry (Green et al., 2006; Moh’d Anwer 

Radwan Al-Shboul et al., 2017). There are also several studies focusing specifically 

on the agri-food sector Taylor (2006); Cox et al. (2007a); Storer and Hyland (2011); 



Miguel et al., (2014). However, the majority of these studies tend to focus on the 

benefits of integration and collaborations within the agri-food supply chain, and not the 

actual end product. 

Stevens and Johnson (2016) view the various strategies as an evolution of SCM from: 

early inventory management and production planning/control; to lean and agile 

systems; to customer value networks; and finally to devolved collaborative clusters.    

A number of studies use the 'focal firm’ as a unit of analysis and not the wider supply 

chain (Jüttner et al., 2010). In order to bridge this gap in the academic literature this 

research will examine the producer in each of the six cases (Stage 1). Then in Stage 

2, the last case study will examine the key actors within the beef supply chain (from 

producer; to retailer; to chefs) in NI. 

For the purpose of this research the two most relevant strategy perspectives are the 

Organisational Theory Perspective (examining collaborations and integration) and the 

Marketing Perspective (examining product and demand based strategies). The 

Marketing Perspective is deemed relevant to this research as it focuses on the 

downstream side of the SC, where the product meets the end consumer.  This is of 

particular significance for premium agri-food branded products and the targeting of 

niche markets (Cox et al., 2007b). Whereas, the Organisational Theory Perspective is 

deemed relevant to this research as it examines the extent of integration that exists 

within the SC. Previous research has emphasised the importance of integration and 

collaborations in international agri-food SCs (Folkerts and Koehorst, 1997; Thomas et 

al., 2013). The further examination of these two areas will help answer the initial 

research question by exploring in greater detail the issue of collaborations, unique 

resources and dynamic capabilities. Although many studies have examined each of 

these strategies in isolation, the literature review suggests there is a gap in the current 

SC literature combining these two strategies. Furthermore, to-date there is little 

evidence of academic research examining how both these strategies can be applied 

to the agri-food industry in Ireland.  

2.2.1 The Organisational Theory Perspective (Structure, Ownership, 

Integration) 
 



The Organisational Theory Perspective examines the type of structures and 

ownership, as well as the level of integration that exists within the supply chain. Gereffi 

et al. (2005) propose the following three features which are useful in assessing supply 

chain governance structures: the degree of complex information involved in knowledge 

transfer transactions; the ability to condense and transfer complex information and 

knowledge; and the competencies of suppliers involved in providing the outsourced 

items. Furthermore, Gereffi et al. (2005) suggest that power increases 

disproportionately as one moves from market to hierarchy within supply chain 

governance structures.   Hobbs (1997) studied the US meat supply chain and 

discovered that three main types of governance structures existed within this industry. 

These structures are: spot markets (auctions where many buyers and sellers 

exchange goods); various types of formal and informal arrangements, and finally; full 

vertical integration. This is reflective of the three structures (Arm’s Length; Close Co-

operation; and Highly Integrated) outlined in Figure 4, and correlates with Transaction 

Cost Economics (TCE) theory discussed later in Chapter 3.2.1.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: Supply Chain Strategies – Organisational Theory Perspective (adapted from Rose et al. 
2012)   
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Other research on this perspective has focused on the benefits of integration within 

the supply chain. In this context, integration is used to describe the degree of 

information sharing and the level of collaborative behaviours exhibited between actors 

in the supply chain (Ashenbaum et al., 2009). Research by Yi et al. (2011) considered 

how integration in the supply chain involving both suppliers and customers is needed 

to increase flexibility and enhance the competitiveness of the supply chain. With 

increased integration and collaborations the supply chain has the ability to become 

more flexible and therefore respond to a dynamic global market environment. 

Additionally, globalisation and advances in technology have led to companies within a 

supply chain collaborating more through the sharing of timely and accurate 

information. Therefore, supply chains have become more integrated in order to reduce 

costs, increase profits and satisfy differential customer needs (Manning et al., 2008). 

However, recent research by Wiengarten et al. (2019) suggests that supply chain 

integration does not always lead to improved financial performance. Furthermore, they 

posit that managers need to be careful about how and when they integrate with 

customers and suppliers.  

A number of seminal studies have highlighted the importance of vertical and horizontal 

collaborations within the agri-food industry. For example, Fearne (1998) examined the 

evolution of partnerships and collaborations in the British beef industry. This research 

explored the unique drivers influencing the development of partnerships in the UK 

livestock sector, which included consumer’s changing attitudes and purchasing 

behaviour as well as the competitive strategies of supermarket chains. Fearne (1998) 

concluded that the development of partnerships required a sustained commitment and 

a high level of trust amongst partners throughout the chain. However, successful 

partnerships could deliver cost savings and higher value to the consumer.  

Studies have also emphasised the need for new approaches to be developed to 

facilitate contact between buyers and sellers throughout the agri-food supply chain 

(Stanton and Burkink, 2008). Whilst, the Folkerts and Koehorst (1997) benchmarking 

study of ten horticultural SCs in the Netherlands, examined ‘chain reversal’ (the 

transformation of production-driven SCs to market-driven SCs). This research 

recommended cultivating closer relationships between agri-businesses, the food 

sector and research institutes in order to “meet the challenges of international supply 

chains in the agri-food sector” p11. However, they do warn that individuals will only 



work together in partnerships when there are tangible benefits to be obtained. This is 

reiterated by Taylor (2006), who recommends: the development of a supplier 

association of famers; the development of supply chain KPI’s; and the need to address 

the confrontational power-based relationships that dominate the industry. Trust is an 

important issue when developing collaborations in supply chains and this is a 

challenging hurdle to overcome in the UK beef industry, where retailers are often 

viewed as having abused their positions of power, particularly towards the small 

farmer/producer (Cox et al., 2007a; Cox and Chicksand, 2005). Research by Thomas 

et al. (2013) suggested that co-operative relationships at regional and international 

levels created innovative opportunities in the French wine industry.  

From the above literature review and analysis, it is clear that there is a need for actors 

within the agri-food supply chain to move away from the adversarial arms-length 

relationships and to develop collaborations and partnerships in agri-food supply 

chains. This will enable agri-food supply chains to compete effectively in a globally 

competitive environment. The research to-date has tended to focus on the extent of 

collaborations and relationship between the various actors within the supply chain. 

However, there is little research examining the dynamic capabilities (discussed in 

detail in Chapter 3: Section 3.2.4) of individuals within the supply chain.  

This proposed research will fulfil this gap through the examination of the dynamic 

capabilities of the ‘key stakeholders’ within agri-food supply chains.  



2.2.2 The Marketing Perspective (Product and Demand-based, 

Customer Focus) 
 

Figure 5: Supply Chain Strategies – Marketing Perspectives (adapted from Rose et al. 2012) 

In an ever changing global marketplace the focus of SCM has shifted from cost 

effectiveness to market responsiveness (Christopher and Towill, 2002). The Marketing 

Perspective focuses on downstream product and customer demand based strategies. 

Rose et al. (2012) posits that customers are becoming more demanding in terms of 

expecting value for money and this is often addressed through the various marketing 

strategies a firm might employ. Marketing strategies involve the choices firms make 

regarding market segmentation, targeting and positioning (Kotler and Armstrong, 

2018) . An important element within the marketing perspective is market segmentation, 

this allows for the targeting of specific markets and can facilitate the development of 

differential marketing strategies. Research by Leat and Revoredo-Giha (2013) 

examining a Scottish pig SC, suggested that product differentiation could add value 
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for the final consumer. This research highlighted the following product differentiating 

attributes: provenance; animal welfare; and quality.  

When a firm uses a differentiation strategy, it can uniquely position itself from its 

competitors and receive a price premium. This is particularly true for branded products 

(Kotler and Armstrong, 2018). According to Anselmsson et al., (2014) a branded 

product can create a differentiated position and enhance the perceived quality of the 

product, this means that consumers will be willing to pay a price premium. Anselmsson 

et al. (2014) suggest that there are six attributes which will influence brand strength 

and encourage consumers to pay a price premium. The six attributes are: awareness; 

perceived quality; uniqueness; CSR (Corporate Social Responsibility); origin; and 

social image, as outlined in Figure 6. 

 

 

 

Figure 6: Determinants of a Price Premium (Anselmsson et al. 2014) 



Through the provision of high quality premium food products, producers can 

differentiate their products and meet consumer’s needs in a global marketplace.  

It is difficult to obtain a definition for premium products but most commentators suggest 

that premium products are those products which have better quality and higher prices. 

Additionally, premium food products can be natural; organic; better-for-you; 

international; and gourmet or speciality products (Massa and Testa, 2011). DARD NI, 

(2016) offer a similar definition for specialty foods: 

“A speciality food is one that is differentiated from mainstream food products by 

one or more attributes including the way it is produced and packaged, 

geographical area or how it is marketed. Speciality foods can normally 

command a premium market price compared with mainstream products”. 

According to Maehle et al. (2015) food products can have utilitarian and hedonic 

benefits. Utilitarian benefits centre around the functionality of the food product, 

whereas hedonic benefits focus on the pleasure gained from the product (Maehle et 

al., 2015). Their research suggested that price and taste are the most important 

attributes (relative to ethical attributes) for utilitarian food products. This research also 

showed that the taste attribute was more important for hedonic food products than 

utilitarian food products. Whereas, research by Ringsberg (2015) suggested that 

traceability attributes could be used in food SCs to maintain consumer confidence.   

These attributes along with those identified by Anselmsson et al. (2014) could be 

applied to products within the Northern Ireland food supply chain to assist local 

producers build premium branded products and differentiate their offering. This could 

lead to local producers achieving a competitive advantage in a global market.  This 

correlates with research conducted by Cox et al. (2007b) examining the UK beef 

supply chain. Although much research had previously focused on the need for 

collaborative and lean upstream approaches in the beef industry, this study suggested 

there was also a need to develop downstream marketing and product development 

strategies within the UK beef supply chain (Cox et al., 2007b). This work concluded 

that the UK beef supply chain would benefit from developing premium branded beef 

products and that a strategic approach was needed to assist farmers and producers 

differentiate their offerings. This could ultimately lead to the UK beef industry 

successfully competing with its international competitors. 



Although the literature tends to consider the attributes of premium products, it does 

not consider how the supply chain can deliver this premium product. Hence, from a 

marketing perspective an adapted Fisher (1997) model might help.  

The Fisher (1997) article in the Harvard Business Review emphasised how poor 

coordination in the US food supply chain was wasting $30 billion per annum. He 

suggested that managers should consider the demand patterns of their products, 

before developing a corresponding supply chain. 

According to Fisher (1997), products are either predominantly functional or 

predominantly innovative. Products that are predominantly functional have stable 

predictable demand, and include a wide range of everyday groceries. Alternatively, 

products that are predominantly innovative have volatile demand patterns. Examples 

of innovative products include fashionable and high tech products (Harris et al., 2010; 

Fisher, 1997).  

Fisher (1997) suggested that the main cause of supply chain inefficiencies is the 

mismatch between the product and the type of corresponding supply chain. Whenever 

products are classed as functional, they will have stable predictable demand and 

therefore require an efficient supply chain. Whereas, innovative products will exhibit 

unpredictable demands and thus require a responsive supply chain (Fisher, 1997). 

This is illustrated in Table 1. 

Table 1: Matching Supply Chains with Products (Fisher, 1997) 

 



According to Fisher, 1997 firms with functional products will normally find themselves 

in the top left hand cell, with an efficient supply chain. However, firms with innovative 

products are often in the top right cell, trying to match an efficient supply chain with an 

innovative product (Fisher, 1997; Harris et al., 2010).  

Fisher’s framework offers an excellent guide for managers trying to match their 

innovative or functional products with an appropriate supply chain. However, not all 

products fit neatly into these two categories. This is illustrated in the following Table 2, 

which outlines the various aspects of demand for functional, and innovative products.  

 

Table 2: Functional and Innovative Products – Differences in Demand (Fisher, 1997) 

Innovative products are normally fashionable, high tech products with high profit 

margins and low product life-cycles (Fisher, 1997; Harris et al., 2010). The associated 

high profit margins will typically attract imitation products from competitors and any 

profit margin will therefore quickly erode (Fisher, 1997; Harris et al., 2010). Although 

premium products will typically have high profit margins similar to innovative products 

they will normally have a longer life-cycle than innovative products. Additionally, 



because of the very nature of premium products (quality assured, strong brand, and 

country of origin) competitors cannot easily imitate the product and erode any 

associated profits.  

According to Fisher (1997) innovative products also require suppliers to be chosen 

because of their speed and flexibility. This is not possible with premium products 

where suppliers are chosen because of their reliability, quality assurance and 

authenticity.  

Functional products require physically efficient supply chains and any disruptions to 

supply are minimised by strategically placed inventory buffers (Fisher, 1997; Harris et 

al., 2010). Again, this would be extremely difficult to implement for premium agri-food 

products. 

It is clear from the above Table 2 and subsequent analysis, that premium products do 

not exhibit the same aspects of demand of either functional or innovative products, but 

rather they share attributes of each type. Therefore, although Fisher’s 1997 framework 

provides a guide for managers choosing supply chains for functional or innovative 

products there is an obvious gap in the literature and a need to develop a supply chain 

that would serve products such as the premium agri-food product discussed. 

2.3 Customer Focus and Prestige Products 
 

A customer focused strategy implies designing the supply chain from the customer 

upwards, rather than from the producer downwards (Jüttner et al., 2010). With regards 

to the agri-food producer, seminal research in this area has shown that small agri-food 

producers can compete in global markets by pursuing a product differentiation strategy 

and targeting a niche market of consumers (Humphrey, 2006; Dentoni and Reardon, 

2010). When a firm uses a differentiation strategy, it can uniquely position itself from 

its competitors and receive a price premium (Kotler and Armstrong, 2018). Therefore, 

through the provision of high quality premium food products, agri-food producers can 

differentiate their products and meet consumer’s needs in a global marketplace.   

Research by Anselmsson et al., (2014) suggest that there are six attributes which will 

encourage consumers to pay a price premium for food products. The six attributes are 

awareness, perceived quality, uniqueness, CSR (corporate social responsibility), 



origin and social image. This correlates with a recent study by Humphrey (2006) which 

explained how certification can differentiate food products and add value. He identified 

a number of key attributes which can add value to a food product and signal to the 

consumer that the good is a premium product. These include: private and public 

standards; authenticity; and country of origin certifications. 

According to Reardon et al. (1999), product differentiation in the food industry is based 

on a recent trend highlighting the importance of credence in the food chain. This is 

reiterated in a recent study of the New Zealand wine industry, which examined how 

regional wine growers could achieve a competitive advantage in an international 

market through differentiation (Flint and Golicic, 2009). This study showed how wine 

growers could obtain an advantage using the following: leveraging their brand; telling 

their story; experimenting with sustainability; and managing SC relationships. More 

recently, research examining a Scottish pig SC suggested that the following attributes 

could differentiate the product: provenance; animal welfare practices; and product 

quality (Leat and Revoredo-Giha, 2013). 

2.3.1 Context and Statistics 
 

In order to answer the initial research problem ‘How can a NI premium food product 

achieve a competitive advantage in an international market?’ it is necessary to firstly 

examine the characteristics of high end, prestige and luxury products. Through the 

subsequent analysis of these products, the key attributes of premium products will be 

identified. These attributes can then be highlighted and analysed in the context of the 

Irish agri-food high quality premium product.  

The worldwide luxury market recorded continuous growth in 2019 at a rate of four 

percent (at constant exchange rates), see Figure 7 (Bain & Co, 2020).  During this 

period the global luxury industry reached $1.3 trillion and this growth was driven 

primarily by luxury cars and luxury hospitality (Bain & Co, 2020).  



 

Figure 7: The Global Luxury Market, 2018 – 2019 (Bain and Co. 2020) 

 

Gourmet food and fine dining along with fine wine and spirits also continued to grow 

worldwide, producing a six percent and seven percent growth rate respectively (Bain 

& Co, 2020).   

Although Europe and the USA have traditionally been the main markets for luxury 

goods, the Chinese middleclass now represent an important target market for luxury 

producers (Gao et al., 2009).  The recent economic growth of Asian countries such as 

China and Japan has stimulated a growing demand for luxury goods in this continent 

(Min-Woo et al., 2012). In 2019 Chinese consumers accounted for ninety percent of 

the global luxury market growth. Luxury consumption in Hong Kong fell in the same 

period, due to the ongoing protests. Whereas, luxury consumption in Europe and the 

USA was growing, but at a slower rate (Bain & Co, 2020).  

The NI Agri-Food Strategy Board identified China as an important target export market 

and in November 2015 DARD secured provisional approval of NI pork exports to China 

(DARD, 2015). This represented the achievement of the first of a number of export 

markets highlighted as strategically important for Northern Ireland in the recent ‘Going 



for Growth’ report (Agri-Food Strategy Board, 2013). China is also one of the emerging 

BRIC countries (Brazil, Russia, India and China) where rising incomes have led to 

consumers demanding more protein rich and higher quality food products. As 

consumers become more food savvy they demand higher quality produce with 

increased levels of certification. This also has important implications for food 

producers hoping to achieve international market penetration (DAFM, 2015). 

2.3.2 Levels of Prestige 
 

Economists, marketers and psychologists all offer different definitions of what luxury 

and prestige products are. However, early research into prestige purchasing by 

Vigneron and Johnson (1999) developed the following scale to measure the 

component of prestige in a brand (see Figure 8). Three types of brands are classified 

as prestigious: upmarket; premium; and luxury. Upmarket is at the low end of the 

prestige scale, whilst luxury is at the extreme end.  

 

Figure 8: Defining Levels of Prestige (Vigneron and Johnson, 1999) 

For the purpose of this research the above diagram will be used as a reference to 

define the different levels of prestige.  

2.3.3 Luxury Products, Premium Products and Upmarket Products 
 

As Figure 8 illustrates, luxury products are at the extreme end of the spectrum and 

represent the ultimate type of prestige product. According to Vigneron and Johnson 

(2004) luxury goods are branded items such as: clothing; accessories; shoes; 

watches; jewellery; and perfume which are utilised or exhibited to bring prestige to 

their owners. The most valuable luxury brand in the world in 2007 was Louis Vuitton 

worth $20,321 billion dollars (Kapferer and Bastien, 2009), it retained the number one 

position in 2019, with a current valuation of $32,223 billion dollars (Business Insider, 

2020)  



Academics have defined luxury goods as products that provide pleasure, and are 

limited in supply, they can also be an indicator of social status (Vigneron and Johnson, 

1999; Kapferer and Bastien, 2009; Min-Woo et al., 2012).  However, the meaning of 

the word luxury is quite subjective in nature, and will ultimately depend on the 

perception of the individual and their motivation for purchasing (Chandon et al., 2016) 

When an individual purchases a luxury brand, they are buying into a dream and 

therefore they have an associated emotional attachment to the product (Dubois and 

Paternault, 1995; Vigneron and Johnson, 1999) .  

For many years luxury goods have been viewed as a social marker. They are often 

used by individuals to distinguish themselves from others and are therefore seen as a 

means of social elevation (Kapferer and Bastien, 2009; Min-Woo et al., 2012). Luxury 

goods convey an image of exquisiteness and as a result can command a high price 

(Kapferer and Bastien, 2009). However, luxury goods cannot be defined by a high 

price alone, they must also exhibit social distinction. Kapferer and Bastien (2009) 

suggest that luxury goods should be: unique; classic; and aimed at timelessness, 

because they are an expression of taste and individualism. Additionally, they propose 

that luxury is a culture and a social phenomenon. It is also multi-sensory, so not only 

should a luxury product be of excellent quality it should also be exclusive – with part 

or all of the product handmade.  

Luxury goods are typically expensive in absolute and relative terms and as a result 

producers of luxury goods have traditionally assumed that their customers are from 

the upper income classes (Dubois and Duquesne, 1993).  In addition, economists 

have emphasised how consumers are restricted from satisfying their consumption 

needs due to their income (Vigneron and Johnson, 1999). Therefore, luxury good 

producers normally charge a price premium for their products in an effort to attract 

wealthier consumers (Dubois and Duquesne, 1993). 

Next along the spectrum of prestige brands is the premium brand (see Figure 8). 

These are a type of prestigious product and therefore will display some or all of the 

characteristics of luxury products.  

In recent years the premium product market has grown in size and importance. 

According to Quelch (1987) there are two main factors contributing to the growth of 

the premium product market. Firstly, marketers can achieve higher unit margins on 



equivalent volumes by persuading existing customers to trade up. Secondly, the 

improved segmentation of consumer markets means that the individual’s specific 

needs are now more adequately satisfied.  

Recent decreases in oil prices and low levels of inflation would imply that consumers 

now have more disposable income. Other demographic trends such as increased 

population mobility and the increase in double income households, means that 

consumers now more than ever aspire to a premium lifestyle (Jobber and Ellis-

Chawick, 2019). It is difficult to obtain a recent definition for premium products. 

However, most commentators agree that premium products are exceptional quality, 

highly priced and selectively distributed (Vigneron and Johnson, 1999; Quelch, 1987). 

Seminal research into premium products by Quelch (1987) defined premium products 

as:  

“Typically of excellent quality, high priced, selectively distributed through the 

highest quality channels, and advertised parsimoniously”p39. 

According to Quelch (1987) premium products can exist in most product categories 

and consumers are willing to pay higher prices for these products because they are 

viewed as one or more of the following: affordable indulgence (Haagen Dazs ice 

cream); tasteful gifts (Jaeger handbags); smart investments (Smeg kitchen 

appliances); or status symbols (Volvo cars). 

Although the characteristics of premium products may vary depending on the product 

category, the marketing of premium products is targeted at the upper end of the price 

performance pyramid (Quelch, 1987). To develop a premium product, firms need to 

carefully position their brand (Yeoman and Beattie, 2005). They should also try to 

cultivate a prestige image. This can partially be achieved by the premium price, relative 

exclusivity and a carefully selected distribution channel (Quelch, 1987). He suggests 

that marketers should focus on the superiority of the functional attributes of the 

premium product and ensure consistency of the product mix. Premium products 

should mean high quality, high price, along with selective promotion and distribution. 

Additionally, it is essential for the producers of premium products to develop quality 

indicators, such as certifications and awards.  This too can enhance the image of the 

premium product and ensure consumers are willing to pay a premium for the product 

(Anselmsson et al., 2014; Quelch, 1987).    



Finally, Quelch (1987) states that it is vital that the premium product continues to meet 

the needs of the target market. He suggests that premium producers should strive to 

maintain a high quality product in order to help defend itself against competition. 

Furthermore, this message can be reinforced and strengthened with a carefully 

selected brand name and logo.  

At the other end of the spectrum of prestige brands is the upmarket brand (see Figure 

8). Upmarket products are high quality, but more reasonably priced. Upmarket brands 

have also been described as ‘democratizing luxury’ offering high quality products at 

affordable prices (Kapferer and Bastien, 2009). 

Many prestige brands have now started to employ ‘masstige’ (mass prestige) 

positioning strategies in the market place (Kapferer and Laurent, 2016). These 

strategies offer luxury goods at more accessible prices, in an attempt to attract mass 

consumption. This has resulted in the development of more accessible brands and the 

widening of a consumer base (Kapferer and Laurent, 2016). The once inaccessible 

prestige brand is now more accessible to the wider public (Chandon et al., 2016).  

As Figure 8 illustrates there are three types of prestige: upmarket; premium; and 

luxury. However, as already stated ‘luxury’ is a subjective concept and therefore it is 

ultimately up to the consumer to decide where luxury starts and upmarket or premium 

end (Chandon et al., 2016).  

2.3.4 The Attributes of Prestige 
 

Vigneron and Johnson (1999) and (2004) produced a framework to assist marketers 

develop prestigious brands. They suggested that a prestige brand will exhibit the 

following five characteristics: 1). Perceived conspicuous value: when a consumer 

purchases a prestige brand it is viewed as a sign of wealth or status, and the high 

price of the prestige brand enhances the value of this signal; 2). Perceived unique 

value: the very fact that prestigious brands are not accessible to everyone means that 

they are therefore viewed as prestigious; 3). Perceived social value: prestigious 

products are often used as a sign of social status; 4). Perceived hedonic value: all 

prestigious products have an allure of grandeur; 5). Perceived quality value: 

prestigious products are technically superior and are often handmade. 



A prestigious brand can therefore be defined as one which exhibits these five attributes 

as outlined in Figure 9: 

 

Figure 9: Characteristics of a Prestigious Brand (Vigneron and Johnson, 1999; Vigneron and 
Johnson, 2004) 

 

Research by Dubois et al. (2001) have proposed six conceptual characteristics of 

luxury. They suggested that all luxury goods have the following attributes: 1) excellent 

quality; 2) very high price; 3) scarcity and uniqueness; 4) aesthetics and poly-

sensuality; 5) ancestral heritage and personal history; and 6) superfluousness.  

2.3.5 Motivations for Purchasing Prestige Products 
 

The consumption of prestige goods once belonged to the socially elite (Min-Woo et 

al., 2012). Today however these goods are more affordable and available to the wider 

public. The increased global wealth accumulation in the early part of the twenty first 

century has allowed more consumers the ability to purchase prestige goods (Kapferer 

and Laurent, 2016). This in turn has increased the number of luxury firms and products 



available to the consumer. Luxury and prestige goods are now more accessible to a 

broad range of consumers in a wide range of markets (Kapferer and Laurent, 2016). 

The income-based approach used to explain luxury purchasing was first proposed by 

Thomas Veblen in 1899 cited (Dubois and Duquesne, 1993; Vigneron and Johnson, 

2004). Veblen suggested that consumers use product prices to pretentiously show 

their wealth. Consequently, premium prices are used by producers to differentiate their 

luxury products (Dubois and Duquesne, 1993). Furthermore, many producers of luxury 

goods traditionally advertise in high quality publications and their products are 

distributed in prime retail locations in an attempt to target high income consumers 

(Dubois and Duquesne, 1993).  

Economic influences are not the only reason consumers purchase luxury goods. 

Socio-cultural factors can also help explain consumption behaviour. Individuals often 

purchase exclusive items in order to distinguish themselves from others (Vigneron and 

Johnson, 1999). The purchasing of luxury goods can also satisfy consumers’ need for 

symbolic products, whilst some consumers will purchase luxury goods as an extension 

of their own personality (Dubois and Duquesne, 1993). Additionally, luxury goods are 

consistently portrayed in the mass media as an indicator of social status, this in turn 

leads consumers to purchase these products in an attempt to align themselves with 

the upper class (Min-Woo et al., 2012). 

According to Vigneron and Johnson (1999) there are five influences on the 

consumption of luxury goods: interpersonal Veblen: snob; bandwagon; personal 

hedonic; and perfectionism effects. Normally one of these influences will prevail and 

outweigh the others for each individual consumer. The Veblen effect involves the 

consumption of goods as an ostentatious display of wealth and the snob effect arises 

when individuals purchase goods for their uniqueness or rarity (Vigneron and Johnson, 

1999). The bandwagon effect signifies the purchasing of goods to imply membership 

of a group.   Whereas, hedonic and perfectionism effects suggest the goods have 

emotional or quality values (Vigneron and Johnson, 1999).  

Vigneron and Johnson (1999) developed a scale reflecting the five perceived 

dimensions of prestige: conspicuousness; uniqueness; extended-self; emotional; and 

quality. The five values of prestige and their corresponding motivations are 

summarised in Table 3. 



  

Table 3: Values and motivations for purchasing luxury goods (Vigneron and Johnson, 1999) 

 

2.3.6 Branding and Prestige Products 
 

An essential element of all prestige products is the actual brand itself. Brands are used 

by firms to differentiate their product offering from the competition and they can be 

created by developing a distinctive name, packaging, and logo (Kotler and Armstrong, 

2018). According to Anselmsson et al., (2014) a branded product can create a 

differentiated position and enhance the perceived quality of the product, this means 

that consumers will be willing to pay a price premium.  Kapferer and Bastien (2009) 

suggest that luxury brands are not launched, instead they are progressively built over 

time through the careful and specific management of resources.  

An authentic and reputable brand are two important attributes of luxury brands, and 

this can help build trust between the consumer and the product (Sjostrom et al., 2016). 

A central feature of a strong brand is brand equity and this denotes the added value 

the brand brings to the product (Ambler, 2003). 

Brand equity is an intangible asset that differentiates the firms offering in the market 

place, it can therefore contribute to the firm achieving a sustainable competitive 

advantage (Ambler, 2003). It is also an important marketing tool which can be utilized 

to increase competitive barriers (Christodoulides and de Chernatony, 2010; Ambler, 

2003). There are two dimensions to brand equity: financial based brand equity and 

consumer based brand equity. Financial based brand equity (FBBE) represents the 

financial value the brand brings to the business. FBBE can be explained as the 

prediction of future cash flows from past marketing activities (Ambler, 2003). However, 

the financial value of FBBE is determined by the response of the consumer in the 



market, therefore consumer based brand equity (CBBE) is considered the most 

important perspective of brand equity (Christodoulides and de Chernatony, 2010).  

Consumer based brand equity has been defined as “the differential effect of brand 

knowledge on consumer responses to the marketing of the brand” p2 (Keller 1993) 

cited (Christodoulides and de Chernatony, 2010). Academics suggest that the two 

most important elements of CBBE are brand awareness and brand image or 

associations (Christodoulides and de Chernatony, 2010; Jobber and Ellis-Chadwick, 

2019). 

 

Figure 10: Sources of Consumer Based Brand Equity (adapted from Jobber, 2019) 

 

2.4 Agri-food and Prestige Products 
 

This research proposes that the scale developed by Vignernon and Johnson (1999) 

can also be applied to food products (see Figure 11). 

 

Figure 11: Defining 3 Levels of Prestige in Food and Drinks (adapted from Vigneron and Johnson, 
1999)  
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At one end of the continuum are luxury food products such as Beluga Caviar and 

White Alba Truffles (see Table 4). These are the most expensive and luxurious foods 

in the world, and share similar characteristics such as: high quality; limited in supply; 

and rare. Furthermore, they are often produced in a specific region and they each 

have a unique story.  According to Quelch, (1987); Flint and Golicic, (2009) firms can 

personalise the experience for the consumer and enable images of exclusivity, by 

developing or creating a unique story. Additionally, this can help establish an 

emotional bond between the consumer and the luxury food product.  

 

Table 4: The World’s Most Luxurious Foods & Drinks: characteristics, compiled from various sources: 
(BBC, 2020; Departure, 2018). 

 

 



Next in the range of prestige foods are premium foods (see Figure 11). These are 

foods such as ‘Artisan’, ‘Traditional’ and ‘Farmhouse’. The Department of 

Agriculture, Environment and Rural Affairs in Northern Ireland (DAERA, NI) do not 

offer any guidelines on the use of these marketing terms. However, in May 2015 the 

Food Safety Authority Ireland (FSAI) published a guide to ensure consumers are not 

misled by the use of such terms. The FSAI offer the following definition for the term 

‘artisan’: 

“Only to be used on foods or in advertising of foods that can legitimately claim 

to meet all of the following criteria: 1). The food is made in limited quantities 

by skilled craftspeople;  2). The processing method is not fully mechanised 

and follows a traditional method; 3). The food is made in a micro-enterprise at 

a single location; 4). The characteristics ingredient(s) used in the food are 

grown or produced locally, where seasonally available and practical” (FSAI, 

2015) p3. 

This specific characteristics in this definition correlate with the attributes of prestige 

products. That is, the artisan food is limited in supply, handmade (wholly or partially), 

and regionally produced.  

The FSAI also define ‘farmhouse’ food products as follows: 

“Only to be used on foods that can legitimately claim to meet all of the 

following criteria: 1).The food is made in a single location on a farm; 2).The 

food is made by a micro-enterprise; 3).The characteristic ingredients used in 

the food are grown or produced locally” (FSAI, 2015) p.4. 

According to the FSAI (2015) the term ‘traditional’ expresses a sense of continuity 

and gives the impression the food is made in a time-honoured fashion. The term 

‘traditional’ should only be used on foods that meet at least one of the following 

criteria: 

“1).The food is made to an authentic recipe which can be proved to have 

existed without significant modification for at least 30 years; and/or 2). The 

food has been made using a method of preparation that has: existed for more 

than 30 years although automation of these methods is acceptable and: does 

not deviate substantially from the traditional food processing method 



associated with a certain type of food. Additional qualifiers should be used to 

clarify the level of authenticity….and/or region of origin” (FSAI, 2015) p.5. 

From the above definitions it is clear that some of the characteristics of farmhouse 

and traditional foods (authentic, regional/local and produced on a small scale basis) 

also correspond with the attributes of prestige products.   

2.4.1 Branding and Agri-food Prestige Products 
 

As previously outlined, branding is an important element of the prestige product as it 

helps differentiate the product in the eye of the consumer (Anselmsson et al., 2014; 

Humphrey, 2006). A credible brand reinforces the consumer’s value of the product 

by: reducing perceived risk; reducing information search costs; and creating 

favourable attribute perceptions (Erdem et al., 1999). Research by Sjostrom et al. 

(2016) found that an authentic/trustworthy brand and a good brand reputation, along 

with premium quality were three attributes more often associated with luxury brands.  

Agri-food producers can help build brand equity for their produce through the use of 

standards and certifications, such as: organic; fair-trade; sustainable; and safe 

quality food’ (Humphrey, 2006; Flint and Golicic, 2009). These accreditations are 

now more prevalent as a result of a series of recent food scares: salmonella in eggs, 

BSE (Bovine Spongiform Encephalopathy) disease in cows, and the Horsemeat 

scandal which have all led to a crisis in consumer confidence. In a direct response, 

the food industry along with national governments have introduced stricter standards 

(Humphrey, 2006). However, these certifications can also add value to the food 

product and encourage consumers to pay a price premium (Anselmsson et al., 2014; 

Humphrey, 2006). 

Prestige food products can be: natural and organic; better-for-you; international; and 

gourmet or speciality products (Massa and Testa, 2011). Recent research by 

Anselmsson et al., (2014) suggest that there are six attributes which will encourage 

consumers to pay a premium for a food product. The six attributes are: awareness; 

perceived quality; uniqueness; CSR (corporate social responsibility); origin; and 

social image. 



The Country of Origin (CoO) is another important aspect of brand equity, and 

consumers can associate certain images with the CoO. Additionally, quality signals 

associated with CoO can increase brand equity (Hamzaoui-Essoussi et al., 2011). 

For example, perfume produced in France will benefit from the positive associations 

attached to the French perfume industry. Likewise, lamb produced in New Zealand 

will benefit from the positive associations linked to the New Zealand meat industry. 

This has important implications for regional and local food producers, who should 

attempt to highlight their quality standards and align their marketing strategies so 

that they can leverage their brand (Flint and Golicic, 2009). More recently research 

has highlighted the importance of food products communicating their specific region 

of origin (RoO) to consumers (Luceri et al., 2016). 

According to Kapferer and Bastien, (2009) the luxury product marketer should aim to 

develop a unique social bond between the consumer and the product. One way to 

achieve this is through the creation of a unique story or cultivating a heritage. The 

premium food product should also have a story, its own story (Flint and Golicic, 

2009). This will help create an emotional bond between the consumer and the 

premium food.  

 

To summarise then, the attributes of prestige and luxury products are: excellent 

quality; very high price; scarcity and uniqueness; aesthetics and polysensuality; 

ancestral heritage and personal history; and superfluousnes (Dubois et al., 2001). 

Premium products are a type of prestige/luxury good and therefore will display 

similar characteristics, such as exceptional quality, highly priced and selectively 

distributed (Vigneron and Johnson, 1999; Quelch, 1987). 

An essential feature of premium and luxury goods is the brand. A credible brand is 

rich in brand equity which reflects the added value the brand brings to the product 

(Christodoulides and de Chernatony, 2010; Ambler, 2003). Certifications and 

provenance (RoO and CoO) can also build consumer confidence in a food brand 

(Humphrey, 2006; Hamzaoui-Essoussi et al., 2011; Luceri et al., 2016). 

All of these characteristics could be applied to the Irish agri-food product to create a 

premium agri-food product (see Figure 12). 



 

 

 

Figure 12: Proposed Attributes of a Premium Irish Food Agri-food Product 

2.5 Strategic Business Implications 
 

An increased global marketplace has led to supply chains competing with other 

supply chains, as opposed to firms competing with other firms (Li et al., 2005) . Thus, 

the field of supply chain management has become an area of increased academic 

focus. Numerous studies have examined the need to reduce risk in the supply chain, 

whereas others have focused on the ability of the supply chain to respond to 

changes in market demand (Christopher and Towill, 2002). Additional research has 

examined the various strategies that can be applied to the supply chain to achieve 

integration and optimum performance (Green et al., 2006; Jüttner et al., 2010). 

This research combines two important supply chain strategies: the Marketing 

Perspective (examining product/demand and customer focus strategies) and the 

Organisational Theory Perspective (examining collaborations and integration). 

Seminal research in this area has shown that collaboration and integration is needed 



in international agri-food supply chains to facilitate business efficiencies and satisfy 

customer demands (Folkerts and Koehorst, 1997). 

Studies have also shown that small agri-food producers can compete in global 

markets through the pursuit of a product differentiation strategy and targeting a niche 

market of consumers (Humphrey, 2006; Dentoni and Reardon, 2010).  One way to 

create differentiation in products is through the creation of premium produce and 

recent research by Anselmsson et al., (2014) suggest that there are six attributes 

which will encourage consumers to pay a price premium for food products.  

This research will attempt to identify the additional attributes of premium agri-food 

produce. These characteristics, once identified can be used by industry to create an 

Irish agri-food product that is capable of targeting a niche market of consumers in an 

international market place. This is of practical relevance, as the agri-food sector in 

Northern Ireland has the potential to contribute greatly to the economic growth and 

regeneration of the region. Particularly, at this moment in time when there exists 

much uncertainty around Brexit and future EU market access. 

2.6 Chapter Summary 
 

This chapter initially presented an overview of SCM. The various perspectives were 

then summarised and the two most relevant perspectives (Marketing and 

Organisational theories) were examined in more detail. Next the area of prestige 

products and customers motivations for purchasing these products were discussed. 

These motivations were then applied to the agri-food product to try to ascertain the 

attributes of a premium agri-food product. Finally, the potential implications of 

creating a premium Irish agri-food product were outlined.  

 

 

 

 

 

 

 



 

Chapter Three: Literature Review: Theoretical Perspectives 
 

3.1 Supply Chain Management Theories 
In order to help explain the concept of Supply Chain Management (SCM), and how it 

can be applied to the Irish food supply chain, a number of theories can be used. These 

include Transaction Cost Economics, the Resource-Based View, the Relational View 

and Dynamic Capabilities. 

Figure 13, provides an overview of this chapter: 

 

Figure 13: Overview of Chapter 3 
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3.1.1Transaction Cost Economics 
 

According to Ketokivi and Mahoney (2020), Transaction Cost Economics (TCE) is one 

of the most cited theories in Operations Management and Supply Chain Management, 

however they also propose that TCE is often misunderstood and misapplied. 

Transaction Cost Economics (TCE) was the predominant (SCM) theory used up until, 

and including the 1990’s (Hobbs, 1997; Hoyt and Huq, 2000; Giunipero et al., 2008). 

During this period most relationships within the supply chain were carried out on an 

‘arm’s-length’ basis, where firms complete transactions based on the lowest costs 

available. TCE originates from the Coase (1937) article ‘The Nature of the Firm’, here 

Coase (1937) outlined one of the first neo-classical views of the firm, in which he 

emphasised the importance of transaction costs to the firm.  

The basic premise behind TCE theory is that when firms engage in an economic 

exchange it is based on the initial and continuing costs involved in the transaction 

(Williamson, 2008; Hitt, 2011). Furthermore, the cost of the produce involved in the 

economic exchange should also include all the unseen costs involved in carrying out 

the transaction (Hobbs, 1997; Sajad Fayezi et al., 2012). 

According to the Hobbs (1997) study of the UK cattle industry, these transaction costs 

are not easy to estimate but they can be classified into the following categories: 

Information Costs; Negotiation Costs and Monitoring Costs. This study used TCE 

theory to explain how agricultural firms vertically co-ordinate their activities within a 

supply chain. TCE theory posits that co-ordination amongst the various stages of the 

meat supply chain (production, processing and distribution) will take place according 

to the lowest transaction costs available (Hobbs, 1997).  

Hitt (2011), also suggests that when firms within a supply chain decide to co-operate, 

the decision is based on the initial and on-going transaction costs involved. More 

recently, TCE has considered the wider implications of adjustment costs, opportunity 

costs and revenues (Ketokivi and Mahoney, 2020). 

TCE theory proposes that coordination amongst different players in the supply chain 

will take place in the most transaction-cost-efficient method possible (Hobbs, 1997; 

Williamson, 2008). Furthermore, Hobbs (1997) and McIvor (2009) suggest that TCE 



theory can be used to explain the governance that prevails within a particular supply 

chain. According to (Hobbs, 1997), the types of governance structures that prevail in 

the meat supply chain are: Spot Markets (auctions where many buyers and sellers 

exchange goods); Informal non-contractual arrangements, joint-ventures, franchise 

arrangements; formal contracts or full vertical integration. 

McIvor (2009) suggests that the actual characteristics of the transaction will influence 

the type of governance structures that occur within a supply chain, and these 

structures can be classified in a similar fashion: Market, Alliance or Hierarchy. 

TCE theory suggests that when buyers form collaborations with suppliers, they are 

exposed to opportunistic seller behaviour. When the investment is high for both parties, 

this will result in tight controls being used to regulate the collaboration. However, in 

instances where the environment is low-risk, the relationship can easily be dissolved 

(Dyer and Singh, 1998).  Also, when there is little or no governance structure prevailing, 

firms will act in an opportunistic fashion (Hoyt and Huq, 2000). In cases where there 

are governance mechanisms in place, this is usually as a result of one or more of the 

following three variables: asset specificity; uncertainty and the readiness of supply 

chain partners to accept some degree of risk (Walker and Poppo, 1991). 

Furthermore, (McIvor, 2009) suggests that the costs and difficulties associated with 

the transaction will increase when these transactions are typified by: asset specificity; 

uncertainty and; infrequency. 

Despite the fact all of these variables are important in determining the existence of a 

particular governance structure within the supply chain, asset specificity is deemed 

the most influential (McIvor, 2009). Asset specificity, also referred to as asset 

uniqueness (Hoyt and Huq, 2000) concerns the distinctiveness or uniqueness of the 

transaction. Market governance will occur in instances where the asset specificity and 

uncertainty is low, and transactions are more common. Alternatively, when there is 

high asset specificity and uncertainty, hierarchical governance will prevail. Finally, 

intermediate governance, such as co-operative alliances will exist when there are 

medium levels of asset specificity (McIvor, 2009).  

Hobbs (1997) study of the UK meat supply chain found a similar relationship between 

asset specificity and market governance. When asset specificity was higher (farmers 

were members of the farm assured livestock scheme), the cattle were less likely to be 



sold through auctions. On the other hand when asset specificity was low and grade 

uncertainty existed, this had a positive influence on the amount of livestock sold 

through auctions. 

According to (Barkema and Drabenstott, 1995) the growth of consumer niche markets 

in the US food industry and the decline in traditional markets, has led to an increase 

in highly specified transactions in the US food chain. In order to target these small 

consumer niche markets, large investments are needed in highly specific durable 

assets and human capital. In this instance vertical integration is the most suitable 

market governance to target consumer niches and reduce the risk of large investments 

in highly specialized assets and capital. Again, this correlates with TCE theory which 

suggests that when there is high asset specificity hierarchical governance will prevail 

(McIvor, 2009). 

According to Wacker et al. (2016) the selection of governance mechanisms is 

affected by pre-contractual conditions and transactional features such as asset 

specificity or environmental uncertainty. Therefore, an appropriate selection and 

utilization of governance mechanisms will ensure successful buyer-supplier 

relationships and reduce opportunistic behaviours. However, Ketokivi et al. (2020) 

caution that governance choices are embedded within the wider institutional 

environment and therefore achieving alignment of transaction costs with governance 

structure is quite complicated. 

TCE is still applicable as a SCM theory today. Recent research such as Chia-Yi and 

Cheng-Yu’s (2019) study have applied TCE theory to SCM. This research 

considered the transactional portfolio rather than a single transaction. They found 

that adopting a mixed governance mode and accessing institutional information 

could decrease uncertainty within the SC.   Whereas, Meinlischmidt et al. (2018) 

used TCE theory to examine lower tier sustainability SCM. This study found that 

focal firms can apply lower tier sustainability management to avoid suffering 

opportunity costs such as: loss of orders; reputational damage; and forgone 

revenues.  

The TCE approach has been used for many years to explain buyer-seller 

relationships within supply chains. Early TCE research had the simplified focus of 

minimising costs between parties. More recently, TCE theory has included the 



broader implications of adjustment costs, opportunity costs and revenues (Ketokivi 

and Mahoney, 2020).  

As TCE theory focuses on all of the costs involved in the transaction (including the 

hidden costs) this implies tangibility (Sajad Fayezi et al., 2012). In the real world supply 

chain alliances are built as a result of other factors including trust and existing 

relationships (Giunipero et al., 2008; Sajad Fayezi et al., 2012). Furthermore, because 

of the complex nature of transaction costs, they are not easy to calculate (Hobbs, 

1997). A central problem with TCE theory is that it does not take account of the 

political, social, legal and behavioural issues involved in the advancement of any 

supply chain relationship (Sajad Fayezi et al., 2012), and as a consequence other 

theories have been developed to help account for these influences. 

3.1.2 Resource Based View 

Seminal work in the Resource Based View (RBV) was produced by Wernfelt (1984). 

The RBV theory proposes that a business can obtain a competitive advantage by 

bundling its unique set of resources and capabilities (Wernerfelt, 1984; Barney, 1991; 

McKone-Sweet and Lee, 2009). This approach made significant contributions to the 

area of strategic management and it quickly gained popularity amongst scholars 

(Priem and Swink, 2012; Hitt, 2011). More recently it has been employed as a theory 

in supply chain management (McKone-Sweet and Lee, 2009; Hitt, 2011). 

The application of RBV to SCM as an alternative to TCE stems from dissatisfaction 

with the emphasis placed on opportunism and the exclusiveness of the transaction 

cost explanation (Ghozzi et al., 2016). TCE focuses on the role of transaction costs in 

determining governance structures (McIvor, 2009), whereas RBV highlights the role 

of resources in obtaining a competitive advantage for the firm (Wernerfelt, 1984; 

Barney, 1991).  

In order to value the firm’s bundle of resources, the Resource Based View (RBV) looks 

inside the firm towards its internal resources (Barney, 1991). These resources are 

tangible and intangible assets, examples include: capital; machinery; employment of 

skilled personnel; efficient procedures; trade contracts; and brands (Wernerfelt, 1984).  



The central premise of RBV theory is that a business can achieve a sustained 

competitive advantage by managing its own unique bundle of resources (Tan and 

Cross, 2012; Hsu et al., 2009). The RBV theory suggests that although the set of 

resources a business possesses is crucial - a more significant issue is how 

management uses these resources (Hitt, 2011). In order to create value within a firm 

and achieve a competitive advantage, a firm must manage its set of resources. This 

resource management involves the procuring, managing and divesting of resources 

(Hitt, 2011).  

Firms will be able to achieve a sustainable competitive advantage when they 

possess resources and capabilities that have the following features: valuable; rare; 

inimitable; and non- substitutable (Wernerfelt, 1984; Barney, 1991; Barney, 2001). 

This is often summarised as the VRIN criteria. The following definitions have been 

used to classify the firms’ resources: valuable (the resources should be able to 

create sustainable value for a company); rare (the resources should not be easily 

accessible to competitors and should only be possessed by a low number of firms); 

inimitable/low imitability (the resources should not be easily copied by competitors); 

and non-substitutable/non-transferable (equivalent resources should not be available 

for substitution by competitors) (Barney, 2001; Wade and Hulland, 2004; Barney, 

1991). 

Epelbaum and Martinez (2014) viewed ‘food traceability systems’ as a unique 

resource in the UK food supply chain. This research showed how UK food firms that 

employed innovations in their traceability systems were able to gain a competitive 

advantage. Additionally, technical advances in human resources can make the 

resource ‘non-substitutable’ and therefore help the firm achieve a sustained 

competitive advantage, which is then difficult for other firms to replicate (Epelbaum 

and Martinez, 2014). 

In a similar study of the US food sector (Yao et al., 2009) used the RBV theory to 

illustrate how boundary-spanning information technologies (BSIT) can lead to 

enhanced operational benefits in the supply chain. (BSIT) are information technologies 

such as internet-enabled electronic markets and electronic data interchanges, which 

facilitate the collaboration of activities between firms in the supply chain. Although IT 

resources can assist a business obtain a competitive advantage, this paper suggests 



that they cannot achieve it alone. Instead IT resources must be combined with other 

resources such as the firm’s complex skill sets and competencies (Yao et al., 2009). 

The resources then become: rare; valuable; not easy to substitute; and difficult to 

imitate (Barney, 1991; Wernerfelt, 1984).  

The RBV of the firm suggests that firms are harvesters of imperfectly mobile resources 

in sectors with imperfect knowledge. Thus, they may have access to superior 

competencies, technologies and capabilities, over other firms (Hunt and Davis, 2012). 

RBV theory argues that a firm’s superior functioning is a result of its ability to manage 

its resources in a distinct fashion (Wernerfelt, 1984; Barney, 1991). 

However, (Barney, 1991) proposed that any competitive advantage achieved through 

applying RBV to the purchasing function would be temporary, as competitors would 

quickly follow suit and any competitive advantage would be lost. The Ramsay (2001) 

study disputed this proposal and concluded that the purchasing function could be a 

basis for competitive advantage.  

Furthermore, when extending RBV theory to supply chains, the ‘partnership quality’ 

between a firm and its suppliers can be viewed as relational resource and as a 

consequence may enhance supply chain performance (Srinivasan et al., 2011). The 

RBV theory proposes that a firm will use its resources to support their supply chain 

strategy and achieve a strategic advantage (Qrunfleh and Tarafdar, 2013; McKone-

Sweet and Lee, 2009). Additional research has shown that if a firm effectively aligns 

its supply chain strategy with its supply chain practices, it can then optimise its 

resources along the supply chain and obtain a superior organisational performance 

(Green et al., 2008).  

In a recent study Yang and Lirn (2017) used an RBV lens to explain how logistic 

services capabilities and inter-firm relationships can be utilised to enhance logistics 

performance in the shipping industry.   

According to Hitt et al. (2016) RBV has become more important as a theory in SCM, 

due to its ability to deconstruct the basis of the firm’s competitive advantage both 

internally and across the SC. They suggest that the integration of capabilities across 



the SC can produce collective capabilities and the leveraging of strategies that are 

difficult to imitate and will ultimately provide more value for the end consumer.  

However, a major criticism of the RBV theory is that the definition of resources is too 

broadly defined (Priem and Swink, 2012). Additionally, RBV theory makes the 

following assumptions: Demand is fixed as opposed to dynamic; it assumes stability 

and similarity in product markets; and finally it views resource values as being 

externally determined (Priem and Butler, 2001). 

Another criticism of RBV is that much of the research using this theory fails to 

distinguish between resources and capabilities (Hitt et al., 2016). However, in recent 

years research has begun to differentiate between the two concepts. For example, 

Luna-Reyes et al. (2020) examined the relationship between capabilities and IT 

governance in local government. The authors found that specific IT governance 

principles are linked to the resources and complexities of the local government, and 

may enhance innovation capabilities.  

3.1.3 Relational Theory 

 

According to RBV theorists the firm’s capacity to create a competitive advantage is 

due to its ability to manage its own unique set of resources and capabilities (Wernerfelt, 

1984; Barney, 1991). Thus any explanation of a competitive advantage achieved, 

concentrated on the resources and capabilities that are based ‘inside’ the firm (Dyer 

and Singh, 1998).  

In contrast the Relational View of the firm posits that the firm’s resources often span 

outside the limits of the individual firm (Dyer and Singh, 1998). This research proposed 

that firms could create productivity gains within the supply chain, when they are willing 

and able to share resources and capabilities, through collaborations. This suggests 

that a firms resources may therefore extend the boundaries of the individual firm.  

Relational integration occurs when a firm relates with its stakeholders (customers, 

suppliers and employees) in line with its core activities. This relational integration 

within the firm’s SC can contribute to the performance of the firm (Som et al., 2019). 



These productivity gains that are produced as a result of collaborations are known as 

‘relational rents’. (Dyer and Singh, 1998) propose that there are four determinants of 

relational rent: relational-specific assets; knowledge-sharing routines; complementary 

resources and capabilities; and effective governance. 

However, non-cooperation within SCs often occurs because of relational resistance. 

This can be as a result of a variety of characters such as the organisation’s structure 

and culture, which can impede organisations from working together to achieve a 

relational advantage (Fawcett et al., 2015). 

Hunt and Davis (2012) argue that the relational theory is an extension of RBV theory 

and therefore provides a more useful view of SCs and competitive advantage. In a 

more recent study (Miguel et al., 2014) examined the effects of relational resources in 

the food/beverages and personal care SCs. They concluded that complementary 

resources could not be considered alone, but rather should be measured as part of 

relational governance. This study deduced that relational governance was the only 

relational resource that had a clear and positive effect on the relationship value and 

therefore value to the organisation. Miguel et al. (2014) also concluded that although 

both buyers and sellers within SCs, benefitted from collaborations – it was usually the 

buyer that gained the most.  

Cadden et al. (2015) examined the effect of dependency and culture on relationship 

performance in the telecommunications industry. This study incorporated the 

complementary theories of relational governance and social network governance. It 

found that traditional transactional cost mechanisms formed the basis of the initial SC 

relationship. However, over time there was a need for firms to develop collaborative 

and relational partnerships to enable the SC to become truly integrated.  

3.1.4 Dynamic Capabilities 
 

Another RBV approach is to view the firm’s unique resources as Dynamic Capabilities 

(DCs). This concept was first presented by (Teece et al., 1997) and it builds on the 

RBV foundations provided by (Wernerfelt, 1984; Barney, 1991). This theory proposes 

that a firm must exploit its existing internal and external capabilities, as well develop 

new capabilities in order to achieve a competitive advantage. Dynamic capabilities 



considers the firm’s capacity to combine, develop and rearrange capabilities in an 

attempt to achieve a competitive advantage (Teece et al., 1997). 

 

Using RBV as a theoretical lens these DCs are the unique competencies that can be 

adapted and exploited in a dynamic and complex business situation (Teece et al., 

1997). DC theory was originally applied in strategic management, but more recently 

has been used to advance the theory of SCs (Marcus and Anderson, 2006; Storer and 

Hyland, 2011). 

 

Dynamic capabilities have been defined as: 

“the firm’s identifiable processes and routines, unique relationships and special 

knowledge (often reflected in technology)” (Priem and Swink, 2012) p.3  

 

Priem and Swink (2012) propose that the purchasing function and SCM in general will 

also possess these dynamic capabilities. This is especially true in regards to areas 

such as relationship resources. Often firms will achieve a greater creation of value as 

a result of its collaborations and affiliations with other firms who possess additional 

sources of advantage such as superior capabilities, international brands and access 

to global opportunities (Priem and Swink, 2012).    

 

DCs have also been defined as ‘the strategic capabilities’ of the supply chain, and can 

have the ability to influence important integrating and coordinating aspects of the 

supply chain (Storer and Hyland, 2011). In a study of the US retail food industry, 

Marcus and Anderson (2006) found that dynamic capabilities generated competencies 

in supply chain management. Whereas, research by Adner and Helfat (2003) 

examined the DCs of corporate managers and they concluded that the concept of 

dynamic ‘managerial’ capabilities could be used to explain how managers adapt to 

their external environment. They also suggest that three attributes contribute to these 

DCs: managerial human capital; managerial social capital; and managerial cognition.  

