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Abstract 
 
The purpose of this study it to enhance the understanding of the relationship between doing responsible innovation 
and business ecosystem health. The topic seems unexplored in literature, suggesting a research gap. The subject 
seems relevant in view of current market imperatives such as interfirm settings and constant innovative efforts. In 
light of this, exploring the potential of responsible innovation in avoiding undesirable and harmful impacts of 
innovation seems crucial. To close the gap, the following research question was derived: How can a business 
ecosystem be healthy by doing responsible innovation?  
This study was conducted as an inductive single case study of an innovation and the business ecosystem it is 
embedded in. Specifically, the case of Camøno, a communitarian walking trail on the Danish island of Møn whose 
innovative concept reshaped the dynamics between the surrounding businesses, was selected. In total ten 
businesses took part in the research, all being members of the selected business ecosystem. Primary data was 
gathered with different qualitative techniques and results were generated through the use of a thematic analysis 
framed on the four dimensions of responsible innovation and the three health variables of business ecosystems. 
The findings from the study are categorized in two tables illustrating respectively what key drivers enable 
anticipation, reflexivity, inclusion and responsiveness, and what key factors enhance robustness, productivity and 
niche creation. A discussion highlighting the strong relationship between the two sets of findings, answers the 
research question. Enablers of responsible innovation appear to positively impact the ecosystem health factors, 
suggesting how a business ecosystem can be healthy by doing responsible innovation. The study provides practical 
recommendations for managers about the set of activities they should undertake to benefit the business ecosystem 
they are embedded in. The study is limited by a single case study. Hence, future research is recommended to 
validate the findings. Also, given the lack of previous research on the topic, future research is suggested for 
extending the knowledge on the subject.  
 
Keywords: Business Ecosystems; Responsible Innovation; Business Ecosystems Health; Communitarian Model.  
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1. Introduction 
1.1 Study Background 
In today’s global economy, organizations are collaborating more and more. This is caused by the emergence of 

new megatrends as digitalization, globalization and a more active participation of stakeholders in business 

processes, which have reshaped the market place and value creation dynamics (Romero & Molina, 2011). As a 

matter of fact, new technologies and the rise of available information have increased the complexity of products 

and the various embedded service elements, which have expanded the traditional view of a product to a unique 

customer experience. To address such complexity and leverage new opportunities, companies need to engage in a 

highly collaborative mechanism and network structures capable of providing a competitive advantage by 

combining the best skills and core competencies among firms and industries (Romero & Molina, 2011). In this 

sense, value creation is not limited anymore within the boundaries of a single firm but it is co-created in concert 

by a firm and a plethora of partners (Zott et al., 2011). The insufficiency of the atomistic paradigm looking at 

actors competing against each other, has opened a debate around the boundaries of the firm and value creation. 

This debate led scholars to focus on how firms can create value by expanding their confines in interfirm relations. 

 

Among the different interfirm models, the concept of business ecosystem has emerged to shed light on how firms 

are increasingly interdependent in their business and innovation activities (Moore, 1993). Indeed, the business 

ecosystem is a growing concept in the business networks literature, which use analogies and metaphors from 

ecology or biology ecosystems to explain the dynamics of an interconnected network of players (Lappi et al., 

2017). A business ecosystem can be defined as a complex network of organizations and individuals, playing 

different roles, that are involved in the creation or delivery of a service or a product (Moore, 1993). Since the 

conceptualization of ecosystem as an interfirm reality in the business environment, the literature examines and 

puts forward conceptualizations for its well-being. A common approach to evaluate the success of a business 

ecosystem is looking at its healthiness, indeed “if the ecosystem is healthy, individual participants will thrive; if 

the ecosystem is unhealthy, individual participants will suffer” (Iansiti & levien, 2004b, p.76). The concept, 

recalling the health in biological ecosystems, stresses that the survival of individual actors within an ecosystem 

depends on the whole network rather than the strength of the actor itself (Hyrynsalmi & Mäntymäki, 2018). Along 

the ecosystem evolution, innovation becomes crucial in order not to perish. This emphasizes the importance of 

encouraging innovation within business ecosystems. 

 

Innovation is a process of imagination, invention, and development that actively seeks novelty, with the creation 

of value as its goal (Owen et al., 2013). This phenomenon deals with change, which can take place along a spectrum 
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of increasing novelty, from simple incremental improvements to radical ones (Bessant, 2013). Given the constantly 

changing environment posing new shifts and threats due to new technologies, markets and regulatory frameworks, 

it is crucial for organizations to build the capacities to innovate their approaches or they may not survive in the 

long term. However, innovation is not a linear process which can be interrupted at will for control or debate. On 

the contrary, it is a complex, collective and nonlinear process enacted over long timescales and across multiple 

sectors (Lee & Petts, 2013). At the same time, innovation is also unpredictable and does not necessarily lead to 

good things. Even when innovations start out offering positive benefits, later on it might turn out to have 

unintended negative consequences (Bessant, 2013). Science and innovation have not only produced knowledge 

and value but also dilemmas, questions and unintended impacts (Owen et al., 2013). Considering innovation is a 

collective process, such negative or “irresponsible” outcomes are rarely the result of a single actor. Usually 

irresponsible innovation is reflected in practices where stakeholders are unaware of the importance of the societal 

context affected by the innovation, or where interactions among stakeholders are unproductive in terms of solving 

conflicts (von Schomberg, 2013). In order to avoid undesirable and harmful impacts, responsibility becomes a key 

dimension when dealing with innovation, leading to the relatively new concept of responsible innovation (Owen 

et al., 2013). The use of the term suggests that over the past decades, innovation was not all that responsible; the 

negative impact of innovations on individuals, societies and eco-systems was largely neglected in favor of 

economic growth and creating shareholder value (Block & Lemmens, 2015). Responsible innovation implies the 

forces of science and innovation directing at “socially desirable and socially acceptable ends, with connotations 

of trust and integrity” (Owen et al., 2013, p.27). However, there being a vast range of actors involved in innovation, 

differing perceptions of what is “responsible”, shaped in their turn by differing cultural and economic contexts, 

emerge (Lee & Petts, 2013). Hence, calls for new, adaptive and inclusive frameworks for the governance of 

responsible innovation are needed. 

