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The agrofood sector has a wide sectorial and business dispersion, constituting, in parallel, 
a relevant space of the European and national economy. In addition to the economic and 
social impact, the growth of the sector is an opportunity for the development of rural areas 
and agriculture, particularly given Europe's shortages in raw food materials. The need for 
continuous improvement, and market developments of this sector, require that innovation 
processes occur. These innovation processes have been facilitated by the development of in-
formation and communication technologies, and by the emergence of social networks that 
facilitate knowledge sharing. The NEWFOOD —  Food Technologies Valorization Project 
is framed in the field of Knowledge and Technology Transfer and is oriented towards inno-
vation in traditional food products. One of its objectives is to actively disseminate knowl-
edge, skills and resources to the entities involved, including stakeholders from the relevant 
economic sectors. 
This paper aims to identify and describe the role of social networks and other digital plat-
forms used to meet this goal and the impact achieved. This research involved a single explor-
atory case study, with a conceptual knowledge management model and included primary 
data collected through documents developed for the NEWFOOD project, social networks/
digital platforms, and observations of some project actions. Several digital contents were 
developed and distributed to bring innovators and researchers to promote innovations in 
traditional food products and to raise sector stakeholder’s awareness about the potential of 
exploitation. Social media support tools associated with the project (Instagram, Facebook, 
Twitter, YouTube), and the platforms (Knowledge Portfolio, innovation platform) reached 
some 6000 followers/shareholders like students, entrepreneurs and other professionals in 
the sector. NEWFOOD project allowed the participation of 15 teams of stakeholders in an 
innovation program and contest and added innovation to 15 Portuguese traditional food 
products. Our results supported by the dissemination materials developed and by the social 
networks used contributed to promoting technological innovation and for generating of 
new ideas for products in this sector, and the alignment between stakeholders.

1. Introduction

1

Social media platforms have essentially become a me-
dium, not only for communication among individuals 

but also for aspects of the business sectors, including 
decision making process (Choi et al., 2017), knowl-
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edge-based decision support systems (Chen et al., 
2012; Hashem et al., 2016), brand promotions (Kaplan 
& Haenlein, 2010), among others. Social networks 
have undergone a high growth over the last decade as 
a result of technological developments as well as evo-
lutions of the Internet, which has created some of the 
most well-known social networks today such as Face-
book, Instagram, Twitter and YouTube (Brennan & 
Croft, 2012). It changed patterns of interaction, com-
munication, and personal habits and work routines, 
turning the world into that already known expression, 
“Global Village”. Distance has become purely physical, 
and this digital space has become an ally in the daily 
life of society (Forman et al., 2005). Social networks 
are characterised by a large group of individuals who 
use a certain network, and in a way, are production 
and sharing of content (Kaplan & Haenlein, 2010). 
They have a high innovation potential, particularly 
when interacting with customers or the community 
(Ioanid et al., 2018).

The food and beverage industry plays a crucial role 
in the Europe Union (EU) economy; it employs 4.72 
million people, generates a turnover of €1.2 trillion 
and €236 billion in added value, making it the largest 
manufacturing industry in the EU. In half of the EU’s 
28 Member States, the food and drink industry is the 
biggest manufacturing employer. About ¾ of EU food 
and drink exports are destined for the Single Mar-
ket. At the same time, the EU is the largest exporter 
of food and drink products in the world with extra 
EU exports reaching €110 billion and a trade surplus 
of €36 billion (FoodDrinkEurope, 2019). In Portugal, 
data from 2016 reveal that this sector is composed 
of 11 089 companies (mostly in the North Region), 
employing around 110 thousand people, and has a 
turnover of €15.6 billion, equivalent to 4.6% of the 
total national industry. The sector is characterised by 
a high number of small and medium-sized enterpris-
es. However, 70.6% of production is concentrated in 
medium and large enterprises (Instituto Nacional de 
Estatística, 2018). Thus, it appears that the agrofood 
sector has an important role in the Portuguese econo-
my, still having high growth potential.