 

The concept of DCs has previously been applied to the agri-food SC, for example the 

Storer and Hyland (2011) study of the Australian Beef Industry. This research 

confirmed that the level of DC influenced the innovative capacity within the supply 

chain. These dynamic and strategic capabilities assisted firms within the supply chain 



continuously adjust activities and relationships, until the resulting innovations led to 

benefits being obtained. Beske (2012) considered how DCs could be applied to 

sustainable SCs. His paper suggested that because DCs and sustainable SCs share 

similar organizational and environmental conditions, it was logical to apply DC theory 

to SCs.  

Overall, DCs are best explained as tools that can control and manipulate the firms’ 

resources (Eisenhardt and Martin, 2000). Research examining firms that 

internationalise, have highlighted the following three important capabilities: 

Entrepreneurial Capabilities; Marketing Capabilities; and Networking Capabilities 

(Vorhies and Morgan, 2005; Morgan et al., 2012; Weerawardena et al., 2007; Gnizy 

et al., 2014). 

Entrepreneurial capabilities are those entrepreneurial activities that enable the 

development and exploitation of constant change (Lanza and Passarelli, 2014). Firms 

that possess entrepreneurial capabilities display a strong entrepreneurial orientation 

(Gnizy et al., 2014) and the three characteristics most commonly associated with an 

entrepreneurial orientation are: risk-taking; pro-activeness; and innovativeness 

(Goodale et al., 2011).  

Marketing capabilities are best explained as: how the firm responds to the market-

needs of the business, through the application of its knowledge, skills and resources 

(Day, 1994). They enable the firm to deploy strategies that match the market (Morgan 

et al., 2009). Marketing capabilities are those higher order capabilities that allow the 

firm to formulate an effective marketing mix (Weerawardena et al., 2007). 

According to Weerawardena et al. (2007) networking capabilities are capabilities that 

facilitate and enable effective collaborations, which are vital for successful 

internationalization. They also advance the acquisition of knowledge, opportunities 

and the development of complementary resources. Weerawardena et al. (2007) 

suggest that firms that internationalise are driven by entrepreneurial owners/managers. 

They have the ability to build and nurture learning and networking capabilities, which 

facilitate the development of new products. They also develop superior marketing 

capabilities which allows them to quickly target global niche markets. However, Gnizy 

et al. (2014) warns that firms must not only possess DCs, they must be able to utilise 

them also.  



In a recent study Singhry (2015) used DC theory to investigate the mediating effects 

of capabilities on SC performance. The findings suggested that greater SC 

performance was dependant on the development and enhancement of process and 

collaborative capabilities within the SC.  

 THEORY & 
ATTRIBUTES 

AUTHOR/S LINKS TO AGRI-FOOD METHODOLOGY 

TCE   

 Opportunism 

 Asset specificity 

 Governance 

Folkerts, H. and Koehorst, H. 
(1998)  
 
Hobbs, J.E. (1997) Transaction 
costs in cattle marketing. 

‘Opportunism’ in 
international food chains. 
Links between ‘Asset 
Specificity’ and the type of 
‘Governance’ that prevails 
in the cattle industry. 
 

Benchmarking 
study 
 
 
Quantitative study 

RBV  

 Rare 

 Valuable 

 Non-substitutable 

 Difficult to imitate  

Epelbaum, F.M.B. and Martinez, 
M.G. (2014)  

 

Yao, Y., Dresner, M. and 
Palmer, J.W. (2009)  

‘Unique’ resources in the 
food industry can lead to a 
competitive advantage. 

IT resources could create 
competitive advantage if 
combined with the firm’s 
unique skills set. 

Quantitative Study 

 

Quantitative study 

 

RV 

 Asset specificity 

 Knowledge 
sharing 

 Complementary 
resources 

 Relational 
governance 
mechanisms 

 
 
L.S. Miguel, P., A.L. Brito, L., R. 
Fernandes, A., V.C.S. Tescari, 
F. and S. Martins, G. (2014)  

 
 
‘Relational Governance’ 
has value to the 
organisation within the 
food/beverage industry. 

 

Quantitative survey 
& qualitative study 

 

DC 

 Firm specific 
assets 

 Core 
competencies 

 Dynamic 
capabilities 

Storer, M. and Hyland, P. (2011)  

 

 

Zylberztajn, D. and Claudio A 
Pinheiro Machado Filho (2003)  

 

Marcus, A.A. and Anderson, 
M.H. (2006)  

 

Flint, D.J. and Golicic, S.L. 
(2009)  

‘Dynamic Capabilities’ can 
influence aspects of the 
Australian beef supply 
chain. 

Levels of dynamic 
capability had a positive 
effect on the innovative 
capacity within the meat 
supply chain. 

Dynamic capabilities can 
lead to competitive 
advantages being achieved 
within the retail food 
industry. 

Links between ‘Dynamic 
Capabilities’ and 
competitive advantages in 
the wine industry. 

 

Quantitative study 

 

Qualitative case 
study 

 

Quantitative survey 

 

 

Qualitative – 
Grounded theory 

 

 

 

Table 5: Summary of theories, attributes and links to Agri-food 

 

 



3.1.5 Justification of Theories Used in Conceptual Model 
 

Although TCE is still widely used as a theory in SCM today, see (Chia-Yi and Cheng-

Yu, 2019; Meinlschmidt et al., 2018) for recent examples. It tends to focus on costs 

and opportunism, and therefore it is not applicable to this research. A key problem with 

TCE is that it does not consider the political, social, legal and behavioural issues 

included in SC relationships (Giunipero et al., 2008; Sajad Fayezi et al., 2012). In 

reality many collaborations within the SC are formed as a result of factors such as trust 

and past relationships (Sajad Fayezi et al., 2012). 

Walker et al. (2015) have suggested that researchers would benefit from drawing upon 

related RBV theories (such as dynamic capabilities theory) and although the RBV has 

become an important theory in SCM, Hitt et al. (2016) have highlighted the fact that 

much of the previous research using this theory has failed to distinguish between 

resources and capabilities. This research will overcome this criticism by differentiating 

between the two concepts of DCs and resources (UAs). 

According to Halldorsson et al. (2015) many of the theories applicable to SCM, such 

as: TCE; RBV; and DC are complementary in nature and as such, researchers should 

apply each theory or a combination of theories to a particular SCM problem. 

Therefore, in order to solve the initial problem: “How can small agri-food producers of 

premium products successfully compete in international markets?” this project will use 

a RBV theoretical lens to focus on unique attributes (UAs) and dynamic capabilities 

(DCs) of the key stakeholders involved in the Irish agri-food supply chain.  

The RBV theory together with Dynamic Capabilities shows how unique resources can 

be bundled together and combined with the firm’s capabilities and skill sets to achieve 

a sustainable competitive advantage. This research will examine how product 

differentiation strategies and brand building can be viewed as unique attributes within 

the food supply chain. When these resources are bundled together along with the 

firm’s capabilities, they can create premium products within the Irish food supply chain.  

3.2 Internationalisation 
 

The 2013 NI Agri-Food Strategy Board’s ‘Going for Growth’ plan highlighted the 

emerging exporting opportunities in international markets. This report suggested that 



the NI Food industry could exploit the increasing developing country demand for 

quality products (Agri-Food Strategy Board, 2013). Similarly, the Irish Government in 

2015 produced a report encapsulating a 10 year vision for the Irish agri-food industry. 

The report entitled ‘Food Wise 2025’ and sub-titled ‘Local Roots Global Reach’ 

emphasised the importance of the international marketplace (DAFM, 2015). 

According to Ortiz-Ospina and Beltekian (2018) internationalisation has been one of 

the most important economic developments of the last century. Internationalisation 

has grown steadily over the past seventy years. Although exporting is the main type 

of international activity for small and medium enterprises (SMEs), there are a growing 

number of SMEs involved in other international activities such as distribution, 

production and outsourcing (Hollenstein, 2005). 

The internationalisation process is the path a business follows in order to exploit global 

opportunities (Prange and Verdier, 2011). Although there has been extensive research 

in the area of internationalisation, academics have yet to agree on a single model to 

explain the concept (Wickramasekera and Oczkowski, 2004). However, the two main 

theories which have emerged are the U-model or Uppsala internationalisation model 

(Johanson and Vahlne, 1977; Vahlne and Johanson, 2017) and the Born Global model 

(McDougall et al., 1994). 

The most frequently used theory is the Uppsala model. This theory explains how firms 

choose their markets according to their level of proximity, in an incremental process 

(Johanson and Vahlne, 1977; Prange and Verdier, 2011). Using this model firms will 

start in their home market and then gradually enter other geographically close markets 

in a step-by-step process, until they penetrate further afield international markets 

(Testa, 2011). 

Alternatively, Born Globals are firms that internationalise in an accelerated fashion, 

ignoring the normal limitations of internationalisation. These businesses have been 

defined as: firms that from their onset, seek to achieve competitive advantage in 

international markets through the use of their resources and outputs (McDougall et al., 

1994).  For example, companies such as Ebay and Amazon have internationalised in 

an accelerated pattern and from inception have had the global market in mind (Prange 

and Verdier, 2011).  



More recently internationalisation has been explained using knowledge based theories. 

Oviatt and McDougall (2005) have suggested that market knowledge along with 

entrepreneurial capabilities and networking relationships are essential variables in 

internationalisation. There is also growing research examining Dynamic Capabilities 

(DCs) when explaining how and why firms internationalise (Prange and Verdier, 2011). 

Using the DC theory Weerawardena et al. (2007) have identified the following dynamic 

capabilities in firms that internationalize: Learning Capabilities; Networking 

Capabilities and Marketing Capabilities. 

In 2017 Vahlne and Johanson updated the Uppsala model to include capability-

creating processes to explain how firms internationalise. Integrating dynamic 

capabilities (DC) theory into the original Uppsala model has allowed the authors to 

show how firms manage their resources/capabilities, can help explain the international 

process. 

Considering the original research question:  “How can small agri-food producers of 

premium products successfully compete in international markets?” Combining the DC 

and RBV theory could explain how an Irish premium food producer can successfully 

compete in an international market. 

 

 

 

 

 

 

 



Perspective      Specific focus      Key contributions 

1. Transaction Cost   Opportunism    (Coase, 1937; Williamson, 2008) 

Economics    Transaction Costs   (Hobbs, 1997; Williamson, 2008) 

     Asset Specificity    (McIvor, 2009; Hobbs, 1997) 

     Governance    (McIvor, 2009; Ketokivi and Mahoney, 2020) 

2. Resource Base View   Resources    (Wernerfelt, 1984; Barney, 1991) 

VRIN Criteria    (Barney, 1991; Barney, 2001) 

Resource Management  (Hitt, 2011; Hitt et al., 2016) 

3. Relational View   Relational Rents   (Dyer and Singh, 1998) 

Relational Integration   (Som et al., 2019; Cadden et al., 2015) 

Relational Resistance   (Fawcett et al., 2015) 

4. Dynamic Capabilities   Defining DCs    (Teece et al., 1997; Eisenhardt and Martin, 2000) 

Marketing DCs   (Vorhies and Morgan, 2005; Morgan et al., 2012b) 

      Entrepreneurial DCs   (Gnizy et al., 2014) 

      Networking DCs    (Weerawardena et al., 2007)  

5. Internationalisation     Uppsala  Model   (Johanson and Vahlne, 1977; Vahlne and Johanson, 2017)  

     Born Global    (McDougall et al., 1994) 

 

Table 6: Summary of Theoretical Perspectives 



3.3 Proposed Conceptual Model 
 

Reviewing the extant literature on SC strategies, SC theories, premium products and 

internationalisation, the following theories were deemed the most relevant for this 

research: Organisational Theory Perspective (collaborations and integration); 

Marketing Perspective (demand/product and customer focus); RBV theory (unique 

resources) and Dynamic Capability theory (individual competencies).  

Previous research examining collaborations and integration in the agri-food SC 

recommended cultivating closer relationships in the SC (Folkerts and Koehorst, 

1997). Whereas, the Leat and Revoredo-Giha (2013) study of the Scottish pig SC 

recommended the use of product differentiation to add value for the consumer. 

Additionally, the RBV theory posits that a firm can obtain a competitive advantage 

when it obtains unique resources that conform to the VRIN criteria (Barney, 1991) 

and the Dynamic Capabilities theory focuses on the unique capabilities of those 

within the SC (Storer and Hyland, 2011). This research therefore proposes to 

combine these theories, in order to answer the initial research question: “How can 

small agri-food producers of premium products successfully compete in international 

markets?” as illustrated in Figure 14. 

 

 

 

Figure 14: Proposed Conceptual Model: Using RBV Theory to Determine How a Producer Can 
Achieve Internationalisation with a Premium Agri-food Product  
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Examining Figure 14, the proposed conceptual model can be explained as follows: 

This research proposes to use the marketing and organisational supply chain theories 

to examine successful international premium SCs. Applying a RBV theoretical lens 

this research will focus on the: unique attributes (UAs) of premium Irish food; the 

dynamic capabilities (DCs); and the collaborations of the key actors (producers, 

retailers and chefs) within the Irish agri- food supply chain. This will lead to the 

development of a supply chain strategy for premium food products achieving 

internationalisation.  

3.4 Strategic Business Implications 
 

The RBV theory together with Dynamic Capabilities (DCs) shows how unique 

attributes (UAs) can be bundled together and combined with the key stakeholder’s 

capabilities and skill sets to achieve a sustainable competitive advantage. This 

research will examine how product differentiation strategies and brand building can be 

viewed as unique resources within the food supply chain. A comprehensive list of the 

unique attributes (UAs) of premium agri-foods will be characterised through the 

analysis of successful agri-food products. Furthermore, the dynamic capabilities (DCs) 

of the key players within the supply chain will also be identified. This research will show 

that when these unique attributes (UAs) are bundled together with these dynamic 

capabilities (DCs) they can create premium products within the Irish agri-food supply 

chain.  

Ultimately, this research combines the RBV and DC theory, along with the 

organisational theory to examine how small local agri-food producers can obtain a 

competitive advantage in an international market. This is of huge practical relevance, 

as the agri-food sector in Ireland (NI and RoI) has the potential to contribute greatly to 

the economic growth and regeneration of both regions. Particularly, at this moment in 

time when there exists much uncertainty around Brexit and future EU market access.  
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3.5 Chapter Summary 
 

This chapter reviewed the various theories that can be used to explain the concept of 

SCM. These include Transaction Cost Economics, the Resource-Based View, the 

Relational View and Dynamic Capabilities. Although it is important to consider all of 

these theories, the two theories deemed most important for this research are the 

Resource Based View (RBV) and Dynamic Capability (DC) theories. Combining these 

theories and applying these to the international SC, a conceptual model is 

subsequently proposed. Finally, the practical implications of this research are 

explained.  
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Chapter Four: Methodology 
 

4.1 Introduction 
 

This research uses an exploratory case study methodology to explain how small 

farmers can build global premium products through the use of their unique resources 

and their dynamic capabilities. An interpretive, theory-building approach was used to 

analyse and interpret the findings from the cases. The research was completed in 

two stages. The first stage involved six case studies of premium Irish food 

producers, across the island of Ireland. The second stage concerned a single case 

study of a Northern Irish premium beef supply chain, where multiple units of analysis 

were examined. 

This type of theory-building, case-study research (CSR) has been used previously in 

a recent study explaining how Italian farmers achieved success in international 

markets (Dentoni and Reardon, 2010). CSR was deemed the most relevant 

methodology, as it can facilitate the investigation of a single-unit of analysis as well 

as multiple-units of analysis. It also allows the researcher to gain an in-depth 

understanding of the phenomenon under investigation, within a real world context 

(Yin, 2003; Yin, 2014).  

This research employs CSR to study in-depth the premium Irish international food 

supply chain. The overall aim of this research is to build theory and develop a model 

of best practice that could be used for later hypothesis testing. 

There now follows Figure 15, providing an overview of Chapter 4: 
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Figure 15: Overview of Chapter 4 
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4.2 Theoretical Philosophy 
 

It is important to explain firstly the philosophical issues that underpin academic 

research. All research is based on a set of philosophical assumptions about how one 

views the world (Saunders et al., 2009; Myers, 2011). The philosophical framework 

that guides research is referred to as a research paradigm. Essentially, a research 

paradigm refers to how an individual views the world around them, based on the way 

they process and accumulate knowledge (Ritchie et al., 2014). Therefore, the 

philosophy adopted will be mainly influenced by how the researcher views the 

development of knowledge (Saunders et al., 2009).   

The two main philosophies that have generally influenced social research are 

positivism and interpretivism. Positivism is usually based on quantitative research 

techniques. Positivism asserts that the laws of natural science are also applicable to 

social science and that the ‘disinterested’ researcher can undertake objective and 

independent research based on a logical enquiry. In contrast interpretivism posits 

that the methods applicable to the natural sciences are not suitable for undertaking 

social science research. Interpretivism is based on the view that researcher cannot 

remain entirely objective (Ritchie et al., 2014).   

The researcher adopting a positivist approach will use existing theory to develop 

hypotheses and these hypotheses will then be tested to further develop the theory 

(Saunders et al., 2009). On the other hand, the researcher adopting an interpretivist 

philosophy believes the world is too complex to be reduced to a number of scientific 

generalisations. According to the interpretrivist, individuals interpret the world in their 

unique way and according to these interpretations, they construct their own reality 

(Quinlan, 2011). Interpretivism emphasises the importance of people as ‘social 

actors’ and is therefore quite often an appropriate philosophy in the business and 

management discipline.  

According to Yin, (2014) Case Study Research is an ‘all-encompassing’ method and 

therefore has the ability to adopt different epistemological orientations. Given the 

nature of this study, the researcher implemented an interpretrivist approach in 

completing the associated research. However, it was also vitally important that the 

researcher tried as much as possible to adopt an empathetic stance and therefore 
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was able to understand the subject’s world from their point of view (Saunders et al., 

2009).     

 

Figure 16: The ‘Research Onion’ (Saunders et al. 2009) 

 

4.3 Theoretical Approach 
 

Epistemology deals with our understanding of the world as human beings and how 

we as individuals process knowledge and learn from our real life experiences. Within 

epistemology debates there are several key issues. Firstly, there is the opinion that 

knowledge is obtained in an inductive ‘bottom-up’ process through our observations. 

In this inductive process evidence is initially gathered by the individuals and then 

theories or laws are derived from the evidence. The contrasting opinion is that 

knowledge is obtained in a deductive ‘top-down’ manner. Here a proposition or 

hypothesis is derived and tested against observations (Ritchie et al., 2014). 

As Figure 16 illustrates, there are two main approaches to developing theory. Firstly, 

the deductive approach which is theory testing and denotes a positivist philosophy 

(Perry, 98). Secondly, the inductive theory building approach which signifies a 

phenomological paradigm (Perry, 98).  
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A blend of induction and deduction (fact and theory) will be used to implement the 

case study methodology. Interviews will then be conducted with various actors along 

the supply chain (producers, retailers and chefs). Although the interviews start as 

induction by the interviewee, the analysis of their data will be deduction relating to 

the prior theory already obtained by the researcher (Perry, 1998).  

4.4 Research Approach/Strategy 
 

In order to develop comprehensive research it is important to adopt a methodical 

approach to the thesis. Methodological rigour is therefore essential. This term refers 

to the suitability and reliability of the research design, and the subsequent application 

of the approach used. At the outset of a thesis the researcher must decide which 

type of research method to use. The choice of method will depend on a number of 

factors including the type of research question posed, the degree of control the 

researcher has over the phenomenon and the time period under investigation (Yin, 

2014). 

Table 6 summarizes the various methods that are appropriate for the relevant 

situations. Where the researcher has control over contemporary behavioural events 

and the research question is a “how?” or “why?” type, then experiments are the 

appropriate method to use. Surveys and archival analysis are useful in instances 

where the researcher has no control over behavioural events, and the research 

question posed is “who?” “what?” “where?” or even “how many?” and “how much?” 

(Surveys are more appropriate for contemporary events, whereas archival analysis 

can be contemporary or historical.) Where the research focuses on a historical 

uncontrollable event, and the type of question is either a “how?” or “why?”, then a 

history method is appropriate. Case Study is the preferred method to use where the 

researcher has no control over a contemporary phenomenon and the research 

question posed is “how?” or “why?”  

From the above analysis, the researcher decided that Case Study Research (CSR) 

was therefore the most appropriate method for this thesis. The phenomenon under 

investigation is set in a present-day context: ‘the current successful marketing of 

premium Irish food products’. The researcher has no control over the behavioural 

events: the phenomenon under investigation is the “international supply chain for 
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Irish premium food products”, in which the researcher plays no part. And finally, this 

research is trying to explain “how” or “why” some premium Irish food products are 

successful in international markets. 

 

 

Table 7: Research Methods and Relevant Situations, Source: (Bethesda, 1983)  

 

4.5 Methodological Choice 
 

Methodological Choice refers to whether the research will be conducted using 

qualitative or quantitative methods, or a combination of both. Qualitative research is 

a very broad term and can be used within many different approaches. It can be 

difficult to define, however Flick (2009) describes qualitative research as a 

naturalistic, interpretive approach that deals with exploring the phenomenon from 

within. Whereas, quantitative research is normally associated with hypothesis testing 

and experimental research.  

To date within the Supply Chain Management (SCM) literature the majority of 

research is conducted using quantitative studies (Binder and Edwards, 2010) and 

this is despite on-going calls for more case-based research (Craighead and 

Meredith, 2008); (Giunipero et al., 2008); (Voss et al., 2002). Coughlan and 

Coughlan (2002) suggest that in today’s globally complex world, there is a need for 

less hypothesis testing in SCM, and more application of qualitative research to 
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develop models and theories. Giunipero et al., (2008) also suggest that there is a 

need to produce more detailed qualitative research in SCM.  

This Case Study Research (CSR) is an in-depth study of premium international food 

supply chains. The aim of this research is to build theory and develop a model of 

best practice that could be used for later hypothesis testing. Therefore, the 

researcher decided to use a qualitative approach to facilitate the gathering of rich 

data from the cases under investigation.  

 

4.6 Case Study Research: A Definition 
 

Case Study Research (CSR) involves studying one or more situations in depth, and 

it is the recommended methodology to use in order to gain a rich and comprehensive 

understanding of the phenomena being investigated (Yin, 2003).  

CSR has been used across disciplines, including medicine (Shah et al., 2013), 

humanities ((Davies and Rowe, 2014), education ((Little et al., 2009), sociology 

((Haimes and Williams, 2007), as well as business management ((Mboko, 2018). 

Case Study Research (CSR) is defined by Yin (2014) as an empirical enquiry that: 

 “investigates a contemporary phenomenon (the ‘case’) in depth and 

within its real world context, especially when 

 the boundaries between phenomenon and context may not be clearly 

evident.”p16 

This explanation highlights how the investigation involves a present-day analysis in a 

real world situation, where it is difficult to separate events from their immediate 

environment. This is particularly relevant to this thesis, which is attempting to 

investigate in an in-depth manner a number of key actors within the current 

international supply chain for premium Irish agri-food products. 

Other definitions emphasise how CSR ‘confronts’ theory with the empirical world. 

This converging of theory and real world circumstances means that CSR can be 

used to either explain how different variables link together within cases or it can be 

used to identify constructs for later hypothesis testing (Piekkari et al., 2009).    
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Case Study Research has also been widely utilized when developing and 

constructing theory (Eisenhardt, 1989; Eisenhardt and Graebner, 2007). When using 

CSR to build theory the researcher will often use multiple cases to facilitate cross-

case analysis and the continuous comparison of data. According to Eisenhardt 

(2007), the resulting theory that is generated from CSR is often novel, testable and 

empirically valid.  

Although CSR is often qualitative in nature, it can also use quantitative data 

collection methods or a combination of both qualitative and quantitative methods. 

However, a feature common to all definitions of CSR is that it uses a variety of data 

collection methods, these can include observation, interviews, focus groups, internal 

documents, memos, annual reports etc. All of which can help provide triangulation 

and validate the findings of the study.(Eisenhardt and Graebner, 2007; Piekkari et 

al., 2009; Yin, 2014). 

 

4.7 Case Study Design Choices 
 

Case Study Research can be singular in nature, where the research focuses on one 

single case which is normally a critical case; an unusual case; a common case; a 

revelatory case or a longitudinal case (see Table 7). In a single CSR there is an in-

depth analysis and a rich description of the case under investigation. However, more 

often than not CSR involves the study of multiple cases and this can facilitate a 

comparative analysis. Multiple case studies can also be used for cross-case 

analysis, when developing novel theory is the key aim of the research (Eisenhardt, 

1989). 
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Table 8: Case Study Design Choices (Guetterman and Fetters, 2018)  

Additionally, CSR can investigate instrumental or intrinsic cases. According to Stake 

(1995), instrumental cases are normally selected because they represent a 

phenomenon of interest. For examples, see (Grassberger and Wilder, 2015; Tucker 

and Pitt, 2010). Whereas, intrinsic cases are chosen because the case itself is the 

focus of interest, as it represents a unique or notable situation (Stake, 1995).  

According to Yin, (2014) CSR can also feature a holistic design or an embedded 

design. A holistic design represents a single-unit of analysis and this can be reflected 

in a single-case design or a multiple case design (where the single-unit of analysis is 

studied in more than one case). On the other hand, an embedded design is where 

multiple units of analysis are examined either within a single case or within multiple 

cases. 

The next step at this stage of CSR is conceptualizing what the ‘bounded system’ of 

the case is. This is sometimes referred to as ‘bounding’ the case, where the 
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researcher sets out what exactly constitutes the case and what it is a ‘case of’ (Rule 

and John, 2015).  

This research involved both a holistic, multiple-case study and an embedded, single-

case study. It was conducted in a two stage process as set out in Figures 17 and 18. 

 

Figure 17: Stage 1, a Holistic, Multiple-Case Study Design: Producers of Premium Irish Food 

 

In Stage 1, the research was conducted examining a holistic (single-unit of analysis), 

see Figure 17 above. The single-unit of analysis was the SC for premium Irish food, 

across six different cases. These six cases were each chosen because they were 

‘intrinsic’ cases. That is, they represented a unique situation (all of these producers 

were successfully competing in international markets). The researcher decided to 

complete a multiple-case design to facilitate cross-case comparisons and to improve 

the robustness of the study (Yin, 2014). Another advantage is that multiple-cases 

can form the basis for building strong and novel theory (Eisenhardt and Graebner, 

2007).  Four of these cases were based in the Republic of Ireland and two cases 

were based in Northern Ireland. Each case was chosen because they met the 

following criteria: they were based on the island of Ireland; they produced a premium 

food or drink; and they were successfully competing in international markets.   
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 Figure 18: Stage 2, an Embedded, Single-Case Study Design: A Northern Ireland Premium Beef SC 

 

In Stage 2, the research was conducted using an embedded design, (multiple-units 

of analysis) in one single case. The advantages of examining multiple-units of a 

single case is that in doing so, the researcher can obtain a greater understanding of 

the case under investigation. Using multiple-units of analysis also allows for an 

extensive analysis and a rich description of the phenomenon (Yin, 2014). In this 

instance the single case was a premium Northern Irish beef supply chain. The 

multiple-units of analysis were the producer, the retailer and the chefs within the 

supply chain. Again, this single-case was chosen because it was an ‘intrinsic’ case – 

a case that represented a unique situation (this particular beef SC is successfully 

competing in international markets).  

 

4.8 The Case Study Research Process 
 

Robert Yin and Kathleen Eisenhardt are the renowned academics in CSR and they 

have both provided guidelines on how to complete rigorous CSR (Yin, 2003; Yin, 

2014; Eisenhardt, 1989; Eisenhardt and Graebner, 2007). Eisenhardt emphasises 

how CSR can be used to build theory, whereas Yin’s work focuses more on the 

practical implications of CSR.  
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Case study research is often criticised for its unstructured and non-scientific nature. 

However, Saunders et al., (2009) argue that a well-constructed case study strategy 

can allow the researcher to challenge existing theories and develop new research 

questions. To ensure a robust structure and to improve validity and rigour, this 

research used a combination of Yin (2014) and Eisenhardt’s (1989) guide to 

developing case study research. A number of steps were undertaken, as outlined 

below:   

4.8.1 Definition of the Research Question 
 

According to Eisenhardt (1989), the CSR process begins with identifying and 

focusing the research question. This enables the researcher to ‘hone in’ on the 

research issue at hand, in a refined manner (Yin, 2014). Without this focus the 

researcher can become overwhelmed by the sheer volume of data. It is therefore 

vital that the researcher has a clearly defined focus, this will facilitate the systematic 

collection of specific types of data (Eisenhardt, 1989). 

The issue at the heart of this research stems from a practical problem. Within 

Northern Ireland numerous small agri-food producers have created exemplary food 

products that are successfully sold in local and national markets. However, very few 

of these food products are competing in international markets. Bearing this in mind, 

the key research question in this thesis is: 

 “How can small agri-food producers of premium products successfully 

compete in international markets?” 

According to Eisenhardt (1989) and Yin (2014), CSR is a particularly relevant 

research strategy for answering ‘How?’ and ‘Why?’ research questions. This was 

another factor the researcher used in choosing CSR to complete the associated 

research. 
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4.8.2 Reviewing the Literature 
 

Another important step at this stage of the CSR process is to develop what 

Eisenhardt (1989) refers to as a ‘priori specification of constructs’. Essentially, this 

suggests that the researcher should establish a conceptual framework for the study. 

This aids the development of the subsequent theory building research.  

This is reiterated by Perry (1998), when he proposed that prior knowledge and 

understanding could have an important role in the framing of a case study and the 

subsequent analysis of data. According to Perry (1998) it is preferential to adopt a 

position of ‘confirmatory’ case study research, where some prior knowledge is 

obtained. This knowledge will then inform the interview protocol used for collecting 

the data in the main cases.  

When completing CSR it is essential therefore that the researcher ascertains what is 

known about the initial research question. This helps establish what is known about 

the topic, its relevant importance and the need for additional research. Additionally, 

the literature review chapters will also outline the prior theory, the body of knowledge 

and the gaps identified. This too enables a focused and concentrated the data 

collection (Hancock, 2006). 

From the literature on international supply chains and agri-food, a number of 

important constructs were isolated (collaborations, unique attributes and dynamic 

capabilities).These constructs were then clearly identified and measured in the 

interview protocol (see Appendix 1). A basic conceptual model was developed (see 

Chapter 3, Figure 14).  
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(Chapter 3, Figure 14: Proposed Conceptual Model) 

From the research question and accompanying literature review, a number of key 

objectives were identified. Additionally, given the context of this study it was deemed 

important to include a geographical comparison of producers in N. Ireland and the 

Republic of Ireland. The objectives are as follows: 

 To identify the unique attributes/characteristics associated with successful 

premium agri-food products. 

 To identify the dynamic capabilities of actors within successful international 

premium agri-food supply chains. 

 To compare the unique attributes and dynamic capabilities of premium food 

products and producers, based on geographical location. 

 To identify the extent of collaborations within supply chains of successful 

premium agri-food products. 

 To combine the unique attributes, dynamic capabilities and extent of 

collaborations within successful agri-food supply chains, in order to develop a 

conceptual model for agri-food producers hoping to internationalise a 

premium product. 

 To apply the conceptual model to the Northern Ireland Premium Beef Supply 

Chain. 

The overall aim of this research then, is to identify the unique attributes, dynamic 

capabilities and extent of collaborations within successful agri-food international 

supply chains. And, to determine how a Northern Ireland premium food product can 

achieve a competitive advantage in an international market.  
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Ideally, in theory-building research the researcher should begin with a ‘clean 

theoretical slate’ (Eisenhardt, 1989). This is sometimes referred to as ‘bracketing’ 

prior assumptions, where the researcher sets aside any previous beliefs (Rule and 

John, 2015). Obviously this is a very difficult task for most researchers, who will have 

some prior knowledge of the related literature. However, at the outset of this 

research the researcher tried as much as possible to avoid thinking about linking 

constructs and theories. The researcher was then able to examine the phenomenon 

as it was truly experienced. 

 

4.8.3 Selecting Cases 
 

As with hypothesis-testing research, the selection of cases is vitally important when 

building theory from case studies. The first crucial step is to define the population. 

The population is important because it contains the entities from which the sample 

will be chosen.  

In this research the population was defined as: ‘small premium agri-food companies 

based in Northern Ireland and the Republic of Ireland’.  

According to Yin (2014) and Perry (1998) replication logic as opposed to sampling 

logic should be used for multiple case studies. Yin (2003) suggests that the choice of 

each case study should be made, because: it produces comparable results for 

predictable reasons (literal replication); or it predicts dissimilar results for predictable 

reasons (theoretical replication). 

This a superior and preferred method rather than random sampling (Perry, 1998). 

Although random sampling is possible at this stage, it is not necessary or even 

desirable. Instead, it is more important to remember when selecting cases that the 

underlying principle should be to select information rich cases (Perry, 1998; Yin, 

2003). Glaser and Strauss (1967) referred to this as theoretical sampling, where the 

cases are chosen for their theoretical importance not their statistical relevance. Here 

cases are selected to replicate previous cases, extend theory or develop new theory.  

Once the population has been defined the next step is to choose an appropriate 

sample of cases. In this thesis, the researcher opted to choose cases that would 
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provide similar results (literal replication Yin, 2014) to facilitate a comparative study 

and to aid the development of theory building from the subsequent analysis of the 

cases.  

Although there are no precise guidelines to the number of cases to include, 

Eisenhardt (1989) and Perry (1998) suggests that the ideal number is between four 

and ten. With less than four cases it is difficult to generate convincing and complex 

theory (Perry, 1998). This research completed seven case studies, as outlined in 

detail in section 4.7.  

Expert interviews were held with key government agencies DAERA (Department of 

Agriculture, Environment and Rural Affairs in Northern Ireland) and Bord Bia (Irish 

Food Board in the Republic of Ireland), to identify small premium agri-food producers 

that had achieved success in international markets. The following cases were 

chosen: 

(i) Producer of premium goat’s cheese (Pilot Study) 

(ii) Producer of premium rapeseed oil (RoI) 

(iii) Producer of premium chocolates (RoI) 

(iv) Cooperative of eel farmers (NI) 

(v) Premium duck producer (RoI)  

(vi) Producer of premium organic salmon (NI) 

(vii) Premium cider producer (RoI) 

(viii) Producer of premium beef (NI) 

4.8.4 Data Design 
 

CSR generally combines a number of different data collections. These typically 

include interviews, newspaper archives, information from websites, observations etc. 

Collecting information from numerous types of data can help build theory, triangulate 

ideas and increase the validity of the emerging theory (Eisenhardt, 1989; Eisenhardt 

and Graebner, 2007; Yin, 2003; Yin, 2014). 

This research used in-depth interviews as the primary source of data collection. In-

depth interviews are a popular method used to gather rich and detailed information 

from specified individuals. In-depth interviews can be structured, semi-structured or 



98 
 

unstructured. CSR can avail of any of these types of interviews, however the semi-

structured interview is often deemed the most appropriate as the researcher can ask 

the pre-set questions but also has the flexibility to ask probing questions when the 

need arises (Hancock and Algozzine, 2006). 

An important issue when organising interviews is to decide where to hold the 

interviews. The researcher decided to complete the interviews in the interviewee’s 

natural setting, to ensure the realism of the research was captured (Hancock and 

Algozzine, 2006). The interviews were arranged via emails and phone calls. A pre-

interview survey with a small number of background questions was sent to the 

participants prior to the interview being completed.  

A pilot interview was conducted with the producer of premium goat’s cheese. This 

interview allowed the researcher to change the ordering of some questions to 

facilitate a better flow of questions. It also enabled the researcher to tweak the 

questions so that no jargon or business terminology was used. The resulting 

questions were then much clearer and less ambiguous for the interviewee.  

Using the extant literature an interview protocol was developed. This acted as a 

guide that set out and identified the appropriate open-ended questions to ask the 

interviewees.  

The producers and retailer were contacted via email and telephone, and a suitable 

time was arranged to complete the face-to-face interviews. Although the interview 

protocol details over forty open-ended questions, the interviewee often answered 

more than one question at once. This overlap meant that on average it was only 

necessary to ask approximately thirty questions at each interview (see Appendix 2). 

Therefore, the resulting in-depth interviews lasted between forty minutes and two 

hours, depending on the richness and depth of the information provided by the 

interviewee.  

The in-depth interviews with the producers and retailer began with some questions 

gathering information on the business and providing a contextual overview. The 

remaining section of the interview was then broken down into three main themes: 

collaborations, unique attributes and dynamic capabilities (see Appendix 1). Each of 

these constructs were derived from the literature on internationalisation and agri-
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food. It was anticipated that if these themes proved important in the emerging theory, 

then the research would have a strong empirical grounding (Eisenhardt, 1989). 

The later interviews with the chefs were adapted to suit the context, these were 

divided into themes but mainly concentrated on the unique attributes of premium 

Northern Irish beef (see Appendix 3). Again, open-ended questions were used to 

allow the respondent to articulate their view on each construct. These interviews 

were conducted via the telephone and because these were focused on the unique 

attributes, they were subsequently completed in approximately thirty minutes. 

Some interviewees were visited several times, for follow-up meetings and to collect 

additional information such as annual reports and other company literature. The 

researcher also availed of information from company websites and social media 

pages. Internet sources can vary in the quality and reliability of information. 

However, the researcher was careful to check the authenticity of any sources used. 

The secondary data was imported into NVivo, this enabled the researcher to build 

each of the cases and also assisted with triangulating the data. 

4.8.5 Data Collection 
 

A two-stage research design was employed to enable the data collection. The first 

stage focused on the producers of premium agri-food products (a holistic/single-unit 

of analysis design, see Figure 17). The single-unit of analysis was a producer of 

premium Irish food, across six different cases. The second stage examined the 

entire premium beef supply chain, from producer to end-user. This was an example 

of an embedded-unit of analysis design, where multiple units were examined within 

the one case (see Figure 18). The multiple-units of analysis were the producer, the 

retailer and the chefs within the Northern Ireland premium beef supply chain. 

Stage 1: Producers Perspectives (Premium Agri-foods)  

One-to-one in-depth interviews were held with the producers of premium agri-foods. 

Throughout the interview the researcher used probe questions, as and when 

necessary. These types of questions help achieve a richer comprehension of the 

issues raised (see attached interview protocol and prompt cards, Appendix 1). Yin, 

2014 recommends using probing questions as part of the interview protocol. These 
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questions can then provide an important structure for analysing the data across 

cases. 

The interviews were recorded using a Dictaphone and then transcribed and imported 

into NVivo. Additional information was also collected on each of the producers. This 

information included marketing literature, annual reports and data from company 

websites. 

Stage 2: Supply Chain Perspective (Premium Beef Supply Chain) 

At this stage one-to-one in-depth interviews were conducted with key actors from a 

Northern Ireland premium beef supply chain. These questionnaires were slightly 

adapted to suit the interviewee, which included a producer, a retailer and a number 

of end-users. Again, probe questions were used, whenever the interviewee did not 

raise them in the unstructured part of the interview. A Dictaphone was used to record 

the interviews, which were then transcribed and imported into NVivo. At each 

interview supplementary information and data were also accumulated, these 

included annual reports and other company information.  

4.8.6 Analysing the Data 
 

NVivo was used to analyse the data from the cases under investigation.  NVivo is a 

qualitative data analysis software program that is used extensively by researchers 

undertaking qualitative research (Edhlund and McDougall, 2013). One of the main 

advantages of using NVivo is that it can integrate many types of data (primary and 

secondary) including interviews; memos; social media; focus groups; audio files; 

video files as well as the literature review and bibliography. These are all imported 

into the database where the researcher can then begin coding emerging themes and 

ideas.  

Initially, the researcher created what NVivo terms ‘cases’ these are the units of 

analysis (and are not to be confused with the single and multiple cases of the actual 

case study). Therefore, the first ‘cases’ reflect the first six units of analysis in Stage 1 

of the case study. That is the six producers of premium international food products. 

The next set of ‘cases’ reflect the units of analysis in Stage 2: that is the premium 
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beef producer; the premium beef retailer and the chefs within the premium beef 

supply chain.  

 

Figure 19: Organising Sources of Data in NVivo. The Interviews from Stage1 (Producers 1-6) are 
expanded above 

One of the key issues with CSR, is how to manage the large amount of data 

generated from each case. These include: interviews; financial reports; websites; 

newspaper articles; and other company information.  Using the qualitative software 

NVivo, the researcher can effectively categorise these sources of data (Figure 19). 

The sources once categorised, are then easily accessed and analysed. 

4.8.6.1 Coding the Data to Nodes 

 

Interviews 

Awards node 
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Figure 20: Phase 1, coding the data from the cases to nodes (unique attributes) 

The next step is to set up thematic node folders (see Figure 20), these are the initial 

constructs that were identified in the literature (collaborations, unique attributes and 

dynamic capabilities) and form the basic conceptual model. Once these were set up 

the researcher began coding all of the transcribed documents to their respective 

nodes. The preliminary data was cross-coded by another researcher to limit bias and 

to ensure validity.  

4.8.7 Linking with Literature  
 

An important element of theory-building research involves linking the emerging 

theory to the existing literature (Eisenhardt, 1989). This is sometimes referred to as a 

‘dialogical’ approach to theory-building, where there is a constant backwards and 

forwards comparison between theory and research see Figure 21 (Rule and John, 

2015). 

 

 



103 
 

Figure 21: A Dialogical approach to theory-building (John and Rule, 2015) 

 

This constant interaction between theory and research enables a tighter match 

between the empirical evidence and the existing theory, and also supports the 

development of theoretical elaboration and innovation (Eisenhardt, 1989; 

VanWynsberghe and Khan, 2007).  

Other researchers have explained how the immersion in original theory can open up 

possibilities for developing new theories (Rule and John, 2015). However, 

Eisenhardt (1989) emphasises that it is important not only to examine literature that 

compliments the emerging theory, but also literature that conflicts with the emerging 

theory. Comparing the emerging theory with the conflicting literature can increase 

confidence in the research, additionally it compels the researcher to become more 

innovative in the research. Whilst comparing the emerging theory with similar theory 

increases the internal validity and generalizability of the evolving theory. This is 

important in theory-building research, because the findings are normally based on a 

small number of cases and further validation is therefore necessary (Eisenhardt, 

1989). 

The researcher ensured that a thorough and systematic review of the literature was 

completed. This involved reviewing literature that conflicted with the emerging theory 

(for example, the Transaction Cost Economics theory of SCM, which examines the 

relationships within the SC as being at ‘arm’s length’) as well as literature that 

agreed with the emerging theory (the Resource Based View of SCM) see Chapter 3 

for more detail. 
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4.8.7.1 Categorising the Data 

 

Figure 22: Phase 2, developing categories and structuring the data (unique attributes) 

Using the RBV theory, the data was subsequently categorised (see Figure 22). 

According to Bazeley (2009) it is important to categorise and structure the data from 

the CSR, as this will facilitate within-case and across-case analysis of the data. 

Therefore, the unique attributes (UAs) were categorised using the VRIN (Valuable, 

Rare, Imperfectly Imitable and Non-Substitutable) criteria (Barney, 1991).  

 

Figure 23: Phase 2, developing categories and structuring the data (dynamic capabilities) 

Valuable UAs 

Marketing DCs 
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The dynamic capabilities (DCs) were also categorised and structured using RBV 

theory and according to definitions provided by Morgan et al., (2009, 2012); 

Weerawardena et al., (2007); and Gnizy, et al., (2014) (see Figure 23). Again, this 

facilitates the analysis and comparison of the data from the cases. It also allows the 

researcher to develop a more coherent and robust study.  

 

 

4.8.7.2 Definitions 
 

In total, twenty-six unique attributes were isolated and defined. Table 8 provides 

definitions for all the UAs and their categorisations. Table 9 provides definitions and 

categorisations for the thirteen DCs identified in the cases.  

(Tables 8 & 9 are displayed on the followings pages.) 
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UNIQUE ATTRIBUTES 

VALUABLE ATTRIBUTES DEFINITIONS 

Awareness/Visibility Getting the product into the customers’ vision. It is about     
persistence and repetition.  

Brand Building Establishing and promoting your brand. Creating a unique image 
for your company and product. 

Certification Official endorsements granted to product. 

Credence The credibility of the product.  

Innovativeness The product has the characteristic of being new or different. 

Natural The product does not contain artificial ingredients or 

preservatives. 

Nutritional Information This communicates the nutrients that are in the product.  

Price Premium The product has a higher price to other similar products.  

Reliable Supply Base The product uses reputable and dependable suppliers. 

Social Image & 
Responsibility 

This communicates how socially responsible and ethical the 
product is.        

Traceability  The ability to track and trace the product to its source of origin. 

RARE ATTRIBUTES DEFINITIONS 

Grandeur The extravagance or lavishness of the product. 

Hedonic Value The product provides a personal pleasure or a personal treat. 

Limited in Supply 
 

The product is limited or restricted to specific number of units. 

Organic The product is produced by methods that comply with the 
standards of organic farming. 

Selective Distribution  Involves selling a product at select outlets in specific locations. 

Uniqueness The product is without equal or very remarkable. 

INIMITABLE ATTRIBUTES DEFINITIONS 

Awards Official accolades received by the product. 

Heritage The history or story attached to the product. 

Local Supply Base The product is sourced locally. 

Production Process The entire process involved in producing the product. 

Quality The eminence of the product and its ability to meet customer’s 
needs. 

NON-SUBSTITUTABLE 

ATTRIBUTES 

DEFINITIONS 

Endorsements The product has recommendations from external parties. 

Provenance (CoO) Where the product originates from, the particular country of 
origin. 

Provenance (RoO) Where the product originates from, the particular region of origin. 

Taste The actual flavour of the product. 

Table 9: Unique Attributes (UAs) defined and categorised using RBV theory (Source: own 

compilation) 
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DYNAMIC CAPABILITIES 

MARKETING 

CAPABILITIES 

DEFINITIONS 

Channel Management Attracting and retaining the best distributors in the export 
venture market. 

Customer Focused Responding quickly to customer needs. 

Delivery Management Quickly delivering products once they are ordered. 

Marketing Communication Skilfully using marketing communications. 

Pricing Doing an effective job pricing products. 

Product Development Developing and launching new products. 

Selling Sales management skills. 

ENTREPRENEURIAL 

CAPABILITIES 

DEFINITIONS 

Innovativeness Having a novel approach to business decisions. 

Pro-active Taking a pre-emptive approach to the business. 

Risk-taking The ability to take calculated risks. 

NETWORKING 

CAPABILITIES 

DEFINITIONS  

Commitment to Learning The ability to learn from a variety of sources. 

Developing Collaborations Creating effective partnerships and relationships. 

Developing Complementary 
Resources 

Developing products that augment, or complement each other. 

 

Table 10: Dynamic Capabilities (DCs) defined and categorised using RBV theory, source: adapted 
from (Vorhies and Morgan, 2005; Weerawardena et al., 2007; Lanza and Passarelli, 2014) . 

 

The extent of collaborations were identified throughout this study within the dynamic 

capabilities (DCs) and the unique attributes (UAs) of the cases. For example, 

‘Developing Collaborations’ is a Networking Capability, and was therefore measured 

within this DC. Collaborations are also explicitly linked to other DCs within the cases. 

For example, ‘Commitment to Learning’ is another Networking Capability, it refers to 

the producer’s ability to learn from a variety of sources and therefore involves 

collaborating with others. Collaborations are also closely linked with DCs ‘Channel 

Management’ and Delivery Management’ these are both Marketing Capabilities. 

They involve working closely and developing collaborations with other actors within 

the supply chain. Then, examining the UAs, many of the UAs indirectly involve the 

development of strong collaborations with other stakeholders within the supply chain 
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and outside the supply chain. For example, the UA ‘Production Process’ is an 

‘Inimitable’ attribute and is measured within the cases.  It refers to the entire process 

involved in producing the agri-food product. It inevitably involves collaborations with 

other stakeholders. Additionally, the UA ‘Reliable Supply Base’ is a ‘Valuable’ 

attribute in the study. It refers to how the producer builds linkages with local suppliers 

and therefore, indirectly involves developing collaborations. 

4.8.8 Reaching Closure 
The next step in CSR is reaching closure, this involves two separate concerns. 

Firstly, regarding when to stop adding cases and secondly when to stop comparing 

the emerging theory to existing literature. According to Eisenhardt (1989), the ideal 

number of cases is between four and ten. With less than four cases it is difficult to 

build credible theory and with more than ten cases the volume of data can become 

overwhelming. However, what is more important is to stop adding cases when 

theoretical saturation has been reached. This is the point at which there is an 

incremental improvement in the theory being developed, because the researcher is 

observing phenomenon that they have witnessed before (Glaser and Strauss, 1967). 

Saturation is also important when deciding when to stop comparing the emerging 

theory to the existing theory. That is, the researcher stops iterating between theory 

and data when there is minimal incremental improvement to the emerging theory 

(Eisenhardt, 1989).  
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4.8.9 Querying the Data 

Figure 24: Visualisation of the percentage coverage of unique attributes for a producer in Stage 1 

Once the data had been coded, categorised and structured, and saturation had been 

reached, the researcher can start querying the data. NVivo enables the researcher to 

perform various queries and visualisations of the data. For example, visualisations 

can be used to initially ask questions of the data and see tangible results. Figure 24 

displays a visualisation of the percentage covering of UAs for a producer in Stage1. 

(In this example the percentage coverage shows the general level of coding relative 

to each other for each unique attribute).  

Figure 25: Matrix showing initial comparisons of unique attributes for two geographical regions  
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Another feature of NVivo are Matrices. These allow for a deeper integration and 

exploration of the relationships within the data. For example in Figure 25, a 

preliminary matrix displays a selection of unique attributes for the two geographical 

regions in the study. This suggests that of the eight attributes in the matrix, the UA 

‘Provenance (Region of Origin)’ is the most important attribute for producers in both 

Northern Ireland and Southern Ireland.  

4.9 Building the Cases 
 

Each case was individually written up using information and data collected from 

interviews, websites, social media, newspapers, as well as marketing and financial 

reports (see Findings: Chapter 5). This helped to triangulate the data and also 

validate the findings.  

In Stage 1, (six premium agri-food producers) the cases are set out with an initial 

market synopsis for the relevant industry. Mintel and Passport marketing reports 

were used to source all the relevant industry information. Each source is not 

individually referenced (however these are all included in the final Bibliography 

section). This is followed by an overview of each business. Then the unique 

attributes, the dynamic capabilities and the extent of collaborations are presented for 

each case. In Stage 2, (NI premium beef SC) again there is an initial synopsis of the 

market. This is followed with an overview of the premium beef SC, then the unique 

attributes, the dynamic capabilities and the extent of collaborations are presented for 

the producer and the retailer. Finally, the unique attributes are presented for the 

chefs in the SC.  

4.10 Ethical Requirements 
 

All information and data were obtained using the ethical standards, as prescribed by 

the Ulster University, DAERA and the Data Protection Act. The researcher 

completed all the necessary Ethical Forms (see appendices RG1a, RG1e, RG2, 

RG3 and Interview Consent Forms). These forms were all sent to the Filter 

Committee of the Ulster University. As no vulnerable groups were identified as 

potential subjects and all ethical procedures were complied with, the research was 

subsequently allowed to proceed. 
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Details of the project were provided to all study participants before the interviews and 

participation in the research was done on a voluntary basis. Individuals were not 

exposed to any mental or physical risk during the research. 

Additionally, the researcher asked permission from all subjects before audiotaping 

the proceedings.  The interviewees were also asked to complete the relevant 

consent forms and advised that they had the right to end the interview at any point in 

time. Participants were not required to provide any personal data other than basic 

demographic information such as age, gender etc. Furthermore, the data obtained 

was kept confidential and securely stored in a locked cabinet and password 

protected on all electronic devices. 

4.11 Chapter Summary 
 

This research was conducted as an exploratory case study research, using an 

interprevisit approach where the main aim was to develop theory in an inductive 

manner. The study was completed on intrinsic cases – these are cases that 

represent a phenomenon of interest. It was completed in two stages: in the first 

stage the research was conducted examining a holistic (single-unit of analysis), 

across seven different cases (all producers of premium food produce). This 

facilitated a comparative study, using cross-case comparisons. The second stage of 

the research was conducted using an embedded design, (multiple-units of analysis) 

in one single case. The intrinsic case of interest in this instance, was a Northern Irish 

premium beef supply chain.  

Cases were chosen for literal replication that is, cases were chosen for their 

theoretical importance, and not for statistical reasons. The CSR process began by 

isolating the research question, then the key literature was reviewed. This helped to 

identify gaps and areas for further investigation. From this a conceptual model was 

developed and this aided the collection of data.  

The bulk of information collated, came from in-depth interviews. These were all 

recorded, then transcribed and analysed using NVivo. Additional data from annual 

reports and internet sources were collected and used to triangulate the findings. All 

of the research was conducted using ethical guidelines as set out by the Ulster 

University, DAERA and the Data Protection Act.  
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Chapter 5: Findings 

5.1 Introduction 
In Stage 1, the research was conducted examining a holistic, single-unit of analysis 

(see Figure 17, in Chapter 4). The single-unit of analysis was a producer of premium 

Irish food, across six different cases. These six cases were each chosen because 

they were ‘intrinsic’ cases. That is, they represented a unique situation (each 

producer was a premium agri-food producer successfully exporting their produce to 

international markets) and were identified through expert interviews. 

The expert interviews were held with key government agencies DAERA (Department 

of Agriculture, Environment and Rural Affairs in Northern Ireland) and Bord Bia (the 

Irish Food Board in the Republic of Ireland), to identify small premium agri-food 

producers that had achieved success in international markets. All of the cases 

examined were from the island of Ireland (IoI), four cases were from the Republic of 

Ireland (RoI) and two were from Northern Ireland (NI)  

In Stage 1, the following six cases were examined: 

(A) Premium duck producer (RoI) 

(B) Producer of premium edible oils (RoI) 

(C) Premium cider producer (RoI) 

(D) Producer of premium chocolates (RoI) 

(E) Producer of premium organic salmon (NI) 

(F) Cooperative of eel farmers (NI) 

Within each of these cases the researcher examined the unique attributes (UAs),the 

dynamic capabilities (DCs) and the extent of collaborations, as outlined in the 

interview protocol (see Appendix 1) and Figure 26. A multiple-case design was 

chosen to facilitate a cross-case comparison and to improve the robustness of the 

study as recommended by Yin (Yin, 2014). 

In Stage 2, the research was conducted using an embedded design, (multiple-units 

of analysis) in one single case. In this instance the single case was a premium 

Northern Irish beef supply chain. The multiple-units of analysis were the producer, 

the retailer and the chefs within the supply chain. Again, this single-case was chosen 

because it was an ‘intrinsic’ case – a case that represented a unique situation.  
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The findings from each of the cases in Stage 1 are now presented individually. 

Firstly, the findings on the unique attributes (UAs) of each case are set out in chart 

and word format. The chart visually displays the frequency count of how often the UA 

was specifically mentioned in each case. Then, the findings on the dynamic 

capabilities (DCs) of each case are set out in chart and word format. Here the chart 

visually displays the frequency count of how often the DC was specifically mentioned 

in each case. The extent of collaborations are then presented. 

Finally, at the end of each chapter there is a synopsis of the most strongly 

represented (UAs) and (DCs), and the extent of collaborations. This facilitates a 

cross-case comparison in the Discussion (Chapter 6).  