In light of the discussion above, a research gap has been identified by the researchers. While most of the studies 

around business ecosystems focus on platform strategy, design of ecosystem business models, relationship 

between actors and ecosystem evolution (de Vasconcelos Gomes et al., 2016), the responsibility dimension seems 

unexplored. A lack of empirical evidence and limited insights emerged regarding forms of responsible innovation 

within business ecosystems, suggesting a real gap in literature. The topic seems however very relevant, considering 

the fact that most of market dynamics are today characterized by interfirm dimensions and by constant innovative 

efforts, which do not always lead to the expected outcomes. For these reasons, the researchers decided to 

investigate this unexplored area, which is addressed with the following problem formulation. 
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1.2 Problem Formulation 

Based on the discussion above, this research aims at advancing knowledge on responsible innovation in business 

ecosystems. More specifically, the research aims at investigating the relationship between doing responsible 

innovation and the health of the business ecosystem where the innovation is implemented. The key motivation to 

this dissertation comes from the little attention given to the subject. Therefore, the following research question 

directs the study: 

How can a business ecosystem be healthy by doing responsible innovation? 

The research question can be further specified by the following research objectives: 

● Map and describe an innovation and the business ecosystem around it. 

● Analyze deeply the enablers of a responsible innovation and the factors enhancing the health of a business 

ecosystem. 

● Examine the context and discuss findings in relation to prior theories and research studies. 

The research question will be answered through the use of a selected case study. The case of Camøno, a 

communitarian walking trail in Møn, whose innovative concept reshaped the dynamics between the surrounding 

businesses, provides key insights on the subject.  

 

1.2.1 Delimitation of the problem formulation 

Since the selected subject includes a wide field of knowledge, the study is narrowed down by the following 

delimitations. 

In terms of time, the study focuses on a contemporary event at a specific point in time. More specifically, the study 

is looking at a business ecosystem whose driving innovation was introduced three years ago. 

In terms of space, the study is based on a case set in a tourism destination in South East Denmark. 

A further study-related specification concerns the concept of ecosystem. While the term usually refers to biological 

or ecological ecosystem, the study links closely to a stream of literature and theories having organizations as units 

of analysis which will be further specified in the theoretical framework.  
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1.3 Research Process Guideline 
A figure is proposed (Figure 1) to provide guidance on how the research process is approached. The image 

synthesizes the research process from the very early stage where the main subject was decided, to the last stage 

where the findings of the study were interpreted. The study started with the interest of the researchers in responsible 

innovation in interorganizational settings. An accurate literature review took place to acknowledge the different 

studies on the subject. Throughout this research, a gap was identified and a research question was formed. To 

answer the research question, the research methodology was framed and a single case study was selected. 

Afterwards, the researchers collected different kinds of data, and through the analysis of this data different findings 

were brought to light to contribute to the subject with the knowledge acquired. 

 

Figure 1: Research process guideline 

 
 

1.4 Outline of the Chapters 
The thesis is divided in seven chapters, as illustrated in Figure 2. It has begun with the introduction chapter where 

the importance of responsible innovation in interorganizational models, namely business ecosystems, is stressed. 

Next, the chapter has provided the aim of the research, expressed by the research question and the research 

objectives. The chapter then concluded with the guideline of the research process. 

 

The literature review chapter provides an overview of the existing literature necessary to understand the research. 

The first two chapters on business ecosystems and responsible innovation review theories needed to answer the 

research question. The last section about sharing economy and communitarian models is needed to understand the 

specific innovation of the case study. The chapter concludes with emphasizing the specific theories framing the 

analysis. 

 

The methodology chapter presents the research philosophy and approach shaping the research process. Further, 

the reasoning behind selecting a case study as the research strategy is presented, followed by the techniques and 

procedures used for the data collection, data analysis and for achieving research quality. 
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The analysis chapter starts with the description of the case and is followed by the two main sections of the empirical 

analysis. The first part analyzes the innovation of the case and presents the empirical findings showing the enablers 

featuring the innovation as responsible. The second part defines the business ecosystem around the innovation and 

presents the empirical findings showing the factors enhancing the health of the business ecosystem. The chapter 

concludes with a final section showing a relationship between the two analyses. 

 

The conclusion chapter starts with drawing the main learnings brought to light by the study and the answer to the 

research question. Then, managerial recommendations are presented. It follows a section outlining the limitations 

of the study and the resulting suggestions for future research. 

 

The last two chapters, bibliography and appendices, help the reader to respectively find all the literature sources 

and the evidence used by the researchers throughout the research process. 

 

Figure 2: Reading guideline 
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2.Theoretical Framework 
This chapter is dedicated to the theories and models used in order to frame the research. This theoretical framework 

is based on the literature review of relevant concepts and consists of four sections. The discussion starts with 

literature on business ecosystems, which lays the foundations for understanding the mechanisms and dynamics 

within such systems of organizations. In view of the focus of the research, the chapter continues with a section 

about responsible innovation. Following this part, a section about sharing economy is introduced. This part paves 

the way for the necessary understanding of the innovation implemented in the case study, which follows a 

communitarian sharing-economy logic. Finally, the fourth and last section concludes the chapter with the visual 

representation of the theoretical framework backing the study. 

 

2.1 Business Ecosystems  
This section is dedicated to reviewing relevant literature within the scope of business ecosystems. It presents the 

most important schools of thought in the field. Starting with the definition of ecosystem in different contexts, the 

chapter introduces the concept of business ecosystem. It continues with a review of theories emphasizing dynamics 

in ecosystems as structure, roles, life cycle and strategy. The chapter ends with a discussion related to the concept 

of business ecosystem health. 

 

Today firms often find themselves embedded in complex value-creating systems where various actors combine 

efforts to co-create value (Clarysse et al., 2014). In order to achieve competitive advantage firms have moved their 

focus from addressing improvements of products, processes and services on their own, to generate value by 

integrating knowledge, resources and capabilities across firms and industries (Ritala et al., 2013). Business 

ecosystems are the collaborative efforts of different players to produce value that cannot be achieved individually 

(Adner, 2006; Iansiti & Levien, 2004a, 2004b; Peltoniemi & Vuori, 2008). 

