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PROJECTPROJECT
““KM ZEROKM ZERO””

CAMPAGNA AMICA MARKETSCAMPAGNA AMICA MARKETS
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AIMSAIMS

•• AGREEMENT WITH CONSUMERAGREEMENT WITH CONSUMER

•• REDUCTION OF THE WEAVING REDUCTION OF THE WEAVING 
FACTORFACTOR



3

TOOLTOOL

•• AGRI GRANDA SVILUPPO SRLAGRI GRANDA SVILUPPO SRL
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ACTIONSACTIONS

1.1. COLLECTIVE CATERINGCOLLECTIVE CATERING

2.2. STORES STORES –– GDOGDO

3.3. PURCHASING GROUPSPURCHASING GROUPS

4. FARMER MARKETS4. FARMER MARKETS
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INTRODUCTIONINTRODUCTION

At At leastleast 10% of 10% of populationpopulation hashas one one mealmeal
a day a day outsideoutside home.home.

RawRaw material material valuevalue per per mealmeal isis 1 1 –– 1,5 1,5 
€€//mealmeal..

The The real cost represents real cost represents 10% of 10% of italian italian 
agricultural agricultural GDP.GDP.

CommonlyCommonly, , collective catering uses collective catering uses few few 
fresh italian goods which fresh italian goods which areare never never 
directly fromdirectly from factory factory farmsfarms..

1. COLLECTIVE CATERING1. COLLECTIVE CATERING
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AIMAIM

ENCOURAGE PEOPLE TO USE ENCOURAGE PEOPLE TO USE 

FRESH, LOCAL AND IN SEASON FRESH, LOCAL AND IN SEASON 

PRODUCTS.PRODUCTS.

1. COLLECTIVE CATERING1. COLLECTIVE CATERING
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TOOLTOOL

AGRI GRANDA SVILUPPO SRL:AGRI GRANDA SVILUPPO SRL:

•• NONPROFITNONPROFIT

•• FACTORY FARMS DIRECTLY SUPPLIES  FACTORY FARMS DIRECTLY SUPPLIES  
CANTEENS MANAGED FROM CANTEENS MANAGED FROM 
COLLECTIVE CATERING FIRMS COLLECTIVE CATERING FIRMS 

•• BILLING TAKES PLACE THROUGH    BILLING TAKES PLACE THROUGH    

Agri Agri Granda Granda SviluppoSviluppo

1. COLLECTIVE CATERING1. COLLECTIVE CATERING
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1. COLLECTIVE CATERING1. COLLECTIVE CATERING

ACTIONSACTIONS

The The suggestion to canteenssuggestion to canteens’’

administratorsadministrators is to use is to use the the following following 

tabletable toto evalue  qualityevalue  quality::
 

Weaving 
factory 
products 

 

ORIGIN 
ITALY 

ORIGIN 
REGION … 

ORIGIN 
PROVINCE … 

 
Score 

 
1 2 4 
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1. COLLECTIVE CATERING1. COLLECTIVE CATERING

RESULTSRESULTS

In 2008, 170 In 2008, 170 canteens canteens ((hospitalshospitals, , schoolsschools, , 

rest homesrest homes) ) werewere suppliedsupplied withwith factory factory 

farms productsfarms products throughthrough

Agri Agri Granda Granda Sviluppo.Sviluppo.
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1. COLLECTIVE CATERING1. COLLECTIVE CATERING

PRODUCTSPRODUCTS

•• ORTOFRUITORTOFRUIT

•• MEAT (BEEF, PORK, CHICKEN, ETC.)MEAT (BEEF, PORK, CHICKEN, ETC.)

•• CHEESES AND DAIRY PRODUCTSCHEESES AND DAIRY PRODUCTS

•• BREADBREAD
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2. STORES 2. STORES -- GDOGDO

SinceSince consumersconsumers tastedtasted and and appreciatedappreciated

factory factory farms productsfarms products, , theythey asked where asked where 

to find local productsto find local products..

INTRODUCTIONINTRODUCTION
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2. STORES 2. STORES -- GDOGDO

MAKE LOCAL PRODUCTS MAKE LOCAL PRODUCTS 

AVAILABLE THROUGH STORES AVAILABLE THROUGH STORES 

AND LOCAL SUPERMARKETS.AND LOCAL SUPERMARKETS.

AIMAIM
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2. STORES 2. STORES -- GDOGDO

Agri Agri GrandaGranda Sviluppo Sviluppo studiedstudied, , mademade and and registered registered 

the the ““km km Ø”Ø” brand. brand. It is exclusively given to those It is exclusively given to those 

firms which firms which produce, produce, transform transform and sell in and sell in 

PiedmontPiedmont. . 

Factory Factory farmsfarms are are controlledcontrolled byby a a techniciantechnician crewcrew

(Agenzia 4A).  (Agenzia 4A).  

TOOLTOOL
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2. STORES 2. STORES -- GDOGDO

IdentifyIdentify productsproducts through through 
the the apposition apposition of the of the ““km km 
Ø”Ø” brand and through the brand and through the 

picture picture of the of the entrepreneurentrepreneur..