In the agrofood sector, as well as in other sectors of 
the economy, innovation is the main driver of produc-
tivity growth, competitiveness, and sustainability. In 
general, there is a consensus that innovation processes 
are not spontaneous or isolated, and they do not occur 

by decree. They occur in society and are conditioned 
by the level of internal development of that society, 
the accumulation of human capacities, favourable 
conditions for innovation, the demands raised by so-
ciety itself, and by the regional and global environ-
ment (Tomaél et al., 2005).

The agrofood innovation system approach considers 
the interrelationships between all actors, public and 
private, in the creation, diffusion, adaptation and use 
of knowledge and innovations in all links of the value 
chain, as well as for the creation of a favourable envi-
ronment for innovation. It also recognises the impor-
tance of both technological and institutional, social, 
organisational and commercial innovations. The role 
of the market for consumers as a driver of innovation 
and as criteria for its success places particular em-
phasis on the role of policies that promote innovation 
(ETP ‘Food for Life’, 2016). This also applies to tradi-
tional food products, despite the apparent controversy 
between innovation and tradition and the challeng-
es that this controversy involves [e.g. Jordana (2000), 
Cagri Mehmetoglu (2018)]. According to Guerrero et 
al. (2009), a traditional food product is “a product fre-
quently consumed or associated with specific celebra-
tions and/or seasons, normally transmitted from one 
generation to another, made accurately in a specific 
way according to the gastronomic heritage, with lit-
tle or no processing/manipulation, distinguished and 
known because of its sensory properties and associat-
ed to a certain local area, region or country.”

In this way, innovation in the traditional food sector 
makes it possible to strengthen and expand the mar-
ket of traditional food products according to societal 
challenges. For example, making the agrofood sec-
tor sustainable and competitive may allow safer and 
healthier diets, safe food, healthy and high quality, 
informed consumer choice, dietary solutions and in-
novations and methods that use fewer resources and 
additives and with fewer by-products and pollutants 
(Horizon 2020 Advisory Group, 2016). The most fre-
quent innovation applied to traditional foods is based 
on product innovation, namely in packaging, product 
composition, size and shape or new ways of using the 
product. Other less common innovations refer, for ex-
ample, to process innovations as they impact the iden-
tity and authenticity of the product and its produc-
tion process. In the case of organisational or market 
innovation, despite having valuable potential, it is not 
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perceived or recognised by all stakeholders in the tra-
ditional food sector chain (Gellynck & Kühne, 2008).
CEOs and business owners are primarily responsible 
for innovation strategies in the food sector, with oth-
er internal stakeholders (employees) or even external 
stakeholders having minimal participation (Capita-
nio et al., 2009). These innovation strategies end up 
focusing on innovation for competition, encouraging 
the development of new products, with a mindset ori-
ented towards the potential markets to be reached in 
the future and the use of territorial specialities, which 
in general are characteristic of large companies (Ar-
dito et al., 2015). Since the majority of companies in 
the agrofood sector are small and medium-sized en-
terprises (ETP ‘Food for Life’, 2016), these strategies 
indicate a high level of innovation. It seems that the 
entrepreneurial vision overcomes the limitations of 
the innovation capacity of a small company, high-
lighting the importance of creating new products to 
keep satisfy existing consumers, and attracting new 
customers, focusing on the use of local material for 
manufacturing (Dadura & Lee, 2011).

The transition from an industrial society to one based 
on knowledge and information has brought significant 
changes to the social and organisational environment. 
We live a moment mixed with opportunities and great 
challenges, with rules and styles that directly and in-
directly reflect the way of life of people and organisa-
tional systems (Pereira et al., 2009). Contradictions, 
inconsistencies, dualities and oppositions are part of 
the daily life of companies, with successful ones being 
those who take advantage of them as a competitive 
advantage (Scharf, 2007).