 

2.1.1 The business ecosystem concept 
Business ecosystem is a highly descriptive expression for a complex business environment which is the reality for 

many companies nowadays (Peltoniemi & Vuori, 2008). Regarded as an increasingly important stream of theory, 

the subject uses metaphors and concepts from ecology and develops a new way of looking at relations between 

firms (Baghbadorani & Harandi, 2012; Peltoniemi & Vuori, 2008). Since considerable attention has been given to 

the topic, multiple authors contributed with different interpretations and definitions of the business ecosystem. 
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According to Oxford English Dictionary (2019) an ecosystem is defined as “A biological system composed of all 

the organisms found in a particular physical environment, interacting with it and each other. Also, in extended 

use: a complex system resembling this”. The term first appeared in a publication by the British ecologist Arthur 

Tansley (1935) and referred to a system of biotic and inorganic interactions in nature, that is a biological 

community. As evolving systems, they are dynamic, constantly remaking themselves, reacting to natural 

disturbances and to the competition among and between species (World Resource Institute, 2001). 

  

The first contribution, which is still crucial in literature, is given by Moore, who originally coined the term business 

ecosystem in his “Predators and Prey: A New Ecology of Competition” (1993) for describing an economic 

community where “companies coevolve capabilities around a new innovation: they work cooperatively and 

competitively to support new products, satisfy customer needs, and eventually incorporate the next round of 

innovations” (p.76). Following this line, companies should not be viewed as a member of a single industry but as 

part of a larger business ecosystem crossing various industries (Moore, 1993). The author further conceptualizes 

his idea of looking at business in biological and ecological terms in his “The Death of Competition” (1996), where 

an analogy from the biological ecosystem is used to stress the phenomena of interdependence and co-evolvement 

of companies. The key to a business ecosystem are the companies that hold leadership, the keystone species, who 

have a strong influence over the co-evolutionary processes. However, in both works a major difference between 

biological and business communities, that is the role of conscious choice, is stressed (Moore, 1993, 1996). Unlike 

biological communities, business communities are social systems made up of real people who make decisions, 

where policy-makers, managers and investors spend a lot of time understanding the situation and contemplating 

the possible outcomes of a complex network of choices (Moore, 1993, 1996). Hence, what distinguishes the two 

ecosystems is a consciousness typical of and central to economic relationships.  

 

Another well-known and relevant contribution to the business ecosystem literature which follows the analogy of 

a biological ecosystem is “The Keystone Advantage” by Iansiti and Levien (2004a), where they define biological 

ecosystem as “a large number of loosely interconnected participants who depend on each other for their mutual 

effectiveness and survival” and “share their fate with each other” (p.8). According to the authors, specific features 

of biological ecosystems in terms of structure, relationships and connections among members, suggest important 

analogies for understanding business ecosystems. One of the most important is that the structure of biological 

network is not homogeneous. Most of such networks present richly connected hubs, whose behaviors can have 

profound effects on the health of the entire network (Iansiti & Levien, 2004a). Such hubs take the form of active 

keystones whose interests are aligned with those of the ecosystem as a whole and who serve as critical regulators 

of ecosystem health. Such keystones in business ecosystems are either “embodied in a special member of the 
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system or encoded in universally agreed-to protocols, rules and goals” (Iansiti & Levien, 2004a, p.9). In their 

“Strategy as Ecology” (2004b) the role of such keystone organizations is defined as crucial for the overall health 

of their ecosystems as “in many cases, its removal will lead to the catastrophic collapse of the entire system” 

(p.73). Despite such congruencies between the two types of ecosystems, the scholars also claim crucial differences. 

First, business ecosystems are aiming at delivering innovations, while natural ecosystems are aiming at pure 

survival. Second, business ecosystems compete over possible members. Third, in business ecosystems the actors 

are intelligent and have the capability of some degree of planning and forethought, similar to Moore’s conscious 

choice (Iansiti & Levien, 2004a). Besides stressing the role of a focal firm and its ties with other actors, like in 

Moore (1993), the two scholars (2004a, 2004b) also extend the understanding of business ecosystem by defining 

the roles of the other members and by emphasizing that actors in a business ecosystem share a common fate. For 

this reason, the overall health of the business is of utmost importance to all actors as this will impact the survival 

of the individual firm. This perspective on business ecosystems focuses on questions of access and openness, 

highlighting aspects as number of partners and actors’ centrality. It puts emphasis on the breakdown of traditional 

industry boundaries and offers a metaphor and description for interactions on a macro level. 

 

A different perspective in defining the concept of business ecosystem is given by Peltoniemi (2004, 2006), who 

focuses on understanding the underlying mechanisms in such systems. In her papers she recognizes a business 

ecosystem as “a complex system which exhibits complex behavior” (Peltoniemi, 2004, p.4). Complex systems 

contain many relatively independent parts which are highly interconnected and interactive, hence an understanding 

of those parts alone cannot fully explain those systems, whose properties and dynamics derive from an interaction 

between the parts (Peltoniemi, 2006; Peltoniemi & Vuori, 2004). In other words, a business ecosystem is always 

more than the sum of its parts. When treating business ecosystems as complex adaptive systems, some focal 

complexity aspects emerge, helping the ecosystem to adapt to external constraints and changed conditions 

(Peltoniemi & Vuori, 2004). The first mechanism is self-organization, by which local interactions and negotiations 

between companies enhance a continuing evolvement, with the appearing of new connections and the dissolving 

of the old ones.  Secondly, with emergence, organization-level motives and actions lead to unpredictable behaviors 

in responses. The strategies that the organizations implement are changed continuously as a response to the 

strategies of other organizations. Third, co-evolution appears in business ecosystems as the evolution of one 

company affecting the evolution of other companies. Also, strategic changes of one company strongly affect the 

possibilities of other companies in its ecosystem. These three mechanisms help a business ecosystem to acquire 

adaptability, a concept that derives from Darwin’s “On the Origin of Species” (1859).  
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More recent theories acknowledge that the perspective used by Moore (1993, 1996) or Iansiti and Levien (2004a, 

2004b), due to the focus on general governance and community enhancements, provides limited insight into the 

specifics of value creation in ecosystems (Adner, 2017). In his “Ecosystem as Structure: An Actionable Construct 

for Strategy”, Adner (2017) emphasizes an activity-centric view of interdependence, which considers ecosystems 

as configurations of activities defined by a value proposition. He defines an ecosystem as “the alignment structure 

of the multilateral set of partners that need to interact in order for a focal value proposition to materialize” (Adner, 

2017, p.40). In this case, rather than a central actor, at the core lies the value proposition which defines the activities 

required in order for it to be delivered. 