 

Figure 26: Overview of the Multiple Case Study Design Approach (Stage 1) 

There now follows Figure 27, providing an overview of this chapter. 
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Figure 27: Overview of Chapter 5 

 STAGE 1 

      

Section

5.2

• 5.2 Case 1, Producer A: Premium Duck Producer 
(RoI)

•5.2.1 Market in Focus: The Poultry Sector

•5.2.2 Overview of Case 1, Producer A

•5.2.3 Key Unique Attributes

•5.2.4 Key Dynamic Capabilities

•5.2.5 Extent of Collaborations

•5.2.6 Summary

Section

5.3

• 5.3 Case 2, Producer B: Premium Edible Oils (RoI)
•5.3.1 Market in Focus: Edible Oils

•5.3.2 Overview of Case 2, Producer B

•5.3.3 Key Unique Attributes

•5.3.4 Key Dynamic Capabilities

•5.3.5 Extent of Collaborations

•5.3.6 Summary

Section  

5.4

• 5.4 Case 3, Producer C: Premium Cider (RoI)
•5.4.1 Market in Focus: Cider

•5.4.2 Overview of Case 3, Producer C

•5.4.3 Key Unique Attributes

•5.4.4 Key Dynamic Capabilities

•5.4.5 Extent of Collaborations

•5.4.6 Summary

Section 

5.5

• 5.5 Case 4, Producer D: Fine Chocolates (RoI)
•5.5.1 Market in Focus: Chocolate

•5.5.2 Overview of Case 4, Producer D

•5.5.3 Key Unique Attributes

•5.5.4 Key Dynamic Capabilities

•5.5.5 Extent of Collaborations

•5.5.6 Summary
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Section

5.6

• 5.6 Case 5, Producer E: Organic Salmon (NI)
•5.6.1 Market in Focus: Fish

•5.6.2 Overview of Case 5, Producer E

•5.6.3 Key Unique Attributes

•5.6.4 Key Dynamic Capabilities

•5.6.5 Extent of Collaborations

•5.6.6 Summary

Section

5.7

• 5.7 Case 6, Producer F: Co-operative of EeIs (NI)
•5.7.1 Market in Focus: Eels

•5.7.2 Overview of Case 6, Producer F

•5.7.3 Key Unique Attributes

•5.7.4  Key Dynamic Capabilities

•5.7.5 Extent of Collaborations

•5.7.6  Summary

Section  

5.8

• STAGE 2

• 5.8 Case 7: Premium Beef (NI)
•5.8.1 Market in Focus: Beef

•5.8.2 Overview of Case 7

Section

5.8

•5.8.3 Key Unique Attributes: Producer G

•5.8.4 Key Dynamic Capabilities: Producer G

•5.8.5 Extent of Collaborations: Producer G

•5.8.6 Summary: Producer G

•5.8.7 Key Unique Attributes: Retailer 1

•5.8.8 Key Dynamic Capabilities: Retailer 1

•5.8.9 Extent of Collaborations: Retailer 1

•5.8.10 Summary: Retailer 1

•5.8.11 Key Unique Attributes:Chefs 1-5

•5.8.12 Summary: Chefs 1-5

Section

5.9
•5.9.1 Social Image and Responsibility

•5.9.2 BREXIT
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5.2 Case 1, Producer A: Premium Duck Producer (RoI) 

The first case examines a producer of premium duck, based in County Monaghan in 

the Republic of Ireland. To set the context, it is important firstly to discuss this market 

sector. This is followed by an overview of the case and then the unique attributes 

(UAs), dynamic capabilities (DCs) and extent of collaborations pertinent to this case 

are analysed. 

5.2.1 Market in Focus: The Poultry Sector 

 

The poultry sector (which comprises: turkey; chicken; goose; and duck) is an important 

sector in the Irish economy. It supports approximately 6,000 jobs and accounts for 

almost 2% of agricultural output. The consumption of Irish poultry has continued to 

grow in recent years, despite significant challenges from rising production costs and 

cheaper imports. In value terms, the majority of the Irish poultry market consists of 

fillet sales. However, the prospect of getting access to the Asian market offers huge 

potential for Irish producers as Asian consumers have a high demand for other poultry 

products such as legs, wings and offal. 

 

Figure 28: Indexed value of Irish poultry sales, by segment 2012. Source: (Mintel, 2017b). 
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The RoI market grew from €476m in 2012 to €536m in 2017, whilst the NI market also 

reported a significant growth from £240m in 2012 to £258 m in 2017 (Mintel, 2017). 

As the market continues to grow there is also potential for other poultry products 

(goose & duck) to increase their market share, as illustrated in Figure 28. 

The Northern Ireland poultry sector has gained a significant advantage in the British 

Isles by positioning itself  as local and traceable.The sector currently operates from a 

position of strength on the global stage and in 2013 the ‘Going for Growth Plan’ set a 

target to grow sales by 70% to £1.25bn in 2020 (Agri-food Strategy Board, 2013).  

Currently, poultry producers North and South of the Border face much uncertainty as 

Britain prepares to leave the EU. Poultry is one of Irelands’ top exporters to the UK, 

and future trade tariffs could mean that the UK is no longer an attractive market. There 

are additional concerns regarding the potential loss of food safety and animal welfare 

standards, which could mean an increase of cheaper poultry imports (Mintel, 2017).  

Globally, the poultry market is  forecasted to grow in demand and production by 1.5m 

tonnes in the period to 2020.  Growth is also predicted in European markets in the 

same period, with demand outstripping production and imports increasing (Agri-food 

Strategy Board, 2013). 

5.2.2 Overview of Case 1, Producer A 
 

Producer A is an established producer of premium duck in rural County Monaghan in 

the Republic of Ireland. The business was established in 1962 by Producer A’s parents 

on the family farm, where it still operates today. Producer A has a third level education 

and was brought up on the farm. He is currently the managing director, a position he 

has held since 1990.  

The family owned business initially started of as a breeding company, selling day old 

ducks. This was not viable long term, so the family then began producing and 

processing ducks. In those days there were quite a few other duck producing 

companies in Europe. Now there are only four or five main duck breeders in the world.  

The business owns and controls all phases of the duck production, from breeding, egg 

production, hatching and selection  through to the final processing, cooking and 

packaging. Additionally, they employ another 21 growing farms in the surrounding area 
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to rear their unique breed of duck which are then processed at the Monaghan based 

premises. Some of these farms are located north of the Border in County Tyrone, 

which means the impending Brexit negotiations are an on-going concern for the 

business.  

Today the business employs over 250 employees, and produces 85,000 ducks a 

week. 5000 of these ducks are exported each week to Singapore, where it is served 

in the finest restaurants. The unique breed of duck (which has a high fat content) is 

suited to their slow roast cooking methods and is marketed as a premium product in 

Asia.  Additionally, the business is currently working closley with Bord Bia (the Irish 

food board) and exploring options to break into the lucrative Hong Kong and Abu Dhabi 

markets.  

In 2018, 70% of their sales were export-based and they were selling to 28 countries 

around the world. Although the UK was traditionally their biggest market, particularly 

Chinatown and the West End of London – they have recently started exporting to the 

Netherlands, Norway, Sweden and France. However, their main target for future 

growth is through increasing their exports to Asia and at present they are finalising 

trade agreements with Indonesia and Malaysia. The birds destined for the Asian 

market are gutted and plucked in Monaghan, then blast frozen and shipped to their 

final destination, which can take up to 35 days. All of the duck carcasses are shipped 

with their heads on, to suit the traditional cooking methods used in Asia. 

In Ireland the business works closely with Pallas Foods (a distribution company that 

provides high quality food produce) to supply five main retailers, selling ready-to-cook 

products such as honey roast half-duck, confit legs, crispy duck and pancakes. As well 

as duck breast fillets (with and without flavouring) and oven-ready ducks in a bag. 

Producer A also produces a range of high quality feather-based products including 

duck-down pillows, duvets and cushions. All of which are prepared at the Monaghan 

processing plant. Additionally, the business produces a range of offal products, thus 

ensuring every available part of the duck is utilised. Irish consummers can also 

purchase their range of products on their website and at the Farm Shop which is 

located close to the processing plant in Monaghan. Another recent feature at the 

Monaghan based plant is a development kitchen, where specialist staff develop new 

products and film recipe ideas for their website.  
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In 2013 the globally renowned chef Heston Blumenthal featured the unique duck on 

his television series. Since then, Producer A has teamed up with a number of local 

celebrity chefs including Sean Mc Kenna and Nevin Maguire to develop a range of 

easy-to-cook duck recipes, which are also available on the website.  

Producer A also promotes the sustainable practices of the business and their Origin 

Green credentials (Ireland’s Food and Drink sustainability programme). Additionally, 

the company highlights the high ethical standards in which the ducks are raised. Bird 

welfare is important to the company. The ducks live in specially designed barns, which 

are climate controlled. Here they are uncaged and free to roam, and they have 

constant access to a supply of food and fresh water.  

The business also places a great emphasis on the human side of the business and 

many of their staff are from local families that have been with the company for 

decades. At the height of the recession, the business decided to work hard to keep 

everyones job secure. They achieved this through streamlining their production 

methods and developing new market opportunities. All of these efforts have paid off 

and recently, they have been announced as the 2019 Deloitte Best Managed 

Company in Ireland – an award they have now held for 9 years in a row. 

Awards are an important feature of the company and in 2017, Bord Bia (the Irish Food 

Board) announced that they were the Irish Food Exporter of the Year.  Then in 2018 

they won the Meat-Game Category at the Irish Quality Food Awards. Additionally, in 

the past five years they have won numerous gold and silver awards at Blas na 

hEireann (the Irish Food Awards) and a number of one and two gold stars as the Great 

Taste Awards, London.  

Producer A’s business is unlimited, so therefore there are no available financials. 

However, he has disclosed a 25% growth in sales in the past 3 years from 2015-2018. 

Their main competitors include Gressingham Duck, in Suffolk. This is a well 

established UK based business and at the year ended February 2017 they reported a 

£106.8m turnover compared to £100.6m in the previous 12 months. However, their 

pre-tax tax profits were reduced from £1.9m to £1.7m. Another recent market 

contender is Maple Leaf Farms in Bulgaria, this is a subsidary of the US based Maple 

Leaf Farms, Inc. and was set up in Sofia, Bulgaria in 2016. The US family-run business 
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was founded in 1958 and now processes 16 million ducks a year, sourced from its 140 

partner farms.  

In March 2019 a large Co-Operative from Northern Ireland purchased Producer A’s 

company for an undisclosed amount. The management team will however stay in 

place as will all their staff. The company has cited the uncertainty regarding Brexit as 

a major factor influencing their decision to sell this family-run business.  

5.2.3 Key Unique Attributes: Case 1, Producer A 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.1. For the purpose of this study the most dominant 

UAs will subsequently be explained, using supporting quotations from the producer. 

 

Chart 5.1: Percentage Coverage of Unique Attributes in Case 1, Producer A. 
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5.2.3.1 Quality  
 

The UA ‘Quality’ was the most prominently displayed UA in this case. Producer A 

consistently discussed the importance of producing a high quality product: 

 “The breeding part is important from an internal point of view but what we 

do is we supply basically the highest quality duck possible and we think, 

actually we believe and we know in the world. So our business model is 

based not on quantities or anything like that, it’s purely on food quality, 

taste to the utmost possible. We hand produce everything.  We air chill 

everything, everything is done to the highest quality possible.” 

Producer A highlighted how their business model wasn’t based on cutting costs and 

increasing production. Instead they tried to ensure the highest possible quality of their 

product: 

 “So a lot of the duck business has gone quantity, like the chicken 

business which is good for the chicken industry but a duck is different, 

whereas we’ve gone nearly the other way, we haven’t gone on price, we 

don’t sell on price, we sell on quality all the time. We were producing the 

highest duck quality possible in the world. No one else in the world does 

it, it’s very expensive to do it just because we say we’re the most 

expensive duck in the world doesn’t mean it’s the highest margin duck in 

the world, it just means it costs a lot to do it.” 

Although Producer A was aware that the quality of the duck was important, he stressed 

the importance of consistency: 

 “it’s the quality of the duck, we’re only as good as the last duck we send 

out. And we have that philosophy every single day. When we say we’re 

the best duck in the world, I hate that phrase but it is true but not for 

everyone to rest on our laurels, we do this daily and we try and do it daily 

and we take it very seriously. It all helps but you can’t sell a bad product 

twice. The one thing that we always say is the duck has to be right.” 
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5.2.3.2 Production Process 
 

The UA ‘Production Process’ was the next most prominently displayed UA. This UA 

explains the entire process involved in producing the product. Producer A explained 

their strategy of utilising every piece of the duck and maintaining ownership of the 

entire process: 

 “We use every single piece of the duck. So we have a large farm, multiple 

farms really where we do our own breeding, our own hatching, we do all 

our own growing although in the last couple of years we’ve gotten outside 

growers now as well because we’re expanding so fast.”  

 

Producer A highlighted how their high standards had to be supported right across the 

whole supply chain. This was a significant factor for them maintaining control of much 

of their supply chain and the entire production process: 

 “No, it’s the breeding, the hatching, the growing, it’s all interlinked and it’s 

all vital. It’s the hand processing, it’s the handling and then it’s the 

transport that is important as well because obviously they’re chilled or 

frozen. Also if it’s going into a restaurant it’s the chef, Beijing duck chefs, 

they train for decades sometimes and decade old recipes held within 

families. So it’s right all the way through to the customer, to the person 

eating the duck.” 

Additionally, he stressed the importance of enforcing strict quality controls and 

standards throughout the production process:  

 “that’s the ingredients, there’s no additives; all the ingredients are clean 

and we would quality control that all the way back, there can be no food 

additives so it really tastes perfect.” 

 

5.2.3.3 Uniqueness  
 

Examining the UAs in this case, ‘Uniqueness’ was also prominently displayed. 

Producer A suggested that uniqueness was a key feature of their premium duck. They 
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believed this was a significant factor in their produce competing successfully in 

international markets: 

.  “What is unique about that is our breed, which is the (Case 1) breed - no 

one else can do it in the world and in fairness, no one else would probably 

want to do it in the world. It’s our business model which is very, very 

difficult to do. That’s the one unique thing, the (Case 1) breed – how we 

feed it, how we process it, how we sell it and how we support it, that’s all 

very important as well.” 

According to Producer A, this uniqueness was achieved through the high quality of 

their specific breed and through a combination of activities they undertake in their 

production process: 

“It’s just all the different combination, the different attributes. It’s very 

difficult to imitate, I would never say it’s non-substitutional because I won’t 

ever be arrogant.”  

5.2.3.4 Heritage /Story 
 

The UA ‘Heritage/Story’ was also prominently displayed. Producer A was proud of the 

story behind his successful brand. He felt his story helped differentiate his product 

from his competitors. This story also features prominently on the company website.  

 “My parents started the company and my mum wanted to do chickens, my 

dad wanted to do turkeys so like any good Irish couple they came to a 

compromise - ducks. When we started we were a breeding company 

selling day olds, that didn’t work because people wouldn’t pay for the 

chicks so then we looked at producing and we started processing… but 

we don’t sell our breed, we keep it all within the company.” 

Another important aspect of Producer A’s story is how they keep ownership of the 

production process, thus ensuring a high quality end product: 

 “We hand produce everything.  We air chill everything, everything is done 

to the highest quality possible. We have a cooking brand where we do all 

our own cooked products for retail and in-food service as well. And we 
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have a feather brand where we make our own duvets, pillows and 

cushions. And then we have a large green energy site for business as well 

so we’re actually 100% carbon neutral.” 

 

5.2.3.5 Credence  
 

The next most prominently displayed UA was ‘Credence’. This attribute emphasises 

the credibility of the product. Producer A highlighted how the credibility of his product 

was important for the end consumer and particularly the high-end consumer: 

 “Now, the breeding aspect of it is very important to our company simply 

because the breed is called (Case 1) Duck and it’s a breed that we’ve 

bred over the years, over many decades, especially for a certain type of 

the market, the high-end side of the market. We would have maybe 20 

people employed just on R&D side, all done naturally but really it’s 

probably the most efficient, productive, best-tasting duck in the world.”  

Producer A believed that his consumers had confidence in his product, this was 

because of the strict controls they placed on their entire production process, using only 

natural ingredients with no additives. This all added to the credibility of the end product: 

 “From the quality, taste, it’s brilliant. If you look at say, the added value 

parts of our business which would be our cooked-end of our market. If you 

look at say, the ingredients in a honey roast half-duck, you’ll see duck and 

honey, natural honey, that’s the ingredients, there’s no additives; all the 

ingredients are clean and we would quality control that all the way back, 

there can be no food additives so it really tastes perfect.” 

 

 

5.2.3.6 Certifications  
 

Examining the UAs in this case, ‘Certifications’ was also prominently displayed. In 

many of the cases (North and South of the Border) the BRC accreditation was deemed 



125 
 

to be a crucial part of delivering a consistently high quality product from the beginning 

of the supply chain to the end consumer. The BRC (British Retail Consortium) food 

safety certification began in the UK, but is now a global standard to help the food 

industry meet legislative requirements of the EU General Product Safety Directive and 

the UK Food Safety Act.  

The BRC accreditation requires that all suppliers along the chain are also accredited, 

this means that producers must choose suppliers that have met a certain standard. It 

will be interesting to see how relevant this certification remains after Brexit.  

Producer A explained the various certifications they had used over the years: 

 “We have quality, we would audit them depending on the customer, it 

could be twice a year, it could be once a year, we’re fully BRC approved 

which is British Retail Standard. We worked for Bord BIA guidelines; we 

work to a lot of different kind of standards so we’ve got a lot of those.” 

However, Producer A emphasised the fact that although certifications are important, 

what is more important is the actual quality of his end produce: 

 “We’ve had the Bord Bia scheme for a while, that’s debateable, the 

benefits of that, to be quite honest. We use a BRC standard which is the 

British Retail Standard and we have used various different standards over 

the years. We have very strict quality control and quality assurance 

schedules…. Yeah, they’ve been beneficial but again, it’s down to the 

duck -  thee most important thing, they’re like really things that are good to 

have but it’s the quality of the duck, we’re only as good as the last duck 

we send out. And we have that philosophy every single day.” 

5.2.3.7 Price Premium  
 

It was found that the UA ‘Price Premium’ was also prominently displayed. Producer A 

explained how their company does not focus on cutting costs. Rather, they take the 

opposite view:  

 “We haven’t gone on price, we don’t sell on price, we sell on quality all the 

time But we listen to our customers and we respond if they want 
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something we will develop something for them if it suits, not that if it suits 

but if it suits both parties, you know, there’s no point in us trying to do a 

really cheap product from the low end because our business model just 

isn’t that.”  

Producer A highlighted the fact that his product was the most expensive duck in the 

world, this is because of their unique type of breed and also the production process 

involved: 

 “It is breed specifically for the Beijing style duck and you need a certain 

amount of fat, you need a certain amount of meat and you need the skin 

to be perfect which is actually very hard to do.  No one else in the world 

does it, it’s very expensive to do it just because we say we’re the most 

expensive duck in the world doesn’t mean it’s the highest margin duck in 

the world, it just means it costs a lot to do it. So there’s so many different 

unique selling points within it.”   

5.2.3.8 Taste  
 

Examining the unique attributes it was found that the UA ‘Taste’ was prominently 

displayed. Producer A explained that their duck was a specific fatty breed of duck. This 

contributed to the unique flavour and taste that it produced: 

 “Yeah, it does, it tastes fantastic. It is bred specifically for the Beijing style 

duck and you need a certain amount of fat, you need a certain amount of 

meat and you need the skin to be perfect which is actually very hard to 

do.” 

Again, Producer A highlighted how the high quality standards imposed by his business 

model, also contributed to the unique taste: 

 

 “So our business model is based on not quantities or anything like that, it’s 

purely on food quality, taste to the utmost possible.” 

Producer A also explained how their business used all natural ingredients with no 

additives; he believed this also added to unique taste of the product: 
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.   “Certainly from the taste point of view, from the quality, taste, it’s brilliant. 

If you look at say, the ingredients in a honey roast half-duck, you’ll see 

duck and honey, natural honey, that’s the ingredients, there’s no 

additives; all the ingredients are clean and we would quality control that all 

the way back, there can be no food additives so it really tastes perfect.” 

5.2.3.9 Social Image and Responsibility 
 

The UA ‘Social Image and Responsibility’ was the next most prominently displayed 

UA. This UA refers to how socially responsible and ethical the product is. Producer A 

emphasised his products’ green credentials: 

 “And we have a feather brand where we make our own duvets, pillows 

and cushions. And then we have a large green energy site for business as 

well so we’re actually 100% carbon neutral.” 

Producer A felt it was important to give back to his customers and the wider 

community, by supporting charities and community events. However, he believed this 

also helped his business: 

 “We do what we say and we say what we do, that’s a big part of who we 

are…we would support a lot of our customers, we buy from our customers 

as well - so you’ve got a win/win scenario as well. We would support the 

Chinese community events and charities and what not, so we’re very 

enshrined with our customer and that’s the way we like it.” 

 

5.2.4 Key Dynamic Capabilities: Case 1, Producer A 
 

Examining the dynamic capabilities (DCs) in this case a number of key capabilities 

were dominant, as illustrated in Chart 5.2. For the purpose of this study the most 

dominant DCs will subsequently be explained, using supporting quotations from the 

producer. 
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Chart 5.2: Percentage Coverage of Dynamic Capabilities in Case 1, Producer A. 

 

5.2.4.1 Customer Focused 
 

 

In this case it was found the DC ‘Customer Focused’ was the most prominently 

displayed DC. This capability is illustrated through the producers’ ability to listen and 

respond to their customers. Producer A explained how they used social media and 

trade events to connect to their customers: 

  

 “And then our customers as well, we interact as much as we can with our 

customers via  social medias as well as directing input and the likes of 

shows, farm, ploughing, various different shows.” 

Producer A also highlighted the importance of having face-to-face meetings with 

their Chinese customers: 
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 “We’d interact with our customers daily, weekly, both on phone, by emails 

but you know, a lot of our customers are the Chinese community so we 

would be visiting them at least every three months and that’s in France, 

England, Europe, Asia, Singapore. Singapore is a very large market for us 

now because again, with this all modern world and everything like that, 

you can’t beat face to face and face is very important to the Chinese as 

well.” 

 

Producer A emphasised the importance of not only getting close to their customers 

but also listening to their customers and then responding appropriately: 

 “I think you have to know your customer well and then you have to listen 

to your customer, even if you don’t like hearing it sometimes, you still 

have to listen to it. So yeah, I would think that we were pretty close to our 

customers. We have product ideas all the time and we show these to our 

customers. We also show them, well we supply what they want, we 

listen… to our customers and we respond if they want something we will 

develop something for them if it suits, not that if it suits - but if it suits both 

parties.” 

 

5.2.4.2 Delivery Management 
 

Examining this case it was found that the DC ‘Delivery Management’ capability was 

the next most prominently displayed. This is a Marketing Capability and is 

characterised by the producers’ ability to deliver a quality product to the end consumer. 

Producer A explained how they worked closely to develop relationships with other 

members of their supply chain to ensure a smooth delivery management system: 

“We would be fully integrated as a company. We would then have some 

partners and we would audit our suppliers, very strict quality control and 

quality assurance schedule but say a supplier, for example, a transport 

company like (Company X), we wouldn’t look at them as the supplier, we’d 

look at them as a partner and that’s the way we like to work as well. Our feed 
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suppliers, we like to work with them in collaboration, more of a partnership 

instead of the old age, we’re the buyer, and you are the seller type thing.” 

 

Producer A emphasised how these relationships were more a form of ‘partnership’ 

rather than a business relationship: 

 

“Well, we have a logistics manager, his role would be to ensure the logistics 

all happen and he’s a busy man, as you can imagine. So our partners would 

be our transport company, our feed suppliers, then we’d interact with our 

customers daily, weekly, both on phone, by emails…”  

 

Additionally, Producer A explained how their delivery management system depended 

greatly on the entire chain working as smoothly, and seamlessly as possible: 

 

No, it’s the breeding, the hatching, the growing, it’s all interlinked and it’s all 

vital. It’s the hand processing, it’s the handling and then it’s the transport that 

is important as well because obviously they’re chilled or frozen. Also if it’s 

going into a restaurant it’s the chef, Beijing duck chefs, they train for decades 

sometimes and decade old recipes held within families. So it’s right all the 

way through to the customer, to the person eating the duck.” 

 

 

5.2.4.3 Developing Collaborations 
 

It was found that the DC ‘Developing Collaborations’ was the next most prominently 

displayed. Producer A had worked hard over the years to develop collaborations 

across his supply chain, he viewed his collaborations with other businesses more as 

‘partnerships’ than collaborations: “we’d look at them as a partner and that’s the way 

we like to work as well. Our feed suppliers, we like to work with them in collaboration...” 

Producer A explained how he and his staff also tried to develop collaborations with 

international customers, particularly the Chinese: 
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 “A lot of our customers are the Chinese community so we would be 

visiting them at least every three months and that’s in France, England, 

Europe, Asia, Singapore. Singapore is a very large market for us now 

because again, with this all modern world and everything like that, you 

can’t beat face to face and face is very important to the Chinese as well… 

with our Chinese customers that we’ve had for many years because they 

are relationships that you can’t build overnight. And then it depends really, 

we have a very good head of sales and he interacts as well with some of 

our customers”.  

The collaborations he developed didn’t end there; he had also developed close 

collaborations with outside agencies. These government agencies had all assisted him 

with his business over the years:  

 “We would work closely with government agencies; we would work with 

the likes of Enterprise Ireland, Bord Bia, Department of Agriculture...Well, 

we’ve availed of, you know, if we have an issue that we’re not sure of 

we’re not shy at all about going outside of the company to look for 

help…some of our managers have mentors, I’ve had a mentor in the past, 

we have an internal mentoring system within the company, a formal 

system. So yeah, we’re very open-minded”. 

 

5.2.4.4 Innovativeness 
 

Examining the DCs in this case it was found that the ‘Innovativeness’ capability was 

also prominently displayed. Producer A consistently discussed how his business 

model was novel; “our philosophy, because I live on the farm is that we use every 

single piece of the duck”. Even the feathers were plucked and made into pillow, which 

are then sold online. 

 

Producer A explained additional innovative aspects of his business. From the 

production process right though to branding and range of by-products they produced: 
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 “We hand produce everything.  We air chill everything, everything is done 

to the highest quality possible. We have a cooking brand where we do all 

our own cooked products for retail and in food service as well. And we 

have a feather brand where we make our own duvets, pillows and 

cushions. And then we have a large green energy site for business.” 

 

5.2.4.5 Pro-activeness 
 

Finally, it was found that the DC ‘Pro-activeness’ was also prominently displayed. 

Producer A was constantly looking for opportunities and took a pre-emptive approach 

to his business; “Believe me, this business is so difficult and my hands are full. And 

we have a laser focus on what we do because it needs to be so precise”.  

Producer A explained how he tried to look at things differently and spot opportunities 

in the business environment. He explained how he worked hard to keep everyone’s 

job during the last recession: 

 

 “We like to look at things differently because we believe every challenge is 

an opportunity as well. (In the last recession) the bottom fell out of the 

world, basically. We were producing the highest duck quality possible in 

the world, we decided to expand, we decide to look through the markets, 

we decided to keep everyone’s jobs secure.  We like to look at things 

differently.”  

5.2.5 Extent of Collaborations: Case 1, Producer A 
 

Collaborations were an important theme throughout the analysis of this case-study. 

Firstly, in relation to the DCs: Delivery Management is a Marketing Capability and this 

DC was prominently displayed. This DC involves working closely with other actors 

within the supply chain (SC) to deliver products quickly to the consumer. Producer A 

explained how he worked closely with his suppliers and other stakeholders. He 

believed these collaborations were more like ‘partnerships’ rather than the old 

adversarial, arms-length relationships that might have existed in the past. 
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Then examining the DC: Developing Collaborations is a Networking Capability. This 

DC was prominently displayed. Producer A discussed at length the collaborations he 

had made with not only his suppliers, but also his customers and even agencies 

external to his supply chain.  

Finally, the UA: Production Process indirectly involves the development of strong 

collaborations. This UA was also prominently displayed and it explains the entire 

process involved in producing the product. Producer A explained the various 

collaborations he had with his growers, his production team, and right through to the 

Beijing chef preparing the duck for the final customer.  

5.2.6 Summary of UAs, DCs and Extent of Collaborations: Case 1, 

Producer A 
 

The three most prominently displayed UAs were: Quality; Production Process; and 

Uniqueness. Whereas, the UAs: Selective Distribution; Awareness and Visibility; 

Traceability; Hedonic Value; and Organic were not displayed at all. 

Whilst examining the DCs the three most prominently displayed were: Customer 

Focused; Delivery Management; and Developing Collaborations. The least 

prominently displayed DCs were: Selling; and Product Development. Whereas, the 

DC: Pricing was not displayed at all. 

There was an extensive theme of collaborations throughout this case-study whether 

this be with the suppliers; the customers; or other support agencies. This was 

particularly evident in the DCs: Delivery Management and Developing Collaborations. 

It was also apparent in the UA: Production Process.  

 

 

 

 

 

 

 



134 
 

5.3 Case 2, Producer B: Premium Edible Oils (RoI) 
 

Case 2 examines a producer of premium edible oils, based in County Meath in the 

Republic of Ireland. To set the context, it is important firstly to discuss this market 

sector. This is followed by an overview of the case. Then the UAs, DCs and the extent 

of collaborations pertinent to this case are presented. 

5.3.1 Market in Focus: Edible Oils 
 

The worldwide market for edible oils continued to grow in 2018 and was valued at USD 

95,642 million. In 2018 the edible oils market in Ireland grew by 2% to a current value 

of €31 million. In the same year the UK market recorded growth of 8% to reach £438 

million (Passport, 2018).  

A severe drought in the Mediterranean countries of Spain, Italy, Greece and Tunisia 

in 2017 led to olive oil shortages and a resulting increase in olive oil prices in Ireland 

and the UK. This forced many consumers to switch to other edible oils such as 

rapeseed, sunflower and coconut oils. The ‘other edible oil’ category was the fastest 

growing category in Ireland in 2018. Whilst rapeseed oil recorded the fastest current 

value growth in the UK in 2018, as domestic producers were able to maintain low 

prices to compete with olive oil imports (Passport, 2018b).  

With an ageing population in both Ireland and the UK, there is growing concern 

amongst the over-55s with saturated fats in food produce. This along with the rising 

price of butter means that there is an opportunity for producers of edible oils to 

increase their share of the market. A recent consumer report by Mintel in (2019d) 

suggested that just over a fifth of buyers of spreads, butters, oils and fats would be 

willing to pay more for products making health claims. This report recommended that 

producers of these products should highlight more strongly the credentials of their 

produce. Rapeseed oil and flaxseed oil both have lower saturated fat and higher 

omega 3 content, compared to olive oil (see Figure 29): 
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Figure 29: Fatty Acid Profiles of Common Edible Oils and Fats (British Nutritional Foundation, 2009) 

5.3.2 Overview of Case 2, Producer B 
 

Producer B is a producer of premium edible oils, based in the Boyne Valley, County 

Meath in the Republic of Ireland. The business was established in 2010 by Producer 

B’s father who is an established barrister, former attorney general and a part-time 

farmer. Producer B is educated to third level and is also a qualified barrister. In 2012 

Producer B took over the running of the business and he now operates it from the 

family farm overlooking the historic and scenic Boyne Valley.  

The family farm is set on a hillside overlooking the famous River Boyne, and nearby 

are the ancient monuments of Knowth, Newgrange and Bru na Boinne (which is an 

UNESCO World Heritage Site). The 300 acre farm was originally a tillage farm, where 

they grew crops and sold these on to the local merchant. When the recession 

happened in 2007 they soon realised this was not viable as a long term business 

model. So they thought about how they could add value to the crops grown on the 

farm. Producer B’s father developed the idea of creating a brand that captured the 

history of the ancient site and the high quality food that is produced there.  

They now produce a range of plain and flavoured camelina oil (Irish Wild Flax oil). As 

well as plain and flavoured rapeseed oil, which is also available in a gift set. Their 
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range of oils are available in 250ml, 500ml and litre bottles. Additionally, the business 

is currently developing a spray-bottle to complement their product range.  

Producer B was the first business to produce camelina oil in Ireland. The camelina 

plant (also known as Irish Wild Flax) grows up to 1 metre tall and bears a small pear 

shaped pod. When these pods turn brown the seed inside is ready for harvesting. A 

combine harvester separates the seed from the pod and then the remaining plant is 

spread back over the field to help keep the land fertile. The oil is then extracted from 

the seed.  The rapeseed oil follows a similar process: however, the rapeseed plant 

produces a smaller black seed from which the oil is extracted.  

All of the oils produced are cold-pressed, this involves the seeds being crushed by a 

mechanical device and then filtered to remove any unwanted particles. The filtering 

process is carefully managed to ensure that all nutritional benefits are maintained in 

the oils. The oils are then bottled and stored for a short period of time before being 

labelled, ready for sales and distribution.   

All of the growing, harvesting, bottling and processing takes place on the family farm. 

It is here that they also test new flavours with staff, family and friends. Producer B has 

worked closely with a number of chefs and food stylists to develop unique recipes 

using their produce. These are all available online and appeal to a variety of users. 

Local celebrity chef Nevin Maguire has also endorsed producer B’s oils. In recent 

years the business has worked in collaboration with a nutritional therapist to promote 

the health benefits of using rapeseed and camelina oils. These health benefits include 

high levels of essential fats (omega 3 & 6) and are strongly promoted on the company 

website.  

Since 2013 Producer B’s oils have received a number of one, two and three gold star 

awards at the Great Taste Awards, London. The business is also a member of Origin 

Green (Ireland’s Food and Drink sustainability programme) and actively promotes his 

sustainable and responsible sourcing practices on the company website.  

Producer B sells his produce in Ireland through his online shop and a number of 

prominent retailers including Tesco, Supervalu and Dunne’s Stores. They have also 

recently started retailing their oils through Ocado (a UK based online supermarket). 

The company export their produce to Kuwait, Malaysia and Germany. Additionally, 
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they are currently in negotiations with a distributor in China with a view to expanding 

into the Asian market. 

The business started out with two employees, and this number has now risen to six. 

This includes two marketing and sales executives to assist the business develop their 

promotional activities and expand their retail coverage in Ireland, the UK and 

worldwide. 

There are no current financials available to the public, for this business. However, in 

2015 it was disclosed that the owners had invested another €100,000 equity into the 

company. Whilst at the same time the company continued to make losses 

accumulating to €342,000. Producer B’s main competitors are Wicklow Rapeseed Oil, 

Donegal Rapeseed Oil Ltd (both based in R.o.I.) and Broighter Gold (based in N. 

Ireland). A larger significant competitor is Boyne Valley Foods Ltd., based in Drogheda 

(RoI). In 2017 this company had 250 employees and €150 million turnover. Boyne 

Valley Foods sell a range of food brands throughout Ireland and the UK, including Don 

Carlos Olive Oil and Lakeshore Rapeseed Oil. They currently dominate the Irish edible 

oils market (see Figure 30): 

 

Figure 30: Company Share Performance in the Irish Edible Oils Market 2018 (Passport, 2018) 
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5.3.3 Key Unique Attributes: Case 2, Producer B 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.3. For the purpose of this study the most dominant 

UAs will subsequently be explained, using supporting quotations from the producer. 

 

 

Chart 5.3: Percentage Coverage of Unique Attributes in Case 2, Producer B. 

5.3.3.1 Brand Building 
 

The UA ‘Brand Building’ was the most dominant UA in this case study, it focuses on 

building brand recognition. Producer B was aware of the importance of building their 

brand:  

“I basically said ‘how can we be a well-recognised brand in Ireland?’  And 

that’s when they (Bord Bia) gave us a template. James and myself were using 

that template and orchestrated things from there.  So, that was great… Now 

we’re in a strong position, we’ve a large market share and we’re a recognised 

brand.” 
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Producer B used promotions extensively to raise the profile of his brand, but he was 

also aware of the limitations of promotions: 

 

“Promotions - yes, you have to get people to try it. We did a big bunch of 

promotions to get people to be aware of the brand, now it’s about capitalising 

on that and keeping ourselves in people’s baskets.” 

Producer B was also working hard to build his brand by listing it in a variety of different 

retail stores throughout Ireland, this was assisting his product gain market exposure. 

 

5.3.3.2 Provenance (Region of Origin) 
 

The UA ‘Provenance – Region of Origin’ was the next most prominently displayed UA. 

Producer B was proud of the rich historical area in which his product originated. This 

is promoted extensively on his website and also features on the actual product: 

“From we started using Boyne Valley - I think it’s key, it’s key and people 

recognise that Boyne Valley is a region which produces good quality 

rapeseed oil, so if people come to recognise (Produce B) as a brand - as a 

high quality Irish rapeseed oil, the product - it will be very important for us.” 

Producer B also discussed the possibility of obtaining Protected Geographical 

Indication (PGI) status. A PGI is a sign used on products that have a specific 

geographical origin and possess unique qualities or reputation that are due to the 

region. Producer B believed that there was an opportunity to build on the reputation of 

his particular region:  

“When people start to realise that good quality oil comes from the Boyne 

Valley then there might be something to say but Boyne valley rapeseed oil or 

Boyne valley, it’d have to be from the Boyne Valley, - it needs to be 

protected.”  

 

5.3.3.3 Awareness & Visibility 
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The UA ‘Awareness & Visibility’ was the next most prominently displayed UA. This UA 

explains how the producer works to gets the product into the customers’ vision. 

Producer B was constantly trying to get his product into stores and raising the profile 

of his product amongst consumers:  

 

 “Peter’s doing sales when he’s selling - in the supermarkets, he’s getting them 

to pull through the promotional products and that’s raising awareness of the 

product.”  

Producer B used promotions as key marketing tool to help raise the awareness and 

visibility of his product: 

 

 “You have to understand that, there’s a lot more involved and doing 

promotions is a good way of getting people to pick it up and try it you know. 

Again for instance with Ocado (the online supermarket), you would have a 

period of promotion and you have a reduced sale period and then after that 

you’d hope to see a small increase in sales.”  

Producer B also used a variety of other marketing activities such as attending shows 

and events, he believed this also helped raise the profile and visibility of his produce: 

 

 “We are starting to do a wee bit of radio stuff and for Bloom and tastings we’re 

starting to do a bit more of - since Francis has come on board he’s pushing 

those other aspects.” 

Another recent development for Producer B is the use of social media to help raise the 

awareness of his produce: 

“Exactly and people then might start buying into the product a bit…in saying 

that we’ve 2000 followers (on Instagram), it’s not massive but it’s enough. It’s 

not bad either. Very good for doing giveaways… on Facebook, you know 

doing competitions is a very good way of getting people to try it.” 

Producer B also uses his new product ‘camelina’ to educate consumers about his 

range of products. Again, this helped raise the awareness and visibility of his produce: 
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“It’s not the biggest seller in the world, but I describe it as our show pony. You 

know, you bring it in, you tell people about camelina and they go, ‘that's 

amazing, you've really got something there’. Then we sell them rapeseed oil, 

on the back of it.  So it’s a kind of two tier thing…and I do think camelina will 

end up being one of our main products, it’s just about education.”   

5.3.3.4 Uniqueness 
 

The UA ‘Uniqueness’ was also prominently displayed. Producer B felt that the 

uniqueness of his produce could be attributed a number of factors, including the fact 

that it is from Ireland: 

“Rapeseed oil, the uniqueness that we have in regards to it is that it’s Irish, 

you know, you sell Ireland to anywhere, to any of these countries, it comes 

with it, it’s an honest name of greenness. People seem to have got this image 

of Ireland.” 

Producer B also believed the uniqueness was due to the specific production process 

they use and also their combination of flavours: 

“How we produce it - yes. The flavourings that we do are unique, our camelina 

is very unique. Flavours – chilli garlic, garden herbs, they are flavours that are 

different we do a ‘smokey’ and a ‘citra hop’, you know that would be exclusive 

to us.” 

Another aspect of his unique offering is the product ‘camelina’ oil, which producer B 

sells as part of his product range. Camelina also known as Irish Wild Flax is a flowering 

plant in the Brassicaeae Family (mustard, cabbage etc.) A native to Europe it is an 

ancient crop that has been cultivated for at least 3,000 years. Producer B was the first 

to introduce this product to the Irish market: 

“Camelina, how unique it is, he (the rep from Ocado) just said, ‘yeah, he could 

take rapeseed any day of the week, those are produced so much in the UK - 

but Camelina is so unique’.”   

5.3.3.5 Heritage (Story/History) 
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It was found that the UA ‘Heritage – Story/History’ was prominently displayed. 

Producer B was keen to develop and promote the story behind his product: 

 

 “It’s definitely is something we are trying to develop, it’s something you have 

to do through your website…First of all, you need to get the product right and 

then get the story afterwards. Certainly, Bord Failte (the Irish National Tourism 

Development Authority) brought six journalists from Switzerland here last 

week and they were all into - you know the history and the whole idea, it’s not 

even just the historical thing, it’s actually that it’s a family. It’s a family as well 

as a local community and business.” 

Producer B thought it was important that he developed his story, rather than employ 

a specialist marketing company to do so: 

 

 “I talked to other people, businesses in the area and they say you can get 

somebody in but you need to be doing it yourself because you’re on the 

ground. There are so many stories around here that we could be talking 

about: the cattle; the cake; the by-product of it. You know - he feeds it to his 

cattle and that goes into a chain. As you say all those chains, the farmers that 

we deal with, that’s our story.” 

5.3.3.6 Production Process 
 

Examining this case, it was found that the UA ‘Production Process’ was also 

prominently displayed. All of Producer B’s oils are cold-pressed, this involves the 

seeds being crushed by a mechanical device and then filtered to remove any 

unwanted particles. The filtering process is carefully managed to ensure that all 

nutritional benefits are maintained in the oils. Then Producer B and his team 

experiment by adding different flavours to the oils: 

  

 “We just taste tested them ourselves – the herbs and chilli garlic. Then there 

was the person who was running the business before I got involved and they 

developed the garden herbs and the chilli garlic.  The smokey - I came across 

that one when I realised that people like smokey flavourings so I developed 
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that one. Then Darragh - the young guy who was here, he was big into his 

craft beers so that’s where the citra hop came from.” 

5.3.3.7 Nutritional Information  
 

It was found that the unique attribute ‘Nutritional Information’ was prominently 

displayed. Producer B highlights the nutritional values of his produce on his labels: 

 

“You have to get your labels right. You have to send of and get the nutritional 

values - but the nutritional value doesn’t really change massively from crop to 

crop. For camelina, it is three to four times more Omega 3 than rapeseed oil, 

and it’s been shown to have thirty times more Omega 3 than olive oil.”  

 

Additionally, Producer B promotes the nutritional information and associated health 

benefits of his produce on his labels, but also extensively on the company website:  

 

“Camelina really it is the health benefits. Health benefits, but also it has that 

edge that we’re going to try and push it as something special, you buy this 

because it does something for you. It doesn’t have low saturated fat but it has 

a lot of polyunsaturated fats in it.  So as an oil it’s great to incorporate in a 

diet, it’s a natural anti-inflammatory but it’s also the oil itself is also good for 

your heart because if you incorporate more polyunsaturated fats in your diet it 

is a positive thing.”  

 

Producer B believed that promoting the nutritional information and health benefits of 

his produce would help educate consumers to the benefit of purchasing his produce 

as an alternative to olive oil: 

 

“Rapeseed definitely...people are beginning to see that - I’ve been told 

actually by doctors and nutritionists, that you should use this because 

obviously it’s going to help your heart and people are beginning to register 

that. People are only just getting away from the idea that olive oil is the best 

on the market.”  
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5.3.3.8 Certifications 
 

The UA ‘Certifications’ was also prominently displayed. Producer B believed that 

having the BRC (British Retail Consortium) accreditation was an important factor in 

getting his produce into retail listings. This certification stipulates the food safety, 

quality and operational requirements within a food manufacturing organisation.  

Although the BRC was originally a UK recognised certification, it is now a global 

standard and is recognised by the Global Food Safety Initiative (GRSI):  

 

“So that's a strong thing, I suppose that goes with the fact that, you know 

we’re Irish. Having the BRC cert means that you can produce high quality 

produce… we’re independently accredited. We have to get it for all the 

bottles, we have to get all the documents to say that the product is of food 

grade standard…so the purchase orders, invoices obviously, for BRC the 

farmers - I have to get all their spray records, any training they had, college 

certificates - all that for BRC.” 

 

Producer B was confident that having the BRC accreditation would help open up 

more retail opportunities for his produce, especially in the UK: 

 

“It ticks a box…if you’re not BRC well - it’s a game changer really and I'm 

hoping that it will start to open up avenues very quickly, you know, if you deal 

with anybody in the UK you have to have BRC. As I said, it’s helped us to get 

new business, it’s just another box ticker. I met with Ocado (an online 

supermarket in the UK) last week, and the minute you say you’re BRC ‘A’ 

grade, well – it’s a game changer.” 

 

5.3.3.9 Awards 
 

The UA ‘Awards’ was prominently displayed. This UA describes the official accolades 

received by the product. Producer B discussed the various awards his products had 

received, including three gold stars at The Great Taste Awards, London: 
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 “For Camelina we got three gold stars in 2013 - so a three gold star out of 

10,000 entries.  A three gold star means that your product was in the final 

125,  so we were in the best 125 products in that category, in all those 

thousands of products.  So I do place quite a lot of emphasis on them.” 

5.3.3.10 Provenance (Country of Origin) 
 

Finally, examining the unique attributes it was found that ‘Provenance (Country of 

Origin)’ was also prominently displayed. Producer B believed it was important to 

highlight the fact that his product was Irish: 

 

“We would describe our product as premium Irish seed oils. It’s Irish, you 

know, you can sell Ireland to anywhere, to any of these countries - it comes 

with it, it’s an honest name of greenness. People seem to have got this image 

of Ireland.” 

 

Producer B also thought having the term ‘Irish’ on his label added value to his 

produce, especially in a global context: 

 

“The value is probably being able to reach a bigger market, you know and 

there are a lot of people to vie for in the same space here - so you have to 

look outside, because you’ll have too many eggs in the one basket. So the 

value for me is sprawling my customer base and also bringing quality 

products of Ireland outside of Ireland - that adds value to my business.”  

 

Furthermore, Producer B felt that Ireland was synonymous with being natural and 

green. He believed that New Zealand had exploited this well and that Irish producers 

could also utilize this aspect of the Irish global image: 

 

“They just want something that's not Chinese because possibly they don’t 

trust Chinese products and I think that again, it’s that green thing, like New 

Zealand have tapped into, you know, they see New Zealand as being green 

and being accredited, you know, there’s checks and balances.”  
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5.3.3.11 Unique Attributes Not Prominently Displayed 
 

The following UAs were not prominently displayed: Quality; Credence; Social Image; 

Production Process; Reliable Supply Base; Endorsements; Selective Distribution. 

Whereas, the UAs: Natural; Limited in Supply; Hedonic Value; Traceability; Grandeur; 

Taste; Innovativeness; Local Supply Base; and Organic were not displayed at all. 

 

5.3.4 Key Dynamic Capabilities: Case 2, Producer B 
 

Examing the dynamic capabilities (DCs) in this case a number of key capabilities were 

dominant, as illustrated in Chart 5.4. For the purpose of this study the most dominant 

DCs will subsequently be explained, using supporting quotations from the producer. 

 

 

Chart 5.4: Percentage Coverage of Dynamic Capabilities in Case 2, Producer B. 
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5.3.4.1 Developing Collaborations 
 

Firstly, examining Case 2 it was found that the DC ‘Developing Collaborations’ was 

the most prominently displayed DC. Producer B worked hard to develop collaborations 

with farmers and other local suppliers in his supply chain: 

“Also the business - what’s important to us is a constant supply and I noticed that 

since we started being able to go to the individual farmers and say, ‘well, we’ll 

give you a set price’, you know, that kind of relationship. Working directly with 

farmers and really that's it for us. That is our supply chain.  Outside of that we try 

to keep, as many local services as possible - where possible.” 

Producer B described the collaborations he had with other members of this supply 

chain, as ‘relationships’:  

 

“You know - relationships with supermarket owners, relationships with other 

producers and things like that and with your distributors are really important and if 

you don’t get that right - it’s massive. I’m still trying to get some of them right, 

some businesses are just so big it’s hard to have proper collaborations with 

them.” 

 

He felt that working closely with other members of the chain was also important, 

including external bodies such as Bord Bia: 

 

“So when the harvest is in you talking to them (the farmers) almost daily.  And 

then, after that the glass manufacturers, getting all those things and then the 

labels - all those things are important.  After that then I think that Bord Bia are 

quite important, the environmental health officer, and if you want export 

certificates and things like that then there’s more interaction with these 

individuals.” 

 

Producer B also collaborates with a local food network to tap into local markets and 

upcoming events: 
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“We are part of the Meath Artisan Produces - we do some markets together.  It’s 

great to get to know people and talk to people within the network.  We do a 

market called the Taste of the Boyne Valley, which they organise.  But I have 

suggested that for me and other producers - that the Meath County Council 

Board could even organise an extended group incorporating the whole of the 

Boyne Valley.” 

Producer B displayed a real interest in actively looking for support from external 

agencies: 

 

“So I've had various mentors from the LEO (the Local Enterprise Office)...these 

guys were brilliant, they were more like an agony aunt session to be honest with 

you, because I would just go in and talk about my problems with the business.  

And to a certain extent it was great just to leave and even have that time away.  

There was another guy, a young guy from Inter-trade Ireland, working for us, he 

was here to do sales, he was on a graduate programme - 50 per cent of his 

salary, was paid.  So, that was great. Then, there was James…he helped me 

with commercials and that was again a game changer because he introduced me 

to how to run and manage promotional fixtures.”  

Additionally, Producer B felt that in developing collaborations it was important for him 

to go to as many meetings and events as possible. He believed that making a personal 

connection was vital: 

 

“Try to talk to as many people as possible, get involved with Bord Bia try and go 

to as many things as you can. It’s hard to do - because obviously you’ve other 

things you have to do - but you know going to many meetings, networking is 

important and those kind of shows in the UK and Ireland, although they’re very 

time consuming, they’re the place where you meet people and you can talk to 

them - they do pay off.  People buy from people, you know, they don’t buy from a 

nameless business. I find that going out and meeting people and talking to them 

will put a face to the name.”  

5.3.4.2 Commitment to Learning 
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It was found that the DC ‘Commitment to Learning’ was also prominently displayed. 

Producer B displayed a proactive approach to learning. He was constantly looking for 

opportunities to educate himself and his business: 

 “I have a degree in Agricultural Science and I’m a Barrister as well.  I did two 

years full time (as a Barrister) and then in the third year I started working for 

the business full time but I was kind of doing bits and bobs and in fourth year I 

decided to stop practicing. So the whole legal background probably helps a 

little bit just to look at things a bit differently. The agricultural background gives 

you a really broad base for agriculture business - though I did animal science 

so, animal husbandry and I did a bit of crop management too.”  

Producer B also took part in business support programmes: 

“I also did an accelerate course with the LEO, which was to help start-up 

businesses, you know, get a bit more insight into how to run a business, etc.  

Then I got a study done in 2013 by MBA students in Trinity College - a friend 

of mine at the Four Courts introduced me to a colleague…who’s a lecturer on 

the MBA in Trinity and they took us into the MBA project. For the project I 

basically said, ‘how can we be a well- recognised brand in Ireland?’ and they 

took it from there.” 

Producer B was willing to take advice from lots of different sources and he was 

always open to new suggestions: 

 

“I went out on a whim and only for the fact that we were lucky to get access to 

these people. We got the contacts. I suppose you have to be open to 

suggestions - you know if it’s a closed shop - you can’t make those changes.  

So, we were willing to admit that we didn’t know what we were doing, once 

you admit you don’t know what you’re doing then you’re open and ask for 

help.  It’s important.  And help has been there from lots of different avenues I 

have to say looking back on it. Being able to get access to those sources, and 

getting that knowledge was pretty important.” 

Producer B thought that this was a natural process for him and he admitted he had 

made mistakes, but he had also learnt from those mistakes: 
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 “I suppose because I have those backgrounds, making certain decisions with 

regards to getting BRC, getting involved with people like James, Trinity, all 

these things occurred to me as a natural thing to do. But in saying that, all I’ve 

done since I’ve come into business is try to find people who could educate me 

further on how to do what I’m doing in the business. A lot of it has been 

making mistakes so I learn from them as quickly as possible and that goes 

across the whole business…you make mistakes, but then let’s all figure it out, 

learn from your mistakes as quickly as possible.” 

Finally, with regards to the DC ‘Commitment to Learning’, Producer B believed he had 

learnt a lot about all aspects of his business and this had helped him build relationships: 

 

 “I think now I know more about the commercial side of business: about 

distribution; all these things; knowing about the health and safety; even 

relationships with EHO (Environmental Health Officer); knowledge about 

legislation; about how things should probably look; about how your system 

works – this all makes you have a much stronger influence of how your 

relationships (in the supply-chain) happen. I still get them wrong a lot of the 

time, but I do try to learn from them.” 

 

5.3.4.3 Customer Focused 
 

The DC ‘Customer Focused’ was prominently displayed. Producer B was very aware 

of who his actual customers were. He knew that they were individuals who were willing 

to pay extra for a premium product: 

 

 “So people from probably 30 upwards, usually people who have homes, 

they’re home keepers and usually women. I would describe them as kind of 

top tier, willing to pay a bit more for something a bit better. In saying that 

though I think that this promotion has opened us up to a whole raft of people 

who might not, never have actually considered using our products.” 
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Producer B worked hard to get to know his customer. He had recently collaborated 

with Bord Bia to get an insight into his consumers’ behaviour:  

 

 “I’ve actually had Bord Bia do a focus group for me and that was actually done 

with groups in the UK, Manchester, Dublin and Cork and that was a great 

insight – how people relate to rapeseed oil, what they think. Even camelina, 

they came back to say you should call it camelina oil (flax oil) so people could 

actually identify with it, people know what flax is.  So camelina was a bit too 

scary.” 

Producer B uses promotions to expand his customer-base however he knows he 

needs to work hard to keep those customers: 

 

 “You have to get people to try it and know what it’s about - we did a big bunch 

of promotions to get people to be aware of the brand.  Now it’s about 

capitalising on that and keeping ourselves in people’s baskets” 

 

5.3.4.4 Marketing Communications 
 

The DC ‘Marketing Communications’ was prominently displayed. Producer B had won 

a number of awards for his products and he was careful to choose which ones he 

displayed on his labels: 

 

 “For camelina - we got three gold star in that (The Great Taste Awards), in 

2013 so a three gold star out of 10,000 entries. A three gold star means that 

your product was in the final 125 so we were in the best 125 products in that 

category, in all of those thousands of products. The Great Taste I promote 

more than Blas na hEireann, the main reason is that the Blas na hEireann 

award – the logo - doesn’t go very well on a bottle, so it’s difficult to put onto a 

bottle because it doesn’t look right.”  

Producer B discussed the different marketing communications he undertook, to 

promote his product, such as radio and trade shows: 
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 “We are starting to do a wee bit of radio stuff and for Bloom (the Irish 

Horticultural Show supported by Bord Bia) and tastings we’re starting to do a 

bit more of.” 

Recently Producer B had started using social media to communicate his message to 

his customers:  

 

 “Twitter’s great and Instagram, my problem is - I don’t have enough time to do 

them all and I need someone to try and help me.  But people then might start 

buying into the product a bit, in saying that we’ve 2000 followers, it’s not 

massive but it’s enough to start.”  