Knowledge can be classified into tacit (Polanyi, 1966), 
the one held by the individual and stemming from 
personal experience, and explicit, which can be ar-
ticulated, coded, stored and shared. These two types 
of knowledge are in constant interaction, following a 
spiral composed of four forms of sharing: Socialisa-
tion, Externalisation, Combination and Internalisa-
tion, therefore called the SECI process. The transfor-
mation and creation of knowledge occur through the 
interaction between the various modes of conversion, 
in a continuous flow of knowledge creation (Nonaka 
& Takeuchi, 2008). The term “knowledge manage-
ment” can be conceptualised as the review of the main 
processes, policies, and managerial and technological 
tools in light of a better understanding of the process 

of generation and creation, identification, storage, dis-
semination, sharing and use of organisational knowl-
edge to generate financial results for a company (Terra, 
2001). The author adds that knowledge management 
is not a project, but the centralisation of management 
processes in the knowledge variable. From this view, it 
is suggested that knowledge management is a practice 
that becomes cyclical, that starts with creation, goes 
through the steps listed above, and reaches the final 
use or application. In general, it is associated with in-
cremental or radical innovations in products and ser-
vices.

Knowledge management allows the exchange of in-
formation between stakeholders, fostering innovation 
and cooperation within companies (Hamdoun et al., 
2018). It should also be noted that the management 
of information flows creates beneficial changes in the 
knowledge management of organisations, allowing 
the sharing of information with different sectors and 
groups of employees, improving their strategy (Nisar 
et al., 2019).

Thus, three research questions arise in this context:

1. Which social networks/digital platforms could be 
used in the Portuguese traditional food products sec-
tor to engage stakeholders?
2. How can social networks/digital platforms contrib-
ute to innovation in Portuguese traditional food prod-
ucts?
3. How can knowledge management be done in the 
context of Portuguese traditional food products?

This paper aims to answer these questions through a 
case study, identifying and describing the social net-
works and other digital platforms used in NEWFOOD 
project to actively disseminate knowledge, skills and 
resources to involved entities, including stakeholders 
from the relevant economic sectors, especially in the 
Portuguese traditional food products sector.

2. Materials and Methods

2.1. Type of study and case selection

This research follows the NEWFOOD project along 
with an entrepreneurship contest based on the inno-
vation and valorisation of traditional food products 
implemented in a research university in Portugal, 
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using a unique case study method. According to Yin 
(2001), the purpose of the case study is to explore, de-
scribe or explain something. The author states a case 
study is the most commonly used strategy when the 
researcher has little control over real knowledge or 
even when it is non-existent and intends to know the 
“how” and the “why”. The case study represents a suit-
able research method, mainly because it is based on 
intense and in-depth research of a particular object of 
study. Thus, studying a single case has the advantage 
of being able to describe in detail the described phe-
nomenon (Eisenhardt & Graebner, 2007) to broaden 
the understanding of a complex issue, in addition to 
adding consistency to existing research (Merriam, 
1998).

In this study, we present the case of an agrofood en-
trepreneurship contest at a research university in the 
north of Portugal to contribute and better understand 
innovation-based technologies, which can also have 
implications in other industrial environments. The 
article describes the merits and challenges of the dis-
semination of innovation and knowledge manage-
ment through digital platforms involving stakehold-
ers in the agrofood area. It should be noted that the 
objective of the present study is not to generate statis-
tical generalisation, but to achieve analytical generali-
sation (Yin, 2001), and so compare the results of a case 
study to a previously developed theory (Eisenhardt & 
Graebner, 2007). For this reason, although the results 
of our research are not necessarily generalisable, they 
can be transferable insofar as they can be applied or 
made relevant in another context (Shenton, 2004). 

2.2. Case study

2.2.1. The NEWFOOD project

NEWFOOD — Food Technologies Valorization pro-
ject joined the ambitions of four public universities of 
the North Region (University of Trás-os-Montes and 
Alto Douro, Portuguese Catholic University Porto Re-
gional Center, University of Minho and University of 
Porto) and was designed to accelerate the processes 
of expansion and consolidation of the so-called "tra-
ditional products" through a proposal of innovation 
catalysed by the transfer of knowledge and technol-
ogy. NEWFOOD responds to the clear identification 
of “traditional” products, evolution, and adaptation 

of these products to modern markets as a priority for 
the development of the economy in the North Region. 
NEWFOOD uses the Regional Intelligent Specializa-
tion plan — RIS3 (CCDRN, 2014) merging agricul-
tural and agrofood competences and resources held 
in the region, articulated through the four universi-
ties. There are very strong, productive and structured 
cooperation links of varied forms between relevant 
actors in the agrofood sector and the universities in-
volved. These links include bilateral relations between 
companies and researchers, formal protocols, and as-
sociations formed specifically to advance the Research 
and Development agenda for the sector.