 

2.1.2 Structure of ecosystems 
From the different perspectives of business ecosystems mentioned above, it emerges that a business ecosystem is 

fundamentally a dynamic structure that evolves and develops over time. As it will be explained in the following 

sections, both the structure and actor portfolio change as patterns of ecosystem evolution (Lu et al., 2014). 

However, some authors try to define a generic structure or generic dimensions to classify business ecosystems. 

A relevant perspective for what concerns ecosystem structure is proposed by Moore (1996), who defines the 

ecosystem as a community with a structure explained in terms of boundaries, proposing a business ecosystem 

made up of three spheres, a core business level which includes suppliers, lead producers, competitors, 

complementors and distributors; an extended enterprise level which comprises customers, suppliers’ and 

complementors’ suppliers. He further expands the ecosystem with the third sphere of business environment level 

containing other peripheral actors such as regulatory bodies, government and trade associations, unions, and 

investors (Moore, 1996). What Moore particularly stresses is that “a business ecosystem does not respect 

traditional industry boundaries” (1996, p.28) and because of its evolutionary nature, boundaries are fuzzy and in 

continuous evolvement. 

 

Davidson et al. (2015) also emphasize the fact that business ecosystems “span multiple geographies and industries, 

including public and private institutions and consumers” (p.2) but they rather define the structure as depending on 

two dimensions, orchestration, which describes how formal or informal the coordination of interactions is, and 

complexity which refers to the amount and diversity of members and relationships as well as the difficulty of 

activities pursued. According to these two dimensions, ecosystems can assume four different ecosystem 

archetypes, namely Shark Tank, Hornet’s Nest, Lion’s Pride and Wolf Pack. 
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More recently Adner (2017), characterized the ecosystem structure as the alignment of basic elements. First, 

activities, which are the actions that need to be undertaken for materializing the ecosystem value proposition. 

Second, the actors are the entities performing the activities. Third, positions specify where actors are located in 

the flow of activities across the system. Finally, links emphasize the interconnections between actors. 

 

However, as previously mentioned, business ecosystem structure is not a fixed concept. It constantly changes and 

is contingent on the actors involved and the stage of evolution, which are explained in the following two sections. 

 

2.1.3 Roles in ecosystems 
As previously said, a business ecosystem includes a diversity of organizations and individuals from many diverse 

domains and industries (Iansiti & Levien, 2004, 2004b; Moore, 1993, 1996). Actors in business ecosystem are all 

the organizations involved – either directly or indirectly – in the ecosystem value co-creation process orchestrated 

by the central actor. Actors that operate in different roles and change their roles over time share a common system 

level goal and are mutually dependent in performing value against the goal (Iansiti & Levien, 2004a). Several 

scholars have contributed with the conceptualization of ecosystem roles including their characteristics. 

  

As previously mentioned, Iansiti and Levien (2004a) are the first to distinguish three roles in ecosystems, namely 

keystones, dominators and niche players. Such division of roles has been followed by other scholars; although 

roles might be named differently, a logic of leadership and followership underlies all classifications.  

 

The ecosystem leader is a common role in literature which has been defined by many scholars. The leader is the 

most richly connected actor in the ecosystem and is often positioned at the ecosystem’s core. Among leaders’ 

functions is securing the cooperation of the other organizations participating in the co-creation of value to the 

customer (Moore, 1993). Also, they must be keenly attuned to the social and business ecology within their 

ecosystem, hence they must seek an alignment of the community around a shared vision and identify the key 

contributions required to achieve the goals (Moore, 1996). Leaders can affirm their central role by providing the 

ecosystem platform as a critical building block upon which the ecosystem is based, as it gives a support and 

framework to assist the ecosystem in driving innovation and performance improvement (Iansiti & Levien, 2004a, 

2004b). Understanding how the propositions are perceived by the followers is a key ability that is crucial to 

creating effective enticements to get and keep them on board (Adner, 2012). Dedehayir et al. (2016) further 

investigate the activities performed within a business ecosystem and identify four crucial sets of activities 
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undertaken by the ecosystem leader, namely ecosystem governance, forging partnerships, platform management 

and value management. 

 

The other roles in a business ecosystem have more fragmented and diverse descriptions in literature, but in general 

they can be referred to as complementors. Dedehayir et al. (2016) further distinguish followers as suppliers, 

complementors, assemblers and users. Regardless of the name, they are the ones who follow the rules set by the 

leader and increase the ecosystem value by either delivering or developing supporting components and activities 

(Bosch-Sijtsema & Bosch, 2015). An important consideration concerning ecosystem members is that diversity of 

roles is a key health enabler (den Hartig et al., 2006). By providing the ecosystem with a variety of capabilities 

that can be combined in different ways, diversity can help overcome knowledge gaps and make the ecosystem less 

vulnerable to external shocks (Ceccagnoli et al., 2012). Diversity in ecosystems comes as a result of self-

organization and flexible boundaries and is present over time as the actors change their roles during the evolution 

of the ecosystem (Lu et al., 2014). 

 

Building up on other scholars’ theories, Baghbadorani and Harandi (2012) use an interesting and more simplified 

role categorization according to the members’ level of contribution to the ecosystem as a whole. At the center of 

their conceptual model stands the ecosystem leader, who is at the core of the business ecosystem and whose crucial 

role has been above explained. The second role is the one of the contributors, organizations and individuals 

depending on each other to survive and to improve their performance. Such members contribute to the evolution 

of the ecosystem by carrying out design, production, operations and distribution-related tasks. This layer of the 

model is characterized by a high diversity of members and a wide range of activities. Thirdly, users are a vital 

component of business ecosystems. Both individuals and businesses, users are the ones who purchase the products 

and services provided by the ecosystem. Finally, the environment surrounds the previous three kinds of members 

and forms the conditions in which the business ecosystem evolves. In this context, Yu et al. (2011) categorize six 

lenses which can be used to analyze the environment, namely economic, technique, natural, social and cultural, 

law and policy, and finally credit environment. 