However, he was cautious about the actual real tangible benefits that social media 

could bring to his business: 

 

 “I think from my type of product I think social media is - although it’s great, it’s 

great to tell people that story - we don’t know if it does as much as it says it 

will.  I think, really to get people to buy the product - to try it is a bigger task 

than actually just talking about it. It’s very hard to, considering what you have 

to spend on social media, it’s very hard to know how much of that money is 

actually working to make you sales.”  

5.3.4.5 Pro-activeness 
 

The DC ‘Pro-activeness’ was also prominently displayed. Producer B was constantly 

scanning the business environment to find alternative methods of production:   

 

“I’ll have to look into it (organic produce) because I'm obliged to do so under 

Origin Green with Bord Bia and I know anyway because I’m doing a feasibility 

study on it at the moment - I know in my head that’s what will come out of the 

study, we need to try and access that.” 

 

Producer B was also consistently looking for new ways to sell his product, and had 

even built a relationship with TK Max to sell his produce when he was over stocked: 
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 “And I sell the stuff to TK Max and things like that as well, I find it’s a good 

way of - you know, if I’ve stock I need shifted - I ring up TK Max.” 

5.3.4.6 Product Development 
 

The DC ‘Product Development’ was prominently displayed. Producer B was the first 

producer in Ireland to press and sell camelina oil: 

 

“We’ve actually chose to start trying to drive camelina because of that precise 

reason - it’s a low input crop and it’s an environmental crop. We need to do 

very little to it.  It’s a short season crop.”  

Producer B and his staff were constantly trying and testing new flavours. They 

experimented with flavours on the business premises: “We just taste tested them here 

ourselves – the herbs and chilli garlic.”  

He was also working with a local college to develop a spray bottle for his oils: 

 “We’re looking at doing a spray bottle at the moment and I’ve gone and got a 

local college helping me with that venture. You know I’ll talk to the guys (his 

staff) about it because I have to. It’s like ‘Fry Light’ like a spray one - two 

squirts you know and two calories per squirt.” 

5.3.4.7 Selling 
 

The DC ‘Selling’ was also prominently displayed. Producer B was working hard to get 

the sales end of the business up and running. This is being assisted with promotional 

activities: 

“We are doing sales with a van - we have one to do it cheaply at the start to 

get us going, then I’m formalising the sales in promotional activities to make 

sure that we’re getting exposure where we need it.”   

 

Although Producer B admitted to not being the best at selling, he had employed staff 

that were capable of capitalising on this end of the business: 

  

 “It’s a combination you know, I may not be the best salesman. I did talk to TK 

Max  - I talked to the buyer, I arranged sales but I wouldn’t be amazing at 
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going into a supermarket and talking up a product and saying ‘I think you 

should give me the end of that shelve – because this stuff is going to fly’. But I 

have good staff that can do that end of it.” 

 

5.3.5 Extent of Collaborations: Case 2, Producer B 
 
 

Collaborations were an important theme throughout the analysis of this case-study. 

Firstly, in relation to the DCs: Developing Collaborations is a Networking Capability 

and this DC was prominently displayed. This DC directly involves the producer 

developing collaborations with other stakeholders internal and external to the SC. 

Producer B discussed at length the various collaborations he had developed and 

explained that these were more like ‘relationships’ rather than collaborations. 

Then examining the DC: Commitment to Learning, this is another Networking 

Capability and it was prominently displayed. Producer B had a third level education 

and was a practicing Barrister. He was constantly looking for opportunities and was 

always willing to take advice from a variety of sources.   

Finally, the UA: Production Process indirectly involves the development of strong 

collaborations. This UA was also prominently displayed, it explains the entire process 

involved in producing the product. Producer B explained the various collaborations he 

had with his suppliers and his own staff, all along the SC.  

5.3.6 Summary of UAs, DCs and Extent of Collaborations: Case 2, 

Producer B 
 

In summary then in relation to the UAs: Brand Building; Provenance – Region of Origin; 

and Awareness and Visibility were the most prominently displayed in this case-study. 

Examining the DCs: Developing Collaborations; Commitment to Learning; and 

Customer Focused were the three most prominently displayed DCs. The least 

prominently displayed DCs were: Innovation; and Delivery Management, whereas the 

DC: Risk-taking was not displayed at all. 

There was evidence of extensive collaborations throughout this case-study. This was 

particularly evident in the DCs: Developing Collaborations; and Commitment to 

Learning. It was also indirectly evident in the UA ‘Production Process’. 
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5.4 Case 3: Producer C: Premium Cider Producer (RoI) 

Case 3 examines a producer of premium cider, based in County Louth in the Republic 

of Ireland. To set the context, it is important firstly to discuss the market sector. This 

is followed by an overview of the case, then the UAs, DCs and the extent of 

collaborations pertinent to this case are analysed. 

5.4.1 Market in Focus: Cider 
Cider is a low alcohol drink produced by complete or partial fermentation of apples, or 

pears. It is available in a number of varieties including: flavoured, still or carbonated. 

In 2016 the global cider market was valued at $10,667 million and this is expected to 

grow at a rate of 6.1% to $16,252 million by 2023. Compared to other alcoholic drinks 

the global cider market is the highest growing alcoholic drinks market in the world. 

With North America exhibiting the highest projected rate of growth at 10.6% during the 

period 2017-2023 (see Figure 31). This global growth in cider is fuelled by an increase 

in demand for gluten-free products and the rise in consumer preferences for low 

alcohol drinks. 

 

Figure 31: Forecasted Global Cider Market by Geography, 2017-2023 (Allied Market Research, 2018) 
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Cider is a popular alcoholic drink in both the UK and Ireland. In the UK 54% of adults 

drink cider, and the majority of these are young consumers (18-34’s). However, barrel-

aged and flavoured ciders are now attracting an older consumer. Although cider can 

be produced using pears or apples, the standard apple is the most widely used variant. 

According to the Code of Practice of the National Association of Cider Makers (NACM), 

the alcohol content of cider must be above 1.2% ABV (Alcohol by Volume) but less 

than 8.5% ABV. Any product with an ABV above 8.5% is classified as an apple wine.  

Cider is by large a seasonal drink and most consumers enjoy cider only in the summer 

months. In 2017 cider recorded a 1% total volume decline to 848 million litres in the 

UK. However, the heat wave of 2018 boosted the total value sales of cider in the UK 

to £3.6 billion. This increase in value sales is expected to rise to £3.7 billion in 2023 

(Mintel, 2019a).  

In Ireland cider sales grew by 2% in total volume sales in 2017 to reach 68 million 

litres. Again, this growth in sales is expected to continue and is forecasted to reach 73 

million litres in 2022 (Passport, 2018a).   

5.4.2 Overview of Case 3, Producer C 
 

Producer C produces premium cider on the family-run farm on the outskirts of 

Drogheda. Their orchard covers 80 acres and boasts 20 different apple varieties. The 

family have been producing fruit for over 50 years in the Boyne Valley, and for many 

generations before that in County Armagh. They specialise in growing apples and 

producing apple juice, cider and cider vinegar. The family had always made cider for 

private consumption. However, it was only in 2013 that they started producing cider 

for the commercial market. The cider is named after Producer C’s great-grandfather 

who drove a steam train from Belfast to Dublin on the old railway line that runs through 

the family farm and orchard.    

The family farm is situated in the Boyne Valley, and Producer C is an active member 

of the Boyne Valley Food Series, as well as a supporting company within the Discovery 

Boyne Valley and Ireland’s Ancient East tourism destinations.  The business is very 

much a family affair with Producer C’s father, brothers, sister and cousin all working 

on the farm. Additionally, they employ a farm manager who has worked with the family 
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for four generations. From time-to-time Producer C also employs seasonal workers, 

mainly during the harvesting which takes place on the farm from mid-August to late 

November. 

To achieve their unique flavour producer C blends cider apples with Bramley apples 

and dessert fruit to give the cider a slightly dry taste. His premium cider is produced 

from hand-picked apples; this means there is less bruising on the apples – which can 

affect the flavour of the end produce. The majority of the apples used in the production 

process are produced on the family farm and occasionally other varieties are bought 

in from other apple producers in Ireland. There are no sulphites or cultured yeasts 

used in the production process; instead it is fermented naturally and slowly during the 

cool winter months using wild yeasts. Additionally, there are no artificial colours, 

sweeteners or acids added to the cider. The cider is aged for a least a year before 

being bottled. Finally, a little sweet apple juice is added back to the cider just before it 

is lightly carbonated and pasteurised, this allows the ciders’ unique flavour to develop. 

Producer C’s product range includes; apple juice: cider vinegar and a range of 

premium ciders which are classified at 4.5% ABV. Their ‘Original Cider’ is the most 

popular selling product and is made from a blend of Bramley apples and dessert fruits. 

The ‘Whiskey Cask Cider’ has a light golden colour and is fermented in Bourbon casks 

for six months and then matured for twelve months. It is mildly carbonated and has a 

distinctive oaky flavour; it is also suitable for coeliacs and vegans. The ‘Single Variety 

Cider’ is produced using only one type of apple and is marketed as an ideal 

accompaniment for most foods. The latest addition to the product range is ‘Coll’s Craft’. 

It was produced for a recent Dublin food festival, and has a slightly lighter flavour. 

Producer C also produces apple juice and cider vinegar under the family farm brand 

name. These products are available to purchase at the farm shop located on the 

premises and are distributed widely in retail outlets throughout Ireland. 

Producer C’s range of ciders are available online at two main online Irish retailers: 

www.dinkstore.ie and www.obrienswine.ie . They are also available at a variety of 

retailers, public houses, restaurants and off-licences throughout Ireland, including 

landmark establishments such as: The Gasworks, Canal Street, Dublin and The 

Gourmet Food Parlour, Salthill, Galway. Since 2015 Producer C’s ciders have been 

widely distributed in retailers and public houses throughout Germany: in Berlin; 

http://www.dinkstore.ie/
http://www.obrienswine.ie/


158 
 

Dusseldorf; Cologne; Frankfurt and Munich. More recently the company has been in 

negotiations with retailers in Russia and North America, with a view to exporting the 

products here also.   

Social Media is an important marketing tool for Producer C and he has created a 

Facebook page and an Instagram account for his premium ciders.  He also 

continuously updates his website with photos, blogs and recipes for customers to 

follow. There are however more important social media sites for beer and cider lovers. 

These include Untapped (www.untapped.com) and Ratebeer (www.ratebeer.com), 

both of these have given his ciders positive endorsements.  

Producer C’s ciders and other products have won numerous awards at national and 

international levels. In 2015 their cider and farm vinegar both won bronze at Blas na 

hEireann (the Irish Food Awards). Then in 2017 their ‘Original Cider’ won a one star 

award at the Great Taste Awards London (the UK food Awards). In the same year their 

‘Stameen Farm Apple Cider Vinegar’ also won a one star award at the Great Taste 

Awards London.  

Producer C markets his cider as a premium ‘craft’ cider, he is however a very small 

player in the Irish cider market. In Ireland Producer C’s main competitors are other 

artisan and craft cider producers such as Stonewell Cider, Cork and Cronin’s Cider, 

Kerry. However, the key players in the Irish market are the well-known brands such as 

Bulmer’s Original Cider and Heineken’s Orchard Thieves. In 2017 together they 

accounted for over 75% of total volume sales. In 2018 the C and C Group PLC which 

owns Bulmer’s recorded a turnover of £721million and a pre-tax profit of almost 

£64million. In the UK Heineken is the key player in the cider market, with their flagship 

brand Strongbow dominating the market in 2017 with almost 25% in total volume sales. 

However Thatcher’s Cider is also very popular and continues to grow with a number 

of line extensions such as their Cloudy Somerset Cider. In 2018 they had 194 

employees, a turnover in excess of £99million and a pre-tax profit of £11.5million.   

 

 

 

 

http://www.untapped.com/
http://www.ratebeer.com/
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5.4.3 Key Unique Attributes: Case 3, Producer C 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.5. For the purpose of this study the most dominant 

UAs will subsequently be explained, using supporting quotations from the producer. 

 

 

Chart 5.5: Percentage Coverage of Unique Attributes in Case 3, Producer C. 

5.4.3.1 Quality 
 

The unique attribute ‘Quality’ was the most prominently displayed in this case. 

Producer C was working hard to ensure his brand would be known as a high quality 

product:   

 “But it’s a young brand... I want it to be known as a quality brand. I want to 

pursue that quality. As I say, no matter what, even if you don’t like it, you 

can’t say it’s not quality. That’s the way I’d look at it.” 
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He knew that although consumers might have different preferences for various types 

of ciders, he was determined that his product would be known as a high quality cider: 

 “But I think one of the things I would say to people…you get asked lots of 

different questions. You get asked, ‘Is your cider dry, medium or sweet?’ 

You would say, ‘You tell me’. Half a dozen people will give you 6 different 

answers. So it’s all got to do with the palate. One of the things I would say 

to people is, ‘I don’t mind if you don’t like it. Nobody has to like everything. 

You can’t tell me it’s not good quality - because it is.” 

 

Producer C was proud of the fact that his product was perceived in other countries 

as being of a high quality standard: 

 

 “The one in Germany particularly – and we were told as much – 

recognised the quality. By that I mean that the head buyer just knew. 

There are no chemicals added and he knew it. He said that he has a very 

sensitive stomach and he found that he could drink it no problem and 

therefore he knew that it must be good quality.” 

5.4.3.2 Production Process 
 

The UA ‘Production Process’ was the next most prominently displayed UA. Producer 

C’s production process is different to most cider producers, but he believes this is an 

important aspect in ensuring the high quality of his end-product: 

 

 “So in that regard, what we do in terms of making the cider is - I’ll tell you - 

the most unique thing is probably wild yeast fermentation. Then, when the 

cider completely ferments, the calories are now low in alcohol because 

there’s no sugar left. Then what we do is add apple juice back in.” 

Producer C’s product is more expensive to make, but he believed that consumers 

wanted a cider that had no chemicals added in the production process. He felt he 

could ask for a higher price premium because of this feature: 
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 “I do think people appreciate that there are no chemicals in it. I think, as I 

would see myself - if I have a few of my own ciders or if I have a few good 

quality beers, the effect on your body is much better….we ask for a 

premium because it’s an expensive product to make.” 

 

Producer C felt there were a number of reasons that his product was better than his 

competitors, including his production process: 

 

“I’m very loath to make claims. Not everyone can have a USP (Unique 

Selling Point), you know? We can all have things we want to talk about; 

no chemicals, wild yeast fermentation, our history of growing apples, the 

story behind it. That’s our story, so that’s our USP.” 

However, he was worried about keeping the finer details of his production process 

confidential. This is one of the reasons he keeps a small team of staff (mostly family 

members) involved in his business:  

 

 “I am quite concerned about confidentiality - in terms of what I’m doing 

and selling: recipes; production; all that type of thing. We’re quite 

concerned about that. That’s why the family are around here, my brother, 

sister and father are here. We have a very good, long-term staff with us 

and those are the people we trust and we want to use.” 

5.4.3.3 Natural 
 

Examining the UAs it was found that the attribute ‘Natural’ was the next most 

prominently displayed. Producer C believed it was important that he highlighted the 

natural aspect of his ingredients on his label: 

 

 “The ingredients are apple juice and water and we say, ‘No artificial 

additives’.  They value the fact that there are no chemicals in it. Our label 

is consistent. It says ‘Apple juice and water’. We don’t even have to put 

ingredients on the label, but we want to do it. We want to tell people - this 

is the situation – this is a natural product”. 
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5.4.4 Key Dynamic Capabilities: Case 3, Producer C 
 

Examing the dynamic capabilities (DCs) in this case a number of key capabilities were 

dominant, as illustrated in Chart 5.6. For the purpose of this study the most dominant 

DCs will subsequently be explained, using supporting quotations from the producer. 

 

 

Chart 5.6: Percentage Coverage of Dynamic Capabilities in Case 3, Producer C 

5.4.4.1 Customer Focused 
 

The dynamic capability ‘Customer Focused’ was the most prominently displayed DC. 

Producer C was customer focused and knew exactly who his target customer was: 

 

“You’re looking at probably 25 and upwards. Probably 25-45 at this 

moment in time. What I would see is that, in volume terms, we probably 

have a 50/50 split in terms of men and women. But in numbers terms, I 

would see more of a 35/65 split, just because men tend to drink more. I 
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saw some figures; a millennial can be classed anywhere between 1985 

and 2005 or something like that. There’s a 20 year gap; that’s a big, big 

difference. So there’s no clear definition there - so I don’t like using it. I 

think 25–45 is probably my target customer.”  

Although Producer C was very focused on his customer, he was quick to highlight 

the fact that customers don’t always know what they want: 

  

“Absolutely. I’m closer to the customer, but do you always give them what 

they want or always understand what they want? That’s harder to figure 

out…for instance, we did one of these craft beer shows in Dublin in 

February. The audience that would go to that would tend to be already 

fairly well interested and invested in the whole craft beer product. We had 

3 different ciders pouring of draught: we had our regular; we had a single 

variety; and we had a whiskey-cask one...so basically, whenever anybody 

ordered a whiskey-cask we had a bucket underneath for the tokens and 

we counted the tokens for each order so we could track it. You’re giving 

out samples all the time, but in terms of sales, to track the sales we 

discovered that the whiskey-cask one outsold our regular one 5 to 1.” 

Producer C believed that trade shows and events were a great way to get to meet his 

customers and find out exactly what their preferences actually were. He tries to utilise 

these events to get his customers to try out different varieties:  

 

“So we are used to trying to market the product ourselves and we’re used 

to speaking directly to the end user at events, trade shows and things. A 

lot of the consumers of cider are women – a lot of men as well but 

probably twice as many women as men drink cider. A lot of woman are 

not that keen on whiskey. A lot of women were put off by the fact that it’s a 

whiskey- cask one. When I offered it as a sample they were like, ‘Oh, 

whiskey’. I said, ‘Here, try it’ and then they liked it. But they were put off by 

the whiskey one. On the event, more women drank it than men.”  

Additionally, if Producer C has developed a new variety or flavour, he will bring it along 

to the trade show to test the reaction it gets from customers: 
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“At the likes of these shows, craft beer shows and whatever else, we try to 

introduce something a little bit different and gauge the reaction. As I said 

to you earlier on, it’s hard to know sometimes what the reaction is. Are the 

people going for the different thing simply because they already know your 

regular product and that’s how these shows work? As an example, the 

feedback of the whiskey cider was so good we decided to bottle it. It’s 

going out very well. Any samples we brought out are going well. That 

informs our decision. We work on it here.”  

Producer C was also aware that he had to work hard to keep his customer. One way 

he could do this was through developing new varieties and flavours: 

 

“I think I know my customer is a flighty enough animal. I think it’s part of it, 

that unless you’re giving them something new on a regular basis, they will 

have some form of loyalty to you in that they want to back a product but 

they need to see constant product evolution.” 

Producer C also uses advertising and social media to stay customer focused: 

 

“We do a little bit of print. We’ve been lucky enough; we’ve been featured 

on television and so on. We do the trade shows and event. The rest is 

social media; Facebook, Instagram and Twitter.”  

 

He believed social media (Facebook, Instagram and Twitter) was now an important 

marketing tool, and could be used to stay focused on his customer. However, there 

were also beer and cider specific websites that were more valuable to him and his 

particular customers: 

 

“Do you know what I find more important? There’s a website called 

‘Untapped’. It’s for all the craft cider and beer geeks and all the rest of it. 

To be honest with you, they go to a bar and they might be there by 

themselves. Then they pick up their phone and next thing they’re saying, 

‘Okay, I’m drinking a Brand C cider’ and they rate it. It goes into the 

website. So you get ratings. I could show you ratings from all over the 



165 
 

world; from Finland, from Europe, from the States… we’ve got good 

results. When speaking to distributors in Russia a couple of weeks ago, 

we said, ‘Look us up on Untapped. We’re the highest rated Irish cider’.”  

 

 

5.4.4.2 Developing Collaborations 
 

Examining the DCs in Case 3, ‘Developing Collaborations’ was the next most 

prominently displayed DC. Producer C worked hard to develop collaborations with 

other members of his supply chain such as: other producers; bottlers; distributors; and 

retailers: 

“Historically I’ve always dealt with other apple growers, because even for 

the supermarket business, the farm business here, they may be times 

when other growers might need a certain variety that I have and I might 

need a little bit of what he has. So we’ve a good working relationship with 

them. My bottling happens off-site so I have to rely on somebody to 

contract bottlers for me. I press it, store it and filter it here. I have to rely 

on that for the moment until I get that completely under my control as well. 

In terms of the other collaborations, I deal with and have been used to 

dealing with distributors and dealing directly with retailers and bar owners 

and that.” 

 

Producer C discussed how he interacted with the other members of his supply chain. 

He described his relationships with other key actors in the supply chain, as ‘two-way 

collaborations’. With him and the other members constantly providing each other with 

information and feedback: 

 

 “Typically, obviously I would bring the product. 99 times out of 100 I would 

bring the product directly to the distributor. I would interact with the 

warehouse man there. Then I would always have somebody, a lead point 

of contact, and that would typically be a lead rep. So they’re in the sales 

team and I would be interacting with them on a regular enough basis to 
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see how it’s going and get feedback and see how to improve. Always. 

With my best distributor and the one who does the most volume for me, 

the conversation would be, ‘I think you can do that better now what can I 

do better?’ There are two of you in it.” 

This exchange of information also happened at events and trade shows: 

 “I see, in the beer industry…Because I’m cider, I talk to all the ones in the 

craft beer very openly and there’s a great exchange of information.”  

Producer C believed that one of the key collaborations for his business was the 

collaboration he developed between himself and his distributors: 

 

 “Yes – the distributors are key. The States (USA) would be different in that 

there’s an importer and a distributor, but a lot of the importers and 

distributors can be one and the same. The one thing that annoys me, is 

when I’m talking to distributors and I’m asking the questions but they’re 

not giving me the answers. Therefore they don’t trust me. If there is to be 

a future in it, it has to feel that it’s a two-way thing. I’m not one for jumping 

around through distributors and I value the role of distributors, to the point 

where, over Christmas I had a few accounts in Dublin that couldn’t get 

delivery from the distributor. I actually opened up most of these accounts 

myself. I went in and I delivered to them, but I didn’t take the sale. I still 

put it through the distributor.” 

However, again and again he emphasised the need to build ‘trust’ into these 

collaborations: 

 

 “If you’ve chosen well, if you’ve chosen a decent distributor and you’re on 

the same wavelength from the get-go, I think the exchanges…If you’re 

talking to them and you trust them you don’t need contracts.”  

Producer C was also working to develop new collaborations with other producers 

outside of his supply chain, with the aim of producing new products and initiatives: 

“There’s a very good local pork producer, free range pork. He sells directly 

to the consumer in Dublin and he does lots of wonderful things and he 
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wants to get cider for marinades and apples, obviously, for sausages. So 

little things like that. Some of the beer guys; there’s a good brewery out in 

Trim in County Meath. They buy cider from us. Other breweries around 

the country are talking to us about collaborations within that whole craft 

beer sector.” 

 

Producer C believed the government funded agencies and in particular Bord Bia, were 

instrumental in his business success: “Bord Bia would be hugely instrumental for us.” 

Producer C emphasised how supportive the external agencies have been to his 

business: 

 

 “I think the local agencies are very supportive. Obviously I’m in control of 

my own raw materials here. I think that any time I have turned around and 

looked for a bit of help, between Bord Bia on a national scale and the 

Local Enterprise Office, I find them all very supportive. When you already 

have a track record of business…my father bought this place over 50 

years ago. We already have a track record and are showing them some 

diversity in the value-added product. It’s seen well and they want to help.”  

Producer C has also found Bord Bia and the Irish Exporters Association very helpful 

in getting his product into international markets: 

 

 “Bord Bia, for me, would be very good in terms of organising market visits. 

The Irish Exporters Association got us some business in Germany. Bord 

Bia had us out in Russia a couple of weeks ago. It looks like there’s some 

business going to come out of that.” 

Producer C discussed at length the assistance he had received through collaborations 

with Bord Bia. He was also part of a number of local food networks: 

 

 “I suppose, one of the bigger ones we’re a member of is Bord Bia. We’re 

members of that from the farm side and we’re working through one of their 

quality programmes called Origin Green, which is going to be from farm 

through to bottle, even though they’re two separate companies. So we 

have the fruit farm and we have the cider business. They’ve accepted that 
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the Origin Green programme should run through the farm right up in 

through to the cider business. We’re members of Bord Bia through the 

Horticultural Quality Assurance Programme and all that type of thing. We 

find that they’re useful, obviously, very useful. The farm here was all 

originally County Meath. This is now Louth and the rest of the farm is 

Meath, but we’re part of the Boyne Valley food series and the Meath 

Artisan Producers Group. We find that quite useful.” 

He found that being part of the local networks was particularly useful for keeping him 

informed on upcoming events:   

 “Likewise they might say, ‘There’s an event coming up and you might 

want to try that’. The local artisan producer group, Taste of the Boyne 

Valley, would tell you of events coming up and you sign up or don’t. 

Drogheda Maritime Festival, little things like that. That all comes at you 

through contacts and through the different groups.” 

Overall, Producer C believed that Bord Bia were probably the most important 

collaboration that he had developed a relationship with: 

 “I think Bord Bia…yes. I think they have been good and been behind it. 

We went to Bloom in Dublin one year, last year in fact, and they gave us a 

little bit more visibility. Is it your target audience? Possibly not, but it gave 

us visibility. They would be very keen; particularly if you ask them and 

work them, they’ll work you. If you sit back, they don’t; there are too many 

others knocking on the door. I find them very good. They would be critical 

to our success.”  

5.4.4.3 Commitment to Learning:  
 

The DC ‘Commitment to Learning’ was also prominently displayed. Producer C 

displayed a proactive approach to learning. He was constantly looking for opportunities 

to educate himself and his business, especially from his own market research:  

 

“We do it here and we kind of think: ‘What will we do? And what can we 

do? And what do we have available to us?’ Then, at the likes of these 

shows, craft beer shows and whatever else, we try to introduce something 
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a little bit different and gauge the reaction. As I said to you earlier on, it’s 

hard to know... Are the people going for the different thing simply because 

they already know your regular product? As an example, the feedback of 

the whiskey cider was so good we decided to bottle it. It’s going out very 

well. Any samples we brought out are going well. That informs our 

decision. We work on it here.” 

Producer C was constantly researching other markets to explore exporting 

opportunities, he discussed how Bord Bia helped him with this aspect of his business: 

 

“Bord Bia do market updates and market manuals where they say, ‘If 

you’re thinking about accessing the States, this is how you go about it’. 

They give you tips. You can get that. You also get figures as to what the 

market’s like in terms of demographics, consumption.” 

Producer C was willing to take advice from lots of different sources to help develop 

his business:  

“When I went into the cider business, I thought, ‘I’m up against big 

companies who are advertising relentlessly’. Budweiser is the biggest 

selling beer in the world and it’s never off the television. So I thought, ‘I’d 

better go and get some extra help’. I went to a branding agency. I’m 

probably a little bit critical of some of the creative types in that – I think 

sometimes they’re very precious. Having made that decision and chosen 

an agency…It was down between two agencies and I chose the one and 

we went and worked it out. I was talking about the history of the place and 

probably my own idea of what I wanted the branding to be.”  

 

He was consistently learning from his environment and he was always willing to take 

on-board constructive feedback: 

 

“By talking directly to the people I’m dealing with, as in trying to get my 

product into markets. Like all things, I take people at their word and I 

make myself pretty clear to people. I’m not the kind of person who jumps 

up and down and gets annoyed. If I’m not happy with something I say it, 

but I also say, ‘Tell me where I’m going wrong. Is the problem from my 
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side or your side? We’re in this together’. I think people will then respect 

that.” 

 

Producer C highlighted the fact that there are a lot of supports and learning 

opportunities available from other agencies. However, it is ultimately up to the 

producer how he utilises these: 

  

 “Bord Bia, family. Obviously professionals. You’d listen to your 

professionals in terms of your legals and your accountants and that. But 

ultimately, you get a piece of advice or you ask for advice, but the 

decision’s yours and you do what you can. Bord Bia, as I say, very helpful. 

Meath County Council, Local Enterprise are starting to become much 

more helpful. After that…it’s up to yourself” 

5.4.4.4 Marketing Communications 
 

The DC ‘Marketing Communications’ was also prominently displayed. Producer C 

used social media as part of his marketing communications: “we’ve been featured on 

television and so on, and the rest is social media; Facebook, Instagram and Twitter.”  

Producer C felt very strongly about how his brand and product was communicated to 

his customer: 

“So I knew about it and I wanted something that would also travel. So we 

can up with D.K. I told the story that he is my great-grandfather, he drove 

a steam train, the Dublin-Belfast line runs through our orchard. It’s Irish 

without being ‘Puts O’Shea’ or any of that crap. It’s clearly Irish. Anybody 

who would know anything about Ireland would know that it’s an Irish 

name. It’s very pronounceable in lots of languages. If you see the 

branding, the D.K. is very strong, what the product is, i.e. cider. It comes 

across quite strongly off the shelf. Then you have the train, which is an 

image nobody else has on a brand. It hits those points. As I say, it’s not 

how I envisaged it, but it’s where we got to and I have to trust it.”  

He also ensured that his customer could see that his product was Irish and that he 

had used only natural ingredients. This was clearly communicated on his label: 
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“The label is consistent. It says ‘apple juice and water’. We don’t even 

have to put ingredients on the label, but we want to do it. We want to tell 

people, ‘This is the situation’. We think that the attributes that help our 

product in export, one of the principal attributes is that it’s Irish. That 

applies for every Irish cider, obviously. But I do think people appreciate 

that there are no chemicals in it.” 

5.4.4.5 Channel Management 
 

The DC ‘Channel Management’ was prominently displayed. Producer C explained 

how important the distributor was for his business: 

 “Obviously the distributor can really influence your business; that’s the key 

to where the value comes. The distributor can influence your business by 

his activities.” 

He discussed how he had researched other American beers and then contacted their 

distributors, in order to tap into that market: 

 

 “So, I’m trying to revisit the American market, what I’ve done is plain and 

simple. I’ve looked at the successful American beers and I’ve seen who 

their distributors are. If they’re good enough for Founders or Sierra 

Nevada, they’re probably good enough for me. Then you can say, ‘Well, if 

they’re with them and they’re good enough for them, they’ve probably got 

good enough distribution. They’re probably a pretty reputable company’. 

To that end, we’re talking to one at the moment and there are a couple 

more we have to talk to. We’ll probably have a visit out there in the 

springtime. We’ll try to go out and finalise a deal.” 

5.4.5 Extent of Collaborations: Case 3, Producer C 
 

Collaborations were an important theme throughout the analysis of this case-study. 

Firstly, in relation to the DCs: Developing Collaborations is a Networking Capability 

and this DC was prominently displayed. This DC directly involves the producer 

developing collaborations with other actors inside and outside the SC. Producer C 
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discussed at length the various collaborations he had developed with various 

stakeholders. He also emphasised the need to build ‘trust’ into these collaborations. 

Then examining the DC: Commitment to Learning, this is another Networking 

Capability was also prominently displayed. Producer C was constantly looking for 

opportunities and was always willing to take advice from a variety of sources, and in 

particular Bord Bia.   

Next, examining the DC: Chanel Management this is a Marketing Capability and 

concerns the producer working closely with distributors. This DC was also 

prominently displayed. Producer C believed that having a close relationship with his 

distributors was essential for his business. 

5.4.6 Summary of UAs, DCs and Extent of Collaborations: Case 3, 

Producer C 
 

In relation to the unique attributes: Quality; Production Process and Natural were the 

three most prominently displayed in this case-study. Whereas, the UAs: Limited in 

Supply; Price Premium; Hedonic Value; Grandeur; Reliable Supply Base; and Oragnic 

were not displayed at all. 

Examining the dynamic capabilities: Customer Focused; Developing Collaborations; 

and Commitment to Learning were prominently displayed. The least prominently 

displayed DCs were: Innovation; and Selling, whereas, the DC: Delivery 

Management was not displayed at all. 

There was evidence of extensive collaborations throughout this case-study. This was 

particularly evident in the DCs: Developing Collaborations; and Commitment to 

Learning. 
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5.5 Case 4, Producer D: Premium Chocolates (RoI) 

Case 4 examines a producer of premium chocolates, based in County Cavan in the 

Republic of Ireland. To set the context, it is important firstly to discuss this market 

sector. This is followed by an overview of the case, then the UAs, DCs and extent of 

collaborations pertinent to this case are analysed. 

5.5.1 Market in Focus: Premium Chocolates 
 

In 2017 the global chocolate market was valued at around USD 103.28 billion. It is 

expected to grow at a compound annual growth rate of approximately 7% between 

2018 and 2024, to reach an estimated USD 161.56 billion. Although Europe is 

predicted to hold a substantial share in the global chocolate market, North America is 

expected to be the fasted growing region in a global context. Other regions predicted 

to show high growth in terms of chocolate market sales, are Asia, Latin America, the 

Middle East and Africa (Zion, 2018). In the UK, chocolate sales increased by an 

estimated 11% during the period 2012–2017 to reach £5084 million. This growth is 

expected to continue at a rate of 9% for the period 2017-2022, to reach £5543 million 

(Mintel, 2019b).  

In 2015 Bord Bia commissioned research into consumer usage of premium chocolates 

in Ireland and the UK. The key findings of this report suggested that chocolate 

confectionary was expected to continue to grow at a rate of 3% over the period to 2019 

(Bord Bia, 2015). The average spend per consumer on boxed chocolates was €11.11 

in RoI and £7.93 in the UK. The UK market in 2014 was worth just over £1.4 billion 

and was viewed as appealing to Irish Chocolate producers, for a number of reasons 

including proximity to market. However, this may change with the advent of Brexit and 

as a result of increasing tariffs producers may be forced to look to global markets such 

as Asia and the Middle East to ensure continued growth. 

5.5.2 Overview of Case 4, Producer D: Premium Chocolates 
 

Producer D is a small rural producer of fine handmade chocolates based in County 

Cavan in the Republic of Ireland. The business was formed in 1999 by Producer D, 

who had formerly worked for more than ten years in the chocolate industry.  



174 
 

Producer D, who describes herself as a ‘Master Chocolatier’ has a third level 

qualification in Bakery Management from DIT (Dublin Institute of Technology) and has 

previously worked for Butlers Chocolates, Dublin and Lily O’Brien’s in Kildare. She 

started her business in Dublin in 1999, before moving to Meath and then finally 

relocating to her hometown of Stradone in Co. Cavan. She now jointly owns the 

business with her husband (who is also her business partner).  

Before the recession the company focused on the corporate customer with sales 

mainly in Ireland and in the UK. However, an economic downturn and a change in the 

exchange rate had a devastating effect on sales and the business was forced to rethink 

their marketing strategy. They started to produce smaller individual products aimed at 

the retail sector. This change in direction meant a more labour intensive production 

facility nevertheless it proved to be a lifesaver for the business. 

They now produce a range of premium handmade chocolates aimed at the retail sector, 

and their target customers are (medium income to well-off) females in their thirties and 

forties who like to indulge or treat themselves with a regular purchase of fine chocolate. 

Their product range includes: chocolate bars; sugar free chocolates; truffles; swirl 

sticks; hot chocolates and sauces. As well as occasion and gift hampers, and products 

for the corporate sector. 

Producer D is passionate about new product development and has put a lot of effort 

into ensuring that her products are gluten-free, she tries to cater for all tastes and in 

2013 she developed a sugar-free range of chocolates.  

In 2016 the business had ten employees with roles relating mainly to production and 

sales, by 2018 this number had increased to fourteen. The company has shown year 

on growth, and Producer A has set a target of 10% - 20% growth in sales per annum 

for the forthcoming years. In 2017 their turnover reached €1m for the first time. They 

reported a modest profit of €56,574 in 2015 and by 2018 this figure had increased 

more than fivefold to an impressive €295,935. 

Within the premium chocolate industry in Ireland, the main competitors are the larger 

established companies such as Lir Chocolates, Navan and Butler’s Chocolates, Dublin. 

Lir Chocolates was established in 1986 and in 2017 it employed 245 staff and had a 

turnover in excess of £22.3 million. Whilst Butler’s Chocolates was established in 1980 

and in 2017 it employed 222 staff and had a turnover of £17.4 million. Both these 
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companies distribute their produce throughout Ireland, the UK and into international 

markets. 

Producer D’s chocolates are sold directly to the consumer via her website and from 

her on-site shop. Her products are distributed throughout Ireland mostly through retail 

outlets such as Supervalu and Dunne’s Stores.  However, she also sells to a range of 

fine food stores, including the Avoca Stores, Sweeny’s Wines and Sheridan’s 

Cheesemonger’s.  

Over the past five years Producer D has embarked on a number of joint initiatives with 

companies ranging from SuperValu (where she participated in the Food Academy 

Programme – aimed at supporting local Irish producers), to online companies such as 

www.mycaboosestore.ie and www.ardkeen.com (where her products are marketed as 

high quality premium gifts).   

Producer D has gone to great lengths to ensure that her products conform to BRC 

(British Retail Consortium) food safety standard. This certificate is globally recognised 

and meets the legislative requirements of the EU General Product Safety Directive 

and the UK Food Safety Act. 

To date the company has won twenty five Great Taste Awards including thirteen gold 

medals, indicating that these products deliver an exceptional great taste.  The Great 

Taste Awards are a UK based accreditation scheme for fine quality foods, and are an 

important accolade for producers hoping to enter the UK market. However, they are 

also internationally recognised and producer D currently exports not only to the UK, 

but also the United Arab Emirates, Malaysia and Russia. 

5.5.3 Unique Attributes: Case 4, Producer D 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.7. For the purpose of this study the most dominant 

UAs will subsequently be explained, using supporting quotations from the producer. 

http://www.mycaboosestore.ie/
http://www.ardkeen.com/
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Chart 5.7: Percentage Coverage of Unique Attributes in Case 4, Producer D 

5.5.3.1 Brand Building 
 

Firstly, it was found that the UA ‘Brand Building’ was the most prominently displayed 

UA. Producer D was very aware of the importance of building her brand and believed 

that this was just as important as producing a high quality product. She was mindful of 

her competitors and had spent time researching her competitor’s products and brands, 

in order to develop their own brand: 

 “Yes, well the brand is ‘X Chocolates’- so having developed it I 

researched it for what was in the marketplace and built a profile of every 

other chocolate manufacturer there was.” 

Producer D uses an Irish name as her brand name and all her packaging has a black 

and gold background, which helps portray the brand as being premium. She explained 

why they had developed their own unique brand: 
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 “…when I started my business when I was at a show people were walking 

past me and this annoyed me so they all thought I was no different than 

anyone else - so then I had to think well next time, which is more unique. 

So that’s where we built this, you know, that folder of all the other brands 

and then I met with a designer and said look, this is all the other brands that 

are in the marketplace and this is what I have at the moment - we need 

something that’s more catchy. So that’s where the logo came from and then 

from that we built on the colour.”  

 

5.5.3.2 Reliable Supply Base 
 

It was found that ‘Reliable Supply Base’ was the next most prominently displayed UA 

in the analysis of this case study. Producer D summed up her relationship with 

suppliers: “Well, I have a good relationship built up with all suppliers. We source as 

much local as possible … we use a lot of other local companies as well like Cavan 

Box (a local packaging company).” Not only was it important that she had a good 

relationship with her suppliers, but equally it was important that her suppliers were 

local.  

Producer D explained how the issue of building trust in the supply chain can be 

accelerated through the use of accredited suppliers:  

“Okay, so we start with the raw material. We have contracts with all our 

material suppliers. They’re an accredited, approved supplier and we do our 

contract prices for 6 months. Then we deal with all our box manufacturers, but 

they’re all proofed and approved before we have new product development. 

So they’re an approved supplier as well. I suppose you need to trust the 

people that you’re handing over your product because we’re producing a food 

product and that food product has to be safe no matter where it goes in the 

world.” 

 

5.5.3.3 Uniqueness 
 

Examining the UAs it was found that ‘Uniqueness’ was the next most prominently 
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displayed UA. Producer D suggested that uniqueness was a key characteristic of her 

chocolate products. “Well, all our products are handmade, it’s a unique taste and 

flavour.”  She believed that this characteristic was a significant factor in her produce 

successfully competing in international markets. As she explained “It would be the 

unique taste, again.  Gluten free and also probably it being Irish as well.” 

 

According to Producer D, this uniqueness is achieved through sourcing only the best 

ingredients and constantly experimenting with flavours. The fact that all her products 

are gluten free also helps promote the uniqueness of the produce. However, other 

chocolate producers such as Butler’s Chocolates have a gluten free range, as well as 

other diet specific ranges (such as nut free, alcohol free and egg free). Producer D 

emphasised the fact that she uses only the best quality Irish butter in her products and 

her brand name is Irish. However, the Irish country of origin is not highlighted on her 

packaging, nor does she use the country flag.  

 

5.5.3.4 Awareness and Visibility 
 

The UA ‘Awareness & Visibility’ was also prominently displayed. Producer D explained: 

 ‘”It’s, you know, anybody can start, the reality is you could start making 

chocolate tomorrow or anybody could but it takes a long time to get your 

brand known, to get visibility in shops and also to produce it as high 

quality and high volume as well.” 

 

5.5.3.5 Certifications 
 

It was found that the UA of ‘Certifications’ was prominently displayed. Producer D 

explained why the BRC certification was important for her product: 

“It’s important for us and for customers and also it guarantees us a good 

quality product. Also for exports it’s good because the BRC standard is a 

global standard.”  
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It was also found that certification was important to the producer because it was a 

means of building trust across the supply chain. Producer D summarized the process: 

     

 “We have contracts with all our material suppliers. They’re an accredited, 

approved supplier and we do our contract prices for 6 months. Then we 

deal with all our box manufacturers, but they’re all proofed and approved 

before we have new product development. So they’re an approved 

supplier as well. Everybody that we do business with goes through our 

system, so we approve them. We have a system in place and we tick all 

the boxes. They all have to have the BRC standard. I suppose…once you 

build a trust and you make people understand what you expect from them 

and I suppose if you pick the proper supply chain.” 

5.5.3.6 Quality 
 

It was also found that the UA ‘Quality’ was prominently displayed. Producer D 

explained the challenges associated with consistently producing high quality 

chocolates: 

 

“I mean it’s okay making a couple of small batches but to make those 

small batches… but you’ll have to make 30,000 of them, do you know, to 

keep that quality and to keep that consistency is difficult. We have to train 

staff on our systems and quality of our products as well. So there’s a lot 

done behind the scenes.” 

5.5.3.7 Production Process 
 

The UA ‘Production Process’ was prominently displayed. Producer D explained that 

her products were all hand-made and this was an important feature of her production 

process: “Well, all our products are handmade, it’s a unique taste and flavour, local 

people. We’re working with Bord Bia, we are Origin Green as well.”  
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5.5.3.8 Nutritional Information 
 

Finally, examining the UAs in this case it was found that it was important for the 

producer to highlight or emphasise certain ‘Nutrition Information’ of their produce. This 

attribute was also prominently displayed: 

 

 “All our products are gluten free and we source as much local as possible.  

We would have seen gaps in the market and that; all our products are 

gluten free as well.” 

5.5.4 Key Dynamic Capabilities: Case 4, Producer D  
 

Examing the dynamic capabilities (DCs) in this case a number of key capabilities were 

dominant, as illustrated in Chart 5.8. For the purpose of this study the most dominant 

DCs will subsequently be explained, using supporting quotations from the producer. 

 

Chart 5.8: Percentage Coverage of Dynamic Capabilities in Case 4, Producer D 
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5.5.4.1 Developing Collaborations 
 

‘Developing Collaborations’ is a Networking Capability and is illustrated through the 

ability to establish connections and build strategic relationships within the supply chain. 

This DC displayed was the most prominently displayed DC. Producer D exhibited a 

strong tendency for developing relationships:  

  

 “I have a good relationship built up with all suppliers. We have fiercely 

strict accreditation so all of our suppliers are approved by us… So if we 

hand that over to you then it’s very important that you don’t sabotage it or 

do something to it because it could make our product unsafe, so we have 

to trust people. I suppose…once you build a trust and you make people 

understand what you expect from them and I suppose if you pick the 

proper supply chain and that you have the goods… that everything is in 

place and everybody knows what you’re capable of - that you picked the 

proper logistic people, you picked the proper chain.”    

For Producer D the development of relationships extended outside the immediate 

supply chain, “I used be a member of the Meath Artisan group, when we were there – 

but now we are in Cavan – there is none. The Meath group was brilliant.” These 

strategic relationships also included statutory agencies: 

 

“We’re working with Bord Bia we would have got mentors from LEO and then 

through Bord Bia doing special food shows. They provide tents etc and we 

pay a small fee and yes – these are very good.” 

 

5.5.4.2 Commitment to Learning  
 

Within the Dynamic Capabilities (DC) framework ‘Commitment to Learning’ is a 

Networking Capability, this DC was also prominently displayed, and is characterised 

by an ability to proactively gather information from the environment. Examining the 

DCs of Producer D, it was found that she displayed a strong commitment to learning:  
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 “Well every day you learn more so I suppose by doing courses and you 

know, educating myself more as well makes you a better business 

person … you learn from others as well so it’s very often that you learn 

from other people… because you don’t know everything, you’re very good 

at some areas but not others. And that’s where the LEO enterprise officer 

was absolutely brilliant. I have a good relationship with them, you know, if 

I’m any way in doubt I will pick up the telephone and say is there anybody 

with experience in that area?” 

 

Producer D explained how they were constantly on the lookout for news and 

information on upcoming events:  

 “Right, because we’re Bord Bia so I’d get information from Bord Bia, I also 

get information from the local LEO Office. So if they have any events 

coming up and Bord Bia would be most stuff that I’d need for the food 

industry and then if there was say like you know, I get emails from the 

Food Safety Authority of Ireland and they would deal with any problem I 

might have. And also reading magazines, you know, the media, Twitter.” 

5.5.4.3 Pro-activeness 
 

It was found that the Dynamic Capability ‘Pro-activeness’ was also prominently 

displayed. This is an Entrepreneurial Capability and is characterised by an individuals’ 

ability to undertake pre-emptive decisions regarding their business. Producer D 

displayed this capability as illustrated below: 

 

“We were doing a lot of selling to corporates and we weren’t doing much 

retail. But, when the recession started corporate went way, way down so 

we started to develop products which were more suitable for the retail 

market.”  

Producer D was originally selling the majority of their produce to corporate buyers. 

However, the corporate sales dramatically reduced when the recession occurred. This 

meant Producer D had to take the initiative and start producing products that would 

suit other markets. Additionally, Producer D was constantly looking for opportunities 
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in the market place, “We would have seen gaps in the market and that; all our products 

are gluten free as well.” Again, this demonstrates a pro-active approach to the 

business.  

 

5.5.4.4 Risk-taking 
 

Examining this case-study the DC ‘Risk-taking’ was also prominently displayed. This 

is an Entrepreneurial Capability and refers to the producer’s ability to take calculated 

risks. Producer D described the risks she had to take when she started her business: 

  

 “When you start the business it takes a long time for you to build that 

brand and to get those orders. The first year I had five employees I had no 

capital and no orders but you know, I was determined with a turnover of 

15,000 euro and even the turnover, there’s weeks I’m hadn’t money to 

pay myself but you keep going, you get your mortgage, you work hard, 

you build your brand and you will succeed.” 

5.5.4.5 Marketing Communications 
 

In the analysis of this case study it was found that ‘Marketing Communications’ was 

prominently displayed. This is a Marketing Capability and it explains how the producer 

skilfully uses marketing communications. Producer D explained how they 

implemented their marketing and advertising programs: 

 

“We used to do advertising in newspapers but we don’t anymore. It didn’t 

work… so we would do… in Ireland we do a lot of shows, we do big 

shows and we do the Tullamore Ploughing Championships, so we go to 

Bloom and then in store tasters - where we meet the end user. Then 

social media: Twitter, Facebook. The shows would be the main one and 

the in-store tasters.” 

Producer D knew that having additional certifications and awards would help them 

build their brand and corporate image in other markets, “Yeah, we won like 25 Great 

Taste Awards for our products so they are important for getting into the UK market.”  
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5.5.4.6 Channel Management 
 

The DC ‘Channel Management’ is a Marketing Capability and is typified by an ability 

to attract and retain the best distributors in the export market. This DC was also 

prominently displayed. Producer D explained why this was important to their business: 

 

 “The distributor and the logistics company are essential…ensuring the 

product gets from A to B, because if we produced a product that’s top 

quality and doesn’t arrive in Dubai on time, or not as it left here, not in 

good condition...then we lose their trust, so we also use an approved 

logistics company…everybody that we do business with goes through our 

system, so we approve them. We have a system in place and we tick all 

the boxes.” 

5.5.4.7 Customer Focused 
 

From the case analysis it was found that the ‘Customer Focused’ capability was also 

prominently displayed. This is a Marketing Capability and is illustrated through the 

producers’ ability to connect with its customers. Producer D was aware of who their 

main customers were and tried hard to attract and retain them: 

 “My consumer would be your 30-50 year old woman who lives in the 

country and likes nice things.  I target them through social media, shows, 

in-store tasting and we have a wee shop here that people can call into 

and buy the product. So we let them try new products too. And then if we 

were doing something that we weren’t too sure of, we would use a focus 

group.” 

Producer D explained how they also exploited local trade events and outdoor shows, 

this was another means of advertising their products and meeting their customers. 

 

5.5.4.8 Product Development 
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It was found that the marketing capability ‘Product Development’ was also prominently 

displayed. Producer D believed that product development was one of their 

strengths:  

“Yes – like new product development has been our strength, probably what we 

would have done a lot of. We would have seen gaps in the market and that; all 

our products are gluten free as well.”  

Producer D used an on-site shop to encourage customers to try their new products 

and then provide immediate feedback: 

“It depends sometimes when we’re doing new product development we either do 

it at shows or we use a team of people to do it or we have a wee shop here that 

people can call into and buy the product. So we let them try new products too.” 

 

5.5.4.9 Developing Complementary Resources 
 

The DC ‘Developing Complementary Resources’ was prominently displayed. This 

capability is typified by producers who produce a range of complementary products 

and resources in an attempt to attract customers. Producer D explained the range of 

products they currently offered: 

“We produce impulse products which include 50 gram bars, 100 gram bars, 

hot chocolate swirl sticks and we do gift boxes as well. So we do various 

different sizes of gift boxes for the gift market.” 

Producer D produced a variety of different types of chocolates and gift boxes to 

appeal to different customers and occasions, including their corporate customers.  

 

 

5.5.5 Extent of Collaborations: Case 4, Producer D 
 

Collaborations were an important theme throughout the analysis of this case-study. 

Firstly, in relation to the DCs ‘Developing Collaborations’ is a Networking Capability 
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and this DC was prominently displayed. This DC directly involves the producer 

developing collaborations with other actors inside and outside the SC. Producer D 

discussed at length the various collaborations she had developed with the various 

actors in her supply chain, from her suppliers, right through to the end distributor 

handling her products. 

Then examining the DC: Commitment to Learning, this is another Networking 

Capability and it was also prominently displayed. Producer D was constantly looking 

for opportunities and was always willing to take advice from a variety of sources, 

including external agencies such as Bord Bia.   

Next, examining the DC: Channel Management this is a Marketing Capability and 

concerns the producer working closely with distributors, it was also prominently 

displayed. Producer D believed that having a close relationship with his distributors 

was crucial for her business. 

Finally, the UA: Reliable Supply Base was prominently displayed. This UA involves 

the producer developing collaborations with their suppliers. Producer D consistently 

discussed the importance of developing relationships with reliable and local 

suppliers. 

5.5.6 Summary of UAs, DCs and Extent of Collaborations: Case 4, 

Producer D 
 

In summary then in relation to the unique attributes: Brand Building; Reliable Supply 

Base; and Uniqueness were the three most prominently displayed in this case-study. 

The following UAs were not displayed at all: Traceability; History (Heritage); Limited in 

Supply; Grandeur; Endorsements; Innovativeness; and Organic. 

Examining the dynamic capabilities: Developing Collaborations; Commitment to 

Learning; and Pro-activeness were the three most prominently displayed DCs. The 

three least prominently displayed DCs were: Selling; Innovativeness and Pricing. 

 

There was evidence of extensive collaborations throughout this case-study. This was 

particularly evident in the DCs: Developing Collaborations; Commitment to Learning; 

and Channel Management. It was also evident in the UA: Reliable Supply Base. 
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5.6 Case 5, Producer E: Organic Salmon (N.I.) 

Case 5 examines a producer of premium organic salmon, based in County Antrim in 

the Northern Ireland. To set the context, it is important firstly to discuss this market 

sector. This is followed by an overview of the case and then the unique attributes, 

dynamic capabilities and extent of collaborations pertinent to this case are analysed. 

5.6.1 Market in Focus: Fish 
 

Global fish production reached just over 178 million tonnes in 2018 and 88% of this 

was for direct human consumption. It is estimated that the annual world consumption 

of fish per person will grow by 17kg by the year 2030, resulting in an increase 40 million 

tonnes in global demand. 

 

  

Figure 32: Global Demand for Fish 1950-2016 (Researchgate, 2018) 

In the UK the average price consumers paid for fish and shellfish rose by 7% in 2017 

to £10 per kg. This high price resulted in a 2% fall in volume sales for the UK fish 

market. Although this trend in volume sales is set to continue in the period from 2017-

2022, inflation is expected to boost the overall value of sales by 10% to £4,043 million.   
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In Ireland the fishing industry makes a substantial contribution to the economy. In 2017 

the value of domestic fish sales in the Republic of Ireland rose to over €350 million, 

whilst in Northern Ireland retail sales reached almost £48 million. The international 

market is also important for the Irish fishing industry. The EU has a 70% dependency 

on fish imports, whilst China is the world’s largest importer of seafood products and 

this is estimated to reach a value of €15.5 billion by 2020 (Mintel, 2017a). 

5.6.2 Overview of Case 5, Producer E 
 

Producer E is the Managing Director of the organic salmon business which is based 

in County Antrim in Northern Ireland. It was established in 2008 and is the only organic 

salmon farm in the Irish Sea. Previously, there was a salmon business located in the 

same area, however it was forced to close after the fishing stock was ruined by an 

invasion of jelly fish. After this incident the staff got together and set up the new 

business.  

The business currently farms 600 tonnes of organic salmon every year and each week 

these are distributed to fifteen countries across the globe, from Dubai to San Francisco. 

Their on-growing farms are located off the Antrim coast, in the Irish Sea. The company 

have a philosophy of producing salmon to the very highest of standards, whilst at the 

same time not compromising the environment. They grow their fish chemical free and 

in an environment that has the highest possible welfare standards.  

The baby salmon are produced in Galway where they are reared for eighteen months 

in Lough Fee in Connemara. When they are between 10 and 15 cm long and weigh 

60–100 grams Producer E purchases the juvenile fish. These are then transported 

over the Border to County Antrim where they are released into the farm in the Irish 

Sea. They spend another eighteen months here in the fast flowing Atlantic waters. 

These unique conditions give the fish a distinctive texture and flavour. They are then 

harvested at a weight of 3–5kgs. At this point the fish are again transported over the 

Border to a processing plant in County Donegal. Then they are distributed by road to 

the continent or via Heathrow, if they are destined for the rest of the world. 

Producer E sells a range of frozen fish to his national and international customers. 

Additionally, they offer a variety of smoked salmon products online to the public. These 

range from 100g packs priced at £8.50 to a full side of smoked salmon priced at almost 
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£80 sterling. In 2016 the company also secured a deal with the prestigious London 

retailer Fortnum and Mason to supply organic smoked salmon at their seafood counter.  