This project proposes three Actions that are artic-
ulated (Table 1): (1) develop a knowledge and skills 
map of the Region and an inventory of the needs of 
the sector to ensure the innovation process focused 
on the central axes of expansion and consolidation of 
the sector; (2) promote innovation projects aimed at 
generating new products/solutions of economic rele-
vance in the "Traditional Products" sector and (3) ac-
tively disseminate knowledge, skills and resources to 
the entities involved, including stakeholders from the 
relevant economic sectors.

The NEWFOOD and Food Valorization Program and 
Contest that we refer to in this paper are organised by 
the Faculty of Biotechnology of the Portuguese Catho-
lic University and took place between 2017 and 2020 
– Figure 1. The NEWFOOD and Food Valorization 
Program and Contest had 4 phases: Admission, Devel-
opment of Innovation Plans, Presentation of Products 
and Services in Media and Public Events, and Attri-
bution of NEWFOOD and Food Valorization Awards, 
based on the following general criteria applied to the 
final proposals submitted to the Contest: consistency 
of proposals, depth of developments, correctness, ap-
plication potential, innovation in the respective mar-
ket, involvement of promoters and public utility.

2.3. Collection and analysis of information

The purpose of data collection is to obtain a set of in-
formation that addresses the research questions de-
fined and captures the contextual complexity of the 
topic under study (Tuli, 2010). Thus, the present study 
collected primary data through documents developed 
for the NEWFOOD project, social networks and dig-
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Table1. Action and description of Newfood Project.

Action Description
1- Knowledge and 
Needs

Mapping existing knowledge and the needs of the economic fabric in order to 
promote opportunities through the correspondence between knowledge - needs, 
generating added value. Two characterization studies will be carried out by each 
University, of the knowledge produced and existing, with potential for transference 
to the Stakeholders of the value chain. There will also be eight studies on Sector 
Needs conditioned by trends relevant to the value chain, supported by technical 
visits and participation in international events relevant to the intended dynamics. 
A set of Seminars / Workshops will ensure the Public Disclosure and discussion 
in the territory of the results of the studies carried out, including International 
Benchmarking with territories with dynamics in the area. The formation of the 
correspondence between Knowledge and Needs will be characterized in the 
Knowledge-Needs Matching Study with the respective public presentation to the 
target audience.

2 - Program for 
the Promotion of 
Innovation Projects

Valuation of knowledge through its application in the development of projects 
oriented to the innovation and competitiveness of “Traditional Food Products” based 
on the differentiation of endogenous resources to the territory, with results along 
the value chain (primary production, processing, ingredients, industry, packaging, 
distribution and food service). The intention is to promote two approaches, one, the 
“Food Valorization” competition, based on the support of proposals for innovative 
projects involving Proofs of Concept and Business Projects for Entrepreneurship 
- oriented to new business initiatives in the value chain; another, the “NewFood” 
competition, based on support for a selection of innovation proposals with projects 
of economic relevance and with added value for Prototyping. The projects and their 
results will be presented publicly at the Fine Showcase and Food Festival sessions, 
seeking to create conditions for stakeholder evaluation and promotion of knowledge 
transfer in the sector.

3 - Promotion of 
Knowledge and 
Innovation

Promotion of the transfer of knowledge to the economic fabric, extended to the 
whole value chain, through practical and demonstrative actions as well as through 
concrete projects with companies, of innovation for the availability of the capacities 
and resources existing in the Research Centers. Promotion of applied knowledge and 
innovation potential in the area to the national business community, the national 
and international consumer, and the technical and scientific community through a 
set of actions that include videos, campaigns on social networks, communications 
and publications of different nature at the level National and international.

Figure 1. Calendar and phases of the NEWFOOD and Food Valorisation Program and Contest.
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ital platforms, and observations of some project ac-
tions.