 

2.1.4 Ecosystem life cycle 

Business ecosystem, equally to firms and industries, has its own life cycle. Biological ecosystem life cycle provides 

an analogy to understand the business ecosystem development. The first and most relevant life cycle framework 

in business ecosystem literature is presented by Moore (1993) who, in his book, affirms that business ecosystem, 

like its biological counterpart, evolves gradually “from a random collection of elements to a more structured 
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community” (p.76). From this point of view, he affirms that the development of a business ecosystem can be 

predicted to some extent in four sequential stages: birth, expansion, leadership and self-renewal (Moore, 1993). 

Each phase is defined by a transformation, which contributes to the business ecosystem evolution as a whole unit. 

The first stage, birth, defines the moment in which the ecosystem delineates the potential value proposition. Here, 

new opportunities are recognized, and the product or service proposal is clarified in order to satisfy and create 

value for customers. In this stage, a leader must emerge to bring the community together and lead the cooperation 

towards common objectives. The second stage, expansion, is then characterized by ecosystem growth and fights 

for its predominance in the market. In this stage, the ecosystem expands into new territories and applications and 

rivalries might emerge if different ecosystems target the same application. The focus of this stage is to bring the 

new offer to a large market by working with suppliers and partners. Thus, the potential of scaling the product or 

service and the creation of new value for customers are stressed as two indispensable conditions for this stage. In 

this stage, the leader must maintain a strong relationship with the customers, suppliers and complementors to 

stimulate market demand in accordance with the ecosystem capacity. The ecosystem then evolves to the third 

stage, leadership, which is defined as a period of consolidation and establishment. Here the focus is centered on 

establishing the ecosystem leadership in the market and stability in the ecosystem's sub-system ad processes. In 

this phase, a true network of cooperators is institutionalized and commitment is improved thanks to the ecosystem 

solidity and clear vision of the future. The final stage named self-renewal, is a response to the maturity of the 

ecosystem and is defined by significant upheavals and variation in the environment. Moore (1993) compares this 

stage to an earthquake, where major governmental or demographic changes allow a new ecosystem to emerge. 

Given the threat of new business ecosystems and new innovation developments in the market, former business 

ecosystems need to react and innovate or they will perish (Moore,1993). In this last phase, the leader plays a 

critical role in either decelerating the development of new competitors' ecosystems or generate innovation to 

reconfigure the ecosystem. If none of these actions are possible, ecosystem death becomes inevitable. In general, 

it can be concluded that the business ecosystem is a dynamic circle where actors need to stay innovative and find 

new ways of creating value for their customer, to avoid death. The phases, in reality, might overlap but what 

defines the cycle is the constant process of co-evolution. Hence, during the different phases, companies need to 

collaborate with other actors while taking action to protect themselves from simultaneous competition. 

Other minor contributions can be found in literature, although Moore’s conceptualization remains the most used. 

An alternative is proposed by Rong and Shi (2011), who update the business ecosystem life cycle by adapting it 

to emerging industry settings. They define five phases, namely emerging, diversifying, converging, consolidating, 

renewing. Building on that, Lu et al. (2014), affirm that a previous stage called initiating stage should be added to 
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take in consideration emergent industries that are government driven, and thus experience a phase of government 

intervention before the emerging phase. 

 

2.1.5 Strategy in ecosystems 
As already stressed, companies in business ecosystems are interconnected and dependent from each other in value 

creation (Moore 1996; Iansiti & Levien, 2004a; Adner & Kapoor, 2010). Ecosystems create a space of opportunity 

for companies to achieve competitive advantage. Indeed, they provide resources while guiding single companies 

in their dynamic competitive environment. However, actors benefit from it only in the case where they are not 

capable of commercializing the value on their own (Adner & Kapoor 2010). 

 

A well-known contribution to the business ecosystem strategy is given by Iansiti and Levien (2004a), who view 

the ecosystem as a complex network of single firms, where companies, in order to achieve success, need to 

understand the complexity of the network and decide how to operate effectively to influence the overall ecosystem 

health. At the same time, the ecosystem can help firms to solve difficult problems that go beyond their individual 

abilities and can also give them the possibility to acquire new skills and capabilities. The two scholars develop a 

framework by matching the roles with corresponding strategies. Indeed, they identify four strategies, namely 

keystone, dominator, hub landlord and niche player.  

 

Following this line, Moore (1996) contributes to the knowledge of this topic by agreeing with the idea that 

ecosystems provide benefits for firms’ singular strategy. He affirms that ecosystems have the power to attract more 

customers and ideas into their orbit, which in turn create competitive advantage for the members of the network. 

Moore (1996) sees a problem with the executives who are still concentrating their effort in the business, rather 

than on the business. Indeed, in the new economy, executives should shift their focus from their products and 

services to understanding when and how to build an ecosystem. In the book, Moore (1996) further elaborates a 

series of strategies following the life cycle, in order for ecosystem leaders to achieve competitive advantage. 

 

Other scholars that highlight the importance of understanding the ecosystem environment to develop the correct 

strategy are Davidson et al. (2015), who elaborate different strategies in relation to the type of ecosystem. Building 

on the four archetypes previously mentioned in the structure subsection, the authors define four corresponding 

strategies, namely jumping with sharks, roaring with lions, flying with hornets, dancing with wolves. 
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Adner (2017), reflecting on what previously said by Iasini and Levien (2004a) and Moore (1996), identifies two 

general approaches in which an ecosystem strategy can be looked at, namely ecosystem-as-affiliation and 

ecosystem-as-structure. Ecosystem-as-affiliation, which according to the author has characterized much of the 

literature, sees the ecosystem as communities of associated actors defined by their networks. Strategy in this realm 

tends to focus on increasing the number of actors that link to an ecosystem. The perspective, which places emphasis 

on breaking traditional industry boundaries, interdependence and relationships, stresses the importance of 

ecosystem openness, density, and actors’ centrality. In contrast to that, the author elaborates an alternative and 

interesting perspective, called ecosystem-as-structure, whose novelty resides in viewing the ecosystem as a 

configuration of activities defined by a value proposition. This approach focuses on elaborating a value proposition 

and identifying the set of actors needed to be present and active, in order for the value proposition to be achieved. 