Producer E’s organic salmon is certified by The Global Trust and audited by a licensed, 

independent certifying agency. The organic certification is defined by a legal set of 

regulations which refer to the ability of the business to control a number of set variables. 

These variables include: the stocking density - organic salmon farms must ensure a 

stocking density of less than 10kg/m3; the feed – organic farms can only use approved 

certified feed; antibiotics – are only permitted under strict veterinary conditions, and; 

proximity to neighbouring farms – organic farms are required to be separated from all 

neighbouring farms to prevent transmission of disease and exposure to effluents. The 

business also has the Bio Suisse organic certification which is an additional 

internationally recognised organic certification.  

Producer E has a website which can be used by online customers to purchase a range 

of products. The website is also used to promote the organic and natural credentials 

of the salmon, as well as to explain the heritage and importance of salmon in Irish 

Mythology. Additionally, the website provides consumers with a range of recipes using 

the organic salmon with other local products. Producer E is active on social media with 

regular photos and updates to Instagram. Here the salmon is endorsed by national 

and international chefs, as well as local eateries such as: the Yellow Door; Deane’s, 

Belfast and the Hastings Hotel group.  

Staff are an important and integral part of Producer E’s business, and as already 

explained, many of the core staff were employees of the original business that was 

forced to close as a result of the jelly fish invasion. Today there are seven directors 

including a Managing Director with over thirty years of experience working in the 

aquaculture business and a Commercial Director with 30 years’ senior management 

experience in agri-businesses. The company now employs thirteen fulltime staff, 

including a Farm Manager that has worked with the Company since its establishment. 

From 2009 until 2014 the company reported annual losses. However, in their latest 

published financial report (2017) the company disclosed that they held in excess of 

£1.6 million in their profit and loss account. Their main competitor in the UK is Orkney 

Organic Salmon, which is based in Orkney, Scotland. This company was formed in 

2015 with six employees and to date has reported annual losses. 
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5.6.3 Key Unique Attributes: Case 5 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.9. For the purpose of this study the most dominant 

UAs will subsequently be explained, using supporting quotations from the producer. 

 

 

Chart 5.9: Percentage Coverage of Unique Attributes in Case 5, Producer E 

5.6.3.1 Provenance – Region of Origin 
 

The unique attribute ‘Provenance – Region of Origin’ was the most prominently 

displayed UA. Producer E believed that producers here should be proud of their 

Northern Ireland heritage: “I think Northern Irish people should be proud of Northern 

Ireland.” 

He felt that there was huge potential to promote the provenance of Northern Irish food:  
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 “Northern Ireland for food provenance - not just ourselves, we’re just a 

small part of that - it could be huge as ‘Northern Irish’ branded, you know.” 

Producer E credited the region with giving his product a certain uniqueness: 

 “Well, we’re still part of the Atlantic, but it’s because of the very energetic 

waters out there.  The waters flow as fast as a river all the time out there.  

So, what happens, the fish are swimming against that all the time and 

they’re burning off all the fat…the area we farm it in – it adds to the 

uniqueness of the product” 

Producer E believed that more should be done to brand the Northern Ireland region: 

 

 “And when we’ve gone to trade shows with the help of Invest Northern 

Ireland, we’ve said to them, the only thing that’s missing with Northern 

Ireland is every other producing country has a huge stand with Scotland 

written on it, or Ireland written on it, or Spain, or whatever.  So, we did 

this.  We started it in 2013.  Only three companies were interested in 

Northern Ireland, which is a shame, in the seafood industry, and we had 

the biggest and best stand in Dubai.  ‘Northern Ireland Naturally’ we called 

it, and it was fantastic.  Absolutely fantastic.  So, we’re pushing, and 

pushing, and pushing the Northern Irish name.  We’re not getting too far 

I’ve got to say.  There seems to be this bit of well, you know, we’re a 

British, we’re British and we’re here, you know, that sort of thing.” 

Producer E felt that there should be a lot more assistance given to Northern Ireland 

producers to promote the region and to help them export to international markets: 

 

 “Export - there’s a lot of companies in Northern Ireland export, but they 

don’t get the kudos of that.  I mean we’re ninety-five percent export 

outside Northern Ireland.  So, a lot of it we’re just pushing on our own.  

We have had help from Invest NI to do this, but because we’re a small 

company, and in the seafood in Northern Ireland is generally small – so, 

there’s little help available.” 

His business and his staff were working hard to break into these markets, but there 
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was little help available from government agencies. In fact, there seemed to be a 

lack of knowledge and awareness on the agencies’ part: 

 

 “We were in Singapore; we went to Singapore earlier this year.  A huge, 

huge trade show.  Massive.  And we thought, right, we went to Invest 

Northern Ireland and we said to them, are you doing anything at this trade 

show, it happens every second year, and they said, ‘no’. So, we went to 

the show and when we got there - everything was there.  Meat and 

everything, you know, from GB and Northern Ireland.  So, we sent photos, 

took photos, sent them to Invest NI – ‘hang on guys, you know, you said, 

we would have been interested in setting up a stand here, but you said 

there was nothing’.  They didn’t know about it.  But this is one of the 

biggest trade shows in the world.” 

 

He thought that the political instability in Northern Ireland was responsible for this 

lack of support: 

 “And I think that’s the trouble.  Northern Ireland is such a wee place.  

Politically, it’s, you know, like most places, in a bit of a mess. And for the 

size of the seafood sector in Northern Ireland they don’t want the hassle, 

as such.  You know, they’ll (Invest NI) help you where they can but, you 

know, they don’t want the hassle.” 

Producer E wanted his product to be known as ‘Northern Irish’: 

 

 “I just want to say we’re Northern Irish, you know.  That’s our business, 

that’s where we’re from.” 

 

5.6.3.2 Provenance – Country of Origin  
 

The unique attribute ‘Provenance – Country of Origin’ was the next most prominent 

UA. Producer E thought that although it was important to differentiate his product with 

the region of origin, it was also important to state it was from the island of Ireland: 
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 “Not being British, or Irish, or anything like that.  Now, that’s not to say that 

we don’t use that when we can, but salmon is not a British product, if you 

like.  It’s an Irish product, so we sell our product labelled as produce from 

the Island of Ireland, produced in Northern Ireland.” 

Producer E was originally from Scotland, this gave him an external perspective on 

Northern Ireland and he could see that the Northern Irish had identity issues: “Because 

there is an identity crisis in Northern Ireland.” Northern Irish producers can label their 

food as being from: the UK; Northern Ireland; or Ireland. He believed this was 

problematic not only in Northern Ireland, but it also translated into how Northern 

Ireland was perceived abroad:  

 

 “I’ll give you another example.  With America, a huge American seafood 

buyer, one of the biggest, wanted to buy our fish, and we were labelling it, 

as I said, ‘Produce of the Island of Ireland’, and they got on to me and 

says, ‘Look, you can’t do this, you’re a UK company’.  I says, ‘Yes, but we 

are part of the Island of Ireland, geographically’.  He’s like, ‘But you can’t 

do this, you’re UK, it has to be produce of the UK’.  And I says, ‘No, you 

don’t understand’.  I said, ‘Do you know the geography of Ireland, the 

island?’ They couldn’t get this in their head and I says, ‘Right, hang on a 

second, let’s put it another way.  Do you buy salmon from the Republic of 

Ireland?’  And they said, ‘Yes’.  And I says, ‘Right, how do you label that?’ 

‘Produce of Ireland’, and I says, ‘Fine’.  ‘Do you buy salmon from 

Scotland?’ And they say ‘Yes, that’s where we get most of it’, and I says, 

‘How do you label that?’ ‘Produce of Scotland’, and I says, ‘Is Scotland not 

part of the UK? And they’re stumped’.” 

He believed that Northern Ireland should be promoted as a brand: 

 “So, as a brand…one of the things that’s been missing and I have noticed, 

I’ve been all my life in agriculture, forty years, mostly in Scotland, and 

what I’ve noticed Northern Ireland hasn’t got a brand, you know.  It’s very 

unfortunate that whilst the Republic of Ireland is a very strong brand, 

certainly in Salmon.  Scotland is a huge brand.  Northern Ireland, 

unfortunately, has not got a brand, and it’s one of the things I’ve found 
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very quickly when I came over here and started within this in Northern 

Ireland.” 

Producer E believed this was another factor impeding the exporting potential of his 

produce: 

 

 “And these are the problems that you face.  So, when you go to Hong 

Kong, and Dubai, and places like that, they just don’t know Northern 

Ireland.  They know Ireland because it’s got a very strong brand, you 

know”. 

5.6.3.3 Production Process  
 

The unique attribute ‘Production Process’ was also prominently displayed, this UA 

explains the entire process involved in producing the product. The production process 

for Producer E begins with the purchase of their juvenile fish from a supplier in Galway 

(Republic of Ireland) these are then released into their sea-farm in the Atlantic Ocean. 

Producer E believed that this unique location gave the fish a distinctive flavour: 

 

 “Well, we’re still part of the Atlantic, but it’s because of the very energetic 

waters out there.  The waters flow as fast as a river all the time out there.  

So, what happens, the fish are swimming against that all the time and 

they’re burning off all the fat…that affects the flavour of the fish”. 

Another important aspect of the production process is the fact that their fish are natural, 

with no additives or chemicals added: 

  

 “We don’t feed antibiotics.  We don’t put chemicals in.  Nothing like that 

near our fish since I came here nine years ago, you know.  So, they are 

as close to wild salmon as you’ll get, and it is all flowery words, but I say 

it, they’re as close to wild salmon but with better consistency in quality 

than wild salmon”. 

Additionally, Producer E felt that because they were limited in the amount of fish they 

could farm at any one time also helped produce a better quality fish: 
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 “What limits us is - we have a discharge consent it’s called ‘A Consent to 

Discharge’ and that limits us to what we can grow at sea.  So, for 

example, we can…in any one farm -we can only have up to four hundred 

and fifty tons of fish at any one time – so that helps”. 

Producer E believed that their unique location enabled them to produce a superior 

fish, and although it is a farmed salmon – in reality it tasted more like a wild salmon: 

 

 “So, a lot of our customers, or buyers, actually, don’t see us as farmed 

salmon.  They don’t even call it farmed salmon, because it’s totally 

different.  Totally different taste and texture.  And that’s where we think it’s 

unique.  As I said, I’ve been forty years in the salmon industry and I 

haven’t worked in a location as wild as we’ve got here, you know”. 

Although the salmon crossed the Border twice during the production process, 

Producer E felt that they had a quick turnaround time and again this helped keep their 

international customers happy: 

 

 “We harvest here and it’s chilled and then it goes up in chill wagons to the 

processing plant, and then gets boxed to our orders. Then we’re talking to 

our processors when we come to harvest.  Our processors are in 

Donegal, in Fanad.  And so, we harvest the fish and then they travel three 

hours up to Donegal. It then gets distributed either by road to the 

continent, or if it’s further afield it would be at Heathrow Airport.  So, if 

we’re harvesting this morning we can have fish in Hong Kong by Friday 

morning”. 

5.6.3.4 Grandeur   
 

The unique attribute ‘Grandeur’ was prominently displayed, this UA describes the 

extravagance or lavishness of the product. Producer E believed that his product was 

so luxurious that they didn’t need to advertise extensively, instead the customers 

normally came to them: 
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 “We don’t advertise as such, you know, we have a website and it’s more a 

pull situation, than us pushing.  So, we get more people coming to us 

looking for the product than we can actually supply to them”. 

However, in saying that Producer E did undertake some market research to locate 

upmarket customers: 

 

 “We have done market research.  We have looked at the countries we 

want to send our fish to, and then we find who is a top importer of 

premium products in that country, and then I meet with them”. 

Producer E explained that because his product was considered very opulent, he didn’t 

interact with the retail trade. Instead they dealt directly with high-end wholesalers: 

  

 “We don’t necessarily deal with retail.  We deal more with wholesalers for 

food service, and high-end five to seven star hotels.  That’s what we deal 

with. So, I’ll give you an example.  Dubai, we supply into Dubai every 

week, into a wholesaler.  He supplies our fish into the likes of the Royal 

Palaces out there, and the 7 star Burj al Arab Hotel, Dubai, and places 

like that”. 

Producer E discussed the types of high-end customers who purchased his premium 

product. These customers wanted a luxurious product and were willing to pay for it: 

 

“Our direct customer would be a high-end wholesaler, who they would be 

supplying into high end food service or retail.  Mostly food service and five 

star plus hotels.  They would have a dedicated line to this premium 

organic produce that their customers would look at and say, that’s quite 

expensive, but I can afford that.  We’ll have that.” 

Ultimately, Producer E believed that his customers were the wealthiest globally: 

 

 “So, if you look, for example, at the smoked salmon in Fortnum & 

Mason’s, look who’s going to go into Fortnum & Mason’s, and Harrods?  

So, you’ve got the equivalent of Fortnum & Mason’s and Harrods trying to 
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purchase our product, on the globe basically, and that’s where our fish 

end up”. 

 

5.6.3.5 Certifications  
 

The unique attribute ‘Certifications’ was also prominently displayed. Producer E 

explained the importance of certifications within the fishing industry: 

 “And we have what’s called an Intra Trade Certificate signed off by 

DAERA (Department of Agriculture, Environment and Rural Affairs - 

Northern Ireland) here.  The fisheries inspect it every week with a load.  

It’s checked by the ministry on the other side as well”.   

The certifications for Producer E’s salmon were also compounded by the fact that its’ 

production process spanned both sides of the Border: 

 “We have to have health certificates; both from the south (Republic of 

Ireland), the processors’ fish in Donegal, but also for smoked salmon here 

(Northern Ireland).  So, our local health people, they will complete health 

certificates for us for that”.   

Additionally, because Producer E’s product was shipped to North America he required 

further certifications. This was to comply with their zero tolerance regarding listeria: 

 

 “One of the things, for example, in the US, in North America, is they have 

a zero tolerance to listeria. Listeria is there in the environment all the time, 

but they don’t have listeria in any products in America.  So, you have to 

have a food and drug administration.  You have to have administration 

certification for your products, and you’re audited every other year by 

them.  They come over from North America, and they are so strict in that.  

So, if your product’s getting shipped into New York or Boston they could 

take a box of that off the shipment, sample it, and if there’s something not 

right here, and your whole shipment then could be sitting out in the sun 

and ruined”.   
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However, the most important certifications for Producer E were the organic 

certifications that his product had obtained and these were displayed prominently on 

his end produce: 

 

 “You look at the sets of standards, and then you explain the standards 

that you have to follow to produce organic produce, and you can say all 

that to the people. It’s the organic food federation, we’re certified by them. 

That’s our quality assurance. We’re also certified by Bio Suisse, which is 

the top premium organic certifier in Switzerland. Both of these 

certifications are displayed on the end product”. 

 

5.6.3.6 Price Premium  
 

The unique attribute ‘Price Premium’ was also prominently displayed. Producer E 

explained how he tried to maximise the price premium he obtained from his various 

international customers: 

 “So, I’ll talk to the customers, every week basically, and they have a set 

level, and if I think I’m going to have more product to offer, I’ll just to say to 

them, ‘I’m going to have more, are you interested?’  And if not, I’ll go 

looking for someone else.  Can you imagine a list of fifteen, sixteen, to 

twenty customers?  You’ve got a customer in Hong Kong who’s paid 

£12.00 a kilo, and a customer in the UK who’s paying £7.00 a kilo.  So, I 

want that £7.00 a kilo to go up to the £12.00.  So, I’ll be looking to move 

the product up into the higher price range. So, that’s a customer I can 

drop off, and then move that pricing up to a customer who wants to pay 

the premium price”. 

Producer E discussed the type of affluent international customers who were willing to 

pay a premium for his product: 

  

 “We find that the people who buy our fish will always buy our fish, 

because they’re more well off…we look at those places, as I said earlier 

on, around the world and say, ‘right, per head of population this is quite a 
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well-off place...they are able to afford a premium’, the prices we charge for 

our product. So, we target those places”. 

He explained the price premiums that were available for smoked salmon in the high-

end retailers in London: 

 

 “Our salmon is priced quite high compared to conventional salmon.  

Smoked salmon, in Fortnum & Mason’s in London, is selling at £111.00 a 

kilo. Not many people are going to pay £111.00 per kilo for it. But you look 

at London, which we specifically targeted at that end, it’s a different world.  

It really is, and the money that’s available down there”. 

Ultimately, Producer E felt that although they were achieving price premiums for their 

salmon, there were bigger margins available for the smoked salmon range: 

 

 “No, well the value is added in with us for smoking, you know, definitely.  

We’re making margins in fresh salmon, net margins of between fifteen 

and thirty percent.  With the smoked salmon we’re making much bigger 

margins”. 

 

5.6.3.7 Selective Distribution  
 

The unique attribute ‘selective distribution’ was also prominently displayed. Producer 

E explained how they were selective with their distribution: 

 

 “We look at the countries we want to send our fish to, and then we find 

who is a top importer of premium products in that country, and then I meet 

with them”. 

Producer E highlighted how they targeted only wealthy regions such as Dubai, for 

the distribution of their product:  

 “We look at those places, as I said earlier on, around the world and say, 

right, per head of population this is quite a well-off place…So, I’ll give you 

an example.  Dubai, we supply into Dubai every week, into a wholesaler.  
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He supplies our fish into the likes of the Royal Palaces out there, and the 

7* Burj Al Arab Hotel, Dubai and places like that”. 

He compared his international distribution channels to London’s ‘Fortnum & Mason’ (a 

leading UK retailer):  

“So, you’ve got the equivalent of Fortnum & Mason’s and Harrods trying to 

purchase our fish, around the globe basically, and that’s where our fish 

end up”. 

 

5.6.3.8 Organic  
 

The unique attribute ‘Organic’ was prominently displayed. Producer E’s products 

were organic and subsequently certified by the Organic Food Federation (organic 

certification body UK) and Bio Suisse (Swiss organic certification organisation):  

 

 “It’s the organic food federation, we’re certified by them. That’s our quality 

assurance. We’re also certified by Bio Suisse, which is the top premium 

organic certifier in Switzerland”. 

However, Producer E felt that in parts of the world people weren’t really sure what 

organic meant: 

 “Well, primarily our fresh salmon it’s organic, but people around the world 

are fairly ignorant of what organic means. Organic is one of these things, 

and healthy food.  It’s important to make people more aware.  I think in 

Europe, in general, they’re very aware –but elsewhere, I’m not so sure”. 

Producer E believed that his organic salmon was very unique and different to other 

organic salmon, even organic salmon from other parts or Ireland:  

 

 “We are farmers, producers of premium organic salmon. It’s unique to the 

point where we can prove that we have a different product of organic 

salmon than the Southern Irish people, because of where it’s grown, and 

how it’s grown. So, our fish are very lean.  It’s a very lean meat.  It’s 
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meatier - if you’ve ever had swordfish, or tuna. It’s more like, not the taste, 

but the texture - rather than salmon which is more flaky and fatty”. 

5.6.3.9 Brand Building  
 

The unique attribute ‘Brand Building’ was prominently displayed. Producer E was 

working hard to build his brand and was trying hard to get support from government 

agencies:  

 

 “Branding and marketing is one of the things we’ve been pushing with 

Invest NI, within their departments”. 

Producer E discussed how other businesses had tried to use his brand name: 

 “It is common practice, because they know it’s a good product, and you’ve 

got a premium price for it, they use our name.  Even some of the poshest 

places in London.  I’ll not mention any names, but a hotel chain in the UK, 

was using our brand name. But our brand is protected”. 

Producer E was not only interested in building his own brand name, but he was also 

passionate about building a brand for Northern Ireland: 

 

 “Northern Ireland for food provenance - not just ourselves, we’re just a 

small part of that - it could be huge as ‘Northern Irish’ branded”. 

5.6.4 Key Dynamic Capabilities: Case 5, Producer E 
 

Examing the dynamic capabilities (DCs) in this case a number of key capabilities 

were dominant, as illustrated in Chart 5.10. For the purpose of this study the most 

dominant DCs will subsequently be explained, using supporting quotations from the 

producer. 
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Chart 5.10: Percentage Coverage of Dynamic Capabilities in Case 5, Producer E 

5.6.4.1 Developing Collaborations  
 

The dynamic capability ‘Developing Collaborations’ was the most prominently 

displayed DC. Producer E explained the collaborations he had developed with other 

members of his supply chain. This included government agencies and key actors 

within his supply chain which spanned both sides of the Irish Border: 

 

 “We start off by looking at our supplier of the juvenile fish. He’s down in 

Southern Ireland, in Galway, and he grows fish to our requirements until 

they’re ready to go to sea.  So, that’s based on a contract, and again 

discussions.  But in between, is the contract signing, and then being 

shipped up here, they have to go through all sorts of health protocols, 

health checks by the relevant veterinary bodies in the south and the same 

up here with the government bodies.  It is DAERA now, the Fishery 

Inspectorate.  So, all that’s got to be cleared and signed off and every 

delivery is checked.  And that’s number one.  As soon as the fish are in 
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the sea we have our feed manufacturer, who’s local, based in Ballymena.  

That’s our biggest cost and, we’re talking to them all the time about our 

salmon feed”. 

Producer E relied heavily on all his collaborations, but especially the ones he had 

developed with his customers (the wholesalers). They organised the documentation 

at the customs clearance in the importing country: 

 

 “Then we’re talking to our processors when we come to harvest.  Our 

processors are in Donegal, in Fanad.  And so, we harvest the fish and 

then they travel three hours up to Donegal. Our next collaboration is with 

our logistics company, which we use... one of the world’s biggest, based 

out in Scotland.  And next, our customers.  Nothing would happen unless 

the customer - who are the wholesaler - have all the customs sorted out 

on the other side.” 

He also felt that the relationship he had developed with the customs in other countries 

was vital to the success of his business, because he was delivering a perishable 

product: 

 

 “We have to have relationships in most of the countries with the customs - 

that country’s customs.  If you don’t have a good relationship with them 

you would end up having a real problem, it being a perishable fresh 

product. So, as I said earlier, it’s our relationship with the customs.  

Wherever it is in the world we make sure that the communication, whether 

it’s verbally, or by email, is there”. 

Producer E discussed how he liked to build a personal relationship with his customers, 

even if that meant visiting his international customers in person: 

 

 “We build up a relationship personally with the people we want to keep.  

We don’t work on the spot market, so we don’t go for high prices all the 

time, you know.  We give our customers a price and we stick to that.  I 

guarantee that price for a year. And again, coming back to the more 

personal relationships, that’s where it’s worth spending a few more bob 
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just going out there and meeting with them. And, the important bit is to 

keep the communication going once you get back over here”. 

He was however cautious about the people he built relationships with, and preferred 

to get recommendations from other people in the industry or meet them in person: 

 

 “Well, you know, like in any food industry I think you’ll find that you’ve got 

to be very careful with some of the relationships you could get into, and 

that’s why it’s important that you meet with people, or you take 

recommendations from people you know very well, that this person is a 

good person.  They’ll look after you, they’ll stick with you through thick and 

thin, and that’s the way we work, rather than getting an unknown company 

phoning us and saying could you send me two ton of fresh salmon next 

week.  Don’t know them from Adam.  We don’t work that way”. 

Producer E had also built up relationships with government agencies and although he 

felt the support from the agencies was disjointed – he was appreciative of the 

assistance he had received: 

 “I can’t say they haven’t helped, you know.  Invest Northern Ireland more 

on the marketing side - help with trade shows.  And DAERA more on the 

infrastructure side…and using European fisheries grants. Where there is 

help…and you build up a relationship with the likes of Invest Northern 

Ireland and DAERA.  Where there is help, they will give you it, which is 

much appreciated.” 

Producer E had even collaborated with the Irish Food Board, Bord Bia (in the 

Republic of Ireland): 

 “Bord Bia are great.  I could pick up the phone today and phone half a 

dozen people in Bord Bia that I’ve never met before…but I’ve got this 

relationship on the phone. I’ll discuss things with them. They’re very open 

to help, they’ll not give out any financial help but they will give me advice.” 

Producer E was disappointed that Bord Bia could not work with the Northern Ireland 

government agencies: 

 “Purely, this is purely political it all comes back to history and politics.  

When I came over here nine years ago I thought, ‘right, let’s get Bord Bia 
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and Invest Northern Ireland, let’s see if they can work together on this’, 

because Bord Bia is very good for the Southern Irish. They just wouldn’t 

do it - trying to get the two working together, and I’ve forgotten about it 

since.  I’m not bothering, you know.  It was practically impossible.” 

5.6.4.2 Customer Focused  
 

The dynamic capability ‘customer focused’ was prominently displayed. Producer E 

was very focused on his customers and tried hard to be personable with his customers: 

 

 “I’m more personable with our customers. I look at where the market is.  

We recognise, by doing the market research, this is where our salmon 

should be, and that’s where we target. But it is vitally important you go 

and show face to your customers and meet with them, and take them out 

to dinner, and thank them very much. A personal touch.” 

Once he had built a personal relationship with customers, he then worked relentlessly 

to keep them satisfied: 

 

 “And then it’s just a matter of us building up our customer requirement, 

sales requirements, every week, and most of our customers say to us, 

‘look, we’re wanting X amount of boxes, and this size of the fish, every 

week’, and just have a standing order, if you like.  And that’s how we 

work.” 

He was clear about the number and types of customers he prioritised, because each 

week he knew the levels of product he had to sell: 

 

 “And I know the number of customers I want to keep that relationship 

going with.  So, we talk to the customers, every week basically, and they 

have a set level, and if I think I’m going to have more product to offer, I’ll 

just to say to them, ‘I’m going to have more, are you interested?’ And if 

not, I’ll go looking for someone else.”   

Producer E believed that more customers were changing their eating habits as a 

result of the raised awareness regarding healthy eating: 
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 “Again, it’s all about education which we’ve been working on in the last 

nine years, certainly our business, and all our counterparts in Ireland have 

as well, and Scotland.  The whole education around healthy foods.  It 

doesn’t necessarily have to be organic, but organic is one of these things, 

and healthy food.  It’s to make people more aware...So, again, it’s an 

education, and you can see it yourself, there’s more and more sales.  You 

know that people are catching on to this whole health thing”. 

He tried to keep abreast of his current customers’ needs: 

 

 “And you keep in touch with your guys, my customers, who are the 

importers and you say, ‘How are things now with the education of people, 

how are they looking at it?’  They’re changing more from fatty, red meats 

to lean high oil products like fish, you know, salmon, and tuna, and 

mackerel, and produce like that”. 

More recently, Producer E had targeted a new high-end customer – with a view to 

getting his smoked salmon listed with them:   

 

 “One of the things we’re pushing is the smoked salmon, because it’s fairly 

new on the market.  So, we’ve targeted these people.  An example is 

Emirate’s first class flights.  They’ve listed us now.  We were out in Dubai 

last year with them, then they listed us”.   

5.6.4.3 Marketing Communications  
 

The dynamic capability ‘Marketing Communication’ was prominently displayed. 

Producer E was constantly trying to communicate his offering to his customer: 

“Branding and marketing is one of the things we’ve been pushing with Invest N.I.”.  He 

tried to communicate his product’s organic and environmental credentials:  

 

 “Well, primarily our fresh salmon, it’s organic, but people around the world 

are fairly ignorant of what organic means.  It’s an over-used word, but, so 

we tend to say, ‘right, look, it’s all about health welfare and provenance 
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and looking after the environment’.  You look at the sets of standards, and 

then you explain the standards that you have to follow to produce organic 

produce, and you can say all that to the people.  I just say, ‘right, at the 

end of the day is, you have to taste it, and if you’re happy with the quality 

of the product, which is fantastic’.  I’ve explained what it all is and where it 

comes from, let’s go for it” 

Producer E carefully selected the markets he was going to target, and next year it 

was Singapore: 

 

 “So, we’ll look at that for next year and say, I think we’ll go to that.  So, 

we’ll pre-book that.  For example, next July there’s a big fine food show in 

Singapore.  We’ve just started selling our smoked salmon in Singapore, 

so I think we’ll fill up.  Right, well let’s have a wee stand out there, and 

really promote it even further in Singapore itself”.   

 

5.6.4.4 Commitment to Learning 
 

The dynamic capability ‘Commitment to Learning’ was also prominently displayed. 

Producer E displayed a proactive approach to learning: 

 

 “I can learn, I’m willing to change and adapt, and that’s the main thing.  I 

don’t know it all.  Forty years in the industry, I still don’t know it all, you 

know.  I know a lot, but I don’t know it all”. 

He was constantly trying to learn about the new cultures he was exporting to: 

  

 “Absolutely.  I just learn, and as a farmer and someone who likes talking 

to people, I just go in, when you meet people and get the craic, you know.  

And mostly… what you have to do is, learn before you go to a different 

country.  Right, what’s there to get? What are the rules of speaking to 

these people?” 
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Producer E was never afraid to ask other people in his supply chain for advice: 

 “I’m way from knowing it all, and I’ll always ask a question. I sat here one 

day…at the beginning of this week, and I was thinking about our smoked 

salmon, and the pricing, so, I phoned my American importer, who I get on 

great with, and he’s been in the industry as long as me, but he’s been a 

wholesale importer.  And I says, ‘I’m needing some advice’. I sell fish to 

him, but still I’m needing some advice.  So, we’re on the phone for about 

two hours, and he’s chatting away to me about it, and telling me what I 

should and shouldn’t do, you know.  So, it’s the only way you can learn”. 

 

5.6.4.5 Channel Management  
 

The dynamic capability ‘Chanel Management’ was prominently displayed. Producer 

E explained why it was important to work with the best distributors and importers, 

especially when he had customs to deal with: 

   

 “So, I go to the trade show, and we know the top people who are going to 

buy this type of product.  We have one of the top importers in Dubai, if 

there are issues the product will not be released, and the customs will be 

on to us saying, ‘get the documentation sent as soon as possible please’, 

or we’ll be in trouble.  So, the importers will sort that out”. 

 

5.6.4.6 Pro-activeness  
 

The dynamic capability ‘Pro-activeness’ was prominently displayed. Producer E took 

a pre-emptive approach to the business by constantly looking for new opportunities: 

“We also do premium smoked salmon which we’ve just started that new side of 

business a year and a half ago now”. He actively looked for new markets to export 

to: 
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 “And the other thing is, we don’t just go to a trade show just for the sake of 

going to a trade show.  We look at those places, as I said earlier on, 

around the world and say, right, per head of population this is quite a well-

off place”. 

 

5.6.5 Extent of Collaborations: Case 5, Producer E 
 

Collaborations were an important theme throughout the analysis of this case-study. 

Firstly, in relation to the DCs: Developing Collaborations is a Networking Capability 

and this DC was prominently displayed. This DC directly involves the producer 

developing collaborations with other actors inside and outside the SC. Producer E 

discussed at length the various collaborations he had developed with the various 

stakeholders in his supply chain.  

Then examining the DC: Commitment to Learning, this is another Networking 

Capability and it was also prominently displayed. Producer E had a proactive 

approach to learning, he was constantly looking for opportunities and was never 

afraid to ask for advice from other people and agencies. 

Next, examining the DC: Channel Management this is a Marketing Capability, it 

concerns the producer working closely with distributors. This DC was prominently 

displayed. Producer E believed that having a close relationship with his distributors 

was essential for his business to run smoothly. 

Finally, the UA: Production Process was also prominently displayed. This UA 

describes the entire production process for the product. For Producer E his 

production process began with the purchase of his juvenile fish from a supplier 

across the Border in County Galway and included many other collaborations with 

various actors in the SC. 

5.6.6 Summary of UAs, DCs and Extent of Collaborations: Case 5, 

Producer E 
 

To summarise, the following three UAs were the most prominently displayed: 

Provenance –Region of Origin; Provenance – Country of Origin; and Production 
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Process were strongly represented in this case-study. Whereas the UAs: Awards; 

Reliable Supply Base; Innovativeness; Grandeur and Traceability were not displayed 

at all. The following three DCs were the most prominently displayed: Developing 

Collaborations; Customer Focused and Marketing Communications were 

prominently displayed. Whereas, the DC: Risk-taking was not displayed at all.   

There was evidence of extensive collaborations throughout this case-study. This was 

particularly evident in the DCs: Developing Collaborations; Commitment to Learning 

and Channel Management. It was also evident in the UA: Production Process. 

5.7 Case 6, Producer F: Cooperative of Eel Fishermen (N.I.) 

Case 6 examines a co-operative of eel fishermen, based in County Antrim in the 

Northern Ireland. To set the context, it is important firstly to discuss this market 

sector. This is followed by an overview of the case and then the unique attributes, 

dynamic capabilities and extent of collaborations pertinent to this case are analysed. 

5.7.1 Market in Focus: The European Eel 
 

Globally, there are three principal eel species: the European eel (Anguilla Anguilla); 

the American eel (Anguilla Rostrata) and the Japanese eel (Anguilla Japonica). Eel 

dishes are a popular food in many regions of the world. In Europe smoked eel is a 

favoured dish, particularly in Holland and Germany. Whilst in Japan, marinated 

grilled eel is a national dish during the months of July and August. 
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Figure 33: Spawning and Migration of the Global Eel Population (Rinquet et al., 2002) 

Figure 33 shows the spawning area (the Sargasso Sea in the western Atlantic 

Ocean) of both the American eel (1) and the European eel (2). Whereas those eels 

spawned in the Pacific Ocean, off the Marianna Islands are classified as Japanese 

eels (3).  

Once spawned, the newly hatched larvae are carried inland on currents. When they 

eventually reach river estuaries, they have developed to 5cms long and are 

transparent. At this stage they are referred to as glass eels. They continue their 

migration to freshwater habitats, where their skin turns brown. The male eel spends 

between 12 and 15 years in freshwater, whilst the females can take up to 25 years in 

inland waters before they reach maturity. At this point both male and females will 

return to the Sargasso Sea to spawn and die, thus completing the cycle.  

European countries harvest these European eels annually and over the past 45 

years the number of European eels has been steadily declining. Recent estimates 

have put this decline at between 90 and 95%. This means the European eel is now a 

critically endangered species and there are growing concerns over the long term 

viability of the harvesting of the eels. 
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Prior to 2009, eels caught in Europe could be traded freely in international markets. 

However, in 2010 the EU imposed restrictions to limit this trade to within the 

European Union only. Nevertheless, in 2014 and 2015 twenty tonnes of European 

eels were illegally sold to Asian markets (The Guardian, 2019).  

5.7.2 Overview of Case 6, Producer F 
 

Producer F is the Chief Executive of a Fisherman’s Co-operative Society which was 

formed in 1965 to protect the fishing rights of local fishermen. The Co-operative now 

owns the rights to fish for eels on the Lough on a three thousand year lease. Prior to 

this the company was owned by a consortium of Dutch and English fish farmers 

based at Billingsgate in London. 

For generations the local fishing community had fished the waters of the Lough 

illegally. Many of these individuals had small holdings that ran down to the shore of 

the Lough and they felt they had a moral right to fish on these waters. However, they 

were consistently prosecuted for fishing on the Lough. A lengthy court case between 

the parties culminated in a decision by the House of Lords in favour of the 

established owners (the consortium of Dutch and English fish farmers).  

Then in the early 1960’s the local fishermen consulted with a local priest. He became 

involved and advised the fishermen to form a co-operative. Around the same time 

one of the existing five shareholders decided to sell his shares in the consortium. So, 

the fishermen bought the 20% shareholding and established themselves as a co-

operative. Eventually, by the 1970’s the Co-operative was able to buy out the 

remaining shareholders. This meant the Fisherman’s Co-operative now owned the 

entire fishing rights to the Lough.  

Nowadays, the main objective of the Co-operative is the sustainable management of 

the eel stock and the harvesting of the eels within the Lough. Currently, more than 

200 fishermen hold licenses to fish for eels on the Lough. This eel fishing takes place 

on a seasonal basis and contributes significantly to the local rural community.  

The eels begin their life thousands of miles away in the Sargasso Sea. They are 

brought to the Lough on the Gulf Stream where they then mature in the freshwater 
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environment. Overall, the eels spend between twelve and twenty five years in the 

Lough.  

Each year the eel fishing begins on the 1st May, when the local fishermen are 

allowed to set up to four lines every afternoon (each with 400 hooks). This continues 

until early November - when the eels begin to swim lower in the Lough and burrow 

down for the winter. Early every morning the fishermen lift their lines to retrieve the 

captured eels. Subsequently, the live eels are stored in barrels of fresh water. They 

are then sorted and graded, with those less than 40cms in length being returned to 

the Lough. Once the eels have been graded they are shipped by airfreight in 

perforated bags and cartons of ice to ensure they have sufficient oxygen to arrive in 

good condition in either the Netherlands or London. 

The remaining eels that are selected for processing on site are electrically stunned, 

which causes death. They are then cleaned to remove the gut and blood. The eels 

are then skinned and are now ready for cooking.  

In total, the Co-operative harvest 400 tonnes of the eels annually and approximately 

80% of these are sent to Holland and Germany. Most of the remaining eels are 

shipped to Billingsgate, London where they are sold as jellied eel which is a popular 

dish in the East End of the city.  

Recently, the Co-operative have started producing a smoked eel to add to their 

product range. They also sell a range of freshwater fish: including Pike; Roach; 

Pollan; Trout; Perch and Bream. These products along with the fresh and smoked 

eel are available for customers to purchase directly from the Co-operative’s office or 

at local stores such as: BD Foods (Monaghan); Prime Fish (Donegal) and Ewing’s 

Seafood (Belfast). 

The Co-operative have worked closely with a number of local high profile chefs to 

develop a number of smoked eel dishes. These recipes are promoted on their 

website and include contributions from Paul Deeny (The Elk, Toomebridge); David 

Gilmore (James Street South, Belfast) and Paula McIntyre (Down to Earth, 

Cookbook).  

In 2011 the eel harvested from the Lough by the Fisherman’s Co-operative was 

awarded PGI (Protected Geographical Indication) status under EU law. This 
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certification established the local eel as a unique European food product, with similar 

status to Parma Ham, Champagne and Feta Cheese. The PGI status is heavily 

promoted on the Co-operative’s website, on eel products and on all of their 

marketing and promotional material. The eels have also gained a number of other 

certification including the Safe and Local Supplier Approved - SALSA. This 

certification demonstrates the Co-operative’s commitment to produce safe and legal 

food.  

Sustainability is an important issue for the Co-operative and over the past 50 years 

they have operated a quota system, with a limited number of eel fishing licences 

issued annually. They have also invested in a substantial restocking programme and 

are currently taking part in a comprehensive scientific study. Until the early 80’s the 

Lough had an average intake of 11 to 12 million eels. However, the figures have now 

dropped dramatically and at present the annual natural recruitment of eels is 2 to 3 

million. In 1984 the Co-operative began restocking the Lough with eels from 

sustainable sources in Europe. Since then they have released more than 100 million 

juvenile eels into the Lough.  

There are currently five directors of the fisherman’s Co-operative and in 2018 they 

held over £500,000 in shareholder’s funds. In 2015 the Co-operative employed a 

marketing manager to help promote and market the eels within Northern Ireland. 

Their main competitor in Europe is Royal Danish Fish, based in Denmark. They 

boast one of the largest onshore aquaculture facilities for raising eels and have 

farmed eels since 1984. In 2011 they had sales of approximately 875 tonnes of eels 

to Danish and international markets.  

 

5.7.3 Key Unique Attributes: Case 6, Producer F 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.11. For the purpose of this study the most 

dominant UAs will subsequently be explained, using supporting quotations from the 

producer. 
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Chart 5.11: Percentage Coverage of Unique Attributes in Case 6, Producer F 

 

5.7.3.1 Production Process 
 

Examining the Unique Attributes (UA) in this case, it was found that the UA 

‘Production Process’ was the most prominently displayed. As Producer F explained 

the process begins a long way from Ireland in the Sargasso Sea where the eels are 

born, they then eventually travel to Lough Neagh to mature:  

 

 “Those fish which arrive into our system each spring are tiny fish like a 

darning needle, there’s 3000 of them in kilos, so they’re not too big or too 

heavy.  They’ve no power to swim.  They depend on global currents to 

bring them back from the Sargasso Sea. Those global currents have 

changed as a result of global warming…I don’t think there can be any 

doubt that sea temperatures are increasing.  The salinity of those 

currents, the water in those currents has changed as well, and even the 

direction of them has changed.  We’re no longer getting the same number 
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of those juvenile fish delivered to the shores of Europe. They come here 

and mature - the male fish mature, on average at about twelve years of 

age, while the females can take up to twenty five years to mature.” 

Producer F explained the final stages of this unique process which culminates with 

the eels returning to the Sargasso Sea: 

  

“So, each autumn then it will come, maybe not for a couple of weeks but it 

will come.  A percentage of those mature fish will start and migrate out of 

the system, and that will be a mixture of males and females, and we’ll 

know the ages because of scientific work we do with the agri-food and 

science people. They’re setting off on a three and a half thousand-mile 

swim, and they’re depending totally on body reserves.  They get to the 

reserve, obviously breed, and die, and that’s them.  The cycle.”   

  

When they are ready to be harvested, Producer F and his staff need to be ready to 

process the eels five days a week, regardless of the weather conditions: 

 

 “When they are ready to be harvested (during the summer months) we 

have got to be in a position here to take in eels five days a week, Monday 

to Friday…it’s not like somebody’s out there manufacturing something.  It 

doesn’t work like that. We’re talking about something coming from nature, 

all of the influences, the weather, climate, water catch, all of those things 

that come into it can make differences on a day to day basis.” 

 

Producer F also explained another aspect of the production process and the 

importance of getting his product to his clients fresh and as quickly as possible: 

 

 “I suppose, in terms of our clients in Holland, we’re meeting their 

requirements in the sense that we’re shipping a live product.  Fish which 

go out of here this evening at 5 o’clock will be with our processors at 5am.  

It’s the speed of the operation - arriving a fresh product.  Certainly those 
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same fish would leave here today can be on sale as a filleted, processed 

product by tomorrow afternoon.”   

  

Furthermore, he highlighted a new part of the process. Producer F has recently 

started producing a smoked eel:  

 

 “A new product, which our customers are keen on and we have got 

involved in - is our new smoked eel product - a local smoked eel which we 

recently launched. And the quality of the Lough Neagh eel is second to 

none in terms of its suitability for the smoking process. Not all of it’s 

smoked, now, but a high percentage of it would be.  And the fat content, 

as I said earlier, lends itself to this smoking process.” 

5.7.3.2 Heritage (History/Story) 
 

The UA ‘Heritage –History/Story’ was the next most prominently displayed UA. 

Producer F was keen to discuss the history and story behind the Lough Neagh Eels, 

which are a different species to those found in the southern hemisphere:  

 

 “I need to say, first of all, the eel that you find in Lough Neagh is exactly 

the same eel as you’ll find elsewhere in Europe.  The same species.  It’s a 

single stock.  Okay.  And that’s important, that we’re all, throughout 

Europe, and in fact probably in Morocco as well, we’re dealing with the 

same species which is commonly known as the European Eel.” 

Producer F believed that the story of the Lough Neagh Eel was important in helping 

him connect with his customers: 

 

 “It’s local, and there’s a story behind it. I can attend conferences, and talk 

to people, and talk to customers and all the rest. As I say, because you 

have what they find an interesting story, and a unique product, and a 

product they haven’t heard of before, it’s easy to make contact and do 

business with those people, you know.” 
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Producer F’s produce has achieved PGI (Protected Geographical Indication) status. 

He explained that the history and heritage of the Lough Neagh Eel was instrumental 

in obtaining the PGI status: 

 

 “There’s a heritage and a culture associated with it, which people are now 

actually interested in. You see, that in itself, is borne out by the PGI 

(Protected Geographical Indication) status. Because as you may know 

there’s an element of culture, and history, and heritage, and all that, built 

into how the fishing is actually done. Who’s involved in it? The passing on 

of experiences; and the methods.  So, that’s an inherit thing there.  In the 

PGI.” 

5.7.4 Key Dynamic Capabilities: Case 6, Producer F 
 

Examing the DCs in this case none of the capabilities were prominently displayed, as 

illustrated in Chart 5.12. Therefore, for consistency across the case analysis there is 

no subsequent explanation of the DCs in this case. 

 

Chart 5.12: Percentage Coverage of Dynamic Capabilities in Case 6, Producer F 
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5.7.5 Extent of Collaborations: Case 6, Producer F 
 

The extent of collaborations was evident in the UA Production Process. This UA 

explains the entire production process involved in producing the product. Producer F 

discussed the various collaborations that were involved throughout the production 

process. These included working closely with processors and the logistical 

companies to ensure his product arrived as fresh as possible to his customers in 

Holland. 

5.7.6 Summary of UAs, DCs and Extent of Collaborations: Case 6, 

Producer F 
 

In summary then in relation to the unique attributes: Production Process and 

Heritage – History/Story were strongly represented in this case-study. Whereas, the 

UAs: Traceability; Hedonic Value; Awards; Reliable Supply Base; Innovativeness; 

Organic were not displayed at all. Examining the dynamic capabilities no DCs were 

prominently displayed and the DC: Pricing was not displayed at all. The extent of 

collaborations was evident in the UA Production Process. 
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STAGE 2 

In Stage 2, the research was conducted using an embedded design, (multiple-units of 

analysis) in one single case. In this instance the single case was a premium Northern 

Irish beef supply chain. The multiple-units of analysis were the producer, the retailer 

and the chefs within the supply chain. Again, this single-case was chosen because it 

was an ‘intrinsic’ case – a case that represented a unique situation.  

 

Figure 34: Stage 2, an Embedded, Single-Case Study Design: A NI Premium Beef SC 

 

5.8 Case 7, Producer G: The Northern Ireland Premium Beef Supply 

Chain 

Case 7 examines a premium Northern Ireland beef supply chain (Producer G, Retailer 

1 and Chefs 1 – 5). To set the context, it is important firstly to discuss this market 

sector. This is followed by an overview of the case and then the UAs, DCs and the 

extent of collaborations of the producer, and the retailer are analysed. Finally, the 

Unique Attributes of the chefs are analysed.  
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5.8.1 Market in Focus: Red Meat/Beef 
 

In October 2015 the WHO (World Health Organisation) identified red meat as a 

possible carcingenic. This along with other negative media reports contributed to flat 

value sales of red meat in the UK during the period 2017 and 2018.  This resulted in 

an actual figure of £2,353 million for the retail value of unprocessed beef sales in both 

2017 and 2018 (Mintel, 2018).  

Environmental factors are also a growing concern for consumers in Europe and the 

US, where a fifth of consumers are trying to reduce their intake of red meat. However, 

globally the consumption of all fresh meat has grown during the period 2013–2018 

and this trend is forecast to continue until at least 2023. Population growth and 

increased affluence in China and India are fuelling this worldwide demand, as are 

increased meat sales in developing countries in the Middle East and Africa.  

Nevertheless, globally consumers are choosing poultry and pork over red meat, as 

illustrated in Figure 35:  

 

Figure 35: 2018 Global Split of Fresh Meat Volume Sales by Country (Passport, 2018c). 
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5.8.2 Overview of Case 7: Producer G, Retailer 1 and Chefs 1 to 5  
This premium beef supply chain orginates on a 17th century estate and castle in County 

Antrim. The castle was built in 1636 and is currently owned by the McDonnell family. 

The estate once extended all the way up the Antrim coast to beyond Ballycastle. 

Today, however it is limited to the land within the walls of the castle demesne. It is 

here on the grounds of the castle and in the surrounding countryside that producer G 

breeds a traditional Irish breed of cattle callled ‘Shorthorn’.  

In 2006 Producer G formed a collaboration with Retailer 1 to produce a distinctive 

premium beef produce. Originally, they had only a few farmers in their scheme – today 

there are over 130 local farmers supplying shorthorn cattle under their brand name. 

All of these farmers receive a premium for supplying the cattle. There are however 

strict criteria that the farmers must adhere to, in order to become part of the scheme. 

One of these conditions is that they must be based locally within Northern Ireland.  

Retailer 1 ensures the cattle are all humanely slaughtered in a stress-free environment 

and then aged using a unique Himalyian salt chamber. Retailer 1 has a retail outlet in 

County  Armagh where he sells his meat products to over 2500 customers a week. 

Here he employs 35 full-time staff, including butchers, retail assistants, delivery drivers 

and office administrators. Over 20 tonnes of meat are sold at the retail outlet each 

week, with another 50 tonne going further afield to the UK, Europe and Asia.  

His range of products include: the premium salt aged beef; gourmet lamb; pork; 

poultry; and fish. He also sells his premium beef to a number of high profile restuarants 

in Belfast, Dublin, London, Paris, the Algrave and Hong Kong. The chefs interviewed 

(1-5) as part of the case-study have award winning restaurants in Belfast (NI) and 

Dublin (RoI). His only other retailing partner is Fornum & Mason in London. Their meat 

sales have increased 1600% since taking on this Northern Irish premium beef range. 

A number of high profile Michelin-starred chefs and food critics have endorsed his 

produce and these are prominently displayed on his website. These include Nigella 

Lawson, Mark Hix and Tom Parker Bowles. Retailer 1’s products have won a number 

of prestigous awards, these include: the World Steak Challenge; the BBC Food and 

Farming Awards; British Charcuterie Awards; and Blas na hEireann (the Irish Food 

Awards). In 2015 his business won the Excellence in Innovation at the Belfast 

Telegraph Business Awards. Additionally, since 2012 his produce has won: one; two 
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and three star awards at the Great Taste Awards, London. Finally, in 2016 his 

Shorthorn Rib Roast won the Supreme Champion at the Great Taste Awards, London.  

The business currently has a turnover of over £10 million per year, with profits 

increasing each year. In 2013 he had a reported profit of just over £925,000 whilst in 

2017 he reported a profit in excess of £1.7million. Retailer 1 is only a small player in 

the meat industry, whilst the key players are ABP Food Group and Dawn Meats Group 

Ltd. ABP Food Group has a network of over 35,000 farmers and contributes an 

estimated £1.16 billion into the economy. Dawn Meats Group Ltd supplies a range of 

meats to over 50 countries worldwide. They employ 7200 staff across four countries 

and process approximately 900,000 cattle and 2.6 million sheep annually. 

5.8.3 Key Unique Attributes: Case 7, Producer G 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.13. For the purpose of this study the most dominant 

UAs will subsequently be explained, using supporting quotations from the producer. 

 

Chart 5.13: Percentage Coverage of Unique Attributes in Case 7, Producer G. 
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5.8.3.1 Grandeur 
 

The unique attribute ‘Grandeur/Exclusiveness’ was the most prominently displayed 

UA in relation to the producer. Producer G believed that his product was an 

exclusive and high-end product. He was not aiming his produce at the average 

housewife completing her weekly shop, rather he was aiming his produce at the 

high-end hotels, restaurants and retailers: 

 

 “The housewife wouldn’t buy it because it’s got the high fat content - so our 

market and it always was - the one we were going for is the high end hotels, 

restaurants and high end retailers”. 

Producer G was successfully selling produce to Fortnum and Mason’s (a premium 

food retailer in London). He felt that this was a great achievement for his business 

and for his marketing strategy: 

 

 “Our biggest customer would be Fortnum and Masons so….it’s a premium 

product because there’s not that much of it. It’s niche and in terms of meat 

we’re supplying now - about 2000 cattle a year - so that’s relatively small, 

going into the London market. Since we went into Fortnum and Mason’s, 

that’s really when we could take a pedal off the marketing strategy because, 

once you tell people you’re in Fortnum and Mason’s then that’s all they need 

to hear”. 

Producer G knew that his produce was exclusive, because of its origin and the fact 

he was targeting a niche market. Additionally, he felt there wasn’t a similar beef 

produce currently in the market: 

 

 “If we look back in the mirror as such, there’s nothing really coming up behind 

-because again we’re small, we’re niche, we’re provenance, we’re not a big 

processor but we’re in there - in London”.   

5.8.3.2 Local Supply Base 
 

The unique attribute ‘Local Supply Base’ was the next most prominently displayed 
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UA. Producer G worked hard to get new local famers to become part of his supply 

chain: 

 

 “I concentrate on our supply chain and marketing ourselves to them (the local 

farmers) to try and grow our numbers and make sure our quality is right and 

try and attract new local farmers”. 

Whenever a farmer wants to become part of his supply chain, Producer G visits his 

farm and checks the quality and genetics of his animals. He also provides the farmer 

with all the information required to become part of the chain: 

  

 “So, we’ll take a look at his farm, we’ll take a look at his animals.  We’ll 

suggest the genetics of the bull that he needs to use.  So, we provide them 

with the information required to become part of the scheme”.  

Producer G felt that the local farmers were good at spreading the word to other 

farmers. This in turn was a good way of building trust between his company and the 

local farmers: 

 

 “But, once the local farmers came on-board themselves and experienced the 

change, then they would tell other farmers. They get speaking to other 

farmers and that’s important because they buy into that - so it’s about building 

up trust, it’s just the same - we have to build up the trust with the farmers”.  

Producer G was also using technology to assist and co-ordinate the produce coming 

through the supply chain: 

 

 “So, we’ve set up a website for the local farmers, and we have a system in 

place, if any of those farmers are selling cows at weaning stage, they can 

contact us, we put it on the website. The website then goes to all our people 

who finish Shorthorns, we can also do it through the phone and text and the 

man on the ground here that sees all the calves, he will coordinate contact 

between the farmers”.  

5.8.3.3 Price Premium 
 



226 
 

The unique attribute ‘Price Premium’ was also prominently displayed. Producer G 

charged a price premium for his produce, however he believed this was justified 

because his customers purchased his beef as an occasional treat or an indulgence: 

  

 “Yea, so it’s more expensive but what happens is, because it’s more 

expensive, you don’t eat it as often but when you do eat it then you eat a 

piece of really nice beef.” 

Producer G also explained how his unique aging process incurred costs and this was 

another reason he charged a price premium: 

 

 “That’s why it’s more expensive, it’s not that it’s more expensive to produce, 

because remember it’s more efficient to produce in the longer term - but 

there’s a process then that makes it more expensive, that aging process is a 

longer time so, so costs are incurred there.” 

He explained how a number of different factors contributed to him charging a price 

premium, including the fact that his produce was sold in high-end restaurants in 

London: 

 

 “It’s a combination of all these things together…if you’ve the right customer, 

they won’t ask the price, and our steak in London in one particular restaurant 

is £80 a steak. However it’s very busy and people don’t ask the price, you 

don’t get any vegetables with it for that either but, you know over here that 

steak would cost you, maybe if you were out for a night out £25 or £30.”   

5.8.3.4 Traceability 
 

The unique attribute ‘Traceability’ was prominently displayed. Producer G was very 

aware of the importance of the quality and traceability of his beef. He believed that his 

beef products had to be completely traceable, right back to the farmer it came from: 

 

“You’re only as good as your last piece of meat you put out so, that could be a 

weak link for you. So, when we hand them over to him (the customer), he in 

turn then knows there’s a traceability system there, so he knows each farm 
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that it come from, the background, so there’s a full traceability the whole way 

though.  Because if he has a problem with one of those animals we need to 

know about it and go back and see if there was an issue with that.”  

Producer G felt that traceability was an important factor (amongst others) for his 

customers: 

 

 “The flavour, the taste and then you’ve got to be able to back that up with, you 

know traceability and they want to link these things … with your surroundings 

and the customer wants to see where it come from and they want 

assurances.” 

 

5.8.3.5 Endorsements  
 

The unique attribute ‘Endorsements’ was prominently displayed. Producer G was 

fortunate to have a celebrity chef recently endorse his produce. He was amazed at the 

publicity this had gained for his brand: 

 

“Nigella Lawson had our Shorthorn roast for her family and she took a picture 

and tweeted it and Fortnum and Mason’s rang a couple of days later, it’s just 

crazy, you know one person sending a tweet.” 