Knowledge management was developed in the envi-
ronment of business organisations, and its research 
and applications are focused on the perspective of 
organisational knowledge. However, there are oth-
er contexts in which knowledge management can be 
studied, such as, for example, the academic context, 
focused on the perspective of scientific knowledge. 
The benefits from efficient management of this knowl-
edge, not only add value to the institution itself but 
to society as a whole, also leading to a quality of the 
services offered (Garcia & Valentin, 2009).

In this sense, Leite and Costa (2007) propose a con-
ceptual model of scientific knowledge management, 
which consists of five processes used in this study: 

• Identification: refers to the process of mapping the 
knowledge of the academic community (knowledge 
internal to the institution) in its tacit and explicit as-
pect and also to the mapping of knowledge external 
to the institution from scientific communities. Thus, 
the objective of knowledge mapping in the academ-
ic environment is to answer those who research what 
and where;
• Acquisition: is related to the process of acquiring 
internal and external knowledge that is necessary to 
provide the creation and maintenance of scientific 
knowledge and skills of the academic community.
• Storage/organisation: process related to the organi-
sation and storage of explicit scientific knowledge in 
order to make it easily recoverable.
• Sharing: a process that has as its basic and funda-
mental assumption for the transformation of infor-
mation and isolated experiences into something that 
the entire organisation can use.
• Creation: the process is one of the essential elements 
of knowledge management. It is related to the crea-
tion of new skills, competences and knowledge in the 
institution. In the academic context, the creation of 
new scientific knowledge occurs through scientific re-
search.

However, it is counterproductive to mention process-
es such as the creation and sharing of scientific knowl-
edge (phases of scientific knowledge management) 
without necessarily considering the communication 

that contributes and makes such processes viable 
(Leite, 2007). 

3. Results

To meet the objectives under study, the social net-
works used by NEWFOOD were analysed. These in-
cluded the Web platform and YouTube page, along 
with the Facebook, Twitter and Instagram accounts 
of the Faculty of Biotechnology – Portuguese Catholic 
University. Besides, other digital platforms were ana-
lysed: NEWFOOD website, Innovation platform, and 
Google photos (Table 2).

The promotion of the NEWFOOD and Food Valori-
zation Program and Contest through social networks 
allowed 15 teams to be brought together with a total of 
40 participants (mostly females), including PhD stu-
dents, researchers, and other stakeholders of the Por-
tuguese traditional food products sector. The teams 
developed 15 products to meet the sector's needs 
raised previously, adding innovation based on the re-
search results of the associated laboratory. The project 
teams were supported, in this phase, by a pool of sci-
entific and business mentors. It allowed the teams to 
get a more industrial perspective and a closer market 
drive to improve the potential for transferring their 
products and services to the market. Some examples 
of these products are cheeses with probiotics or with 
differentiated processing that allowed to improve its 
food safety, traditional sweets with functional bioac-
tive compounds, application of new technologies ap-
plied to non-dairy drinks acorn based, use of bioactive 
substances as a way improve food safety in fermented 
meat products, among others. Additionally, dissemi-
nation materials were developed. Flyers, posters, and 
videos about the team’s products were prepared and 
disseminated through the NEWFOOD website and 
Facebook page, as well as the innovation platform. 
Based on the evaluation of a panel of judges, 2 NEW-
FOOD Awards and 4 Food Valorisation Awards were 
awarded a value of € 2000 each. Participation in these 
competitions allowed the teams to exhibit the prod-
ucts developed to scientific and business stakeholders 
in national and international events.

According to the conceptual model of knowledge 
management (Leite & Costa, 2007) — Table 3, we 
found that the Innovation Platform, Google Photos, 
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YouTube and the NEWFOOD website were used as 
information storage platforms that could be dissemi-
nated through the social networks used by the project, 
fitting in the storage and organisation process of the 
conceptual model. On the other hand, the social net-
works themselves (Facebook, Instagram and Twitter) 
served as platforms for storing photos and videos of 
the project, but also played a pivotal role in the dis-
semination of knowledge, being part of the sharing 
process of the conceptual model of knowledge man-
agement.