According to this paradigm, in contrast with the other perspective, the ecosystem goal is to include just those 

elements that are required to achieve the intended proposition. In sum, the two perspectives suggest two opposed 

strategic constructs: the ecosystem-as-affiliation starts by considering the actors and the links among them to 

determine a value proposition which enhances the ecosystem value. In contrast, the ecosystem-as-structure 

perspective starts from the value proposition, evaluates the activities required for its materialization, and ends with 

defining the actors needed to be aligned. 

 

2.1.6 Health of ecosystems 
As already mentioned, a business ecosystem implies the interplay of co-evolving entities. Given the 

interdependency among these actors, the success of the business ecosystem determines the fate of the members 

and vice versa (Iansiti & Levien, 2004a). Similar to a natural ecosystem, the success of a business ecosystem can 

be evaluated in relation to the concept of health (Lappi et al., 2017). The term comes from biology, which refers 

to the status of the system or the status of a specific species. Like with natural ecosystems, health of a business 

ecosystem stands for the system’s longevity and propensity for growth. 

 

In his book Moore (1996) defines the success of the ecosystem in relation to its lifecycle. According to his theory, 

the ecosystem can be considered successful if it overcomes the challenges encountered in the evolutionary phases. 

In this respect, the ecosystem should aim at reaching the following factors, namely value, critical mass, continuous 

performance improvement, and optimization effects. According to Moore (1993) a key characteristic of a business 

ecosystem is that the survival of an individual actor depends on the whole network. The survival of the ecosystem 

is in turn contingent upon the individual actors’ own choices and agency. 
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A crucial contribution to the literature is given by Iansiti and Levien (2002, 2004a, 2004b) who emphasize the 

importance of the collective health of ecosystems as an indicator of the overall performance. In their works the 

scholars elaborate the concept of health as the extent to which a business ecosystem encourages long-lasting 

growth of opportunities for the participants and increases the value delivered to customers. According to the 

authors, the three factors that determine business ecosystem health are productivity, robustness and niche creation. 

Productivity refers to the efficiency of an ecosystem to convert the input into output. Robustness is the ability of 

an ecosystem to face and survive disruption. The last variable, niche creation, indicates the faculty of creating 

innovation and novel competencies in the business ecosystem. Besides defining the three variables, the authors 

provide a list of measures to assess those factors. Productivity can be measured by the total productivity, its 

improvement or by the propensity of delivering innovations. Robustness, on the other hand, can be determined by 

looking at the survival rates, persistence of structure, predictability, limited obsolescence or continuity of the 

ecosystem. Finally, niche creation can be assessed by controlling the variety and value creation in the business 

ecosystem.  

 

Building on Iansiti and Levien’s theory, den Hartigh et al. (2006) propose a measurement that can be useful for 

managers to govern the ecosystem they are embedded in. The authors stress that the health of an ecosystem consists 

of the long-term financial well-being of the business ecosystem and the long-term strength of the network. Hence, 

the variables that are important to assess the success of an ecosystem are partner health and network health. 

Partner health refers to the financial long-term well-being of a firm and it can be related to Iansiti and Levien’s 

(2002) productivity. Healthy business ecosystems involve productive companies, hence if companies have 

difficulty to survive they will lower the entire health of the ecosystem. Its measurement can be done by considering 

financial aspects as the total asset growth, working capital, total revenue etc. Network health, on the other hand, 

represents how well a partner is embedded in the ecosystem and its impact on it. When firms are not well 

connected, companies decide to leave the ecosystem for another one, negatively impacting the ecosystem health. 

When there is a lack of diversity, the business ecosystem health is in jeopardy as it becomes less innovative and 

gradually stagnates. This recalls the concept of niche creation found in Iansiti and Levien (2002). Finally, when 

the partners in the ecosystem have no visibility in the market, the ecosystem health will suffer. The network health 

can be measured by the numbers of partnership, the visibility on the market and the covariance of partner variety 

within the market. 

Another model to assess the health of an ecosystem has been introduced by Lappi et al. (2017). This framework 

defines four dimensions that an ecosystem needs to have in order to be healthy, namely: sustainability, resilience, 

innovativeness and renewal. Each dimension refers to an ecosystem capability and can be measured by looking at 
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specific factors. Sustainability, the capability for long-term success, relies on a large network size. Renewal, the 

capability to modify roles, practices and relationships, depends on the number of actors coordinating the value 

creation, namely moderator actors. The novelty that the authors bring to the literature is the emphasis on the role 

of relationships in the ecosystem and its health. Indeed, resilience, the ability of adapting to changes depends on 

the number of strong, more diverse and frequent relationships. At the same time, innovativeness, the ability to 

explore new value opportunities depends on the number of weak, temporal and more specific relationships. 

In literature, other contributions emphasize some enablers that can have an impact on the health of the business 

ecosystem. Letaifa (2014) and Adner and Kapoor (2010) affirm that actors in an ecosystem are interdependent and 

thus their goal alignment can impact the health of the ecosystem. Indeed, when actors’ incentives are not aligned, 

they can damage the success of the ecosystem in the long term. This tends to happen when an actor of the 

ecosystem has critical capabilities for the value co-creation but does not follow the system-level goals (Letaifa, 

2014). The dependencies of relations in the ecosystem thus put at risk the firms, whose success is not controlled 

by their own effort (Adner & Kapoor, 2010). 