 

Producer G believed that endorsements were a great way to raise the profile of you 

brand, but he felt it was a little out of your control: 

 

 “You could be thinking you’re doing the right thing over here, developing your 

brand here and all of a sudden, more to the left, someone, celebrity or 

something has tweeted and your brand has just got a lift and you know it’s 

sort of a wee bit out of your control to a degree but it’s all about trying to place 

your brand in the right places to keep the profile up.”  

 

5.8.3.6 Provenance – Country of Origin 
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The unique attribute ‘Provenance – Country of Origin’ was also prominently displayed. 

Producer G explained the reason that inspired him to start producing his beef. 

Provenance was one of these reasons. Visitors to his estate house appreciated the 

green and fresh characteristics associated with Ireland. So, he decided to capitalise 

on this:  

 

 “Guests would have come to stay in the house for a weekend’s shooting, 

some of the Americans and people from London and from around the world 

and when they came here Ireland was nice and green, they assumed that the 

product they were eating was raised in the fields in front of the house but that 

wasn’t right because you couldn’t eat our beef, it was so tough and 

flavourless.” 

Producer G also believed that the Irish provenance gave his end-user a certain level 

of trust and credibility when purchasing his beef: 

 

 “So, provenance is very important and we find the provenance has worked 

well for us, you know to come over to see us to Ireland, you know they can 

see all the green grass, they can see the cattle lying in the lush grass and the 

clover and they get speaking to the farmers and the people. That’s important 

because they buy into that, they like that so it’s about building up trust, it’s just 

the same as we have to build up the trust with the farmers.  You also need to 

build up that trust with your end user.”  

5.8.3.7 Brand Building 
 

The unique attribute ‘Brand Building’ was prominently displayed. Producer G 

explained the effort and thought that was put into developing the brand. Eventually, he 

decided to use the name of the area where the produce is based: 

 

 “Well, it took a wee bit of time to develop the brand because, what you do call 

your product is a big problem, does anybody know where we are based? We 

are a small wee dot of a place and we spent quite a bit of time trying to get to 

the market. The brand or trying to find what it would look like. What would it 



229 
 

be? What would make your brand stand out?  So, yes we did spend a lot of 

time on it.” 

Producer G also explained the importance of protecting his brand and the strict 

criteria he used to assess farmers that wanted to become part of his supply chain: 

 

 “We’ve found the brand to be important, and you know you’re working on your 

brand constantly.  You need the brand - the brand is really important, it brings 

that high-end customer as well. And, well because it’s our brand as such, we 

felt it was important to protect that.  So, we’ve a strict criteria that if a farmer 

wants to become part of the supply chain he has to adhere or commit to that.”  

5.8.3.8 Natural 
 

The unique attribute ‘Natural’ was also prominently displayed. Producer G explained 

how his cattle were fed a clover diet, this was a natural substance and contributed to 

the more natural end product: 

 “And, clover then again was a means of how to sustain an organic system, so 

we put clover in and we felt that the clover grazing and the beef, that all 

contributed to a more unique natural product being developed.” 

Producer G described how he required his farmers to load the cattle with fat, but this 

meant a more natural type of cattle: 

 

 “Now we’re asking them (the farmers) to forget about the European grading 

system and we require them just to load the animal with fat so they find that 

strange and worrying because that’s never been what it’s been all about. So, 

we’re moving away from a muscular type cattle to what we call a soft teddy 

bear type thing, they (the cattle) would be more natural.”  

5.8.3.9 Organic  
 

The unique attribute ‘Organic’ was prominently displayed. Producer G explained how 

he chose the Shorthorn breed for his beef supply chain. In addition, he converted his 

whole farm to organic at the same time: 
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 “With the Shorthorn we thought had a unique, better flavour, so Shorthorn 

was the breed and then we wanted to take it to the highest level we could so 

we transferred the whole farm into organic at the same time. We wanted to 

produce the best piece of beef we could possibly produce and we felt that that 

needed to be labelled organic as well.”   

Producer G rationalised that for commercial reasons he had eventually decided not 

to keep the whole supply chain organic. However, his farm and a number of his local 

farmers remained organic. This meant that if customers specifically requested 

organic – then he could still supply it: 

 “So, we decided that we would stay organic and keep a small, just a number 

of us organic and then we would have a non-organic commercial beef. So the 

majority of what we produce now is non-organic but there’s ourselves and 

possibly one or two others (local farmers) that still have the organic ability. So 

if somebody specifically requests organic product we can supply that.  But we 

find that because of the premium - because it’s a good product you can still 

command a good premium for a good product.  That premium can surpass 

the premium paid for being organic.”  

5.8.3.10 Production Process  
 

The unique attribute ‘Production Process’ was prominently displayed. Producer G 

explained how he aged his beef using a unique Himalayan salt chamber: 

 

 “Equally then, the processor uses traditional methods to age the product, so 

he doesn’t just hang it now, he uses a system where he’s got this Himalayan 

salt. So, he has the salt and he times it, it’s more like aging, or curing more 

than aging, so it takes a certain amount of salt from the atmosphere. Anyone 

could hang a piece of beef for 35 or 38 days, but he can take up to 100 days.” 

He elaborated and discussed the extra costs this process incurred:  

 “You know there’s a process then that makes it more expensive, you know 

that aging process is a longer time so, so costs are incurred there.” 
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5.8.11 Credence 
 

The unique attribute ‘Credence’ was prominently displayed. This UA explains the 

credibility of the product. Producer G knew that credence was vital for the success of 

his supply chain. Therefore, he had a strict criteria that his farmers had to adhere to: 

“So, we’ve a strict criteria that if a farmer wants to become part of the supply chain he 

has to adhere to”. Additionally, he carries out a number of on-farm inspections for each 

animal that goes into their supply chain:   

 

 “We then in turn, visit each farm before the animal is ready to slaughter.  We’ll 

have a look at it, so we’ll carry out on-farm inspections and we also then 

inspect every animal before we select the animals from the farm we want to 

put though the chain.  So, we see absolutely every single animal, probably 

twice, minimum.  That’s before it goes down the chain.  Then we’re the last 

person that see’s it really before it goes to slaughter.”  

5.8.12 Quality 
 

The unique attribute ‘Quality’ was prominently displayed. Producer G explained how 

he wanted to produce the best quality piece of beef possible: 

 

 “We wanted to produce the best quality piece of beef we could possibly 

produce and well for us it’s just our beef currently - the only product we’re 

moving internationally and well, if you’ve got a good quality product you’re two 

thirds of the way there.”  

He emphasised the importance of having a high quality product to keep his 

customers satisfied: 

 

 “As long as you’ve got the quality product to back it up.  So, you don’t have to 

be big -   what you have to remember is that customers are all looking for 

something that’s really different and unique and better.” 
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5.8.13 Selective Distribution 
 

The unique attribute ‘Selective Distribution’ was also prominently displayed. Producer 

G described the selective distributors he was aiming his product at: “So our market 

and it always was the one we were going for is the high-end hotels, restaurants, and 

high-end retailers.” He provided details of one of his largest high-end distributors:  

 

 “Our biggest customer would be Fortnum and Masons…in terms of meat 

we’re supplying now, about 2000 cattle a year, so that’s relatively 

small…going into the London market.” 

5.8.4 Key Dynamic Capabilities: Case 7, Producer G 
 

Examing the dynamic capabilities (DCs) in this case a number of key capabilities 

were dominant, as illustrated in Chart 5.14. For the purpose of this study the most 

dominant DCs will subsequently be explained, using supporting quotations from the 

producer. 

 

Chart 5.14: Percentage Coverage of Dynamic Capabilities in Case 7, Producer G. 
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5.8.4.1 Pro-activeness  
 

The Dynamic Capability ‘Pro-activeness’ was the most prominently displayed DC in 

relation to the producer. Producer G explained how he pro-actively tried every 

opportunity he could find, to enable his business to survive: 

“Every opportunity I can get, you know just, I would look at other people, I 

would look at other things.  I mean people would say to me, ‘it’s alright for you 

boys in your big fancy house and estate and people coming and going’ and 

that’s not right, you know. This was a run down, derelict place ready to close 

and it was offered to the National Trust in 1990 and they couldn’t take it on 

because of the running costs with it, so it was a need to succeed, so it was 

about finding ways to survive basically. That is what it boiled down to.”  

He described what first prompted him to develop his beef supply chain: 

“I was asked the question one day, ‘Why were we importing beef? Did we not 

grow our own beef?’ and I had to explain that our own beef, you couldn’t eat 

it. Then, that sort of sowed the seed for us, you know what were we were 

doing? Why were we growing a product we couldn’t eat?” 

Producer G explained how he had to take a leap of faith when developing his beef 

supply chain, but he knew that if he produced a quality product then customers would 

buy it: 

“I had no idea what was coming, so I didn’t set off on a business model or I 

didn’t have big fancy ideas or a business plan. I had ambition to produce 

something, I knew that if you could produce a piece of beef that was good 

there would be a demand for that, there would be a market for such a 

product.” 

5.8.4.2 Innovativeness  
 

The Dynamic Capability ‘Innovativeness’ was prominently displayed. Producer G 

described the innovative approach he took in developing his beef supply chain: 
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 “Even in the product development stage, before we met the processor, we 

were keen to know: What made a piece of good beef? Why was our beef 

flavourless and tough? So we approached CAFRE (College of Agriculture, 

Food & Rural Enterprise) for some advice. So, we read about the steaks in 

America, but we didn’t fly out to taste any. Then we just started eating the 

different breeds here and tried to find a breed here that was similar to what we 

were looking at in the US so it was all knowledge transfer.”  

He also discussed how he had rejected the new genetic engineering that is now 

popular in beef supply chains, instead he chose the old traditional genetics and 

processing methods. Again, this showed innovativeness:   

 “I stayed well clear of the modified new genetic engineering that’s been used 

in most breeds now so we’re a way back to the older genetics.  Traditional 

genetics, so that’s what makes your product different at that end.  Equally 

then, the processor uses traditional methods to age the product.” 

He was also innovative in choosing an IT system to integrate the local farmers’ 

produce within the beef supply chain: 

“So, we’ve set up like a website for the farmers and a system in place, if any 

of those farmers are selling cows at weaning stage, they can contact us, we’ll 

put it on the website, the website then goes to all our people who finish 

Shorthorns.” 

5.8.4.3 Customer Focused 
 

The Dynamic Capability ‘Customer Focused’ was prominently displayed. Producer G 

was focused on attracting the high-end customer. He had done his research and 

aimed his beef produce at that customer:   

 

  “Yea, well I’d have to say we know our customer, we know our end user, 

because we made it our business to know them. We would research where 

we’d like to be, so we would aim where we would like to be and we would go 

for that.”  
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However, he was very aware that he had to maintain producing a high quality product:

  

 “You’re only as good as your last piece of meat you put out. But if the flavour, 

and the taste is right - then you’ve got to be able to back that up with, traceability. 

5.8.4.4 Developing Collaborations 
 

The Dynamic Capability ‘Developing Collaborations’ was prominently displayed. 

Developing the right collaborations was vital for Producer G and from the beginning 

he strived to develop the right partners: 

 “We partnered up with a good processor who had the same ambition as 

ourselves, he wanted to produce, you know Ireland’s finest piece of beef, he 

knew there was a market for that and so we teamed up with a retailer, who 

had the same aspirations as ourselves.”   

Additionally, Producer G worked hard to develop collaborations between other 

members of the supply chain and particularly with his farmers: 

   

 “So, if the farmers fail to do a deal between themselves, we just introduce 

them to each other to do the deal between themselves.  If they fail to do the 

deal between themselves then normally what happens is that person, that, 

we’ll advertise it through our website in our context that he’s going to send 

them to a certain market on a certain date and go to the market and buy them 

there.” 

5.8.5 Extent of Collaborations: Case 7, Producer G 
 

Collaborations were an important theme throughout the analysis of this part of the 

case-study. Firstly, in relation to the DCs: Developing Collaborations is a Networking 

Capability and this DC was prominently displayed. This DC directly involves the 

producer developing collaborations with other actors inside and outside the SC. 

Producer G discussed at length the various collaborations he had developed with the 

various stakeholders in his supply chain, these included his farmers and his main 

retailer.  
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Then examining the UA: Local Supply Base this UA was prominently displayed and it 

explains that the product is sourced locally. Producer G explained the importance of 

having local farmers working as part of his supply chain.  

Next, examining the UA: Production Process was also prominently displayed. This UA 

describes the entire production process for the product. Producer G discussed the 

various collaborations he had developed throughout the production process. These 

included important collaborations with farmers, his processor and his main retailer. 

Finally, the UA: Selective Distribution was prominently displayed. This UA involves 

selling a product at select outlets in specific locations. Producer G explained the 

collaborations he had made with specific high-end retailers. 

5.8.6 Summary of UAs, DCs and Extent of Collaborations: Case 7, 

Producer G 
 

In summary then in relation to the unique attributes, the three most dominant were: 

Grandeur; Local Supply Base; and Price Premium. The following UAs were not 

displayed at all: Nutritional Information; Reliable Supply Base; Hedonic Value and 

Social Image and Responsibility.  

Examining the dynamic capabilities, the three most dominant were: Pro-activeness; 

Innovativeness; and Customer Focused. Whereas the DCs: Selling; Delivery 

Management; and Channel Management were not displayed at all. 

There was evidence of extensive collaborations throughout this case-study. This was 

particularly evident in the DC: Developing Collaborations and in the UAs: Local Supply 

Base; Production Process; and Selective Distribution. 

5.8.7 Key Unique Attributes: Retailer 1 
 

Examining the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.15. For the purpose of this study the most 

dominant UAs will subsequently be explained, using supporting quotations from the 

producer. 
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Chart 5.15: Percentage Coverage of Unique Attributes in Case 7, Retailer 1 

 

5.8.7.1 Production Process  
 

The unique attribute ‘Production Process’ was the most prominently displayed UA 

with regards to the Retailer. He used a unique dry-aging system in his production 

process: 

“Well, we have a dry-aging process that’s worldwide unique, where we age 

our beef with the use of Himalayan salt in the process, and that’s very unique 

because a lot of people have copied it but there’s nobody actually doing what 

we’re doing, and they’d be a long time even finding out what we’re doing.” 

Retailer 1 explained that the production process and the detail adhered to throughout 

the process raised his product to another level: 

 

“Can we add to consistency?  Yes, we can, through the process, because we 

process it exactly the same way.  So, we raise everything up two steps during 

that process, provided every little detail is adhered to.  So, I didn’t ever 
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anticipate that would be the case, but this year it was, and the beef is that 

good now, and it’s getting better, and that’s because at the end of the day we 

are farmers.” 

 

Retailer 1 explained each part of the production process, and how they had tweaked 

parts of it in order to improve it: 

 

“We have made little tweaks in our process from slaughter to plate, things like 

that, but what’s the big difference?  The big difference is in the raw material 

that we’re producing. It’s been loved all its life.  Look, we procure the product 

which is our raw material, which is raw meat that has been produced ethically, 

compassionately, sustainably, and beautifully, for all its time. And, its’ 

slaughter process is as good as there will ever be.”   

Retailer 1 stressed the attention to detail that was made at every stage of the 

production process: 

“That’s what I say, the attention to detail in every stage of the chain is critical.  

How our farmers produce it? It’s paramount that it’s right.  How our slaughter 

partners have it? Is absolutely paramount.  What we do when it comes on our 

site? Is absolutely paramount.  And what our forefront partners do? Is 

paramount as well.”   

However, Retailer 1 was quick to emphasise that the entire process had to begin 

with a high quality product:  

  

“It starts with great beef, you know, what we do in our salt chambers.  It’s not 

a magic box.  The beef scheme that we set up with the Estate ten years ago 

is now, in my opinion, providing some of the best beef in the world.”   

 

5.8.7.2 Selective Distribution  
 

 

The unique attribute ‘Selective Distribution’ was the next most prominently displayed 

UA. Retailer 1 was currently selling his produce in Ireland, England, France, Portugal 
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and Hong Kong. However, he was selective in his choice of distribution channels: 

 

  “So, we supply about three hundred odd restaurants throughout the two 

islands, and some down to Hong Kong, down to the Algarve, Macau, a 

little bit over to Paris, and things like that.  Our only retail partner is 

Fortnum & Mason in London”. 

He went on to explain why he supplied Fortnum and Mason in London: 

 “We’ve been supplying them (Fortnum and Mason) for coming up four 

years, and they’re very, very good people to work with.  So, we don’t 

supply any other retailers, although we’ve been asked by nearly them all 

over the years.  They (Fortnum and Mason) are just the perfect fit for us, 

the way they do their business, the passion they have for what they do, 

and the range of what we offer is very compatible with their line of 

business”. 

Retailer 1 discussed the selective restaurants and eminent chefs he distributed his 

produce through, including his very own retail outlet in Moira, Co. Armagh: 

 

 “We supply all Mark Hix’s restaurants in London.  Once again we don’t do 

other people in London because we started with Mark about eight years 

ago, and we have opened eight restaurants together, and we just support 

him by not supplying the opposition, or the competition, or that sort of 

thing. However, we do supply a lot of very eminent chefs in other regions, 

and then we have our own retail outlet here…it’s become quite a 

substantial part of our business, because we’ve about two and a half 

thousand people a week come to the shop.” 

He elaborated and explained why he was selective with his distribution channels: 

  

 “Why do I sell it to Fortnum & Mason, and Mark Hix, and various different 

people like that?  It’s because we have built relationships where we’re all 

focused on doing the same thing.  We share a passion, whether that be 

for rearing beef, or whether it be for cooking steaks, or whatever. So, if we 

have our clients Fortnum & Mason here, we bring them to the farms.  We 
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let them see.  We let our farmers see who our customer is.  We explain 

everything, sitting around a table.”   

Retailer 1 described in detail his customers, including the high-end restaurants and 

retailers he distributed his produce through: 

 

 “People who appreciate very high quality food are our target consumer, 

whether that being through our partners in London, or whether it be 

through our shop here, or whatever.  We want somebody to buy food, and 

have a very enjoyable experience with it.  That’s who our customers are, 

whether that be a Michelin star chef, whether it be a guide with a 

steakhouse in Belfast, or out in the country, or Fortnum & Mason in 

London.  We want everybody who chooses to use our product to have a 

very enjoyable experience with it.” 

5.8.7.3 Quality  
 

The unique attribute ‘Quality’ was also prominently displayed. Retailer 1 explained the 

ambition of his beef supply chain: “Our ambition is to take it from farm to fork and have 

it the best quality steak possible”. 

 

He elaborated by explaining the difficulties associated with consistently delivering a 

high quality beef produce: 

 

 “So, what we have to do is try and take some of the risk out of that, and 

make sure that every time we deliver something to somebody’s plate 

that’s it’s a high quality product and an enjoyable experience. That’s a 

very difficult thing to do, because we start with the most inconsistent raw 

material in the world.  You’re never going to eat a steak off the same 

animal twice. That’s why I always said no piece of meat would ever win 

The Great Taste Awards, and I have to eat my words this year.  And the 

reason I said that was, the rack of beef that we won it with this year, all 

through the process I had to submit the rack from six different animals.” 
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Retailer 1 explained that he wanted all his customers to have an enjoyable 

experience, when they purchased his high quality beef:  

 

 “We want somebody to buy our high quality food, and have a very 

enjoyable experience with it.  That’s whether it be a Michelin star chef, 

whether it be a guide with a steakhouse in Belfast, or out in the country, or 

Fortnum & Mason in London.  We want everybody who chooses to use 

our product to have a very enjoyable experience with it.”  

He justified his beef produce being more expensive for the end consumer, due to its 

exceptional quality:  

 

 “Yes, it might be more expensive in the restaurant for my steak but, you 

know, I go to a lot of trouble with the processor, and the farmers, and 

everybody else, to make sure that I’m giving you something that’s 

exceptional quality.”   

 

5.8.7.4 Endorsements  
 

 

The unique attribute ‘Endorsements’ was prominently displayed. Retailer 1 explained 

that endorsements from others gave his beef produce great credibility: 

 

 “I mean, I could say to you, my beef is very, very good, and you’d say, I’ve 

heard that fourteen different times going around the country.  But if 

somebody else says it to you, it has a whole lot more credibility than me 

saying it, regardless of how credible you think I might be.” 

He elaborated on this by discussing some of the writers and food critics that have 

endorsed his beef: 

 

 “We’ve never said, our beef is the best, or anything like that.  No record of 

us ever saying that, but if Xanthe Clay puts in the Telegraph on Saturday, 
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or if Jay Rayner writes about it in the Guardian and saying, ‘this is the best 

beef I’ve eaten’.  Or Charles Campion goes on the radio and says, ‘this 

beef is the best in the world in my opinion’.  Hey, you couldn’t write the 

cheque for that”.   

Retailer 1 explained the power of these external endorsements and the credibility 

that it gave his produce: 

 

  “You know, Jay Rayner puts it in the Guardian, Tom Parker Bowles writes 

about it as the best piece of beef he’s ever put in his mouth.  We’d a day 

that we got six and a half thousand hits on the website just from that.  

Who are these people? Where are they? You know, the power of things 

like that should never be under estimated because we call it real credibility 

when they say something like that.”   

 

He also emphasised how endorsements from celebrities on Social Media were more 

powerful than any marketing campaign he could pay for: 

 

 “About three months ago Nigella Lawson was in Fortnum & Mason’s and 

picked up a rack of our beef, and she cooked on a Sunday, and she went 

on Twitter, and she took a picture of it, and said, ‘this has got to be the 

best beef in the world’.  And I’m sitting there, and an email comes through, 

on a Sunday afternoon, and it says, ‘Pete, marketing like this - money 

can’t buy’. And, all of a sudden, the alert on my phone started to go.  Now, 

I mean like a machine gun.  It was going bing, bing, bing, bing, and by the 

time I picked it up there was six hundred and seventy-eight notifications 

from it started to ping until I went around the kitchen table and picked it 

up.  Such is the power of Nigella Lawson’s 3.4 million Twitter followers, 

that if she says this is the best beef in the world, well at least a million 

more often believe her.  So, what could I say that would ever have that 

impact?  Nothing.” 
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5.8.7.5 Uniqueness  
 

The unique attribute ‘Uniqueness’ was prominently displayed. Retailer 1 explained 

that he was focusing on making great unique food: 

 

 “The target should be to make great food, and then work it back along the 

line.  Is there clients for it?  There’s endless clients for it.  And if you are 

making something that’s unique there’s nothing to compare it to.” 

 He went on to explain the various unique techniques he was using for his produce:

  

 “The things that we do that are unique to us, are the things that are selling 

best.  Salt age beef, sugar pit bacon, all those things that are unique.”   

Retailer 1 elaborated on this uniqueness and how it gave him an edge over his 

competitors: 

 “Look, there’s always fellas biting at your heels but it’s like I said, if you 

have a product that’s unique to you, if somebody wants it they’ve to come 

and talk to you, and they’re not coming back and saying, ‘oh, I can buy it a 

pound cheaper down the road’.  It’s not down the road.  It’s unique, it’s 

ours.”  

5.8.7.6 Reliable Supply Base  
 

 

The unique attribute ‘Reliable Supply Base’ was also prominently displayed. Retailer 

1 explained how important it was to have a reliable supply base. In order to ensure 

that farmers were reliable, he consistently checked their accounts: 

 

“We’ve brought our farmers in here, and we’ve sat them down at the 

boardroom table and said, ‘I want to see your books’.  Now, you ask a 

farmer can he open up his books, and show you how he’s doing, and 

you’ll get a few odd looks.  And I explained to them, I don’t want to take a 

penny out of your pocket, but I said I’m after spending years investing in 

you.  I want to make sure you’re healthy so as I know you’re there in ten 
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years’ time.  So, I said, I just want to look, it’ll all be confidential.  I said, 

regard this as a health check.  I said, I’m your doctor.  I said, all I want to 

know is you’re healthy and well…I want to see that you’re surviving.” 

 

Retailer 1 described how he nurtured the beef scheme, to ensure a reliable supply 

base: 

 “The beef scheme that we set up with the Estate ten years ago is now, in 

my opinion, providing some of the best beef in the world.  That’s our raw 

material.  We started with one farmer, inside a couple of years it became 

eleven farmers.  Today we’re a hundred and twenty-eight farmers, and 

that’s grown, and grown, and grown, and it’ll probably out-grow us even 

though we started it, and nurtured it, and brought it along.” 

 

5.8.7.7 Local Supply Base 
 

 

The unique attribute ‘Local Supply Base’ was prominently displayed. Retailer 1 

explained how they sourced their local farmers: 

 

 “We go and visit their farm, and we look at their stock, and we speak with 

them, and say, ‘look, this is how we do things, how do you feel about 

that?’  We’re not putting them under any pressure.  We’re not looking for 

big numbers, we’re looking for good local people.”  

He emphasised the importance of building relationships with the local farmers and 

other members of his supply chain:  

 

 “Why do I buy from the same local farmers?  Why do I sell it to the same 

people?  Why do I sell it to Fortnum & Mason, and Mark Hix, and various 

different people like that?  It’s because we have built relationships where 

we’re all focussed on doing the same thing.”  

5.8.7.8 Provenance - Region of Origin  
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The unique attribute ‘Provenance – Region of Origin’ was also prominently displayed. 

Retailer 1 explained that they promoted their beef as a product of Northern Ireland and 

they realised then that their customers wanted to know more about the region: 

    

“People want to know where something comes from.  They want to know 

who grew it.  They want to know who cared for it.  They want to know 

more, and more, about the food.  So, by saying, this is very nice food from 

Northern Ireland, but if they enjoy it, the bar has risen for Northern Ireland, 

and they see Northern Ireland butter, they say, ‘oh, that’s from the same 

place as the beef, let’s have some of that’.  You know, and it’s a dripping 

tap, it’s constantly raising the game one step at a time, but if everybody’s 

there, and everybody’s up to the same thing, it’s so much more powerful.” 

 

He also emphasised that although he was promoting his own product, he was also 

promoting other products from the region: 

 

 “We’re very, very behind promoting Northern Ireland.  I mean we will tuck 

in butter into our deliveries and say, try the Northern Ireland butter, and try 

our Rapeseed oil, and try this, and try that.  We’re all in this together, and 

something that benefits us, benefits everybody.”  

 

5.8.7.9 Innovation 
 

The unique attribute ‘Innovation’ was also prominently displayed. Retailer 1 explained 

why he constantly needed to innovate for his customers: 

  

 “You’ve got to have innovation in food.  We’ve no new ingredients.  There 

is no new food ingredients, just thirty-two cuts and a carcass.  Okay.  

There’ll never be thirty-three.  So, what we’ve got to do is, we’ve got to 

innovate in the process, the presentation, all of those things, we have to 

keep on pushing it...and we’re constantly innovating to produce new 

things for our customers.”   
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Retailer 1 explained how he came across his innovative salt aging process: 

 

   “We stumbled across what we do at our Himalayan salt age, and because 

we have very inquisitive minds, right - we were doing things that nobody 

else would dream of doing.” 

He also described how, from time to time he gets his chefs to play and innovate with 

the food:   

 “We have what we call a play day here.  We used to do it every week.  We 

haven’t done it every week for quite a while, but we do it from time to time.  

And what we do is we bring in some of our chefs, some of our own, and 

we play with food.  We say, right, we’re curing bacon today.  There’s 

bacon, how can we make that better?” 

5.8.7.10 Awards  
 

 

The unique attribute ‘Awards’ was prominently displayed. Retailer 1 highlighted the 

awards his produce had recently won: 

 

 “We’ve just recently won the supreme championship of The Great Taste 

Awards with some of our beef, which I said a piece of beef would never 

win it. And that’s out of a capped entry list of ten thousand food and drinks 

from throughout Europe, and come out number one spot, and it was our 

second time doing it.  We also did it in 2012 with a dry cured pig’s jowl.”   

He explained the importance of these awards and the high accolade they held: 

  

 “Well The Great Taste Awards are the Oscars of the food industry. We’ve 

four records in The Great Taste.  The most amount of awards in a year, 

the most amount of stars in a year, the most amount of three stars, and 

the most amount of top fifty foods.  We currently hold all four records.” 

He elaborated on this and explained that the awards were important for him to 

display and to help showcase his produce:  
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 “All of the awards are up over in the shop…it’s that type of recognition.  

It’s not a vanity trip for us.  If we can put that in there and win the top 

award for it. We should be doing that because we pass that on to our 

client and say, ‘that’s the supreme championship of The Great Taste 

Awards that you’re buying off us.’ It gives them a point of difference, and 

they are paying a premium for it.” 

 

5.8.8 Key Dynamic Capabilities: Case 7, Retailer 1 
 

Examing the dynamic capabilities (DCs) in this case a number of key capabilities 

were dominant, as illustrated in Chart 5.16. For the purpose of this study the most 

dominant DCs will subsequently be explained, using supporting quotations from the 

producer. 

 

Chart 5.16: Percentage Coverage of Dynamic Capabilities in Case 7, Retailer 1 
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5.8.8.1 Developing Collaborations 
 

The Dynamic Capability (DC) ‘Developing Collaborations’ was the most prominently 

displayed DC in relation to the retailer. Retailer 1 emphasised the importance of 

building trust, transparency and appreciation in his business collaborations and 

partnerships:  

“Partnerships are absolutely essential.  Trust, has to be built.  Trust, has to be 

earned.  Transparency is hugely important to that. That’s how you build 

relationships.  Open, transparent, and, you know, ‘thank you for doing what we 

do every day’.  This is a man who lives eighty miles away, and he spends two 

years rearing my raw material.  Well, he’s well entitled to a thank you.”  

 

He also explained how important it was to have the right people in those 

collaborations: 

 

“So it’s all the time having the confidence, and the relationship, that you can 

constantly tap into people.  And when you put a team of bright, able people 

who are the top of their game, and you put them into a circle, and things start 

to go around, anything can happen.  Anything can happen.  You know, there is 

nothing that you can aim for that you can’t get.” 

Retailer 1 described in detail how he developed a collaboration with his most 

important distributor: 

 

“How did I meet Fortnum & Mason?  When we won the Supreme 

Championship of Great Taste in 2012 they were the sponsors, and when I was 

brought up to be presented with the Supreme Championship I had a one 

minute handshake with the food director, and I said, I think you and I should be 

speaking.  I had lunch with him the following day, and we started doing 

business.  So, you know it’s about integrity, transparency, and a shared 

passion for doing something that builds very strong relationships.” 

He explained how the collaboration he had forged with this distributor was a very 

open relationship. Although they demanded a lot from Retailer 1 – they gave a lot 
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back in return: 

 

“I got an email last night from the CEO of Fortnum & Mason asking me if I was 

free on such and such a date in November, because they would like to host a 

lunch to celebrate what we’ve done.  Tesco wouldn’t do that for you.  You 

know, they just wouldn’t.  These are very special people, and if you have a 

very special product the chances are you’re going to have to deal with very 

special people.  But these are people of immense integrity.  They’re people of 

huge transparency in one thing or another, and what you’ve got to do is you’ve 

got to forge those relationships where you can sit down and very openly 

discuss what you can do, and then it’s about working hard with people who 

demand a little bit more.  They need you go that extra mile, you’ve got to go 

the extra mile.” 

 

Retailer 1 discussed in detail the amount of time and resources he had invested in 

these relationships. However, he felt that this was needed to ensure the longevity of 

his business: 

 

“So, you know, it’s about breaking the mould.  It’s about people.  It’s about 

relationships.  It’s about all those things that are very, very unique, but they’re 

the foundation of great business.  They’re the foundation of a business that 

has longevity.  Things that you build together, you know.  We invest a lot of 

time in those - what you call critical points.  Our farmers, our staff.  Our staff 

are hugely important because we’re doing things here that nobody else is 

doing, and we’ve people who are responsible for everything being the way it’s 

supposed to be at the end.  And then, obviously, our clients.  I mean, we co-

operate with them and say, look, what can we do?  Where are you going?  

Where do you want us to be this time next year so as we’re ready?” 

He also explained the importance of having everyone working together and co-

operating within these relationships:  

 

“Then what we’ll we do is we aim to be there by then.  So, it’s forward 

planning.  It’s co-operating.  It’s seeing that what we’re doing together has 
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everybody’s shoulder behind it, and that it’s ringing whatever bell that’s there.  

So, it’s all the wheels within the circle going around, but they have to be the 

right wheels.  If you’re somebody in there who’s looking to take a short-cut, 

you better get them out of there because they’re going to interrupt everything 

else that’s going on.  So, it really is down to those personal relationships.  

Trust is part of it, but trust has to be earned.  Trust will come in time if all the 

other bits are right.” 

 

Retailer 1 had even collaborated with Bord Bia in the RoI and he thought there 

should be more widespread collaborations with this agency: 

 

“You’ve got to take the politics out of business. I mean, our closest neighbour 

-we’ve got to co-operate, they’re world leaders at that.  There is no outfit 

anywhere that is as good as Bord Bia.  I’m a huge admirer of what they 

do…our big problem here in Northern Ireland is we don’t have a dedicated 

food thing. So, the Department of Agriculture should have a sub-division, the 

likes of Food Northern Ireland, Food NI, who look after all matters of food.  

They’re experts in their field.”   

 

Retailer 1 believed DAERA and Bord Bia should work together to market food from 

the island of Ireland: 

 

“We have a two-million-pound budget, Bord Bia have a fifty-two million pound 

budget, and I would I’d say, ‘look, can we throw our chips into the table, and 

why don’t we do it all together’.  If we went and said, ‘look, why don’t we just 

do it all together.  We’ll trawl all our bits into the pool, and we’ll join you’.  

They’ve offices in thirteen countries worldwide.  They have a full-time staff of 

fifty-six people, and they bring in fifty graduates every year to work with them 

for the year.  These are people who are serious about marketing food, we’re 

only playing at it. So, if the opportunity presented itself to get on that train I 

would be on it like a shot, and I would be letting them do with our butter, and 

our milk powder, and our meat, and everything.  That’s how I would co-

operate.  They know every niche market that I’m talking about in the world, 

and they would fulfil that.” 
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5.8.8.2 Customer Focused  
 

 

The DC ‘Customer Focused’ was the next most prominently displayed DC. Retailer 1 

was very focused on pleasing his customer and he set a very high standard for his 

food: “Nobody will come in and give us a standard as high as what we can set 

ourselves”. He emphasised the importance of ensuring his customer had an enjoyable 

experience, each and every time they ate his produce: 

 

 “The thing about food is there’s no hiding place.  Everybody’s a judge 

when it’s on their plate.  Okay.  It doesn’t matter who it is.  I don’t know 

half of them.  I don’t know a tenth of them.  But they’re a judge and are 

entitled to their opinion to say, ‘that’s the best steak I’ve ever eaten, or 

that’s not really very good’.  I’ve got to understand whatever their opinion 

is, I have to respect as being an opinion.  So, what we’ve to do is try and 

take some of the risk out of that, and make sure that every time we deliver 

something to somebody’s plate that’s it’s an enjoyable experience, and 

that’s a very difficult thing to do, because we start with the most 

inconsistent raw material in the world.  You’re never going to eat a steak 

off the same animal twice.” 

Retailer 1 was very aware of his customer, and strived hard to produce a high quality 

product for them: 

 

“It’s producing a better article that, I don’t want to say a discerning client, 

but a client who’s willing to pay a little bit more for something that’s a 

whole lot better. And that’s what we should be striving to achieve, is in 

providing that consistency of a certain quality, and we should be doing 

that across the food range, not just us trying to do it with meat.”  

Retailer 1 was quick to highlight that he didn’t do a lot of shouting about his food, 

rather he let his customers do that for him: 

 

 “Eat my food, and you tell me.  That’s our way of doing it.  We don’t do the 

shouting, we let our customers, and our consumers, do the shouting for 
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us. Give them your food and say, just tell me what you think of that.  ‘Oh, 

that’s lovely, where can I get it?’  You’ve no idea.  In the food industry it’s 

all about getting people to taste it.” 

Retailer 1 explained that he didn’t start with the consumer. On the contrary he 

believed in first producing a high quality product and then letting the consumer find it: 

 

 “The target should be to make great food, and then work it back along the 

line.  Is there clients for it?  There’s endless clients for it.  And if you are 

making something that’s unique there’s nothing to compare it to.” 

 

He also emphasised the importance of consistently pleasing your customer: 

 “You know, I can sit here and I can come up with a marketing campaign, 

and I can fire it over the TV, and I can do this, that and the other.  If 

somebody takes home a steak that doesn’t please them, the whole thing 

has gone. It’s gone.” 

 

5.8.8.3 Pro-Activeness 
 

The DC ‘Pro-activeness’ was also prominently displayed. Retailer 1 had a pro-active 

attitude towards his business, he was consistently looking for different and better 

ways to run his business: 

 “We’re doing it different with beef right now.  Our farmers are the most 

profitable farmers on this island.  We pay them a 10% premium for doing it 

exactly the way we want it, and we say to our clients, look, this isn’t 

ordinary beef, it’s a little bit more expensive, but if you want it, come and 

have it.” 

 He also displayed a pro-active attitude to solving problems within his supply chain:  

 

 “If we’re buying in feed from other countries to feed our cattle, well it’s 

going to be more expensive, but we should grow that.  There’s solutions 

to every problem, it’s only an unsolved opportunity. Of course things will 
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change and human nature is we don’t like change.  We like things to stay 

the way they are because we’re used to that, but we’ve got to change, 

we’ve got to continue to make things better.”  

Furthermore, he wanted to promote this model throughout agriculture in Northern 

Ireland: 

  “Instead of rearing beef on this island to fire it out along the shelves at 

Tesco, we should be producing, very, very high class beef and putting it 

onto the menus of high classed restaurants, and very find food retailers.  

We can’t feed the world off this island.  We’re too small.  We’re not 

competitive.  Our model has got out of shape, and I’m not just talking in 

beef, but in agricultural in general.” 

Retailer 1 was pro-active in other areas of his business and had recently looked into 

the possibility of getting the PGI (Protected Geographical Indication) for his produce: 

 “Yeah, it could be utilised better I think and, of course, it has potential to 

make an enormous difference (the PGI status).  We got approached to 

say, ‘look, would you consider letting us do this because we think it 

warrants it?’, and we said, ‘by all means’.  So, that’s in the process of 

happening.” 

 

5.8.8.4 Marketing Communication  
 

The DC ‘Marketing Communication’ was prominently displayed. Retailer 1 knew his 

market thoroughly and knew how to communicate to it: “So, the model that works is 

something that’s very important.  And then to grow, produce, rear what it is that we 

need to fulfil that niche market and be able to communicate your offering”. 

 

He was also skilful in how he marketed his product:  

 “Eat my food, and you tell me.  That’s our way of doing it.  We don’t do the 

shouting, we let our customers, and our consumers, do the shouting for 

us. Give them your food and say, just tell me what you think of that.  ‘Oh, 
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that’s lovely, where can I get it?’  You’ve no idea.  In the food industry it’s 

all about getting people to taste it.” 

5.8.8.5 Commitment to Learning  
 

The DC ‘Commitment to Learning’ was prominently displayed. Retailer 1 discussed 

his background and how, even at an early age exhibited an ability to learn quickly: 

  

 “I know my product intimately, and I love people.  My background, I’ve 

been in meat since I was a child.  I started slaughtering lambs for our own 

freezer, and other people’s freezers, when I was eleven.  I couldn’t wait to 

get out of school to get into the meat business.  I trained abroad, in 

America, for a couple of years, then came back and got a couple of 

unique opportunities where I was asked to sort out businesses that were 

in trouble.”  

He had a strong commitment to learning and looked at everything he did as an 

education, even when it failed: 

 

 “We never look at anything that’s failure, we look on it as education.  If 

you and I were to go and work at something, and do it, and one thing or 

another, and we didn’t get it, and we say, it didn’t work.  We don’t think 

like that.  We say, now what did we learn out of that there today.”   

Retailer 1 explained how he tried to continue to learn and accumulate information: 

 

 “So, we take that piece of information and put it into our knowledge bank, 

and then we’ll build the knowledge bank all the time.  So, there’s no such 

thing as failing.  If something didn’t work, but do you know what, when you 

try it you’ll find something that you didn’t know.  We stumbled across what 

we do at our Himalayan salt age, and because we have very inquisitive 

minds, right, and we were doing things that nobody else would dream of 

doing.”   
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5.8.9 Extent of Collaborations: Case 7, Retailer 1 
 

Collaborations were an important theme throughout the analysis of this part of the 

case-study. Firstly, in relation to the DCs: Developing Collaborations is a Networking 

Capability and this DC was prominently displayed. This DC directly involves the 

producer developing collaborations with other actors inside and outside the SC. 

Retailer 1 discussed at length the various collaborations he had developed with the 

various stakeholders in his supply chain. He emphasised the need to build integrity 

and transparency into his collaborations. He also explained that ‘trust’ was an 

important issue when building these important relationships.  

Next, examining the DC: Commitment to Learning, this is another Networking 

Capability and it was prominently displayed. Retailer 1 had a proactive approach to 

learning, he was constantly looking for opportunities and chances to collaborate with 

other stakeholders. 

Then, examining the UA: Production Process this was prominently displayed. This 

UA describes the entire production process for the product. Retailer 1 discussed the 

various collaborations he had developed throughout the production process. These 

included important collaborations with local farmers, his processor and his many 

high-end retailers. 

Next, examining the UA: Selective Distribution was prominently displayed. This UA 

involves selling a product at select outlets in specific locations. Retailer 1 explained 

the collaborations he had made with specific high-end retailers in London, Paris and 

that Algarve. 

Then examining the UA: Reliable Supply Base, this UA was prominently displayed. 

This UA is characterised by the product using reputable, dependable suppliers and 

involves developing collaborations with farmers. Retailer 1 explained the great 

lengths he went to, to ensure his famers were able to provide a reliable supply.  

Finally, examining the UA: Local Supply Base this UA was also prominently 

displayed and explains that the product is sourced locally. Retailer 1 explained the 

importance of having local farmers working as part of his supply chain.  
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5.8.10 Summary of UAs, DCs and Extent of Collaborations: Case 7, 

Retailer 1 
 

In summary then in relation to the unique attributes, the three most dominant were: 

Production Process; Selective Distribution; and Quality. Whereas, the following UAs: 

Certification; Organic; Traceability; Natural; Hedonic Value; and Nutritional 

Information were not displayed at all. 

Examining the dynamic capabilities, the three most dominant were: Developing 

Collaborations; Customer Focused; and Pro-activeness. The DC: Selling was the 

least dominant DC, whilst the DCs: Developing Complementary Resources; and 

Delivery Management were not displayed at all.  

There was evidence of extensive collaborations throughout this case-study. This was 

particularly evident in the DCs: Developing Collaborations; Marketing 

Communications; and Commitment to Learning. It was also evident in the UAs: 

Production Process; Selective Distribution; Reliable Supply Base and Local Supply 

Base. 

 

5.8.11 Key Unique Attributes: Case 7, Chefs 1 to 5 
 

Examing the Unique Attributes (UAs) in this case a number of key attributes were 

dominant, as illustrated in Chart 5.17. For the purpose of this study the most 

dominant UAs will subsequently be explained, using supporting quotations from the 

producer. 
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Chart 5.17: Percentage Coverage of Unique Attributes in Case 7, Chefs 1 to 5 

 

5.8.11.1 Quality  
 

The unique attribute ‘Quality’ was the most prominently displayed UA in relation to 

the chefs. They continuously highlighted the quality and consistency of the produce: 

“It's about the quality, it's about the flavour, and the fact that it's processed 

consistently.” 

 

Chef 1 explained the various reasons that contributed to this beef being one of the 

highest quality beefs in the world: 

  

 “The reason our beef is so good and the reason our dairy is so good and 

our butter and all that is because it rains non-stop, it gives us great 
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quality grass. And because we've got great quality grass, it gives us 

great quality beef and then if you add a cracking breed that's designed 

for eating and you give them all that good grass, and then you get 

(Retailer 1), who's a master ager, you know in the salt chamber, it all 

adds up.” 

 

Chef 3 discussed the importance of the quality of this product, as well as the 

consistency of the quality: 

 “Quality is everything, quality's probably thee main thing. The second 

thing then is consistency and the thing is with this beef as well, is every 

time you get – well, I haven't had one bad steak yet. So, it gives me a 

consistency, which gives me then the confidence to keep selling it 

basically; because there's never any complaints.” 

 

Chef 2 discussed the importance of the great quality pastures that the cattle are fed 

on, he believed this contributed to the high quality produce:  

 

  “It’s just a really high-end quality product. You know, the pastures that 

the beef feed on are great quality and you can just taste it from right 

through from how it’s treated and fed and it’s just a very, very good 

quality product and the consistency of the product is phenomenal.” 

 

5.8.11.2 Production Process  
 

The unique attribute ‘Production Process’ was the next most prominently displayed 

UA. Chef 5 discussed the entire production process from start to finish, and how this 

contributed to a superior beef product: 

  

  “I think just from the start, from the organic lands that they’re fed on 

around the Estate, you know, the whole provenance and the way 

Retailer 1 looks after them when he gets them into the Himalayan salt-

aged chamber.  I think the whole way down from start to end. That’s 
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the whole process and that’s why when we get it we try to treat it as 

respectful as possible and do as little as possible to it.” 

Chef 1 also highlighted the importance of the salt-aging part of the production process: 

 

“But personally, as a chef cooking meat for 25 years, you know when I 

cooked this meat, I knew that it was something special. Reasons being 

- it colours right away, which means that there's no water content 

whatsoever. I know a lot of that's to do with Retailer 1’s aging it as well. 

The beef is unique and is an amazing breed, but then what Retailer 1 

adds to it by the aging process - just takes it again to another level.” 

 

5.8.11.3 Taste  
 

The unique attribute ‘Taste’ was also prominently displayed. The chefs all discussed 

the importance of the taste and flavour of the product: “Yeah, it's all about the taste 

and flavour, it's all about the flavour.  The product speaks for itself.”  

 

Chef 4 explained that diners constantly praised the taste and flavour of the product: 

 

“Why I have it in the restaurant? Is because of all the flavour. It tastes - 

a lot of people say - it tastes like beef should taste, or it tastes like beef 

used to taste, you get that a lot.” 

 

 

 

Chef 3 explained how many of his customers can taste the difference in this produce: 

 

“But, a lot of diners order two steaks; one person would order one and 

the other person would order this steak and obviously, they try each 

other’s steak, and everyone notices the difference, it's not just me. It's 

very plain to taste and I love having it on the menu. People can actually 

taste the difference.” 
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5.8.11.4 Uniqueness   
 

The unique attribute ‘Uniqueness’ was prominently displayed. Chef 1 discussed the 

importance and uniqueness of the beef: 

  

 “But the flavour is second to none, and it's just the breed that is just so 

unique and it's just put on earth I think just to eat, it's just that good, it 

really is.” 

 

Chef 3 agreed and explained that this beef tastes like beef should taste: 

 

 “It's that real unique flavour of what beef should taste like, in my mind.  I 

don't order steak now unless it's this beef - personally, that’s me.” 

   

Chef 4 believed that being a grass fed produce contributed to this uniqueness:  

 

  “It’s unique to us, I do believe that you can taste what the cattle are fed 

on and we have some of the best pastures in the UK and Ireland, without 

a doubt.” 

 

5.8.11.5 Provenance (Region of Origin)  
 

The unique attribute ‘Provenance – Region of Origin’ was prominently displayed. 

Chef 2 believed this beef from Northern Ireland was one of the best in the world: 

 

 “It's one of the world's best beef - you've got Kobe beef from Japan, 

which has got high fat content and what-not, but you know especially 

here in Glenarm and the Northern Irish weather. Here we have a great 

Northern Irish beef product.” 

 

Chef 5 explained the importance of having a good quality, local product: 
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  “Just again, going back to the quality.  It’s the quality and the locality, 

being from Northern Ireland.  You know, I am big lover of provenance, 

but I wouldn’t just use provenance for the sake of it.  It has to be also 

good quality, but this has both.” 

5.8.11.6 Price Premium  
 

The unique attribute ‘Price Premium’ was also prominently displayed. Chef 5 

explained why customers were happy to pay a premium for this product: 

  

  “We have what we call a Florentine, it’s a 1 Kilo rib of beef on the bone 

and people are paying extra for the quality of the beef, but it’s just a 

phenomenal product and there’s never really been a complaint about 

it.” 

Chef 2 discussed how his chefs cooked this product to perfection, so that customers 

will pay a premium: 

  

 “When it comes into the restaurant, we've an awful lot of respect for this 

piece of meat. Obviously, people are paying a premium for it as well and 

so we treat it with the utmost respect that it deserves too, cooking it to 

perfection.” 

  

5.8.11.7 Local Supply Base  
 

The unique attribute ‘Local Supply Base’ was prominently displayed. Chef 4 

discussed the importance of having a local produce: 

 

 “Just because I loved the quality, I loved the way it had been reared and 

I loved the way Retailer 1 has treated the meat after it had got to him 

and it was just always a great thing and also because it was a great local 

product.” 
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5.8.11.8 Awareness & Visibility  
 

The unique attribute ‘Awareness & Visibility’ was prominently displayed. Chef 3 

discussed the importance of promoting the product using a range of different 

channels: 

  

 “We would do it on social media, we have videos of it cooking, 

photographs of it when it arrives, videos of the guys cooking it in the 

kitchen, sharing comments about it, and I've done pop-up restaurants, 

showcasing the produce.”    

 

5.8.11.9 Provenance (Country of Origin)  
 

The unique attribute ‘Provenance – Country of Origin’ was also prominently 

displayed. Chef 2 explained the difference of using indigenous Irish beef produce: 

 

“I've worked with a lot of different other breeds, for example; the Moiled, the 

Dexter, and the Glenarm Shorthorn which are breeds that are indigenous to 

Ireland and I would always describe those flavours as almost being the 

difference between wild duck and farm duck. Wild pigeon and farm pigeon. 

The beef - the Dexter, the Moiled and the Glenarm have got that really 

distinctive beefiness. I know that doesn't make sense, but it's that really 

unique flavour of what beef should taste like, in my mind. And so, I'm striving 

to give Ireland's best, or the world's best steak and chips and I think we're up 

there anyway because of this produce.” 

 

5.8.11.10 Credence  
 

The unique attribute ‘Credence’ was prominently displayed. Chef 1 explained the 

importance of credibility for his customers: 
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 “We have the Glenarm stamp on the menu and that Retailer 1 has 

treated it.  So, that would be the quality assurance that we use. Our 

customers know then that this has credibility.” 

5.8.12 Summary of Case 7: Chefs 1 to 5 
 

In summary then in relation to the unique attributes, for the chefs in the NI premium 

beef SC the three most dominant UAs were: Quality, Production Process, and Taste. 

Whereas the following UAs were not represented at all: Social Image & 

Responsibility; Heritage (History/Story); Traceability; Endorsements; Nutritional 

Information; Reliable Supply Base; Innovativeness; and Brand Building.  

5.9 Interesting Findings 
 

There were also a number of very interesting issues that were highlighted in the 

findings. These were regarding the UA ‘Social Image and Responsibility’ and the 

concern over the impending Brexit negotiations. 

5.9.1 Social Image and Responsibility 
 

There was an interesting finding regarding the UA ‘Social Image and Responsibility’. 

This UA was not an emerging theme for any of the stakeholders within the beef supply 

chain and would suggest that the actors within the supply chain do not see this as an 

important UA of premium beef.  

Recent reports have shown that health fears have caused almost 50% of consumers 

to reduce their intake of processed meat. Whereas, environmental concerns have 

prompted 45% of consumers to behave similarly. Additionally, a quarter of consumers 

now check the animal welfare standards on processed meat products (Mintel, 2019).   

In the current climate of increased awareness regarding environmental issues and the 

shift in consumer trends towards veganism, it is vital the actors within the beef supply 

chain work together to develop a clear ‘Social Image and Responsibility’ policy.  

For example: the various actors within the SC could use different techniques to reduce 

their carbon footprint, increase sustainability efforts, and highlight animal welfare 

practices. This could then be promoted to their end consumer.  
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5.9.2 BREXIT 
 

In June 2016 the UK held a referendum to decide if the UK should remain a member 

of the EU. 52% of voters (17.4 million people) opted to leave the EU, whereas 48% 

voted to remain (BBC, 2020). This very narrow majority meant that a lot of 

uncertainty existed as to whether or not the UK would actually leave the EU on 31st 

December 2019 and in particular how the Border between NI and RoI would be 

regulated. 

The in-depth interviews for the case studies were all completed in 2016 and 2017, at 

a time when Brexit was a very topical issue for all businesses on the island of 

Ireland. For the most part, the businesses were worried about the uncertainty the 

Brexit issue had brought with it. However, they also believed that a final decision had 

to be made one way or the other. They would then deal with any issues that 

subsequently arose. 

Producer A’s business (Premium Duck) is located in County Monaghan near the 

Border with Tyrone (NI). He explained that his business had been operational when 

the old physical border between the two jurisdictions existed: 

 “Well the question over the border, we were here when the (physical) 

border was here, it has all the ramifications. It has the economic, it has the 

bureaucratic when you need various different forms and that. It has the 

logistics that you might get stuck at the border. And then it has the 

political…I mean it’s tough but, again, we’ll just get on with it, I guess.” 

He was also concerned with the effect the uncertainty regarding Brexit was having 

on the exchange rates because this affected his profits: 

 “In July 2016 (after the referendum), our costs went up 15% because we 

sell in Sterling to England obviously. The Sterling exchange rate is just 

changing all the time and I don’t think it has bottomed out yet…it’s at a 31 

year low today.” 

This issue was echoed by Producer E (Organic Salmon) who discussed the 

problems a fluctuating exchange rate imposed on his business: 
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 “What affects us is the exchange rate, because we deal in three 

currencies. Whilst we buy products in euros, we also sell in euros.  So, 

selling in euros is great, because the euro is strong, but buying in euro 

because it’s strong, getting stronger against Sterling it’s difficult. As soon 

as Brexit was announced and then the pound dropped against the dollar, I 

had American customers phoning me, ‘are you going to put your prices 

up?’, and I said, ‘yes, you can’t take all the benefits out of this’. We look at 

exchange rates every day.” 

Producer E’s business (Organic Salmon) currently had numerous interactions and 

crossings over and back the Border. He purchases his juvenile fish in Galway (RoI) 

and these were then transported across the border to his site in County Antrim (NI). 

He was concerned about how the health checks and certifications would be 

implemented after Brexit: 

 

“Our supplier is down in Southern Ireland, in Galway… in between the 

contract signing, and then being shipped up here, they have to go through all 

sorts of health protocols, health checks by the relevant veterinary bodies in 

the south and the same up here with the government bodies.  It is DAERA 

now (The Departure of Agriculture and Environment and Rural Affairs) the 

Fishery Inspectorate.  So, all that’s got to be cleared and signed off and every 

delivery is checked, and that’s number one.”  

Currently, his produce had health checks carried out by departments on both sides 

of the Border: 

“Then our processors are in Donegal, in Fanad.  And so, we harvest the fish 

and then they travel three hours up to Donegal. So, it goes back across the 

Border…and we have to have what’s called an Intra Trade Certificate signed 

off by DAERA here.  The fisheries inspect it every week…and then it’s 

checked by the ministry on the other side as well. We have health 

certifications and all that for the fish, and they do all that. But what will happen 

after Brexit remains to be seen” 
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Producer E (Organic Salmon), currently uses the Bio Suisse certification (an EU and 

International Standard) he was worried about the relevance of this certification after 

Brexit. Other producers were concerned about the use of the BRC (British Retail 

Certification) and how relevant this would be after Brexit. Producer D (Premium 

Chocolates) explained the importance of BRC to her business: 

 “We are BRC accredited, then our suppliers are approved by us. Most of 

them are BRC accredited as well. It’s important for us and for customers 

and also it guarantees us a good quality product. Also for exports it’s good 

because the BRC standard is a global standard. But we are worried if this 

will still be the case after Brexit.” 

