
ICMD   18

international conference on marketing 
and design intersections and challenges
18th and 19th of October, 2018 - Faro, Portugal

BOOK OF ABSTRACTS



ICMD BOOK OF ABSTRACTS

International Congress on Marketing and Design. 
Intersections and Chalenges

18th - 19th October 2018

University of Algarve, Faro, Portugal



TECHNICAL INFORMATION

ICMD BOOK OF ABSTRACTS

International Congress on Marketing and Design. Intersections and Chalenges

18th - 19th October 2018

Editors: 
António Lacerda & Manuela Guerreiro

Publisher:
CIEO – Research Centre for Spatial and Organizational Dynamics
University of Algarve
Gambelas Campus, Faculty of Economics, Building 9
8005-139, Faro
cieo@ualg.pt
www.cieo.pt

Page Layout and Cover:
Marlene Fernandes
CIEO Secretariat

Design and Marketing:
Vladislav Shvedchikov
Master of Marketing Management – FE/UAlg

Secretariat and Marketing:
Ana Bender
Master of Marketing Management – FE/UAlg

Communication Officer:
Julieta Alves Rosa
CIEO Secretariat

Organizing Committee

University of Algarve – FE

Manuela Guerreiro (Chair)
Júlio Mendes
Bernardete Sequeira
Patrícia Pinto
Magda Wikesjö
Filipe Da Lage
Armita Serajzahedi
Homayoun Golestaneh
Pooyan Sedarati
Emília Madeira



University of Algarve – ESEC

António Lacerda (Chair)
Maria Caeiro

University of Algarve – ESGHT

Cláudia Henriques
Nelson Matos

AFAM Arts Ins. (Secretariat of the Conference in Iran)

Maryam Eskandarifar
Jahangir Hosienpour
Nariman Parineh
Nima Safdarian
Sara Taravati

Pars University

Maryam Zare
Fatemeh Pazooki
Sadjad Jahanshahi

Format: Digital

ISBN: 978-989-8859-45-7

University of Algarve, Faro, Portugal 
October 2018



ICMD 18 - International Congress on Marketing and Design. Intersections and Chalenges 17

ICMD 18 - Book of Abstracts

SESSION 2 (B): EXPERIENCE DESIGN & CO-CREATION (English)
Chair: Júlio Mendes

FARMERS CO-CREATION OF VALUE IN THE ORGANIC FOOD MARKET

Celso Augusto de Matos
Unisinos Business School, Unisinos University

Marlon Dalmoro
UNIVATES, RS

Marcia Dutra de Barcellos
School of Management (EA), Universidade Federal do Rio Grande do Sul

Abstract

Consumers’ interest for health food has been increasing worldwide. In this context, organic food 
has become a relevant market for either the small businesses (e.g., entrepreneurs from small farms), 
multinational companies in the food sector or local retailers. This study reinforces the importance of 
investigating the role of farmers in organic food value co-creation in order to understand the producers’ 
motivations and barriers to adopt an organic agriculture.  Based on qualitative interviews with 29 Brazilian 
organic farmers, findings show that organic market is dependent on an ecosystem of actors, including not 
only local producers and consumers, but also regulators (government), cooperatives, traders, retailers, 
research centres, certifiers and environmentalists. In this sense, there is a need of institutional alignment 
for the organic model to survive. More specifically, our findings support the notion that value is not created 
individually (e.g., from producers to the market) or in each exchange event (i.e., buyer-seller relationships). 
Rather, value is also co-created between multiple actors, each one contributing to the general idea that 
conventional (i.e. industrialized) food is unhealthy and that organic is a healthy alternative. Organic 
value is co-created by the farmers on the assumption of this dialectical position, manifested in terms like 
“escaping from the poison”. Denying the conventional (industrialized) food works as a driver for changing 
from a conventional agriculture to an organic one. Furthermore, such relationships are analysed using the 
theoretical lenses of aggregate marketing system (AGMS), institutions and co-creation ecosystem. Hence, 
we discuss co-creation from an institutional dimension of the market, which is beyond the traditional value 
co-creation perspective involving the dyadic buyer-seller relationship. Finally, we discuss the farmers 
“creativity” in overcoming the challenges in the organic food context, since they strive for alternative ways 
for making the healthy purchase viable in co-creating an institutional dimension of the organic food.

Keywords: Organic Food, Co-Creation, Institutions, Ecosystem, Developing Country.