 

Other factors that are considered important underlying enablers for the ecosystem health is trust (Lappi et al., 

2017; Provan & Kenis, 2008). McEvily et al. (2003), describe trust as the aspect of a relationship that indicates 

the willingness of a partner to accept vulnerability based on the positive expectations about another’s intent or 

action. Provan and Kenis (2008) affirm, in relation to trust, that ties in networks “must be dense, so that perceptions 

of trust are shared among and between network members” (p.10). Networks that are able to build long-term trust-

based relations increase the stability of the ecosystem. Indeed, actors who understand each other’s strengths and 

weaknesses are disposed to take action to increase the network outcomes (Provan & Kenis, 2008). 

Another enabler that has been recognized to indirectly impact the health of a business ecosystem is macroculture. 

Indeed, Jones et al. (1997) describe macroculture as a system of norms and beliefs shared between interconnected 

businesses, which strengthens the interdependent activities and allows the realization of complex tasks. 

Accordingly, macroculture is recognized to reduce the coordination effort needed to achieve shared goals and thus 

is considered crucial for the ecosystem co-evolution and core logic (Jones et al., 1997). Other two enablers found 

to be important in interfirm settings for lowering the coordination effort and improve the functioning of the 

ecosystem are effective resource usage and significant rules that influence effectiveness. The two enablers, 

identified by Sydow and Windeler (1998) in interfirm settings, are again mentioned by den Hartigh et al. (2006) 

in relations to business ecosystems. 
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Zahra and Nambisan (2012) emphasize the importance of entrepreneurship coupled with strategic thinking for the 

well-functioning of a business ecosystem. The two components influence one another in a cycle which stimulates 

innovation. Strategic thinking, which includes long-term orientation, creativity and a systematic and integrative 

approach toward problem solving, enables the building and considering of different scenarios and allows barriers 

to a firm’s evolution to be overcome. Entrepreneurship is of crucial importance in transforming the ecosystem by 

changing the mix of resources needed depending on the evolution stage. Indeed, as major source of mental models, 

entrepreneurship gives rise to new strategic initiatives, helping the ecosystem to change and adapt. The two 

variables, coupled together, contribute to the vibrancy of the ecosystem. 

 

By taking into consideration the theories above it should be acknowledged that sustainability is a function of the 

health of the whole ecosystem (Iansiti & Levien, 2002). The assessment of the health as indicator of ecosystem 

longevity and propensity of growth is also stressed by den Hartigh et al. (2006). However, as emphasized by Moore 

(1996), different challenges arise according to the stage of its life cycle. In order to stay healthy, such challenges 

need to be overcome; among these, the most critical arise in the renewal stage, where the ecosystem needs to learn 

how to innovate to be sustainable in the long term. 

 

2.2 Responsible Innovation 
This section is dedicated to theories related to responsible and values-based innovation. Starting with the concept 

of responsible innovation, its challenges and dimensions, the chapter continues with the concept of values-based 

innovation, an approach used in responsible innovation. 

 

The concept of responsible research and innovation has emerged in response to the darker side of innovation, 

which resulted in problems as global warming, population pressure, financial crisis, dangerous medical treatments 

(Gwarda-Gruszczyńska, 2016). The idea of responsible research and responsible innovation have been discussed 

for less than 20 years, with an increasing intensity only in the past decade (Grunwald, 2016). Although it emerged 

from debates in technology, it is now being promoted across many areas of research. As indicated by Koops (2015), 

the landscape of responsible innovation is very diverse, mostly because of the context-sensitive approach needed 

for analyzing and implementing it. Any attempt at responsible innovation should be looked at according to the 

relevant dimensions constituting its context as space, time but also type and innovativeness of a technology. 

 

 

 



 21 

2.2.1 Responsible innovation concept 
Markets and society are on a path of continuous change, and this requires constant adaptation from organizations 

to stay successful in the long term. For organizations, innovation is a key process to achieve sustained 

competitiveness. Indeed, it has been recognized that survival and progress of organizations depend on the ability 

to develop new products and services or to introduce new solutions to accomplish a competitive advantage 

(Pichlak, 2015). Such statement underlines the strategic imperative of innovating faced by any enterprise or system 

of enterprises dealing with the turbulent conditions of the early twenty-first century (Bessant, 2013). So, the 

question is not whether or not to innovate, but how to innovate. The issue is that innovation implies trying to meet 

a moving target, since environments constantly shift and pose new threats with the appearance of new technologies, 

new markets or regulatory frameworks (Bessant, 2013). So, either organizations are able to keep pace with these 

changing conditions, or they may not survive in the long term. Although innovation became a requirement of our 

times, not all innovations are necessarily good things (Bessant, 2013). Even if it appears to be so in the initial 

stages, some unanticipated negative consequences might emerge. For this reason, careful considerations in terms 

of potential impacts need to be made in the early stages and throughout the innovation process (Stilgoe et al., 

2013). 

  

This leads to a key dimension of innovation which lies in the concept of responsibility, which does not stand for 

an innovation that is responsible itself. It refers to contexts in which people who have responsibility claim either 

to feel responsible or can be held or can be made responsible (van den Hoven, 2013). Hence, the term can be used 

to refer to whatever, in the realm of innovation, fosters or enhances responsible action. Van den Hoven (2013) 

defines responsible innovation as “an activity or process which may give rise to previously unknown designs 

pertaining either to the physical world (…) the conceptual world (…), the institutional world (…) or combinations 

of these, which – when implemented – expand the set of relevant feasible options regarding solving a set of moral 

problems” (p.82). Responsible innovation seeks to achieve desirable outcomes, often for contributing to the overall 

good (Lee & Petts, 2013). Hence, it aims at a responsible adoption of innovations, taking into account the balance 

of social, environmental, economic and ethical aspects (Block & Lemmens, 2015). Ideally, responsible innovation 

should open up new opportunities for innovation and work as a positive force (de Jong et al., 2015). 

 

Given its broad aim, it implies a dialogue between those innovating and those affected by the impacts of the 

innovation. This implies a mutuality of interest and a collective responsibility, whereby innovators take into 

account the future consequences of what they do and try to shape them with an eye on wider well-being (Grinbaum 

& Groves, 2013). Voegtlin and Scherer (2015) propose three dimensions featuring responsible innovation. First, 
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organizations have to make sure that innovations are developed and implemented in a responsible way, indicating 

a responsibility to avoid harm. Secondly, innovations should be developed with the purpose to alleviate or reverse 

adverse conditions, which means a responsibility to do good. Finally, in order to achieve the first two dimensions, 

a governance-responsibility of organizations requires a deliberative approach including “a careful examination of 

a problem or issue, the identification of possible solutions, the establishment or reaffirmation of evaluative 

criteria, and the use of these criteria in identifying an optimal solution” (Gastil, 2000, p.22). This happens through 

debate and discussion among those participating in deliberation (Carpini et al., 2004). 