ACTSACTS
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2. NEGOZI 2. NEGOZI -- GDOGDO

In 2008, 38 In 2008, 38 storesstores, , among shops among shops 

and and supermarketssupermarkets, , where where people people 

can can find local productsfind local products..

RESULTSRESULTS
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2. STORES 2. STORES -- GDOGDO

PRODUCTSPRODUCTS

•• ORTOFRUITSORTOFRUITS

•• MEAT (BEEF, PORK, CHICKEN, ETC.)MEAT (BEEF, PORK, CHICKEN, ETC.)

•• CHEESES AND DAIRY PRODUCTSCHEESES AND DAIRY PRODUCTS
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3. 3. PURCHASING GROUPSPURCHASING GROUPS

INTRODUCTIONINTRODUCTION

AGREEMENT WITHAGREEMENT WITH

CONSUMERSCONSUMERS’’ ASSOCIATIONSASSOCIATIONS

MOVIMENTO CONSUMATORI
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3. 3. PURCHASING GROUPSPURCHASING GROUPS

AIMAIM

Decrease products cost Decrease products cost at at least least of 30% of 30% 
compared to compared to the market the market 

((consumers text message consumers text message –– agreement agreement withwith
Coldiretti)Coldiretti)
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3. 3. PURCHASING GROUPSPURCHASING GROUPS

TOOLTOOL

•• IdentifyIdentify a list of in season a list of in season productsproducts

•• The G.A. The G.A. takes members reservation takes members reservation and and 
makesmakes a a purchasepurchase orderorder to to Agri Agri Granda Granda 
SviluppoSviluppo

•• Agri Agri Granda Granda Sviluppo Sviluppo deliversdelivers asas a a lumplump
sumsum allall productsproducts toto G.A. G.A. 

•• G.A.G.A.’’s s employeesemployees distributedistribute productsproducts
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3. 3. PURCHASING GROUPSPURCHASING GROUPS

ADVANTAGESADVANTAGES

•• SMALLER COST SMALLER COST 

•• PRODUCTS FRESHNESSPRODUCTS FRESHNESS

•• CHANCE TO ORDER EVEN JUST A CHANCE TO ORDER EVEN JUST A 

KILO OF BREADKILO OF BREAD
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3. 3. PURCHASING GROUPSPURCHASING GROUPS

PRODUCTSPRODUCTS

•• ORTOFRUITSORTOFRUITS

•• MEAT (BEEF, PORK, CHICKEN, ETC.)MEAT (BEEF, PORK, CHICKEN, ETC.)

•• CHEESES AND DAIRY PRODUCTSCHEESES AND DAIRY PRODUCTS

•• BREADBREAD

•• WINEWINE
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4. 4. FARMER MARKETSFARMER MARKETS

80 in Piemonte80 in Piemonte

40 in the Province of Cuneo40 in the Province of Cuneo

-- REMAIN (REMAIN (weeklyweekly))

-- OCCASIONAL (OCCASIONAL (fairsfairs, , manifestationsmanifestations, etc.), etc.)

CAMPAGNA CAMPAGNA 

AMICA AMICA 

MARKETSMARKETS
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4. 4. FARMER MARKETSFARMER MARKETS

INTRODUCTIONINTRODUCTION

•• Same method as Same method as the G.A.the G.A.

•• Direct Direct involvementinvolvement of     of     
factory factory farmsfarms
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4. 4. FARMER MARKETSFARMER MARKETS

AIMAIM

•• DecreaseDecrease the the costcost at at leastleast of 30% of 30% 

•• Direct contact Direct contact between between 
producerproducer/consumer/consumer
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4. 4. FARMER MARKETSFARMER MARKETS

TOOLTOOL

•• productsproducts are are decideddecided dependingdepending on the on the 
seasonseason

•• AsAs forfor the G.A., the one the G.A., the one whowho dealsdeals withwith the the 
marketsmarkets receivesreceives, , accumulatesaccumulates and and 
transmits orderstransmits orders toto factory factory farmsfarms

•• Factory Factory farmsfarms deliverdeliver productsproducts allall together  together  
((sellingselling in in boxesboxes//bottlenecksbottlenecks) and ) and onlyonly in in 
some some hourshours of the day, of the day, asas toto concentrate concentrate 
consignmentsconsignments in few time.in few time.
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4. 4. FARMER MARKETSFARMER MARKETS

ADVANTAGESADVANTAGES

•• PromotePromote farmfarm producersproducers whowho havehave toto
fitfit togethertogether the time the time toto produce, work produce, work 
and and commercialize theircommercialize their productsproducts.  .  
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4. 4. FARMER MARKETSFARMER MARKETS

PRODUCTSPRODUCTS

•• ORTOFRUITSORTOFRUITS

•• DRY LEGUMESDRY LEGUMES

•• MEAT (BEEF, PORK, CHICKEN, ETC.MEAT (BEEF, PORK, CHICKEN, ETC.

•• CHEESES AND DAIRY PRODUCTSCHEESES AND DAIRY PRODUCTS

•• BREADBREAD

•• WINEWINE

•• HONEYHONEY