4. Discussion

The objective of this study was to answer the follow-
ing questions: which social networks/digital plat-
forms could be used in the Portuguese traditional 
food products sector to engage stakeholders; how 
can social networks/digital platforms contribute to 
innovation in Portuguese traditional food products; 
and, how can knowledge management be done in the 
context of Portuguese traditional food products? To 
answer the questions, the NEWFOOD Project was 

analysed through a case study in the sector of Portu-
guese traditional food products. A survey was made 
of the social networks and digital platforms used by 
the NEWFOOD project to disseminate knowledge re-
garding Portuguese traditional food products. These 
platforms were used to launch an innovation program 
and contest to bring together different stakeholders 
in the Portuguese traditional food sector. Finally, the 
knowledge management process focused on the pro-
motion of Portuguese traditional food products by the 
NEWFOOD project was described.

Analysing the data collected on the social networks 
used by NEWFOOD (Twitter, Facebook, Instagram 
and YouTube) it is possible to state, based on the studies 
of Nonaka and Takeuchi (2008), that explicit knowl-
edge is predominant. It is characterised by objectivity 
and rationality, being a sequential and digital knowl-
edge. The interaction between explicit knowledge is a 
form of knowledge creation identified in these social 
networks, an idea corroborated by Choo (2003), who 
highlights that the processes of information conver-
sion, in which the combination would result, through 

Table 2. Social networks/ platforms used by NEWFOOD (31-01-2020).

Social network/

digital platform
Followers/ 
subscribers URL

Newfood

Facebook 195 https://www.facebook.com/newfood.esbucp/

Youtube 10 https://www.youtube.com/channel/UC4Az6gVP-eKLHGClaN9gdWQ/

Website Not applicable http://www.esb.ucp.pt/pt/newfood

Google photos Not applicable

https://photos.google.com/share/AF1QipO4YjhOT__

k9MSAtnpqRnOx1o_WTNHpBY8SFCvF6L7RlmO

2hTm1HJVJdRfL5hRRxA?key=REdJazZ3ZFNDelB

ZbUw5alBibi1HYWt6WlZsVjZB

Faculty of Biotechnology – Portuguese Catholic University

Facebook 5627 https://www.facebook.com/catolicaportobiotecnologia/

Instagram 956 https://www.instagram.com/catolica.porto.biotecnologia/?hl=pt

Twitter 123 https://twitter.com/BiotecCatolica
Innovation platform Not applicable http://inovacao.esb.ucp.pt/

Knowledge Portfolio Not applicable http://www.cbqf.esb.ucp.pt/en/cbqf-projects?c=16002&l=en&o=datede
sc&s=
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the interaction of explicit knowledge, in the gener-
ation of new ones. This possibility was observed on 
the networks through the posting of information and 
the ability to post comments. Davenport and Prusak 
(2003) state that for knowledge to be transmitted it 
needs to be presented; on social networks, this is done 
through text publications, images and videos, using a 
channel that allows the encoding of that knowledge 
and its storage in a virtual way. Although the authors 
claim that knowledge needs to be absorbed and used 
in order to contemplate its transfer process, Choo 
(2003) argues that this process is linked to the pro-
cessing of information. Therefore it can be recognised 
in the social networks used by NEWFOOD. 

Linked to the presentation of the content, Davenport 
and Prusak (2003) cite that knowledge must be coded 
to be shared, meaning it should be adapted to a com-
mon language that the interlocutor can easily under-
stand. The publications made by NEWFOOD social 
networks use the respective languages of each type 
of social network — short information on Twitter 
and Instagram and medium and long on the others. 
According to the authors, the codification of knowl-

edge allows it to become permanent, and not only 
in the mind of those who transmitted it. The level of 
reach of the information published by NEWFOOD 
demonstrates the break of frontiers characteristic of 
the Knowledge Society, as previously exposed. It can 
be assumed that the contents have been viewed in 
countries other than Portugal by Portuguese speak-
ers abroad, with common interests in national mat-
ters. Alternatively, for example, the content may have 
reached English speaking countries since some pub-
lications were translated into English to facilitate the 
sharing of knowledge with outside readers as it is the 
predominant language in various cultures. Visualis-
ations of the content of the four social networks used 
by NEWFOOD demonstrate that there is an audience 
that is interested in publications. When evaluating the 
subjects of the posts, most of them are informative, 
often not allowing debate, discussion and exchange of 
information, as is the case with the post about agro-
food issues. It is possible, therefore, that the type of 
content published is responsible for the low interac-
tion between members of the network.