Producer F (Cooperative of Eel Farmers) was more concerned with how 

conservation targets would be implemented after Brexit. They had been 

implementing conservation methods for over 40 years and were currently complying 

with an EU regulation that was introduced in 2007: 

 

 “Our approach to conservation, and making the targets now set by 

Europe, were introduced as mandatory on the back of a 2007 EU 

regulation. Which meant that all member states had to comply.  That 

brought in things like quotas, and escapement targets, controlling the 

number of licences, closed seasons, all of those things, and we have 

been doing that for forty years previously.” 

However, he was worried about the effect Brexit might have on these conservation 

regulations: 

 “I think the likelihood is that the UK will be content enough just to adopt 

the EC and the commission’s line on this. It would be a simple thing, and I 

don’t think they want to re-invent the wheel, but it’s hard to know” 

 

To summarize then, the main concerns the producers on the island of Ireland had 

with Brexit were relating to certifications and regulations post Brexit. These issues 

were augmented with the uncertainty of whether or not the UK would actually leave 

the EU on 31st December 2019 and how the Border between NI and the RoI would 

be regulated after Brexit occurred.  
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Table 11: Key UAs and DCs, Stage 1 
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Table 12: Key UAs and DCs, Stage 2 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



269 
 

 

Chapter 6: Cross-Case Analysis and General Discussion 

6.1 Introduction 
 

The overarching aim of this research was to ascertain how a premium agri-food 

product could achieve success in international markets and to subsequently develop 

a model of best practice.   

Case Study Research (CSR) was considered the most appropriate method for this 

research as it allowed the researcher to gather rich data from the phenomenon under 

investigation (Yin, 2014). The CSR process was guided by the Supply Chain 

Management (SCM) literature, specifically the Marketing Perspective (Christopher and 

Towill, 2002) and the Organisational Theory Perspective (Ashenbaum et al., 2009). 

Then using RBV theory (Barney, 1991) the researcher isolated a number of important 

constructs (collaborations, unique attributes and dynamic capabilities). These 

constructs were then clearly identified in the interview protocol and a basic conceptual 

model was subsequently developed (see Chapter 3, Figure 14).   

 

      

 

 

 

 

 

 

 

Figure 14: Initial Conceptual Model 

 

From the initial research question and accompanying SCM literature review, six key 

objectives were proposed: 

1. To identify the unique attributes/characteristics associated with successful 
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2. To identify the dynamic capabilities of actors within successful international 

premium agri-food supply chains. 

3. To compare the unique attributes and dynamic capabilities of premium food 

products and producers, based on geographical location. 

4. To identify the extent of collaborations within supply chains of successful 

premium agri-food products. 

5. To combine the unique attributes, dynamic capabilities and extent of 

collaborations within successful agri-food supply chains, in order to develop a 

conceptual model for agri-food producers hoping to internationalise a 

premium product. 

6. To apply the conceptual model to the Northern Ireland Premium Beef Supply 

Chain. 

The findings from the CSR were gathered in two stages. Stage 1 focused on the 

producers of premium agri-food products (a holistic/single-unit of analysis design, see 

Figure 17, Chapter 4). The single-unit of analysis was a producer of premium Irish 

food, across six different cases on the island of Ireland. Four of these cases were 

based in the RoI and two cases were based in NI.  

Stage 2 examined the entire premium beef supply chain, from producer to end-user. 

This was an example of an embedded-unit of analysis design, where multiple units 

were examined within the one case (see Figure 18, Chapter 4). The multiple-units of 

analysis were the producer, the retailer and the chefs within a Northern Ireland 

premium beef supply chain. 

6.1.2 Overview of Chapter 6 
 

The initial research question set out six corresponding research objectives and each 

of these will now be discussed in turn. The first research objective sought to identify 

the unique attributes (UAs) associated with successful international premium agri-food 

products. In order to address this objective, the Marketing Perspective was deemed 

the most appropriate supply chain perspective to focus on. This perspective 

concentrates on downstream product and customer demand based strategies (Leat 

and Revoredo-Giha, 2013; Christopher and Towill, 2002)). The analysis of this 
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research was then based on applying the Resource Based View (RBV) theory to the 

cases.  

The second research objective sought to identify the dynamic capabilities of actors 

within successful international premium agri-food supply chains. The analysis of this 

part of the research was based on applying a RBV lens to the dynamic capabilities 

(DCs) of the key actors within the supply chain. By drawing upon research by Morgan 

et al (2012) Weerawardena et al., (2007); and Gnizy et al., (2014) the researcher 

focused on identifying the Networking Capabilities; Entrepreneurial Capabilities; and 

Marketing Capabilities of the Producers and the Retailer within the supply chains.   

The third research objective sought to compare the findings based on geographical 

location (NI and RoI). Therefore, the researcher completed a bench-marking analysis, 

where the UAs and DCs of the products and producers in Northern Ireland were 

compared with those of the products and producers in the Republic of Ireland.  

The fourth objective sought to identify the extent of collaborations within supply chains 

of successful international premium agri-food products. In light of the literature review, 

the Organisational Theory Perspective (Gereffi and Lee, 2012; Feng et al., 2019) was 

considered the most appropriate supply chain theory to use in order to address this 

objective. This perspective focuses on the benefits of integration within the supply 

chain. In this context, integration is used to describe the degree of information sharing 

and the level of collaborative behaviours exhibited between actors in the supply chain 

(Ashenbaum et al., 2009).  

The fifth objective (in response to the first four objectives) sought to combine the 

unique attributes, dynamic capabilities and extent of collaborations within successful 

agri-food supply chains, in order to develop a model for agri-food producers hoping to 

internationalise a premium product. Reviewing the extant literature and then building 

upon empirical evidence from this CSR a conceptual model is subsequently proposed.  

Objective six sought to apply the learning from the conceptual model to the premium 

beef supply chain. Here the UAs are discussed and compared based on stakeholder 

type (producer, retailer and chefs). Then the DCs are discussed and compared based 

on stakeholder type (producer and retailer). Finally, any learning from the conceptual 

model is applied to the premium beef supply chain (Stage 2). 
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The final section of this chapter sets out the key theoretical contributions this research 

has made towards advancing RBV theory, Dynamic Capabilities and the 

Organisational Theory of supply chains. Additionally, given the ongoing Brexit 

negotiations and the recent political impasse in Northern Ireland a number of 

recommendations are provided for policy makers and practitioners. 

There now follows Figure 36, providing an overview of this chapter: 

 

 

 

Figure 36: Overview of Chapter 6 
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6.2 Response to Objective 1 

 

 To identify the unique attributes/characteristics associated with 

successful international premium Irish agri-food products. 

In order to address this objective, the Marketing Perspective was deemed the most 

appropriate supply chain perspective to focus on (Christopher and Towill, 2002). This 

perspective concentrates on downstream product and customer demand based 

strategies. Research by Anselmsson et al., (2014) suggested that there are six 

attributes which will influence brand strength and encourage consumers to pay a price 

premium. The six attributes are: awareness; perceived quality; uniqueness; corporate 

social responsibility; origin; and social image. Additional research in this area by 

Humphrey (2006) explained how certification can differentiate food products and add 

value. He identified a number of key attributes including: private and public standards; 

authenticity; and country of origin certifications. Similarly, Reardon et al. (1999), 

highlighted the importance of credence in the food chain. Whereas research by Flint 

and Golicic (2009) emphasised the importance of local producers telling ‘their story’ or 

the ‘history’ of their produce. More recent research has highlighted the importance of 

food products communicating their country of origin and their specific region of origin 

(RoO) to consumers (Luceri et al., 2016; Hamzaoui-Essoussi et al., 2011). 

These attributes were used as a basis for identifying additional UAs within the supply 

chains. Furthermore, this research used the scale developed by Vignernon and 

Johnson (1999) to define the various levels of prestige, and subsequently applied the 

scale to food products.  

At one end of the continuum are luxury food products such as Beluga Caviar and White 

Alba Truffles (see Table 12). These are the most expensive and luxurious foods in the 

world, and share similar characteristics such as: high quality; limited in supply; and 

rare.  
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Table 13: Defining 3 levels of prestige in food products (adapted from Vignernon & Johnson, 1999). 

Furthermore, they are often produced in a specific region and they each have a unique 

story.  According to Quelch, (1987); Flint and Golicic, (2009) firms can personalise the 

experience for the consumer and enable images of exclusivity, by developing or 

creating a unique story. In the middle of the spectrum are premium food products. 

These are products which have better quality and higher prices (Anselmsson et al., 

2014; Quelch, 1987). Additionally, premium food products can be: natural and organic; 

better-for-you; international; and gourmet or speciality products (Massa and Testa, 

2011).  

Using a marketing perspective of the supply chain in conjunction with a scale for 

defining premium products, allowed the researcher to identify a number of UAs of 

premium food products.  The analysis of this research was then based on applying the 

Resource Based View (RBV) theory to six case studies of premium food supply chains 

within the island of Ireland, four in RoI and two in NI.  

From the analysis of the cases a number of UAs were identified. In total twenty six 

UAs were identified. These UAs are categorised according to the VRIN category: 

Valuable; Rare; Inimitable; and Non-Substitutable (Barney, 1991). Chart 6.1 presents 

an overall picture of the distribution of coding for the UAs across the island of Ireland. 

These UAs were each individually described in detail in the Findings (Chapter 5) and 

have been amalgamated to provide a deeper understanding of premium food.
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Chart 6.1:  Unique Attributes, an overall picture of the distribution of coding in Stage 1 (Producers of Premium Agri-food Products across IoI)
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6.2.1 The Unique Attributes of Premium Food: Discussion 
 

In order to provide a more meaningful and coherent analysis of the findings, it was 

deemed important not only to identify themes within the Case Study Research (CSR), 

but also to categorise and structure the data (Bazeley, 2009). Therefore, the UAs are 

now discussed using the VRIN (Valuable, Rare, Imperfectly Imitable and Non-

Substitutable) criteria. According to Barney (1991), firms can obtain a competitive 

advantage when they obtain resources that are Valuable, Rare, Inimitable and Non-

Substitutable.  

The following definitions have been used to classify the firms’ resources: 

Valuable: the resources should be able to create sustainable value for a 

company.  

Rare: the resources should not be easily accessible to competitors and should 

only be possessed by a low number of firms.  

Inimitable: (Or low imitability) the resources should not be easily copied by 

competitors.  

Non-substitutable: (Or non-transferable). Equivalent resources should not be 

available for substitution by competitors (Barney, 1991; Wade and Hulland, 

2004).  

This research has categorised the UAs of Irish premium food products according to 

these definitions. The three most dominant attributes in each category are 

subsequently explained, this approach is discussed in Bazeley (2009). However, to 

provide a more in-depth and comprehensive analysis, the remaining dominant UAs 

will also be discussed and explained (reflecting the analysis of the UAs in the Findings 

Chapter 5). This approach is based on displaying the coding frequency of each UA 

and then discussing the UAs with the strongest frequency of coding. Additionally, it 

was deemed important to also discuss the low or surprising findings within the 

frequency coding of the UAs.  
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6.2.1.1 Valuable Attributes 
 

To obtain a competitive advantage firms must firstly possess resources that are 

valuable. Resources are valuable when they enable a firm to apply strategies that 

improve efficiency and effectiveness (Barney, 1991). 

 

Chart 6.2: The Valuable Attributes of Premium Irish Food 

 

As illustrated in Chart 6.2, the Valuable category had the largest number of attributes. 

The three most dominant Valuable UAs across the island of Ireland (IoI) were: 

Certifications; Brand Building; and Awareness & Visibility (see Chart 6.2). 

Certifications 

The first of these attributes is ‘Certifications’ and it refers to officially recognised 

endorsements granted to product. This was an emerging theme in this CSR, in fact 

most producers (including those based in RoI) used the British Retail Certificate.  

The producers across the island of Ireland believed that having the BRC accreditation 

would help open up more retail opportunities for their produce, especially in the UK. 

As Producer B explained: 
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“It ticks a box…if you’re not BRC well - it’s a game changer really and I'm 

hoping that it will start to open up avenues very quickly, you know, if you deal 

with anybody in the UK you have to have BRC.” 

This correlates with research by Humphrey (2006) which explained how certification 

can differentiate food products and add value. All six of the producers in this CSR, 

across the island of Ireland consistently discussed the importance of having 

recognised certifications for their produce, and using these as a quality indicator. Other 

important certifications were the Bord Bia certification (for producers in RoI) and the 

Bio Suisse certification for Producer E (Organic Salmon). This would suggest that 

producers are well aware of the value that certifications can add to their produce.  

However, it is difficult to gauge the implications that Brexit will have on these 

certifications and whether or not they will remain functional when the UK leaves the 

EU in 2020. This presents a number of questions: will the BRC still be recognised as 

a standard in the EU? Or will the Bio Suisse certification remain applicable to an 

organic salmon company based in the UK? 

Brand Building 

A central feature of a strong brand is brand equity and this denotes the added value 

the brand brings to the product (Ambler, 2003). Recent research by Sjostrom et al. 

(2016) suggested that an authentic brand and a good reputation, along with premium 

quality were three attributes associated with luxury brands. The ‘Brand Building’ 

attribute is typified by the agri-food company working to promote and establish their 

brand. The stakeholder is essentially trying to create a unique image for their company. 

Across the island of Ireland all six of the producers in this CSR discussed the time and 

effort they had put into building and differentiating their brand. This suggests that the 

agri-food producers know the importance of having a credible brand. For example, 

Producer D (Premium Chocolates) was very aware of the importance of building her 

brand: “the reality is you could start making chocolate tomorrow…but it takes a long 

time to get your brand known.” Similarly, Producer B (Premium Edible Oils) 

emphasised the work he had put into building his brand. However, he felt this was now 

justified: “Now we’re in a strong position, we’ve a large market share and we’re a 

recognised brand.” This correlates with previous research by Flint and Golicic (2009) 

which suggested that producers should leverage their brand to allow them to achieve 
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a sustainable competitive advantage. Additional research by Thomas et al. (2013) 

illustrated how differentiation and brand development could assist French wine 

producers enhance the image and reputation of their produce.  

Awareness & Visibility 

The attribute ‘Awareness & Visibility’ is typified by the producer consistently placing 

their product in the customer’s vision (through social media, collaborations with 

retailers and trade shows/exhibitions). This attribute was represented in five of the six 

cases examined. Producers across the island of Ireland used a variety of techniques 

to realise this characteristic, including an increasing use of social media. For example 

Producer B (Premium Edible Oils) explained how he was creating awareness for his 

customers through promotions and social media. He currently had over 2000 followers 

on Instagram and he also utilised Facebook with competitions: “(Its) very good for 

doing giveaways…on Facebook, you know doing competitions is a very good way of 

getting people to try it.” 

This would suggest that Irish agri-food producers are utilising various mediums to get 

their product into the customer’s vision. Producer D (Premium Chocolates) discussed 

how she raised awareness of her products with the help of a food academy programme, 

aimed at supporting local Irish producers. Other producers exploited opportunities that 

presented, from government agencies (particularly Bord Bia) to raise the awareness 

and visibility of their products. For example Producer C (Premium Cider) explained 

how Bord Bia had assisted him gain product visibility at a national agricultural show. 

Again, this corresponds with research that identified ‘Awareness’ as a key attribute 

that would influence brand strength and encourage consumers to pay a price premium 

for a product (Anselmsson et al., 2014).  

Additional Valuable Attributes  

In the Valuable category there were five additional dominant UAs. It was deemed 

important to also discuss these UAs, they were: Nutritional Information; Price Premium; 

Natural; Credence; and Social Image & Responsibility.  

The UA ‘Nutritional Information’ highlights the nutrients that are in the product. This 

UA was prominently displayed in the CSR, in fact all six of the cases discussed this 

UA. In 2014 the EU set out regulations to ensure consistency in the provision of food 

information to consumers across the EU (IFA, 2014). Although all of the Irish 
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producers complied with these regulations, they also felt it was important to emphasise 

or highlight certain nutritional information that was particular to their produce. For 

example, Producer D (Premium Chocolates) emphasised that: “all our products are 

gluten free as well.” Whereas, Producer B (Premium Edible Oils) felt it was important 

to highlight that his camelina oil had particular benefits: “It doesn’t have low saturated 

fat but it has a lot of polyunsaturated fats in it.” 

 

The UA ‘Price Premium’ explains that the product has a higher price to other similar 

products. Five of the six cases in this CSR discussed this UA. Premium prices are 

often used by producers to differentiate their prestige or luxury products (Dubois and 

Duquesne, 1993). The majority of Irish producers in this CSR believed that their 

products warranted a premium price. For example Producer E (Organic Salmon) 

explained the premium price that was available for his smoked salmon in the high-end 

retailers in London: “Our salmon is priced quite high compared to conventional salmon.  

Our smoked salmon in Fortnum & Mason’s in London, is selling at £111.00 a kilo.”   

 

The UA ‘Natural’ was strongly displayed in this CSR. However, only four out of the six 

cases discussed this UA. According to (Massa and Testa, 2011)) premium food 

products can be: natural; organic; better-for-you; international; and gourmet or 

speciality products. The ‘Natural’ UA explains that the product has no artificial 

ingredients or preservatives. Producer C believed it was important that he highlighted 

the natural aspect of his ingredients on his label: “We want to tell people - this is the 

situation – this is a natural product”. In 2015 the Food Safety Authority Ireland (FSAI) 

published guidance on the use of food marketing terms including the term ‘Natural’. 

However, there is no similar guidance available for Northern Irish producers. 

 

The UA ‘Credence’ explains the credibility of the product and this UA was represented 

in five of the six case-studies. Producer A (Premium Duck) believed that having natural 

ingredients and a strong brand helped give his product credibility: “All the ingredients 

are clean and we would quality control that all the way back, there can be no food 

additives so it really tastes perfect.” Whereas, Producer F (Co-operative of Eel 

Fishermen) felt that his product having the PGI (Protected Geographical Indicator) 

logo gave credibility to his product. 
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The ‘Social Image & Responsibility’ UA communicates how socially responsible and 

ethical the product is. All six of the cases examined discussed this UA. Producer A 

(Premium Duck) was very keen to promote his green credentials: 

“we have a feather brand where we make our own duvets, pillows and cushions. 

And then we have a large green energy site for business as well so we’re 

actually 100% carbon neutral.”  

 

Producer D (Premium Chocolates) explained her efforts to promote the products social 

image: “we are Origin Green as well. All our products are gluten free and we source 

as much local as possible.” Whilst, Producer F (Co-operative of Eel Fishermen) 

described how he was trying to align the conservation aspect with his marketing plans: 

“this is a very important aspect of our market, the approach to the market and all of 

that, and trying to align that with conservation issues.” This emphasis on ‘Social Image 

& Responsibility’ shows that producers are now trying to attract the environmental and 

ethically conscious consumer (Flint and Golicic, 2009).  

6.2.1.2 Rare Attributes 
 

 

Chart 6.3: The Rare Attributes of Premium Irish Food 
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Rare attributes are those attributes that are not easily accessible to other firms and 

are not possessed by a large number of competing firms in an industry (Barney, 1991). 

The three most dominant Rare UAs across the (IoI), were: Uniqueness; Selective 

Distribution; and Grandeur (see Chart 6.3). 

Uniqueness 

The ‘Uniqueness’ attribute was a key theme in all six of the cases in this CSR, across 

the island of Ireland. This characteristic explains how individual and distinct the 

product is. According to Min-Woo et.al (2012) luxury and premium goods should 

convey an image of exquisiteness and uniqueness.  

Producer A (Premium Duck) continuously discussed the uniqueness of his product: 

“What is unique about that is our breed…it’s our business model which is very, very 

difficult to do.”  He believed that how he fed, processed and supported the product, all 

contributed to the uniqueness of his end produce. Additionally, Producer D (Premium 

Chocolates) suggested that uniqueness was a key characteristic of her chocolate 

products. ‘Well, all our products are handmade; it’s a unique taste and flavour.’  She 

believed that this characteristic was a significant factor in her produce successfully 

competing in international markets.  

 

This would suggest that Irish producers are using this UA to distinguish their products 

from competitors. Therefore, these producers know that having a unique product can 

increase the perceived value of the product and can indicate to the consumer that the 

product is a premium good.  

 

Selective Distribution 

 

‘Selective Distribution’ involves selling a product at select outlets in specific locations. 

Research into premium products by Quelch (1987) defined premium products as: 

“Typically of excellent quality, high priced and selectively distributed through the 

highest quality channels” p39. Many producers of premium and luxury products 

traditionally distribute their products in prime retail locations (Dubois and Duquesne, 

1993).  
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This attribute was another emerging theme across five of the six cases in this CSR. 

Producer E (Organic Salmon) explained how he specifically chose high-end hoteliers 

and high-end retailers to distribute and sell his produce. Other producers used specific 

distributors to assist with their selective distribution, for example through premium 

online retailers. This suggests that the majority of the producers studied, are carefully 

selecting their distribution channels in order to reach their targeted customer.  

 

Grandeur (Exclusiveness) 

The ‘Grandeur’ attribute implies that the product has a sense of extravagance or 

lavishness associated with it. Vigernon and Johnson (1999) produced a framework to 

help marketers develop prestigious brands. They suggested that prestigious brands 

exhibited five characteristics, including grandeur.  

 

This UA was a key theme emerging from the cases examined. However, only three of 

the six producers discussed this theme. For example, Producer E (Premium Organic 

Salmon) believed his product was quite expensive and luxurious. However, his 

customers were affluent and could therefore afford to pay for a luxury product. 

Similarly, Producer A (Premium Duck) believed his produce was the best tasting duck 

in the world. He also thought his product was quite exclusive: “we’re different and it’s 

not that we’re arrogant, it’s just (our) duck is different and then we’re in the high end, 

the really high end of the market.” 

This would suggest that not all the Irish producers studied were aware of the 

importance of this UA in creating a premium food product. Or it might also suggest 

that perhaps some producers do not perceive their products as being as luxurious as 

others.  

 

Additional Rare Attributes  

In the Rare category there was one additional dominant UA. This UA was ‘Organic’ 

and it was deemed important to also discuss this attribute. 

The UA ‘Organic’ explains that the product is produced by methods that comply with 

the standards of organic farming. This UA was only represented in one of the six cases: 

Producer E (Organic Salmon). He consistently discussed the value this attribute 
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brought to his product and how he highlighted this UA to his customers: “you explain 

the standards that you have to follow to produce organic produce, and you can 

highlight all that to the people.”  Some of the other producers in the Stage 1 analysis 

had considered creating an organic product, but they believed that the costs would 

outweigh the benefits.  

 

6.2.1.3 Imperfectly Imitable Attributes 
 

 

Chart 6.4: The Imperfectly Imitable Attributes of Premium Irish Food 

 

Attributes are considered Imperfectly Imitable when they are not easily imitated or 

copied by competitors (Barney, 1991). The three most strongly represented 

Imperfectly Imitable UAs across the (IoI) were: Production Process; Quality; and 

Heritage (see Chart 6.4). There were no additional dominant UAs in this category. 

Production Process 

The UA ‘Production Process’ was the strongest represented Inimitable UA in this 

CSR. The ‘Production Process’ refers to the entire process involved in producing the 

agri-food product, and is unique to that particular product.  
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The ‘Production Process’ attribute was a key theme emerging from all six of the 

producers in this CSR. It was also very specific and unique for each producer. For 

example, Producer A (Premium Duck) emphasised the importance of his entire 

production process: from the breeding; the hatching; and the growing of his chicks. 

Then how they were handled and transported, right through to how the Beijing chef 

cooked it for the end consumer. For Producer A, his production process was 

inimitable because it had taken years to develop and had unique historical 

characteristics. These are two inimitable characteristics that Barney (1991) had 

previously highlighted. The unique historical aspect was also relevant for Producer F 

(Cooperative of Eel Fishermen), he explained in detail the entire production process 

of his produce, which began in the Sargasso Sea.  

This suggests that Irish producers are very aware of the importance of their products’ 

unique production process. Additionally, as this is an Imperfectly Imitable UA, it is 

very difficult for competitors to copy or imitate it.  

Quality 

‘Quality’ was another attribute prominently displayed across all six of the cases in 

this CSR. This UA refers to the eminence of the product and its ability to meet 

customer’s needs. ‘Quality’ is also one of the five characteristics of prestigious 

products, as identified by Vigneron and Johnson (1999). Additionally, Dubois et al., 

(2001) proposed six conceptual characteristics of prestigious products one of which 

was excellent ‘quality’.  

Producer C (Premium Cider) explained the importance of producing a high quality 

product: “I want it to be known as a quality brand. I want to pursue that quality…even 

if you don’t like it, you can’t say it’s not quality.” This was an important attribute for 

the Irish agri-food products and it was associated with consistency, as outlined by 

Producer A (Premium Duck). He emphasised how his philosophy was ‘to 

consistently produce’ the highest quality duck possible: “we’re only as good as the 

last duck we send out. And we have that philosophy every single day.” 

This would suggest that Irish producers know that quality is an important UA and 

they work hard to consistently produce a quality product, in order to meet their 

customers’ needs.  
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Heritage  

The UA ‘Heritage’ was a key theme emerging from this CSR, with five of the six 

cases emphasising this attribute. This UA refers to the history or story attached to 

the product. According to Kapferer and Bastien, (2009) the luxury product marketer 

should aim to develop a unique social bond between the consumer and the product. 

One way to achieve this is through the creation of a unique story or cultivating a 

heritage. The premium food product should also have a story, its own story (Flint and 

Golicic, 2009). This helps create an emotional bond between the consumer and the 

premium food.  

Producer A (Premium Duck) was proud of the story behind his successful brand. He 

felt his story helped differentiate his product from his competitors. This story also 

features prominently on the company website. Additionally, Producer B (Premium 

Edible Oils) discussed how he developed and promoted the story behind his product. 

As only five out of the six cases highlighted this UA, this would suggest that not all 

the producers in this CSR were aware of the importance of developing or telling their 

story.  

6.2.1.4 Non-Substitutable Attributes 

 

Chart 6.5: The Non-Substitutable Attributes of Premium Irish Food 
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Non-Substitutable attributes are those that are not easily substituted. That is 

competitors must not have equivalent resources in order to substitute an otherwise 

inimitable resource (Barney, 1991).  The three most dominant Non-Substitutable UAs 

across the (IoI) were: Provenance (Region of Origin); Provenance (Country of 

Origin); and Taste (see Chart 6.5). There were no additional dominant UAs in this 

category. 

Provenance (Region of Origin) 

‘Provenance - Region of Origin’ (RoO) this attribute explains where the product 

originates from and the particular region of origin. Origin is one of the six attributes 

which will encourage consumers to pay a price premium, as identified by 

Anselmsson et al. (2014). This was a key theme for all six of the Irish producers in 

this CSR. For example, Producer B (Premium Edible Oil) explained how his business 

was based in a significant historical region of Ireland (The Boyne Valley) and he 

believed it was important to emphasise this. It was also an important attribute for 

Producer E (Premium Organic Salmon), he believed there was huge potential to 

promote the region of Northern Ireland and the provenance of Northern Irish food.  

This suggests that Irish producers are aware of the importance of emphasising their 

products’ origin to their customers. This correlates with recent research which 

highlighted the importance of food products communicating their region of origin to 

consumers (Luceri et al., 2016). Additionally, many luxury food products are 

intrinsically linked to specific regions and can therefore obtain PGI (Protected 

Geographical Indicator) status. For example: Parma Ham; Champagne; and Lough 

Neagh Eels.  

 

Provenance (Country of Origin) 

‘Provenance – Country of Origin’ (CoO) this attribute explains where the product 

originates from and the particular country of origin. Research by Humphrey (2006) 

identified a number of key attributes which can add value to a food product and 

signal to the consumer that the good is a premium product. These include: private 

and public standards; authenticity; and country of origin standards.  
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Again, this UA was a key theme emerging from all six cases in this CSR. For 

example, Producer B believed it was important to highlight the fact that his product 

was Irish:  

“It’s Irish, you know, you can sell Ireland to anywhere, to any of these 

countries - it comes with it, it’s an honest name of greenness. People seem to 

have got this image of Ireland.”  

Additionally, Producer C (Premium Cider) believed this was the key attribute for 

ensuring his product was successful in international markets. He thought this was 

because consumers trust Irish food: 

“The island of Ireland has a particular perception amongst food and drink 

people worldwide. Is French wine better? Spanish chorizo, whatever else? 

That’s fine. But I think ultimately it’s trusted. Irish food and drink is trusted.”  

This would suggest that Irish producers are very aware of the significance and 

benefits of having the Irish Country of Origin attribute. Again, this corresponds with 

research by (Hamzaoui-Essoussi et al., 2011) which highlighted how consumers can 

associate certain positive images with the CoO.  

Taste 

The UA ‘Taste’ refers to the actual flavour of the product and is therefore an 

important functional attribute of food products. According to Quelch (1987) marketers 

should focus on the superiority of the functional attributes of premium products. This 

UA was a key theme from five of the six cases in this CSR. For example Producer A 

highlighted how important taste was to him and his business: “So our business 

model is based on not quantities or anything like that, it’s purely on food quality, taste 

to the utmost possible.” 

This would suggest that Irish food producers are aware of the importance of this 

functional attribute. The UA ‘Taste’ has to be superior to that of their competitors, 

otherwise consumers will not be willing to pay a premium and purchase their 

product. This correlates with recent research that identified taste as one of the most 

important attributes for consumers of hedonic and utilitarian food products (Maehle 

et al., 2015). 
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6.2.1.5 UAs Displaying Low Percentage Coverage 
 

Within this CSR it was also deemed important to discuss the UAs that had low or 

surprising frequency counts (see Chart 6.1). The first of these is ‘Innovativeness’ this 

UA displayed a very low frequency count across the cases. In fact only two of the six 

cases discussed this attribute in relation to their food produce. This is a surprising 

finding from this CSR and suggests that Irish producers are not aware of how 

innovation can add value for the customer. The UA ‘Traceability’ also displayed a low 

frequency count, with only one of the six cases discussing this UA. This would 

suggest that Irish producers are not concerned with communicating this type of 

information to the end consumer. This contradicts recent research that highlighted 

how SMEs could use traceability systems to preserve consumer confidence 

(Ringsberg, 2015). However, it could also suggest that this UA is a given for these 

producers. ‘Endorsements’ also displayed a low frequency count, with five of the six 

cases discussing this UA. This suggests that not all Irish producers are not cognisant 

of the benefits associated with endorsements from third parties. Previous research 

has shown how small farmers can build brand equity through ties with third party 

endorsements (Dentoni and Reardon, 2010). 
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VRIN UNIQUE ATTRIBUTE DESCRIPTION 
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Brand Building 
 

Establishing and promoting your brand. 
Creating a unique image for your company and 
product. 

Certifications Official endorsements granted to product. 

Awareness/Visibility Getting the product into the customers’ vision.  

R
a
re

 

Uniqueness The product is without equal or very 
remarkable. 
 

Selective Distribution Involves selling a product at select outlets in 

specific locations. 

Grandeur The extravagance or lavishness of the product. 
 

Im
p

e
rf

e
c
tl

y
 

Im
it

a
b
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Production Process The entire process involved in producing the 
product. 
 

Quality The eminence of the product and its ability to 
meet customer’s needs. 

Heritage The history or story attached to the product. 
 

N
o

n
 -

 

S
u

b
s
ti

tu
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b
le

 Provenance (R.o.O.) Where the product originates from, the specific 
region of origin. 
 

Provenance (C. o. O.)  Where the product originates from, the specific 
country of origin.  

Taste  The actual flavour of the product. 
 

Table14: Summary of the key UAs using VRIN criteria in Stage 1 across IoI 

6.2.1.6 Unique Attributes and Internationalisation 
 

Seminal research in field of internationalisation has shown that agri-food producers 

can compete in international markets by pursuing a product differentiation strategy 

and targeting a niche market of consumers (Humphrey, 2006; Dentoni and Reardon, 

2010). Through the provision of high quality premium food products with UAs, agri-

food producers can differentiate their products and meet consumers’ needs in an 

international marketplace. However, from the analysis of this CSR it is apparent that 

some UAs are more relevant than others for the international marketplace.  
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6.2.2 Model showing response to Objective 1 
 

In the following paragraphs, the letters within brackets refer to the matching letters 

within the conceptual model (see Diagram 6.1). In order to address this objective, the 

Marketing Perspective (A) was deemed the most appropriate supply chain 

perspective to focus on.  

Using a marketing perspective (A) of the supply chain in conjunction with a scale for 

defining premium products, allowed the researcher to identify a number of unique 

attributes (UAs) of premium food products.   

The analysis of this research was then based on applying (B) the Resource Based 

View (RBV) theory to six case studies of premium food supply chains (C) within the 

island of Ireland, four in RoI and two in NI. From the analysis of the cases a number 

of UAs (Unique Attributes) were identified.  

In total twenty six UAs were identified (D). These UAs are categorised according to 

the VRIN category: Valuable (E); Rare (F); Inimitable (G); and Non-Substitutable (H).  

In the model the three key UAs with the highest frequency count in each category 

are highlighted in bold. They are as follows: Brand Building; Certifications; 

Awareness/Visibility; Uniqueness; Selective Distribution; Grandeur; Production 

Process; Quality; Heritage; Provenance (CoO), Provenance (RoO) and Taste. 
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6.3 Response to Objective 2  
 

 To identify the dynamic capabilities of key actors within successful 

international premium agri-food supply chains. 

A more recent RBV development is the concept of dynamic capabilities. This theory 

was first presented by (Teece et al., 1997) and it builds on the RBV foundations 

provided by (Wernerfelt, 1984; Barney, 1991). Using RBV as a theoretical lens these 

dynamic capabilities are the unique competencies that can be adapted and exploited 

in a dynamic and complex business situation (Teece et al., 1997). 

Firms can achieve a greater creation of value as a result of its collaborations and 

affiliations with other firms who possess additional sources of advantage such as 

superior capabilities, international brands and access to global opportunities (Priem 

and Swink, 2012). Whereas, the (Storer and Hyland, 2011) study of the Australian 

Beef Industry suggested that the level of dynamic capability had a positive influence 

on the innovative capacity within the supply chain. 

 

The analysis of this part of the research was again based on applying a RBV lens to 

the dynamic capabilities (DCs) of the producers within the supply chain. Vorhies and 

Morgan (2005) and Morgan et al. (2012) have defined a number of key DCs in their 

papers exploring dynamic capabilities and competitive advantage. For the purpose of 

this thesis the researcher focused on the Networking Capabilities; Entrepreneurial 

Capabilities; and Marketing Capabilities of the producers within the supply chains 

(Vorhies and Morgan, 2005; Weerawardena et al., 2007; Lanza and Passarelli, 

2014).   

Thirteen DCs were analysed. In the model the two key DCs in each category are 

highlighted. They are as follows: Pro-activeness; Innovativeness; Customer 

Focused; Marketing Communications; Developing Collaborations; and Commitment 

to Learning & Acquiring Knowledge. 

The following Chart 6.6 presents an overall picture of the distribution of coding for 

the DCs across the island of Ireland. These DCs were individually described in detail 

in the Findings (Chapter 5). 
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Chart 6.6: Dynamic Capabilities, an overall picture of the distribution of coding in Stage 1 (Producers of Premium Agri-food Produce across the IoI)
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6.3.1 The Dynamic Capabilities of Premium Food Producers: 

Discussion 
 

Chart 6.6 presents an overall picture of the distribution of coding for the DCs across 

the island of Ireland. In order to present a coherent analysis of the findings, it was 

deemed important not only to identify the key themes within the CSR, but also to 

categorise and structure the data (Bazeley, 2009). In doing so, the themes can also 

be related to other research and the literature review (see Chapters 2 and 3), this 

categorising of the data will provide a more meaningful discussion. Therefore, the 

DCs are now categorised and structured according to definitions provided by Morgan 

et al., (2012); Weerawardena et al., (2007); and Gnizy, et al., (2014). 

The Dynamic Capability concept was first presented by (Teece et al., 1997) and it 

builds on the RBV foundations provided by (Wernerfelt, 1984; Barney, 1991). Using 

RBV as a theoretical lens these dynamic capabilities are the unique competencies 

that can be adapted and exploited in a dynamic and complex business situation 

(Teece et al., 1997). Overall, DCs are best explained as tools that can control and 

influence the firm’s resources (Eisenhardt and Martin, 2000). Previous research 

examining firms that internationalise, highlighted the following three important 

capabilities: Entrepreneurial Capabilities; Marketing Capabilities; and Networking 

Capabilities (Weerawardena et al., 2007; Morgan et al., 2012; Gnizy et al., 2014). 

The DCs will now be discussed using the following definitions: 

Entrepreneurial Capabilities: are those entrepreneurial activities that enable 

the development and exploitation of constant change (Lanza and Passarelli, 

2014). Firms that possess entrepreneurial capabilities exhibit a strong 

entrepreneurial orientation (Gnizy et al., 2014) and the three traits most 

commonly associated with an entrepreneurial orientation are risk-taking, pro-

activeness and innovativeness (Goodale et al., 2011).  

Marketing Capabilities: this is the integrative process of applying the firm’s 

collective knowledge, skills and resources to the market-related needs of the 

business (Day, 1994). Essentially marketing capabilities are those higher order 
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capabilities that allow the firm to formulate an effective marketing mix 

(Weerawardena et al., 2007). 

Networking Capabilities: are capabilities that facilitate the maintenance of 

relevant and effective collaborations which are vital for successful 

internationalization. Networking capabilities also advance the acquisition of 

knowledge, opportunities and the development of complementary resources 

(Weerawardena et al., 2007). 

This research has categorised the DCs of Irish premium food producers according to 

these definitions (see Chapter 4 for detailed definitions). The two most strongly 

represented DCs in each category are subsequently discussed. However, to provide 

a more in-depth analysis, the remaining dominant DCs will also be discussed 

(reflecting the analysis of the DCs in the Findings Chapter 5). This top-down 

approach is based on displaying the coding frequency of each DC and then 

discussing the DCs with the strongest frequency of coding. Additionally, it was 

deemed important to also discuss the low or surprising findings within the frequency 

coding of the DCs.  

6.3.1.1 Entrepreneurial Capabilities 

 

Chart 6.7: The Entrepreneurial Capabilities of Premium Food Producers 
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Entrepreneurial Capabilities focus on entrepreneurial activities which facilitate the 

development and exploitation of constant change (Lanza and Passarelli, 2014). The 

two most dominant Entrepreneurial DCs across the (IoI) were: Pro-activeness and 

Innovativeness (see Chart 6.7). 

Pro-activeness 

The DC ‘Pro-activeness’ is characterised by the stakeholder taking a pre-emptive 

approach to their business decisions. This capability facilitates a firms’ ability to 

capitalise on emerging opportunities (Gnizy, et al., 2014). This DC was strongly 

displayed across all six of the cases in this CSR. For example, Producer A (Premium 

Duck) explained the pro-active approach he took to making decisions: “We like to 

look at things differently because we believe every challenge is an opportunity as 

well.” This capability was also evident with the other producers, they consistently 

took a pro-active approach to finding alternative and better business solutions. 

This suggests that Irish producers are adept at taking a pro-active approach to their 

businesses and associated opportunities. This correlates with recent research on 

DCs which highlighted how small business owners with entrepreneurial capabilities 

can utilise opportunities (Lanza and Passarelli, 2014). 

Innovativeness 

 

‘Innovativeness’ is illustrated by the producer’s novel approach to business. It 

reflects the firm’s ability to engage in and support new ideas and processes (Gnizy, 

et al., 2014). This DC was a key capability for the producers of Ireland. For example, 

Producer A explained the innovative aspects of his business. From the production 

process right though to branding and range of by-products they produced: 

 

 “We hand produce everything.  We air chill everything, everything is done 

to the highest quality possible. We have a cooking brand where we do all 

our own cooked products for retail and in food service as well. And we 

have a feather brand where we make our own duvets, pillows and 

cushions. And then we have a large green energy site for business as well 

so we’re actually 100 percent carbon neutral.” 
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This DC was a key capability for all six of the cases in this CSR. This would suggest 

that Irish producers are innovative in their approach to business. However, in relation 

to the UAs the ‘Innovative’ attribute displayed a low frequency count. This suggests 

that although Irish producers perceive themselves to be innovative in their approach 

to business, they are not actually innovative in terms of how they add value to their 

food product. Or it could also mean that this UA is a given, in other words it is 

automatically implied.  

6.3.1.2 Marketing Capabilities  

 

Chart 6.8: The Marketing Capabilities of Premium Food Producers 

 

Marketing Capabilities enable the firm to implement an effective marketing mix 

(Weerawardena et al., 2007). The two most dominant Marketing DCs across this 

CSR were: Customer Focused and Marketing Communications (see Chart 6.8). 

Customer Focused 

The DC ‘Customer Focused’ is illustrated by the producer listening to their customers 

and responding quickly to their needs. This was a key capability across all six of the 

cases. For example, Producer A (Premium Duck) explained the importance of being 

customer focused: “you have to know your customer well and then you have to listen 

to your customer, even if you don’t like hearing it.” Producer E (Premium Organic 

Salmon) was also very customer focused and knew exactly who his target customer 
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was. He believed that trade shows and events were a great way to get to meet his 

customers and find out exactly what their preferences actually were. He tried to 

utilise these events to get his customers to try out different varieties of his produce. 

Additionally, Producer C (Premium Cider) explained the importance of knowing his 

customer: “We know our customer, we know our end user, because we made it our 

business to know them.” 

This would imply that Irish producers have an adept ability to listen and respond 

quickly to their customers’ needs.  

Marketing Communications 

‘Marketing Communications’ is characterised by the producer skilfully utilising 

marketing communications to target their customers (Morgan et al., 2012). This was 

a key capability from the analysis of this CSR with all six of the producers using 

various marketing communications to target their end user. For example, Producer B 

(Premium Edible Oils) explained the various marketing communications he used, 

which included trade shows and social media. Producer E (Premium Organic 

Salmon) explained: “Branding and marketing is one of the things we’ve been 

pushing.” He elaborated by discussing how he was planning to exhibit at a trade 

show next year in Singapore in an attempt to attract new customers in that region. 

This suggests that the Irish producers studied were extremely skilful at utilising 

marketing communications to target their national and international customers. 

Again, this correlates with research showing how certain Marketing Capabilities can 

play an important role in exporting ventures (Morgan et al., 2012).  

Additional Marketing Capabilities 

In the Marketing category there were three additional dominant DCs. It was deemed 

important to also discuss these DCs, they were: Channel Management; Product 

Development; and Delivery Management.  

The DC ‘Channel Management’ describes how the producer attracts and retains the 

best distributors in the export venture market (Morgan et al., 2012). All six of the 

cases discussed this DC, suggesting that Irish producers knew the importance of 

having a good distributor. For example, Producer C (Premium Cider) explained how 



300 
 

the distributor added value to his business: “Obviously the distributor can really 

influence your business; that’s the key to where the value comes.” 

The DC ‘Product Development’ explains how the producer develops and launches 

new products (Morgan et al., 2012). All six of the cases studied discussed this DC, 

suggesting that this was an important DC for the Irish producers. They used a variety 

of methods for testing the new products. For example, Producer D (Premium 

Chocolates) had a small shop at her premises where people could try out new 

products. Whereas, Producer F (Edible Oils) and his staff were constantly trying out 

and experimenting with flavours on the business premises.  

The DC ‘Delivery Management’ is characterised by the producer quickly delivering 

products once they are ordered (Morgan et al., 2012). Five of the six cases studied 

discussed this DC. The majority of the producers discussed how they worked closely 

to develop relationships with other members of their supply chain to ensure a smooth 

delivery management system. Additionally, Producer A (Premium Duck) explained 

how their delivery management system depended greatly on the entire chain working 

as smoothly, and seamlessly as possible. 

Networking Capabilities 

   

Chart 6.9: The Networking Capabilities of Premium Food Producers 
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From Chart 6.9, above a number of DCs are prominently displayed and are now 

discussed. The two most dominant Networking DCs across the (IoI) were: 

Developing Collaborations; and Commitment to Learning and Acquiring Knowledge. 

Developing Collaborations 

‘Developing Collaborations’ is typified by the stakeholder’s ability to create effective 

partnerships and relationships. This was a key capability emerging from the analysis 

of all six cases within this CSR. For example, Producer B (Premium Edible Oils) 

consistently discussed his collaborations with other stakeholders. These relationships 

spanned not only across his supply chain, but were also formed with external agencies 

such as Bord Bia and local colleges: “relationships with other producers and things 

like that…are really important and if you don’t get that right - it’s massive…People buy 

from people.” 

Additionally, Producer E (Organic Salmon) explained the importance of his 

collaborations, which spanned both sides of the Border. This DC displayed a very high 

frequency count, which implies that Irish producers were quite skilful and very effective 

at developing collaborations with other stakeholders. This correlates with previous 

research by Priem and Swink, (2012) which suggested that collaborations with other 

partners in the SC could add value for firms.  

Commitment to Learning and Acquiring New Knowledge 

The DC ‘Commitment to Learning and Acquiring New Knowledge’ was a key capability 

and is characterised by the ability to learn from a variety of sources. Producer D 

(Premium Chocolates) discussed how she had educated herself to become a better 

business person, but she had learnt a lot from working with other people as well. 

Additionally, Producer E (Organic Salmon) Producer E emphasised his proactive 

approach to learning “I can learn, I’m willing to change and adapt, and that’s the main 

thing - I don’t know it all.” 

This DC was a key capability emerging from all six of the cases in this CSR. This would 

suggest that the Irish producers studied, take a proactive approach to leaning and are 

keen to acquire new knowledge. This is corroborated by previous research that 

highlighted the importance of this Networking Capability for firms that have achieved 

accelerated internationalisation (Weerawardena et al., 2007). 
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Additional Networking Capabilities 

In the Networking category there was one additional dominant DC. It was deemed 

important to also discuss this DC: Developing Complementary Resources.  

The DC ‘Developing Complementary Resources’ refers to the producer developing 

products that augment, or complement each other. This DC was represented in all six 

of the cases examined. For example Producer D (Premium Chocolates) discussed the 

various complementary products she had produced: 

 “We also produce impulse products which include 50 gram bars, 100 gram 

bars, hot chocolate swirl sticks and we do gift boxes as well. So we do 

various different sizes of gift boxes for the gift market.” 

Whereas, Producer E (Organic Salmon) had just recently started developing a 

complementary product: “We also do premium smoked salmon which we’ve just 

started that new side of business a year and a half ago.”  In contrast, Producer C 

(Premium Cider) had already developed a range of complementary products and was 

in discussions with other producers with a view to developing gift hampers and other 

complementary products. 

 

6.3.1.4 DCs Displaying Low Percentage Coverage 
 

Within this CSR it was also deemed important to discuss the DCs that had low or 

surprising frequency counts (see Chart 6.6). However, there were no real surprising 

findings in relation to the analysis of the DCs. Although, the two DCs ‘Selling’ and 

‘Pricing’ displayed low frequency counts all of the six cases did discuss these DCs, 

albeit to a lesser extent. Here, the discussion focused on how they completed these 

actions when necessary, but more often than not they had employed other staff to 

undertake these activities. This would suggest that the Irish producers studied, believe 

these capabilities to be easily substituted or performed by other staff members.  
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Table 15: Summary of the key DCs categorised, Stage 1 across IoI 

6.3.1.5 Dynamic Capabilities and Internationalisation 
 

Internationalisation is the process by which businesses expand their operations across 

borders so that they operate in multiple countries (Prange and Verdier, 2011). 

Although there has been extensive research in the area of internationalisation (Vahlne 

and Johanson, 2017; Oviatt and McDougall, 2005), academics have yet to agree on a 

single model to explain the concept. However, there is growing research examining 

dynamic capabilities when explaining how and why firms internationalise (Prange and 

Verdier, 2011). Weerawardena et al. (2007) have identified the following DCs in firms 

that internationalize: Learning Capabilities; Networking Capabilities and Marketing 

Capabilities. From the analysis of this CSR it is apparent that some DCs are more 

relevant for Internationalisation than others. 
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6.3.2 Model Showing Response to Objectives 1 and 2 
 

In the following paragraphs, the letters within brackets refer to the matching letters 

within the conceptual model (see Diagram 6.2). 

The analysis of this part of the research was again based on applying a RBV lens (B) 

to the dynamic capabilities (DCs) of the key actors within the supply chain.  

Vorhies and Morgan, and Morgan et al (2005; 2012) have defined a number of key 

DCs in their papers exploring dynamic capabilities and competitive advantage. For the 

purpose of this thesis the researcher focused on the (I) Networking Capabilities; (J) 

Entrepreneurial Capabilities; and (K) Marketing Capabilities of the Producers and the 

Retailer within the supply chains.   

Thirteen DCs (M) were identified. In the model the two key DCs with the highest 

frequency count in each category are highlighted in bold. They are as follows: Pro-

activeness; Innovativeness; Customer Focused; Marketing Communications; 

Developing Collaborations; and Commitment to Learning & Acquiring Knowledge. 

Considering specifically the Marketing Capabilities, ‘Customer Focused’ and 

‘Marketing Communications’ were strongly represented. They are explicitly linked to 

the Marketing Perspective (A), which focuses on customer demand based strategies 

and are therefore indirectly linked to many of the UAs identified in successful premium 

food products (D).   
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6.4 Response to Objective 3  
 

 To compare the unique attributes and dynamic capabilities of premium 

food products and producers, based on geographical location. 

The third research objective sought to compare the findings based on geographical 

location (NI and RoI). In order to address this objective the researcher completed a 

bench-marking analysis, where the UAs and DCs of the products and producers in 

Northern Ireland were compared with those of the products and producers in the 

Republic of Ireland. As there were four cases in RoI and two cases in NI, the data from 

NVivo was exported to Excel and then changed to percentage terms. This enabled the 

data from both regions to be compared on a like-for-like basis (see Charts 6.10 and 

6.11).  

6.4.1 Comparing Unique Attributes Based on Geographical Location 
Comparing the data in two regions the findings are visually quite similar (see Chart 

6.10). However, some UAs are noticeably stronger in the RoI, particularly those such 

as ‘Brand Building’, ‘Awareness & Visibility’ and ‘Awards’. These attributes are 

explicitly linked to the company’s marketing strategy. One explanation is that these 

are strongly displayed as a result of the intense marketing support provided by Bord 

Bia to agri-food producers in the RoI. The UAs ‘Uniqueness’ and ‘Quality’ were also 

strongly displayed in RoI. These were two key themes that the producers in RoI 

emphasised in regards to their premium food produce. 

Conversely, other UAs are noticeably stronger in Northern Ireland. For example the 

UAs ‘Provenance - Country of Origin’ (Hamzaoui-Essoussi et al., 2011) and 

‘Provenance – Region of Origin’ (Luceri et al., 2016). During the interviews with the NI 

producers there was considerable discussion not only on the importance of 

provenance, but also the confusion surrounding Northern Ireland provenance. 

Producers in Northern Ireland are uncertain if they should market their produce as: 

Irish; Northern Irish; or from the UK. Producer E (Organic Salmon) was originally from 

Scotland, and had an external perspective on Northern Ireland. He could see that 

Northern Irish food (similar to the Northern Irish public) had identity issues: “Because 

there is an identity crisis in Northern Ireland.” He explained how he got around this 

issue: “we sell our product labelled as produce from the island of Ireland, produced in 

Northern Ireland.” 
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Chart 6.10: Comparing the distribution of coding for Unique Attributes based on geographical demographics (R. o. I. & N.I.)
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Additionally, the UAs ‘Grandeur’ and ‘Selective Distribution’ are stronger in N.I. These 

are two attributes associated with premium and luxury products (Dubois and 

Duquesne, 1993). These were two key themes that the producers in N.I. highlighted 

in regards to their premium food produce. 

The UA ‘Organic’ was not displayed at all in RoI simply because none of the producers 

were organic. Whilst one producer had considered this option, they believed the costs 

outweighed the benefits. Conversely, the UA ‘Reliable Supply Base’ was not displayed 

at all in NI. This might suggest that for these types of premium products (Salmon and 

Eels), the UA ‘Reliable Supply Base’ is a given. In other words the producers did not 

discuss this UA because they assume it is automatically implied. Additionally, the UAs 

‘Innovativeness’ and ‘Traceability’ displayed very low frequency counts for the 

producers in RoI and were not displayed at all for producers in NI. This might suggest 

that the producers do not believe these UAs are important. However, it could also 

suggest that perhaps these UAs are givens, in that there are automatically inferred.  

6.4.2 Comparing Dynamic Capabilities Based on Geographical 

Location  
 

Again comparing the data for the two regions, the findings in relation to DCs are quite 

similar in both regions (see Chart 6.11). In fact the two Entrepreneurial Capabilities: 

‘Innovativeness’ and ‘Risk-taking’ are almost equal. Similarly, the Marketing Capability: 

‘Customer Focused’ was a key theme and equally displayed in both regions. This 

suggests that producers in both regions are very aware of, and focused on their 

customers’ needs. Examining the ‘Marketing Capabilities’, surprisingly the NI 

producers displayed stronger ‘Channel Management’; ‘Delivery Management’; and 

‘Marketing Communications’ capabilities. This suggests that the NI producers 

interviewed have strong marketing capabilities, even with the current lack of support 

available. However, examining the ‘Networking Capabilities’ the producers in RoI 

displayed stronger capabilities across all the classes. One possible explanation for 

this, is that Bord Bia is consistently working closely with producers in RoI. They provide 

them with emails on upcoming events/exhibitions/trade shows and they also provide 

tailored and sector specific support for the producers. This suggests that this ongoing 

support could have assisted these producers develop these specialised capabilities.



309 
 

 

 

Chart 6.11: Comparing the distribution of coding for Dynamic Capabilities based on geographical demographics (RoI & NI)
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6.5 Response to Objective 4 
 

 To identify the extent of collaborations within successful international 

premium agri-food supply chains. 

The fourth objective sought to identify the extent of collaborations within supply chains 

of successful international premium agri-food products. In light of the literature review, 

the Organisational Theory Perspective was considered the most appropriate supply 

chain theory to use in order to address this objective.  

6.5.1 Identifying the extent of collaborations within successful 

international premium agri-food supply chains 
 

The Organisational Theory perspective focuses on the benefits of integration within 

the supply chain. In this context, integration is used to describe the degree of 

information sharing and the level of collaborative behaviours displayed between actors 

in the supply chain (Ashenbaum et al., 2009). Research by (Yi et al., 2011) considered 

how increased integration in the supply chain, resulted in the SC becoming more 

flexible and therefore responsive to a dynamic global environment. Additionally, 

globalisation and advances in technology have led to companies within a supply chain 

collaborating more through the sharing of timely and accurate information. Therefore, 

supply chains have become more integrated in order to reduce costs, increase profits 

and satisfy differential customer needs (Manning et al., 2008). 

A number of seminal studies have highlighted the importance of vertical and horizontal 

collaborations within the agri-food industry. Fearne (1998) examined the evolution of 

partnerships and collaborations in the British beef industry. He concluded that the 

development of partnerships required a sustained commitment and a high level of trust 

amongst partners throughout the chain. Recent research by Feng et al. (2019) has 

suggested that farmers with higher levels of education are more willing to participate 

in collaborative activities.  