It was also found that the social networks and digi-

Table 3. A conceptual model of scientific knowledge management (Leite & Costa, 2007) for NEWFOOD.

Process Description

Identification

Thought the innovation Platform and Knowledge Portfolio of the Center of Bio-
technology and Fine Chemistry / Faculty of Biotechnology of Portuguese Catholic 
University we mapping the knowledge of the academic community - knowledge in-
ternal to the institution - in its tacit and explicit aspect. We also mapping of knowl-
edge external to the institution from scientific communities by studies conducted in 
NEWFOOD’s Action 1. 

Acquisition

On Action 2 of NEWFOOD we promote a team building that brought together 15 
teams of PhD students, researchers and stakeholders that applied to the NewFood 
contest and program supporting Knowledge and Technology Transfer to the Por-
tuguese traditional food sector. The team attended meet with business mentors to 
provide the creation and maintenance of scientific knowledge and skills of the aca-
demic community on business issues.

Storage/ organi-
zation

Developed materials were Stored/ organized. Videos on Facebook and Youtube, 
photos on Facebook, Instagram, Google Photos. Other informative materials with 
text on innovation Platform and Knowledge Portfolio websites.

Sharing
The sharing process was accomplished by social networks (Facebook, Instagram, 
Twitter, Youtube) and digital platforms (innovation Platform and Knowledge Port-
folio, Google Photos, website).

Creation

We support 15 PhD students and researchers teams to develop new products in the 
field of traditional foods. These teams develop business projects, communications 
plans and prototypes exposing the to business tissue. Until know, it allowed the 
beginning of the patenting of 4 technologies associated with the developments, dif-
ferent technical publications, and range of business contacts for trials.   
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tal platforms used by NEWFOOD were able to reach 
around 6000 (followers) stakeholders in the sector of 
Portuguese traditional food products. Ioanid et al. 
(2018) study on the impact of social networks on the 
innovation potential of small and medium-sized en-
terprises, found that interviewees consider that stim-
ulating innovation through social networks helps to 
retain customers and win new customers, offer bet-
ter product customisation and services that meet the 
needs of customers and enables entering the mar-
ket with new innovative products, inspired by ideas 
posted on social networks. However, they emphasise 
that it is very difficult to quantify the innovative ideas 
gathered on social networks and other sources, such 
as private discussions with partners or suppliers.

The engagement of interested parties has been con-
sidered a key factor for innovation, as it allows to im-
prove the company's capacity and innovation strategy 
(Iturrioz et al., 2015) through the generation of ide-
as, which allows identifying critical points at an early 
stage of the innovation process (Widén et al., 2014). 
The number of different stakeholders involved in the 
process depends on the nature of the innovation and 
can be decisive in the success of the innovation pro-
ject (Barlow et al., 2006).

In the case of the NEWFOOD Project, the launch of 
the innovation program and contest, through social 
networks and digital platforms, allowed to bring to-
gether different stakeholders from the sector of tra-
ditional Portuguese food products, including PhD 
students, researchers, among others with skills in bio-
technology, food engineering, and nutrition sciences. 
A total of 15 teams participated in the innovation pro-
gram and contest, in which they added innovations 
to 15 traditional Portuguese food products, essentially 
product and process innovations. The teams were sup-
ported by scientific and business mentors who helped 
make the innovation plans more realistic and adjust-
ed to the needs of the market. Thus, demonstrating 
that social networks and digital platforms can bring 
together different stakeholders to promote innovation 
in Portuguese traditional food products.