Developing collaborations and building trusting relationships was an emerging theme 

in the analysis of all the cases within the island of Ireland. Firstly, in examining the 

UAs, many of the UAs indirectly involved the development of strong collaborations 
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with other stakeholders within the supply chain and outside the supply chain. For 

example, the UA ‘Production Process’ is an ‘Inimitable’ attribute and is listed in the 

conceptual model.  It refers to the entire process involved in producing the agri-food 

product. It inevitably involves collaborations with other stakeholders. Producer A 

(Premium Duck) emphasised the importance of building relationships with all the 

stakeholders in his supply chain. This was important for his entire production process: 

from the breeding, the hatching and the growing of his chicks. Then how they were 

handled and transported, right through to how the Beijing chef cooked it for the end 

consumer. Similarly, Producer E (Organic Salmon) discussed the importance of 

having trusting collaborations in relation to his ‘Production Process’ which began in 

Galway, Southern Ireland and then ended back in Southern Ireland at his processors 

in County Donegal. This correlates with recent research into food SCs that highlighted 

the importance of building collaborations within the SC (Nakandala and Lau, 2019). 

The UA ‘Reliable Supply Base’ is a ‘Valuable’ attribute in the conceptual model. It 

refers to how the producer builds linkages with local suppliers and therefore, indirectly 

involves developing collaborations. For example, in relation to the UA ‘Reliable Supply 

Base’, Producer D (Premium Chocolates) explained how important it was for her to 

build relationships with reputable businesses. She ensured that all her suppliers were 

accredited and approved. She believed it was vital to build a trusting relationship with 

all her suppliers, and this was even more important because she was producing a food 

product. This is corroborated by Fearne’s (1998) and Nakandala and Lau’s (2019) 

research which concluded that supply chain partners needed to develop a high level 

of trust throughout the chain.  

Then in relation to the DCs ‘Developing Collaborations’ is a Networking Capability, 

and was strongly represented in all six of the cases within NI and RoI. It is therefore 

highlighted in the conceptual model. Developing collaborations is also explicitly linked 

to other DCs within the conceptual model. For example, ‘Commitment to Learning’ is 

another Networking Capability, it refers to the producer’s ability to learn from a variety 

of sources. Producer D (Premium Chocolates) discussed how she had educated 

herself to become a better business person, but more importantly she had learned a 

lot from working closely with other people. Developing collaborations is also closely 

linked with DCs ‘Channel Management’ and Delivery Management’ these are both 

Marketing Capabilities. ‘Channel Management’ explains how the producer attracts and 
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retains the best distributors in the export venture market. This obviously involves 

working closely and developing collaborations with the distributors. This was very 

important for Producer E (Organic Salmon), who worked closely with the best 

distributors in Asia.  ‘Delivery Management’ then refers to how quickly the producer 

delivers products once they are ordered. Again, this involves developing collaborations 

with other actors within the supply chain. 

This analysis suggests that: integration; developing collaborations; and building 

trusting relationships are an essential part of successful international premium agri-

food supply chains. This is corroborated by the extant literature on supply chain 

integration (Fearne, 1998; Yi et al., 2011; Manning et al., 2008). 

6.5.2 Model showing response to Objectives 1, 2 and 4 
 

In the following paragraphs, the letters within brackets refer to the matching letters 

within the conceptual model (see Diagram 6.3). The Organisational Theory 

Perspective (N) was considered the most appropriate supply chain theory to use in 

order to address this objective. 

In the conceptual model the UA ‘Reliable Supply Base’ is a ‘Valuable’ attribute (E).It 

refers to how the producer builds linkages with local suppliers and therefore, indirectly 

involves developing collaborations. Then, in relation to the DCs ‘Developing 

Collaborations’ is a Networking Capability (I), and was strongly represented in all the 

cases within NI and RoI. It is therefore highlighted in the conceptual model (M). 

‘Commitment to Learning’ is another Networking Capability (I), it refers to the 

producer’s ability to learn from a variety of sources. Developing collaborations is also 

closely linked with DCs ‘Channel Management’ and Delivery Management’ these are 

both Marketing Capabilities (K). ‘Channel Management’ explains how the producer 

attracts and retains the best distributors in the export venture market. This obviously 

involves working closely and developing collaborations with the distributors. ‘Delivery 

Management’ then refers to how quickly the producer delivers products once they are 

ordered. Again, this involves developing collaborations with other actors within the 

supply chain. 
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6.6 Response to Objective 5 
 

 To combine the unique attributes, dynamic capabilities and extent 

of collaborations of successful agri-food supply chains to develop 

a model for agri-food producers hoping to internationalise a 

premium product. 

The accompanying conceptual model (see Diagram 6.4) explains in detail a response 

to Objective 5. Firstly, using a marketing perspective (A) of the supply chain in 

conjunction with a scale for defining premium products, allowed the researcher to 

identify a number of unique attributes (UAs) of premium food products (D).   

The analysis of this research was then based on applying (B) the Resource Based 

View (RBV) theory to six case studies of premium food supply chains (C) within the 

island of Ireland, four in RoI and two in NI. From the analysis of the cases a number 

of UAs were identified. Using the RBV theory allowed the researcher to categorize 

these UAs using the VRIN criteria: Valuable (E); Rare (F); Inimitable (G); and Non-

substitutable (H).   

In total twenty six UAs were identified (D). In the model the three key UAs in each 

category are highlighted in bold. These UAs are listed as follows: Awareness and 

Visibility; Brand Building; Certifications; Grandeur; Selective Distribution; Uniqueness; 

Heritage; Production Process; Quality; Provenance (Country of Origin); Provenance 

(Region of Origin); and Taste.  

The analysis of the next part of the research was based on again applying a RBV lens 

(B) to the dynamic capabilities (DCs) of the producers within the supply chain. For the 

purpose of this thesis the researcher focused on the (I) Networking Capabilities; (J) 

Entrepreneurial Capabilities; and (K) Marketing Capabilities.   

Thirteen DCs (M) were analysed. In the model the two key DCs in each category are 

highlighted. They are as follows: Pro-activeness; Innovativeness; Customer Focused; 

Marketing Communications; Developing Collaborations; and Commitment to Learning 

& Acquiring Knowledge. 
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In order to analyse the next part of this research the Organisational Theory 

Perspective (N) was considered the most appropriate supply chain theory to use. This 

perspective focuses on the benefits of integration within the supply chain.  

Developing collaborations and building trusting relationships is an emerging theme in 

the analysis of all the cases within the island of Ireland. In relation to the DCs 

‘Developing Collaborations’ is a Networking Capability (I), and was strongly 

represented in all the cases within NI and RoI. It is therefore highlighted in the 

conceptual model. Developing strong relationships is also explicitly to other DC’s: 

‘Commitment to Learning’; ‘Channel Management’ and ‘Delivery Management’.   

Additionally, examining the UAs, many of the UAs indirectly involved the development 

of strong collaborations with other stakeholders within the supply chain and outside 

the supply chain. For example the UAs ‘Production Process’; ‘Local Supply Base’; 

‘Selective Distribution’; ‘Certification’; and ‘Reliable Supply Base’ were strongly 

represented across all the supply chains. All of these UAs require the development of 

strong relationships and collaborations.  

Although the study does not claim to generalise, the findings from this empirical 

research along with previous key research provides a conceptual framework for 

practitioners hoping to achieve internationalisation with a premium food product.  
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6.6.1 Summarising the Conceptual Model:  
 

Diagram 6.4 shows that within the SC for premium agri-food products there are 

extensive collaborations between the various stakeholders in the SC. This is illustrated 

with arrows in (C) depicting a two-way flow of information and exchanges between the 

various SC members.   

Additionally, Diagram 6.4 shows that producers of premium agri-food products that 

have successfully achieved internationalisation strongly exhibit the following UAs: 

Brand Building; Production Process; Quality; Uniqueness; Awareness and Visibility; 

Selective Distribution; Provenance (Country of Origin); Provenance (Region of Origin); 

Grandeur; Heritage;  Certifications and Taste.  

These producers also strongly exhibit the following DCs: Developing Collaborations; 

Customer Focused; Pro-activeness; Innovativeness; Marketing Communications and 

Commitment to Learning. Additionally, these producers all display a strong tendency 

to develop trusting collaborations with stakeholders inside their supply chains and with 

stakeholders external to their supply chains. 
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6.7 Response to Objective 6 
 

 To apply the conceptual model to the Northern Ireland Premium Beef 

Supply Chain. 

In order to address this objective it was deemed important to firstly compare and 

discuss the UAs for each stakeholder within the Premium Beef Supply Chain. Then 

the DCs are compared and discussed for both the Producer and the Retailer. The 

chefs were not included in this part of the case-study, as they were not business 

owners. 

6.7.1 Unique Attributes Based on Stakeholder Type  
 

Chart 6.12 compares the distribution of coding for Unique Attributes for each 

stakeholder within Case 7 - a Northern Ireland premium beef supply chain. The 

stakeholders examined were: a producer of premium beef; a retailer of premium beef 

and a number of chefs from high-end restaurants. 

It is clear from Chart 6.12 that within this supply chain the UAs are not closely aligned 

and are invariably different for each member of the chain. However, within the 

‘Valuable’ category of attributes there are closer associations between some of the 

attributes and the actors within the chain. For example, the ‘Credence’ and ‘Price 

Premium’ attributes were displayed in similar percentage terms for the producer and 

chefs within the supply chain. This might suggest that these attributes are equally 

important for both these actors within this premium beef supply chain. Then examining 

the UA ‘Traceability’ it was a key theme for the producer, but not for the other two 

stakeholders. However, it is possible that these two stakeholders (because they are 

closer to the end consumer) believe this UA to be a given. This means that they did 

not focus on this UA, because they take it for granted as being automatically implied.   

Additionally, ‘Reliable Supply Base’ was a key theme for the retailer, but not the chef 

or the producer. This suggests that some UAs are more important to others, for the 

various stakeholders within the supply chain. Or it might also suggest that some 

stakeholders take these UAs as a given, depending on their position in the supply 

chain. 
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Chart 6.12: Displaying the distribution of coding for Unique Attributes for the stakeholders within the NI premium beef SC (Case 7) 
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It is interesting to note that the UA ‘Social Image and Responsibility’ was not an 

emerging theme for any of the actors within the beef supply chain. This would suggest 

that the actors within the supply chain do not see this as an important UA of premium 

beef.  

Examining the ‘Rare’ attributes the UA ‘Grandeur/Exclusiveness’ was strongly 

displayed for the producer. This attribute denotes the extravagance or lavishness of 

the product. Producer G discussed this UA at length, whereas surprisingly the Retailer 

and the Chefs did not. However, it is possible that these stakeholders were closer to 

the customer and therefore they did not consider this necessary. As Retailer 1 stated: 

“We don’t do the shouting, we let our customers, and our consumers, do the shouting 

for us.” Or as one chef explained: “The product speaks for itself.”   

 

The UA ‘Hedonic Value’ was only discussed by the chefs. This UA explains that the 

product provides a personal pleasure or a personal treat for the consumer. It is 

interesting that the two other stakeholders (the producer and the retailer) in the supply 

chain did not discuss this UA at all.  

 

Within this category, the UA ‘Selective Distribution’ was strongly displayed for the 

retailer. This attribute involves selling a product at select outlets in specific locations. 

Retailer 1 was currently selling his produce in Ireland, England, France, Portugal, and 

Hong Kong. However, he was selective in his choice of distribution channels and he 

emphasised the fact that he needed to choose his distributors carefully and then build 

up a level of trust with them. However, this UA was not strongly displayed for the 

producer and chefs. This suggests that these stakeholders are not aware of the 

importance of this UA. 

The UA ‘Uniqueness’ within this category, was a key theme for the chefs within the 

supply chain. This attribute is explained by the individuality and distinctiveness of the 

product. Chef 1 explained why uniqueness was an important attribute for his 

customers: “the flavour is second to none, and it's just the breed that is just so unique.” 

Although this UA was also a key theme for the retailer (albeit to a lesser extent), it was 

even less important for the producer. This suggests that as the chefs are the closest 



321 
 

stakeholder to the consumer in the supply chain, then this is a key UA for the actual 

customers.  

Next examining the ‘Imperfectly Imitable’ attributes, the UAs ‘Production Process’ and 

‘Quality’ were prominently displayed by the chefs. Quality is explained by the 

eminence of the product and its ability to meet customer’s needs. Quality was 

especially important for the chefs in the supply chain: “because we've got great quality 

grass, it gives us great quality beef.” Time and time again the chefs highlighted not 

only the high quality of the product, but also the consistency of that high quality: 

“Quality is everything, quality's probably thee main thing. The second thing then is 

consistency.” 

The UA ‘Production Process’ was a key theme for both the retailer and the chefs within 

the supply chain. The production process refers to the entire process involved in 

producing the agri-food product. Chef 5 explained this process: “from the organic lands 

that they’re fed on around the Estate…the whole provenance…the Himalayan salt-

aged chamber…the whole way…from start to end.” Chef 5 believed this process was 

crucial for the quality of the end product. The production process for this premium beef 

supply chain included a very unique aging process. Retailer 1 had went to great 

lengths to import salt from the Himalayas. He had then created a salt chamber from 

this salt, where the beef is subsequently hung and aged for specific lengths of time. 

This gives the beef a very unique and distinctive taste.  

  

Additionally, Retailer 1 explained each part of the production process, and how they 

had tweaked parts of it in order to improve it: “We have made little tweaks in our 

process from slaughter to plate…but…the big difference is in the raw material that 

we’re producing.”  

 

Within this category of UAs ‘Local Supply Base’ was strongly represented by the 

producer. This is characterised by the stakeholder sourcing local and building linkages 

with local companies. For example, Producer G emphasised the importance of using 

local farmers, whilst Chef 4 explained why his customers preferred local products: “it 

was just always a great thing and also because it was a great local product.” 
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Also within this category is the UA ‘Heritage’ (Story or History), which explains the 

story or history attached to the product. This UA displayed a surprisingly low 

percentage coverage for the producer and the retailer, whilst it wasn’t displayed at all 

for the chefs. This suggests that the stakeholders within this beef SC are not aware of 

the importance of this UA.  

 

Lastly examining the ‘Non-Substitutable’ UAs the attributes: ‘Provenance – Region of 

Origin’ and ‘Taste’ were key themes for the chefs within the chain. ‘Provenance (RoO)’ 

explains where the product originates from and the particular region of origin. This was 

key attribute for the chefs within the supply chain and they were keen to promote this 

aspect of the produce to their customers. ‘Taste’ was also a key attribute for the chefs. 

This UA refers to the actual flavour of the beef. Chef 4 explained why this attribute was 

important for his customers: “it tastes like beef should taste, or it tastes like beef used 

to taste - you get that a lot.” 

 

Within this category, the UA ‘Endorsements’ was strongly displayed by both the 

producer and the retailer. This was a key attribute for both of these actors within the 

chain, and they both discussed at length the recent celebrity endorsement that their 

produce had received from Nigella Lawson on social media. As Retailer 1 explained: 

“Such is the power of Nigella Lawson’s 3.4 million Twitter followers, that if she 

says this is the best beef in the world, well at least a million more often believe 

her. So, what could I say that would ever have that impact? Nothing.” 

 

6.7.2 Dynamic Capabilities Based on Stakeholder Type 
 

Comparing the Dynamic Capabilities of the stakeholders within the supply chain (see 

Chart 6.13) the findings are visually quite similar for each stakeholder, with the 

exception of Developing Collaborations.
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Chart 6.13: Displaying the distribution of coding for Dynamic Capabilities for the producer and retailer within the NI premium beef SC (Case 7) 
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Firstly examining the Entrepreneurial Capabilities: the DCs ‘Innovativeness’ and ‘Pro-

activeness’ were key capabilities for both the producer and the retailer. Pro-activeness 

was strongly displayed for both stakeholders. This DC is characterised by the 

stakeholder taking a pre-emptive approach to their business decisions. For example 

Producer G explained how he pro-actively tried every opportunity he could get, to 

enable his business to survive. This would suggest that these actors within the chain 

have a strong entrepreneurial orientation and an ability to pro-actively adapt to change 

(Lanza and Passarelli, 2014). 

Next examining the Marketing Capabilities: it is not surprising that the DCs ‘Customer 

Focused’ and ‘Marketing Communications’ were key attributes for both stakeholders. 

However, both stakeholders placed little emphasis on the DCs ‘Selling’; ‘Delivery 

Management’; and ‘Channel Management’. One possible explanation for this is that 

they were not aware of the importance of these specialised capabilities. Another 

possible explanation is that they both focused their attentions on the other capabilities, 

or that they employed other staff to undertake these tasks. 

Finally, examining the Networking Capabilities, the DC ‘Commitment to Learning’ was 

a key capability for both the producer and the retailer. Whilst the DC ‘Developing 

Collaborations’ was displayed very strongly for the retailer. Retailer 1 discussed in 

detail the amount of time he had invested in building and developing collaborations: 

“It’s about people. It’s about relationships. It’s about all those things that are 

very, very unique, but they’re the foundation of great business. They’re the 

foundation of a business that has longevity. Things that you build together, you 

know. We invest a lot of time in those – what you call critical points. Our farmers, 

our staff…and then, obviously, our clients.”  

This suggests that Retailer 1 had a strong capacity to develop trusting partnerships 

and key linkages with other stakeholders inside and outside his supply chain. This is 

corroborated by research into agri-food SCs (Fearne, 1998; Manning et al., 2008; 

Folkerts and Koehorst, 1997; Feng et al., 2019). 

It is however surprising that the Networking Capability ‘Developing Complementary 

Resources’ displayed a low frequency count for the producer and not at all for the 

retailer. This would suggest that this capability is not seen as important for these actors 

within the supply chain.  
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6.7.3 Learning from the Conceptual Model  
 

Examining the final conceptual model (Diagram 6.4), the UAs and DCs have been 

prioritised to represent a proposed level of importance attributed to each category.  

Code Priority Level 

P1 Priority 1 

P2 Priority 2 

P3 Priority 3 

P4 Priority 4 

Table 16: Levels of Priority for the NI premium beef SC, as outlined in Diagram 6.4 

If this conceptual model is then applied to the findings from Stage 2 (NI Premium Beef 

Supply Chain). A number of key recommendations can be proposed: firstly examining 

the UAs of the premium beef supply chain. It is vital that the stakeholders within the 

supply chain work closely together and align their marketing strategies.  Although the 

stakeholders within the chain should be aware of the various UAs of premium agri-

food and develop marketing strategies accordingly - the focus of their marketing 

activities should concentrate on the ‘Non-Substitutable’ attributes of premium Irish 

Food. These attributes are not easily substituted by competitors and can therefore 

provide a sustainable competitive advantage for the SC. These UAs are as follows: 

Endorsements (Dentoni and Reardon, 2010); Provenance CoO (Hamzaoui-Essoussi 

et al., 2011); Provenance RoO (Luceri et al., 2016); and Taste (Maehle et al., 2015).  

Additionally, none of the stakeholders within the chain discussed the UA ‘Social Image 

and Responsibility’ (Anselmsson et al., 2014). In the current climate of increased 

awareness regarding environmental issues and the shift in consumer trends towards 

veganism, it is vital that actors within the beef supply chain work together to develop 

a clear ‘Social Image and Responsibility’ marketing strategy.  

Next examining the DCs of the premium beef supply chain. The findings suggest that 

the actors within the SC are less adept in most aspects of the ‘Marketing’ and 

‘Networking’ categories. It is important therefore, that these actors should receive 

training and development to strengthen these important capabilities.  
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6.8 Key Contributions and Implications 
 

This research makes key theoretical contributions towards advancing RBV theory, 

Dynamic Capabilities and the Organisational Theory of supply chains. It is also the 

first research to combine these key theories to develop a model of best practice for 

Irish food producers. 

6.8.1 Theoretical Contributions 

 

Firstly, this research has implications for RBV theory, through the identification of the 

UAs of Irish food. Previous research such as Anselmsson et al. (2014) identified six 

attributes that will encourage a consumer to pay price premium for a product and 

Humphrey (2006) suggested that certifications should be used to encourage 

consumers to pay a price premium for agri-food products. This research is the first 

research to identify a comprehensive list of twenty-six UAs of premium Irish Food 

products.  

This research is also one of the first to use RBV theory to categorise UAs using the 

VRIN criteria. Based on these findings a number of UAs are shown to be more 

important to producers of premium food achieving success in international markets.  

Secondly, this research makes important contributions to the theory of Dynamic 

Capabilities. The analysis of this part of the research was again based on applying a 

RBV lens to the dynamic capabilities (DCs) of the key actors within the supply chain.  

Vorhies and Morgan, and Morgan et al (2005 and 2012) defined a number of key DCs 

in their papers exploring dynamic capabilities and competitive advantage. For the 

purpose of this thesis the researcher focused on the Networking Capabilities; 

Entrepreneurial Capabilities; and Marketing Capabilities of the Producers and the 

Retailer within the supply chains.   

Thirteen DCs were identified within the cases. Then comparing the DCs 

geographically between the cases in NI and the cases in RoI, the following six DCs 

were prominently displayed: Developing Collaborations; Customer Focused; 

Marketing Communications; Pro-activeness; Innovativeness; and Commitment to 

Learning. 
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Thirdly, the findings from this research advance the Organisational Theory of supply 

chains and contribute to a greater understanding of the extent of collaborations within 

modern day supply chains. A number of seminal studies highlighted the importance of 

vertical and horizontal collaborations within the agri-food industry. Fearne (1998) 

examined the evolution of partnerships and collaborations in the British beef industry. 

Developing collaborations and building trusting relationships is an emerging theme in 

the analysis of all the cases within the island of Ireland. Firstly, in examining the UAs, 

many of the UAs indirectly involved the development of strong collaborations with 

other stakeholders within the supply chain and outside the supply chain. 

Then, in relation to the DCs ‘Developing Collaborations’ is a Networking Capability 

and was strongly represented in all the cases within NI and RoI ‘Developing 

Collaborations’ was important for many of the stakeholders within the Irish supply 

chains. They emphasised the importance of building trust, and transparency in their 

business relationships. 

Developing collaborations is also explicitly linked to other DCs within the conceptual 

model. For example, ‘Commitment to Learning’ is another Networking Capability, it 

refers to the producer’s ability to learn from a variety of sources. 

Developing collaborations is also closely linked with DCs ‘Channel Management’ and 

Delivery Management’ these are both Marketing Capabilities. ‘Channel Management’ 

explains how the producer attracts and retains the best distributors in the export 

venture market. This obviously involves working closely and developing collaborations 

with the distributors. This was very important for Producer E (Organic Salmon), who 

worked closely with the best distributors in Asia.  ‘Delivery Management’ then refers 

to how quickly the producer delivers products once they are ordered. Again, this 

involves developing collaborations with other actors within the supply chain. 

 

6.8.3 Implications for Policy 
 

There has recently been a political stalemate in Northern Ireland, as a result of the 

collapse of Stormont and the uncertainty associated with Brexit. There is also 

substantial disjoint between state agencies working within Northern Ireland. All these 
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factors contribute to the stifling of the agri-food sector and therefore suppressing 

potential economic growth within the region. 

However, this research shows there still exists a considerable opportunity for food 

producers within Northern Ireland to produce premium food products capable of 

competing in international markets. These products should possess a number of 

unique attributes capable of satisfying international consumers (as identified in the 

conceptual model see Diagram 6.4).  

In 2013 the NI Agri-Food Strategy Board’s ‘Going for Growth’ plan highlighted the 

emerging exporting opportunities in international markets. This report suggested that 

the NI Food industry should exploit the increasing international demand for high quality 

food products (Agri-Food Strategy Board, 2013). Similarly, the ‘Food Wise 2025’ report 

(RoI) has projected that the value of Irish agri-food exports could reach €19bn per 

annum by 2025. 

It is therefore imperative that the political parties in Northern Ireland work together to 

develop an agency in Northern Ireland that is similar in structure and ability to Bord 

Bia (the Irish Food Board). This agency should then work with agri-food producers to 

assist them in developing their marketing and networking capabilities, through training 

and development initiatives. Furthermore, this agency should also work closely with 

agri-food producers to assist them to market and promote the unique attributes of their 

premium foods. This would enable Northern Irish agri-food producers to exploit 

opportunities arising in international markets and subsequently eradicate the negative 

effects of Brexit.  

6.8.2 Implications for Practitioners 
 

This research has important implications for regional and local food producers. Firstly, 

in relation to the unique attributes of premium food. This research has identified twenty 

six attributes (D). Agri-food producers should be aware of these attributes, especially 

the key UAs highlighted in the conceptual model (Diagram 6.4). Producers should 

attempt to develop and highlight these UAs to their potential international customers. 

Particular emphasis should be placed on the ‘Non-substitutable’ attributes. These 

attributes are not easily substituted by competitors and can therefore provide a 

sustainable competitive advantage 
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Secondly, in relation to the dynamic capabilities of stakeholders within the premium 

food supply chain, this research focused on the following capabilities: Networking 

Capabilities; Entrepreneurial Capabilities; and Marketing Capabilities. Thirteen DCs 

(M) were identified within the cases and six of the key DCs are highlighted in bold in 

the conceptual model.  Stakeholders within the premium food supply chain should 

learn to develop these capabilities, especially those that are highlighted. 

Marketing Capabilities were strongly displayed across the six cases within the island 

of Ireland. These capabilities are extremely important to the stakeholders within the 

premium food supply chain and are explicitly linked to many of the UAs identified in 

the conceptual model (see Diagram 6.4). It is important that stakeholders within the 

supply chain learn to develop these capabilities and align their marketing strategies so 

that they can leverage their premium food brand and exploit international opportunities.  

Thirdly, in relation to the extent of collaborations within the premium food supply chain 

there was a strong level of collaboration between stakeholders. Building strong trusting 

relationships is an emerging theme in the analysis of all the cases within the Island of 

Ireland. Many of the actors were directly involved in the development of strong 

collaborations with other stakeholders within the supply chain and outside the supply 

chain. Over and over again they emphasised the importance of building trust and 

transparency in all their business relationships. 

6.9 Summary of the Discussion Chapter 
 

To summarise then, each research objective was set out and discussed in turn. The 

first research objective sought to identify the unique attributes/characteristics 

associated with successful international premium agri-food products. The second 

research objective sought to identify the dynamic capabilities of actors within 

successful international premium agri-food supply chains. The third research objective 

discussed and compared the UAs and DCs based on the research site demographics 

(NI and RoI).  

The fourth objective sought to identify the extent of collaborations within supply chains 

of successful international premium agri-food products. Whilst, the fifth objective 

sought to combine the unique attributes, dynamic capabilities and extent of 

collaborations within successful agri-food supply chains to develop a model for agri-
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food producers hoping to internationalise a premium product. In response to these five 

objectives a conceptual model was subsequently proposed.  

The next section of this chapter examined the NI Premium Beef Supply Chain (Stage 

2). Here the UAs and DCs were discussed and compared based on stakeholder type. 

Then the learning from the conceptual model was applied to the beef supply chain 

(objective six). 

The final section of this chapter set out the key theoretical contributions this research 

has made towards advancing RBV theory, Dynamic Capabilities and the 

Organisational Theory of supply chains. Finally, given the ongoing Brexit negotiations 

and the recent political impasse in Northern Ireland a number of recommendations 

were provided for policy makers and practitioners. 
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Chapter Seven: Conclusion 

7.1 Introduction 
The main purpose of this chapter is to reflect upon the existing SC literature in order 

to draw conclusions from the findings of the research. Considering the current 

business environment, recommendations are subsequently made to aid practitioners, 

policy makers, and the Northern Ireland Premium Beef SC.  

This research draws upon a number of key SC theories and provides a conceptual 

model for producers wanting to achieve internationalisation with a premium agri-food 

product (see Chapter 6: Diagram 6.4). In doing so, the unique attributes (UAs) of 

premium Irish food are identified, categorized, and prioritised. Similarly, the dynamic 

capabilities (DCs) of stakeholders within the premium Irish food SC are identified, 

categorized and prioritised. The conceptual model also highlights the extent of 

collaborations within the premium Irish food SC.  

The findings from this research were discussed in detail in Chapter 6. From this 

discussion a number of conclusions have been drawn and these provide valuable 

insights into the SC of premium Irish food products. The discussion also highlighted 

the fact that stakeholders (producer, retailer, chefs) within the NI Beef SC were 

individually focusing on different UAs of premium beef. It is important that these 

stakeholders begin to align their marketing activities in order to promote the UAs of 

premium beef. It is also important that these stakeholders develop a clear marketing 

strategy regarding their ‘Social Image and Responsibility’ (Flint and Golicic, 2009; Leat 

and Revoredo-Giha, 2013). 

The theoretical contributions of this research pertain to the development of the 

marketing strategies of the SC (Christopher and Towill, 2002). Key contributions have 

been made in identifying the UAs of premium Irish agri-food products. Additionally, the 

DC theory of the firm (Vorhies and Morgan, 2005) has been extended, along with the 

Organisational perspective (Fearne, 1998; Manning et al., 2008; Feng et al., 2019). 

The increased uncertainly around Brexit, along with impending decisions regarding 

the Irish Border have highlighted the importance of this study. There is an urgent need 

for practitioners to develop premium food SCs that are capable of competing in 

international markets and satisfying consumers of niche foods. 
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There now follows figure 37, providing an overview of Chapter 7: 

 

 

 

Figure 37: Overview of Chapter 7 
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7.2 Conclusions Pertaining to Objective 1 
 

 To identify the unique attributes/characteristics associated with 

successful international premium Irish agri-food products. 

Research objective one aimed to identify the unique attributes (UAs) of premium 

Irish agri-food products. Drawing upon the major supply chain theories identified in 

the literature review (Chapters Two and Three), the Marketing Perspective was 

deemed the most appropriate supply chain theory to focus on in order to answer this 

objective. This perspective concentrates on downstream product and customer 

demand based strategies (Christopher and Towill, 2002).  

 

Figure 38: Categorisation of Unique Attributes of Premium Irish Food 



334 
 

Additionally, this research used the scale developed by Vignernon and Johnson (1999) 

to define the various levels of prestige, and subsequently applied the scale to food 

products. Then applying the RBV theory (Barney, 1991) to the analysis of the data, 

twenty-six UAs were identified. 

As illustrated in Figure 38 the ‘Valuable’ category had the most UAs, then the ‘Rare’ 

category, followed by the ‘Inimitable’ category and finally the ‘Non-Substitutable’ 

category had the least UAs. The three strongest represented UAs in each category 

are highlighted in Figure 38.  

It can be argued that by meeting objective one, the literature has been advanced in 

two ways. Firstly, although previous research by Anselmsson et.al (2014) and 

Humphrey (2006) had isolated a number of attributes that would encourage 

consumers to pay a price premium for food products. And, more recently research by 

Hamzaoui-Essoussi (2011) and Luceri et al. (2016) highlighted provenance as an 

important attribute for food products. This research is the first to identify a 

comprehensive list of twenty-six UAs of premium Irish food.    

Secondly, this research is one of the first to use the RBV theory (Barney, 1991) to 

categorise the UAs using the VRIN criteria. Displaying the coding frequency of each 

UA, allowed the researcher to identify the UAs that were most dominant in each 

category. These are as follows: Awareness & Visibility; Brand Building; Certifications; 

Grandeur; Selective Distribution; Uniqueness; Heritage; Production Process; Quality, 

Provenance (CoO); Provenance (RoO); and Taste (highlighted in bold in Figure 38).  

The analysis also identified the UAs that were less represented in each category. 

These are as follows: Innovativeness; Traceability; Hedonic Value; Limited in Supply; 

Local Supply Base; Awards; and Endorsements (See Chart 6.1 in Chapter 6 for 

illustration purposes). 

7.3 Conclusions Pertaining to Objective 2 
 

 To identify the dynamic capabilities of key actors within successful 

international premium agri-food supply chains. 

Research objective two sought to identify the dynamic capabilities (DCs) of the 

producers within successful international premium agri-food supply chains. In 
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answering this objective, this research has made important contributions in advancing 

the theory of Dynamic Capabilities.  

Vorhies and Morgan, and Morgan et al., (2005 and 2012) have defined a number of 

key DCs in their papers exploring dynamic capabilities and competitive advantage. 

For the purpose of this thesis the researcher focused on the Networking Capabilities; 

Entrepreneurial Capabilities; and Marketing Capabilities (Vorhies and Morgan, 2005; 

Weerawardena et al., 2007; Gnizy et al., 2014) of the producers within the supply 

chains. The analysis of this part of the research was again based on applying a RBV 

lens (Barney, 1991) to the dynamic capabilities (DCs) of the producers within the 

supply chain.  

 

Figure 39: Categorisation of Dynamic Capabilities of Premium Irish Food Producers 

Thirteen DCs were analysed in the producers of premium Irish food. By categorising 

these DCs into ‘Marketing’, ‘Networking’ and ‘Entrepreneurial’ classifications, and then 

using a top-down approach the two dominant DCs in each category are easily 

identified (highlighted in bold in Figure 39). These are as follows: Customer Focused; 
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Marketing Communications; Commitment to Learning; Developing Collaborations; 

Innovativeness; and Pro-activeness. This research corroborates research by 

Weerawardena, Morgan et al. and Gnizy which highlighted the DCs that are important 

for firms that internationalise. Furthermore, this research suggests that ‘Developing 

Collaborations’ could be the most important of these DCs (see Charts: 6.6; 6.11; and 

6.13 Chapter 6) 

The analysis also identified the DCs that are less prevalent in the producers of 

premium Irish food. These are as follows: Pricing; Selling; Developing Complementary 

Resources; and Risk-taking.  

7.4 Conclusions Pertaining to Objective 3 
 

 To compare the unique attributes and dynamic capabilities of premium 

food products and producers, based on geographical location. 

The third research objective sought to compare the findings based on geographical 

location (NI and RoI). In order to address this objective the researcher completed a 

bench-marking analysis, where the UAs and DCs of the products and producers in 

Northern Ireland were compared with those in the Republic of Ireland. 

Comparing the UA data in the two regions, the findings were visually quite similar. 

However, some UAs were noticeably stronger in the RoI. For example the UAs ‘Brand 

Building’, ‘Awareness & Visibility’ and ‘Awards’. These attributes are explicitly linked 

to the company’s marketing strategy. This research draws the conclusion that these 

are strongly displayed as a result of the intense marketing support provided by Bord 

Bia to agri-food producers in the RoI. This suggests that the NI producers would benefit 

from additional support to assist them develop their marketing strategies.  

On the other hand the UAs ‘Provenance – Country of Origin’ and ‘Provenance – 

Region of Origin’ are noticeably stronger in NI. During the interviews with the NI 

producers it was apparent that the producers were aware of the importance of 

provenance, but they were uncertain if they should market their produce as: Irish; 

Northern Irish; or from the UK.  

Comparing the data for the DCs, again the findings were quite similar for both regions. 

For example, the Marketing DC ‘Customer Focused’ was a key theme and was equally 
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displayed in both regions. Suggesting that producers in both regions are very aware 

of, and focused on their customers’ needs. 

However, examining the ‘Networking Capabilities’ the producers in RoI displayed 

stronger capabilities across all the classes. This research draws the conclusion that 

the ongoing support from Bord Bia has assisted these producers develop these 

specialised capabilities.  

7.5 Conclusions Pertaining to Objective 4 
 

 To identify the extent of collaborations within successful international 

premium agri-food supply chains. 

The fourth objective sought to identify the extent of collaborations within supply chains 

of successful international premium agri-food products. Reflecting on the literature 

review, the Organisational Theory Perspective (Fearne, 1998; Ashenbaum et al., 2009) 

was considered the most appropriate supply chain theory to use in order to address 

this objective.  

Developing collaborations and building trusting relationships was an emerging theme 

in the analysis of all the cases within the island of Ireland. Firstly, in examining the 

UAs, many of the UAs indirectly involved the development of strong collaborations 

with other stakeholders within the supply chain and outside the supply chain. 

Then in relation to the DCs ‘Developing Collaborations’ is a Networking Capability, 

and was strongly represented in all six of the cases within NI and RoI Developing 

collaborations is also linked to many of the other strongest represented DCs identified 

in the analysis of the CSR. 

This research draws on this analysis to conclude that developing collaborations and 

building trusting relationships are an essential part of successful international premium 

Irish agri-food supply chains. This corresponds with previous research examining 

collaborations in agri-food SCs (Fearne, 1998; Folkerts and Koehorst, 1997; Manning 

et al., 2008; Feng et al., 2019; Nakandala and Lau, 2019). 
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7.6 Conclusions Pertaining to Objective 5 
 

 To combine the unique attributes, dynamic capabilities and extent 

of collaborations of successful agri-food supply chains to develop 

a model for agri-food producers hoping to internationalise a 

premium product. 

The aim of the fifth objective was to develop a model for agri-food producers hoping 

to internationalise a premium product. Diagram 6.4 in Chapter 6 provides a detailed 

conceptual model in response to this objective.  

Producers of premium agri-food products that have successfully achieved 

internationalisation strongly exhibit the following UAs: Brand Building; Production 

Process; Quality; Uniqueness; Awareness and Visibility; Selective Distribution; 

Provenance (Country of Origin); Provenance (Region of Origin); Grandeur; Heritage;  

Certifications and Taste (Humphrey, 2006; Flint and Golicic, 2009; Hamzaoui-

Essoussi et al., 2011; Anselmsson et al., 2014; Leat and Revoredo-Giha, 2013; 

Maehle et al., 2015; Luceri et al., 2016).  

These producers also strongly exhibit the following DCs: Developing Collaborations; 

Customer Focused; Pro-activeness; Innovativeness; Marketing Communications and 

Commitment to Learning (Vorhies and Morgan, 2005; Weerawardena et al., 2007; 

Priem and Swink, 2012; Morgan et al., 2012).  

Additionally, these producers all display a strong tendency to develop trusting 

collaborations with stakeholders inside their supply chains and with stakeholders 

external to their supply chains (Fearne, 1998; Folkerts and Koehorst, 1997; Manning 

et al., 2008; Nakandala and Lau, 2019; Feng et al., 2019).  

Although the study does not claim to generalise, the results from this empirical 

research along with previous key research provides a conceptual model (see Chapter 

6: Diagram 6.4) for practitioners hoping to achieve internationalisation with a premium 

food product.  
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7.7 Conclusions Pertaining to Objective 6 
 

 To apply the conceptual model to the Northern Ireland Premium Beef 

Supply Chain. 

The final objective sought to apply the conceptual model to the Northern Ireland 

Premium Beef Supply Chain. In order to address this objective it was deemed 

important to firstly compare and discuss the UAs for each stakeholder within the 

premium beef supply chain. Then the DCs were compared and discussed for both the 

Producer and the Retailer.  

In completing this analysis, it was apparent that the various stakeholders within the 

supply chain were focusing on the different UAs of premium food. This research draws 

the conclusion that the various actors within the supply chain emphasise different UAs, 

depending on their proximity to the end consumer. For example the producer focused 

on the UA ‘Grandeur’, whereas the retailer emphasised the UA ‘Local Supply Base’ 

and the chefs stressed the importance of the UAs ‘Production Process’; ‘Quality’; and 

‘Taste’. Therefore, the actors within the supply chain need to align their marketing 

strategies for the benefit of the entire premium beef supply chain. The actors within 

the SC can achieve this, by differentiating their product and highlighting the UAs that 

are important to their end consumer. This is corroborated by previous research into 

agri-food supply chains that suggested producers should differentiate their offering, 

leverage their brand and add value for the end consumer (Cox et al., 2007b; Flint and 

Golicic, 2009; Leat and Revoredo-Giha, 2013). 

It was also apparent from the analysis of this research that the UA ‘Social Image and 

Responsibility’ was not an emerging theme for any of the actors within the beef supply 

chain. This would suggest that the stakeholders within the SC do not see this as an 

important UA of premium beef. In the current climate of environmental awareness and 

the shift in consumer trends towards veganism, this research draws the conclusion 

that it is important that the stakeholders within the premium beef SC work together to 

develop a clear marketing strategy regarding this UA. Again this is supported by 

previous research that suggested that sustainability and ethical attributes are 

important for consumers of agri-food produce (Flint and Golicic, 2009; Leat and 

Revoredo-Giha, 2013; Anselmsson et al., 2014). 
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Then comparing the DCs of the premium beef supply chain, the analysis suggests that 

the actors within the SC were weaker in most aspects of the ‘Marketing’ and 

‘Networking’ categories. Previous research has illustrated that these DCs are 

important capabilities for firms that internationalise (Weerawardena et al., 2007; 

Morgan et al., 2012). This research concludes that these stakeholders should receive 

training and development to assist them develop these important capabilities. 

7.8 Conceptual Model Revisited 
 

Firstly, using a marketing perspective (A) of the SC (Christopher and Towill, 2002) in 

conjunction with a scale for defining premium products (Vigneron and Johnson, 1999), 

allowed the researcher to identify a number of unique attributes (UAs) of premium food 

products (D).   

The analysis of this research was then based on applying (B) the RBV theory 

(Wernerfelt, 1984) to six case studies of premium food supply chains (C) within the 

island of Ireland, four in RoI and two in NI. From the analysis of the cases a number 

of UAs were identified. Using the RBV theory allowed the researcher to categorize 

these UAs using the VRIN (Barney, 1991) criteria: Valuable (E); Rare (F); Inimitable 

(G); and Non-substitutable (H).   

In total twenty six UAs were identified (D). In the model the three most prominently 

displayed UAs in each category are highlighted in bold. These UAs are listed as follows: 

Awareness and Visibility; Brand Building; Certifications; Grandeur; Selective 

Distribution; Uniqueness; Heritage; Production Process; Quality; Provenance (Country 

of Origin); Provenance (Region of Origin); and Taste.  

The analysis of the next part of the research was based on again applying a RBV lens 

(B) to the dynamic capabilities (Teece et al., 1997; Eisenhardt and Martin, 2000) of 

the producers within the SC. For the purpose of this thesis the researcher focused on 

the (I) Networking Capabilities (Weerawardena et al., 2007); (J) Entrepreneurial 

Capabilities (Gnizy et al., 2014); and (K) Marketing Capabilities (Morgan et al., 2012).   

Thirteen DCs (M) were analysed. In the model the two most prominently displayed 

DCs in each category are highlighted. They are as follows: Pro-activeness; 
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Innovativeness; Customer Focused; Marketing Communications; Developing 

Collaborations; and Commitment to Learning & Acquiring Knowledge. 

In order to analyse the next part of this research the Organisational Theory 

Perspective (N) was considered the most appropriate SC theory to use (Ashenbaum 

et al., 2009). This perspective focuses on the benefits of integration within the SC (Yi 

et al., 2011).  

Diagram 6.4 shows that within the SC for premium agri-food products there are 

extensive collaborations between the various stakeholders in the SC. This is illustrated 

with arrows in (C) depicting a two-way flow of information and exchanges between the 

various SC members.   

Developing collaborations and building trusting relationships is an emerging theme in 

the analysis of all the cases within the island of Ireland. In relation to the DCs 

‘Developing Collaborations’ is a Networking Capability (I), and was strongly 

represented in all the cases within NI and RoI. It is therefore highlighted in the 

conceptual model. Developing strong relationships is also explicitly to other DC’s: 

‘Commitment to Learning’; ‘Channel Management’ and ‘Delivery Management’.   

Additionally, examining the UAs, many of the UAs indirectly involved the development 

of strong collaborations with other stakeholders within the SC and outside the SC.  

Although the study does not claim to generalise, the findings from this empirical 

research along with previous key research provides a conceptual framework for 

practitioners hoping to internationalise a premium Irish agri-food product.  
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7.9 Theoretical Contribution 
 

Firstly, this research has implications for RBV theory, through the identification and 

classification of the UAs of Irish food. Previous research such as Anselmsson et al. 

(2014) identified a number of attributes that will encourage a consumer to pay price 

premium for a product and Humphrey (2006) suggested that certifications should be 

used to encourage consumers to pay a price premium for agri-food products. This 

research is the first research to identify a comprehensive list of twenty-six UAs of 

premium Irish agri-food products.  

This research is also one of the first to use RBV theory to classify UAs using the VRIN 

criteria. Based on this classification it is apparent that premium Irish agri-food products 

that have successfully achieved internationalisation strongly exhibit the following UAs: 

Brand Building; Production Process; Quality; Uniqueness; Awareness and Visibility; 

Selective Distribution; Provenance (Country of Origin); Provenance (Region of Origin); 

Grandeur; Heritage;  Certifications and Taste.  

Although the stakeholders within the SC should be aware of the various UAs of 

premium agri-food and develop marketing strategies accordingly - the focus of their 

marketing activities should concentrate on the ‘Inimitable’ and ‘Non-Substitutable’ 

attributes of premium Irish Food. These attributes are not easily imitated or substituted 

by competitors and can therefore provide a sustainable competitive advantage for the 

SC.  

Secondly, this research makes important contributions to the theory of Dynamic 

Capabilities. The analysis of this part of the research was again based on applying a 

RBV lens to the dynamic capabilities (DCs) of the key actors within the supply chain.  

Vorhies and Morgan, and Morgan et al (2005 and 2012) defined a number of key DCs 

in their papers exploring dynamic capabilities and competitive advantage. For the 

purpose of this thesis the researcher focused on the Networking Capabilities; 

Entrepreneurial Capabilities; and Marketing Capabilities of the Producers and the 

Retailer within the supply chains.   
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Thirteen DCs were identified within the cases and the following six DCs were 

prominently displayed: Developing Collaborations; Customer Focused; Marketing 

Communications; Pro-activeness; Innovativeness; and Commitment to Learning. 

Thirdly, the findings from this research advance the Organisational Theory of SCs and 

contribute to a greater understanding of the extent of collaborations within modern 

SCs. A number of seminal studies highlighted the importance of vertical and horizontal 

collaborations within the agri-food industry. Fearne (1998) examined the evolution of 

partnerships and collaborations in the British beef industry. Developing collaborations 

and building trusting relationships is an emerging theme in the analysis of all the cases 

within the island of Ireland. Firstly, in examining the UAs, many of the UAs indirectly 

involved the development of strong collaborations with other stakeholders within the 

SC and outside the SC. 

Then, in relation to the DCs ‘Developing Collaborations’ is a Networking Capability 

and was strongly represented in all the cases within NI and RoI ‘Developing 

Collaborations’ was important for many of the stakeholders within the Irish agri-food 

SCs. They emphasised the importance of building trust, and transparency in their 

business relationships. 

Developing collaborations is also explicitly linked to other DCs within the conceptual 

model. These are: ‘Commitment to Learning’; ‘Channel Management’; and Delivery 

Management’. Each of these capabilities involve developing collaborations with other 

actors within the SC. 

7.10 Recommendations 
 

From the Cross-Case Analysis and Discussion (Chapter 6) and the subsequent 

conclusions, this research makes the following recommendations: 

7.10.1 Policy Recommendations 
 

There has recently been a political stalemate in Northern Ireland, as a result of the 

collapse of Stormont and the uncertainty associated with Brexit. There is also 

substantial disjoint between state agencies working within Northern Ireland. All these 
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factors contribute to the stifling of the agri-food sector and therefore suppressing 

potential economic growth within the region. 

However, as the two main parties have now re-entered into an executive and formed 

a government at Stormont. There is a renewed optimism for the Northern Ireland agri-

food industry. This research shows that there still exists a considerable opportunity for 

food producers within Northern Ireland to produce premium food products capable of 

competing in international markets. These products should possess a number of 

unique attributes capable of satisfying international consumers (as identified in the 

conceptual model see Chapter 6: Diagram 6.4).  

This research recommends that the political parties in Northern Ireland work together 

to develop an agency in Northern Ireland that is similar in structure and ability, to Bord 

Bia (the Irish Food Board). This agency should take the form of ‘Tourism Ireland’, 

which works seamlessly on both sides of the Irish Border to promote tourism in both 

jurisdictions.  

A number of the NI interviewees from the CSR (Producer E and Retailer 1) had 

discussed how they were already collaborating with Bord Bia in an informal 

arrangement, for advice and guidance. In Chapter 5 (Findings) they highlighted how 

frustrated they were that such an agency was not available to assist producers in NI: 

“You’ve got to take the politics out of business. I mean, our closest neighbour -

we’ve got to co-operate and say, ‘they’re world leaders at that’.  There is no 

outfit anywhere that is as good as Bord Bia.  I’m a huge admirer of what they 

do…our big problem here in Northern Ireland is we don’t have a dedicated food 

(agency)”. 

This agency should then work with agri-food producers to assist them in developing 

their marketing and networking capabilities, through training and development 

initiatives. Furthermore, this agency should also work closely with agri-food producers 

to assist them to market and promote the unique attributes of their premium foods. 

This would enable NI agri-food producers to exploit opportunities arising from the 

growing international demand for high quality and premium food products as 

highlighted in the 2013 ‘Going for Growth’ (NI) and ‘Food Wise 2025’ (RoI) reports 

(Agri-Food Strategy Board, 2013; DAFM, 2015). 
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This strengthening of supply chains for premium agri-food products, would assist NI 

producers target these niche international markets and this could also help negate the 

adverse impacts of Brexit. 

7.10.2 Practitioner Recommendations 
 

This research makes important recommendations for regional and local food 

producers (see Chapter 6: Diagram 6.4; and Table 6.4). Firstly, in relation to the unique 

attributes of premium food. This research using RBV theory (Barney, 1991), has 

identified twenty six attributes and recommends that agri-food producers should be 

aware of these attributes. Producers should attempt to develop and highlight these 

UAs to their potential international customers (Priorities 1-4). Although it is important 

to recognise and develop these UAs, particular emphasis should be placed on the 

‘Inimitable’ and ‘Non-substitutable’ attributes, such as: Endorsements; Provenance 

(CoO); Provenance (RoO); and Taste (Dentoni and Reardon, 2010; Hamzaoui-

Essoussi et al., 2011; Luceri et al., 2016; Maehle et al., 2015). These attributes are 

not easily imitated or substituted by competitors and can therefore provide a 

sustainable competitive advantage for the Irish producer (Priority 1). 

Secondly, in relation to the DCs of stakeholders within the premium food supply chain, 

this research focused on the following capabilities: Networking Capabilities; 

Entrepreneurial Capabilities; and Marketing Capabilities (Vorhies and Morgan, 2005; 

Weerawardena et al., 2007; Lanza and Passarelli, 2014). Thirteen DCs were analysed 

within the cases and six of the key DCs are highlighted in bold in the conceptual model.  

This research recommends that stakeholders within the premium international food 

supply chain should learn to develop these important capabilities, on a sliding scale 

(Priorities 2-4).This is corroborated by previous research that suggested that 

appropriate policies should be developed to help foster internationalisation 

(Weerawardena et al., 2007).  

Marketing Capabilities (Vorhies and Morgan, 2005) were strongly displayed across the 

six cases within the island of Ireland. These capabilities are extremely important to the 

stakeholders within the premium food supply chain and are explicitly linked to many of 

the UAs identified in the conceptual model (see Chapter 6: Diagram 6.4). This 

research recommends that the stakeholders within the supply chain learn to develop 
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these capabilities and align their marketing strategies so that they can leverage their 

premium food brand and exploit international opportunities (Priority 2).  

Thirdly, in relation to the extent of collaborations within the premium food supply chain 

there was a strong level of collaboration between stakeholders (Fearne, 1998; 

Manning et al., 2008; Nakandala and Lau, 2019; Thomas et al., 2013; Feng et al., 

2019). Building strong trusting relationships is an emerging theme in the analysis of 

all the cases within the island of Ireland. Many of the actors were directly involved in 

the development of strong collaborations with other stakeholders within the supply 

chain and outside the supply chain. This research recommends that the actors within 

theses SCs continue to build trusting collaborations and partnerships to further 

enhance the competiveness of the SC. This is supported by previous research into 

agri-food SCs that suggested ‘trust’ was an important issue when developing 

collaborations (Fearne, 1998; Thomas et al., 2013; Nakandala and Lau, 2019). 

7.10.3 Beef Supply Chain Recommendations 
Examining the final conceptual model (Chapter 6: Diagram 6.4), the UAs and DCs 

have been prioritised to represent a proposed level of importance attributed to each 

category.  

Code Priority Level 

P1 Priority 1 

P2 Priority 2 

P3 Priority 3 

P4 Priority 4 

(Table 16: Levels of Priority for the NI premium beef SC, as outlined in Diagram 6.4) 

If this conceptual model is then applied to the findings from Stage 2 (NI Premium Beef 

Supply Chain). A number of key recommendations can be proposed: 

Firstly examining the UAs of the premium beef supply chain. This research 

recommends that the stakeholders within the SC work closely together and align their 

marketing strategies in order to promote their UAs (Priorities 1-4).  Although the 

stakeholders within the chain should be aware of the various UAs of premium agri-

food and develop marketing strategies accordingly - the focus of their marketing 
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activities should concentrate on the ‘Non-Substitutable’ attributes of premium Irish 

Food (Priority 1). These attributes are not easily substituted by competitors and can 

therefore provide a sustainable competitive advantage for the SC. These UAs are as 

follows: Endorsements (Dentoni and Reardon, 2010); Provenance (CoO) (Hamzaoui-

Essoussi et al., 2011); Provenance (RoO) (Luceri et al., 2016); and Taste (Maehle et 

al., 2015).  

Next examining the DCs of the premium beef supply chain. The findings suggest that 

the actors within the SC are less adept in most aspects of the ‘Marketing’ and 

‘Networking’ categories (Vorhies and Morgan, 2005; Weerawardena et al., 2007). It is 

important therefore, that these actors should receive training and development to 

assist them develop these important capabilities (Priorities 2 and 3).  

In relation to the UA ‘Social Image and Responsibility’, none of the actors within the 

SC discussed this attribute. Previous research has emphasised that these are 

important attributes which can be highlighted in order to add value for the end 

consumer (Flint and Golicic, 2009; Leat and Revoredo-Giha, 2013; Anselmsson et al., 

2014). In the current climate of increased awareness regarding environmental issues 

and the shift in consumer trends towards veganism, this research recommends that 

the actors within the beef supply chain work together to develop a clear ‘Social Image 

and Responsibility’ marketing strategy (Priority 4). For example: the various actors 

within the SC could use different techniques to reduce their carbon footprint, increase 

sustainability efforts, and highlight animal welfare practices. This could then be 

promoted to their end consumer.  

7.11 Limitations and Future Work 
 

This research has a number of limitations that evoke future research opportunities, in 

an area that is of clear interest for both academics and practitioners. 

First, this research focuses on the downstream marketing and customer demand 

based strategies of the SC and identifies a number of UAs from the stakeholders’ 

perspective. It is therefore important that the customers view is considered in order to 

confirm the relevance of the UAs that have been identified. Future studies may 

address this issue by undertaking a consumer-based study that examines the 

relevance of these UAs from a consumer perspective. 
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Second, this research examined the DCs of stakeholders within the premium Irish agri-

food SC. These capabilities were categorised as Marketing, Entrepreneurial and 

Networking. However, it is possible that other categories of DCs are important for 

internationalisation. Future research might consider additional DCs that are prevalent 

in the key stakeholders within the agri-food SC. 

Third, the majority of the cases (1 -6) in this research, examined only the focal firm 

(the producer) in the premium agri-food SC. Although Stage 2, case 7 examined the 

key stakeholders (producer, retailer and chefs) within the premium beef SC. Therefore, 

future research is encouraged to examine the entire premium agri-food SC (from 

producer to end consumer).  

Fourth, this thesis used a case-study methodology. Although this type of research 

provides a deep understanding of the phenomenon under investigation. The research 

is normally restricted to a maximum number of cases and in this instance seven cases 

were examined. It is important therefore that a wider study be completed to validate 

the findings. 

Despite these limitations, this research concludes that the findings from this empirical 

research along with previous key research provide a conceptual framework for 

practitioners hoping to achieve internationalisation with a premium food product. 
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