It has been reported that the networks created in en-
trepreneurship programs led to the sharing of knowl-
edge, experiences and resources, thereby generating 
greater interest among the involvement of and in-

teraction between stakeholders (Galvão et al., 2020). 
Besides, the involvement of academic stakeholders in 
the innovation process allows adding human capital, 
consisting of a wide variety of scientific knowledge, 
experience and knowledge of laboratory techniques, 
for the development of a scientific strategy. As well as 
social capital, essential for innovation management 
and the development of entrepreneurship, since sci-
entific knowledge can be transported to scientific 
networks that incorporate the knowledge generated 
in the scientific community, creating the basis for the 
development of relationships between entrepreneurs, 
company and members of their social networks (Mur-
ray, 2004).

To think about how to manage knowledge for the pro-
motion of the sector of Portuguese traditional food 
products it is essential to outline innovation strategies 
and attract stakeholders and create synergies for the 
development of companies in the sector. In the case 
of Portuguese traditional food products, taking the 
NEWFOOD project as an example, the conceptu-
al model of knowledge management (Leite & Costa, 
2007) was described, which included five processes: 
identification, acquisition, storage/organisation, shar-
ing, and creation. The first three processes of knowl-
edge management were described above, namely 
through the description of the social networks/digital 
platforms used by the NEWFOOD project, as well as 
by its innovation program and contest.

In general, results show that knowledge management 
practices could contribute to innovation, directly and 
indirectly, as in the study of Ode and Ayavoo (2020). 
Knowledge sharing indirectly contributes to innova-
tion through the application of knowledge. The appli-
cation of knowledge, through the creation of knowl-
edge, makes it more active and relevant to the creation 
of value (Choi et al., 2010). Also, the application of 
knowledge responds to the different types of knowl-
edge available in an organisation and assists in the use 
of knowledge that has been created and shared (Shu-
jahat et al., 2018), in the case of the NEWFOOD pro-
ject we contribute directly to innovation through the 
creation of knowledge in Portuguese traditional food 
products, with the innovation program and contest. 
In fact, according to Pantano and others (2019), the 
involvement of external stakeholders such as univer-
sities can help to establish a balance between business 
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innovation and the resources available in the market 
and technology. Stakeholder engagement could help 
penetrate existing markets with new products in terms 
of developing innovations to satisfy new segments; as 
well as exploring new markets with the development 
of incremental innovations.

This study has some limitations and opportunities 
that should be noted. Firstly, some of the results of this 
study are extracted from direct observation. Moreo-
ver, the fact that it is a case study does not allow the 
extrapolation of the results to other situations. The ap-
proach used in this study is transversal and does not 
reflect the performance of the mechanisms examined 
in this research in the long term. The knowledge man-
agement practices are multidimensional, and, in this 
study, we focused on only five knowledge manage-
ment processes: identification, acquisition, storage/
organisation, sharing, and creation. Other dimensions 
of knowledge management have not been examined 
and can be equally useful to explain innovation in the 
traditional food products sector. As a suggestion for 
future research, the effect of other knowledge man-
agement and innovation practices in different sectors 
can be examined using quantitative methodologies, 
and it can also adopt a longitudinal approach exam-
ining the long-term effect of these practices. Despite 
these limitations, this study provides practical empiri-
cal evidence to promote and link knowledge manage-
ment and innovation in the traditional food sector.

5. Conclusions

Business innovation is the result of a company's ef-
forts to develop and place on the market new business 
models, processes, products or services, with added 
value recognised by customers. Given the unpredict-
able and increasingly accelerated competitive envi-
ronment, companies are challenged to identify new 
ways to create value and explore market opportuni-
ties. Social networks have accelerated some of these 
processes, revealing a simple and easy way to connect 
people anywhere in the world and allow interaction 
on different subjects between members of those net-
works. Accounts were created on social networks or 
other digital platforms to achieve the objective of 
actively disseminating knowledge, capabilities and 
resources to the entities involved, including stake-
holders in the sector of Portuguese traditional food 
products. Besides, during the NEWFOOD initiative, 

several materials for the dissemination and promo-
tion of Portuguese traditional food products were 
developed. It verified that disseminated information 
and knowledge, as well the launch of the innovation 
program and contest, contributed to the promotion 
of technological innovation involving the generation 
of new ideas for products and services, and the align-
ment between stakeholders.
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