 

The first and most important task of responsible innovation should answer to the question: “what future do we 

collectively want science and innovation to bring about, and on what values are these based?” (Owen et al., 2013, 

p.37). Answering such question might however imply some challenges. It is important to acknowledge that the 

perception of values differs among subjects as they are mediated through cultural and personal attachments, 

identities and beliefs. Values, in turn, shape the purposes of innovation, or impacts. A first challenge resides in 

understanding which impacts should be prioritized in the innovation process. A second challenge can arise in terms 

of the collective dimension mentioned. Indeed, given the fundamental diversity in vision, goals and influence of 

potential stakeholders, finding mutuality, that is a common ground, can be a challenge (Block & Lemmens, 2015).  

 

Because of their role in the development of innovations, companies are to some extent responsible for the 

innovations’ impacts and deployment in society (Verbeek, 2006). Bovens (1998) recognizes two main types of 

organizational responsibility, namely passive and active responsibility. The passive perspective concerns 

responsibility in the sense of accountability, mostly in a legal context. In this case, organizations tend to do 

responsible innovation because of causal connections or blameworthiness, hence by responding to the queries: 

“Who bears the responsibility for a given state of affairs?” and “Why did you do it?” (Bovens, 1998, p.27). In 

contrast, active responsibility entails doing responsibility as a virtue, and reflects the question “What is to be 

done?” (Bovens, 1998, p.27). In this case, organizations take seriously the obligation for exerting responsibility 

by taking into account the possible consequences of their actions. Passive responsibility and hence the instrument 

of regulations in responsible innovation has been used to limit the damage that can be caused by new technologies 

or products, however this method presents some limitations. Indeed, regulatory frameworks poorly suit novel 

science and technologies which are characterized by a high level of uncertainty in terms of their current and future 

impacts. Furthermore, it struggles to cope with innovations that have no historical precedents. The complexity, 

high speed and intrinsic uncertainty of current innovations will always exceed the grasp of regulations, which 

require time to understand the wide impacts, implications and consequences required to build a case for a 

regulatory response (Owen et al., 2013). This suggests that innovation is highly unlikely to be responsible without 
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actors being virtuous. Therefore, responsibility shifts the emphasis from rules that are supposed to guide ethical 

behavior to ethical agency that is shaped by the desire to contribute to society in a valuable way (Pandza & 

Ellwood, 2013). In other words, innovators and organizations need to acknowledge their important role in shaping 

and directing innovations to avoid potential negative consequences. However, as emphasized by Davies and Horst 

(2015), awareness and operationalization at a micro-level still appear limited in responsible innovation, while it 

still seems to be fundamentally a de-individualized process. 

 

An extremely influential framework for enacting a more active approach to responsible innovation has been 

proposed by Stilgoe et al. (2013), who identify four dimensions for accomplishing responsible innovation: 

anticipation, reflexivity, inclusion and responsiveness. As these dimensions recur throughout the works of scholars 

researching responsible innovation, this model is considered to be of crucial importance (Burget et al., 2017). 

Firstly, responsible innovation should be anticipatory, which means that both intended and potentially unintended 

impacts, be they social, economic, environmental, should be analyzed. Such approach should not only help 

articulate expectations, but also stimulate a “what-if” thinking and consider alternative pathways. It should serve 

as a useful entry point for reflection on the purposes, promises, and possible impacts of innovation. Secondly, 

responsible innovation should be reflective, meaning that it should consider both what is known, as purposes, 

motivations, areas of regulation, governance, as well as what is not known, as associated risks, uncertainties, 

dilemmas and areas of ignorance. Thirdly, innovating responsibly should have a deliberative approach, hence 

through processes of dialogue and debate it should inclusively open up visions, questions, dilemmas, including the 

perspective of diverse stakeholders. Responsiveness is the last dimension of responsible innovation, which requires 

a capacity to change shape or direction in response to changing circumstances, hence, as defined by Teece (1997), 

a dynamic capability. Thus, innovation needs to be shaped so that it is as responsive as possible.  

This framework is to prevent disasters of the past, deal with unintended consequences associated with research 

and development and its irreversibility, hence leading to more successful innovations (de Jong et al., 2015). The 

framework should not only include a product dimension but the process dimension should be considered too. 

Responsible innovation requires a responsive, adaptive and integrated management of the innovation process with 

the involvement of multiple stakeholders (von Schomberg, 2013). 
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2.2.2 Values-based innovation 
Breuer and Lüdeke-Freund (2017), propose, as closely related to responsible innovation, the values-based view on 

innovation, which understands and applies values as an enabling force underlying the innovation processes. This 

theory stream focuses its interest on the integration of organizational values with those held by connected 

individuals as well as those of the broader business environment and society. Putting values first provides 

integrative and generative potentials for innovation on all levels. According to Breuer and Lüdeke-Freund (2017), 

the collaborative exploration and elaboration of values become an essential exercise in innovation management. 

Indeed, finding shared values may provide a common ground among different stakeholders and such an approach 

is capable of achieving impact beyond the individual companies into the business ecosystems they are embedded 

in. Hence, the concept revolves around the notion of “value, i.e. notions of the desirable, held by individuals or a 

social group that provide a basis for inspiring, directing, and evaluating innovation” (Breuer & Lüdeke-Freund, 

2017, p.7). Values in this perspective can be described as what is considered important, worth engaging, working 

or even fighting for by individuals or complex social actors such as corporations. Values are the fabric of a network 

and at the same time offer an extensive source of innovation potential for its members. They influence the strategic 

objectives that motivate or impede joint innovation and business activities. Shared values can hence become the 

nexus and generative force for network development. 

 

An issue that could arise when trying to incorporate value requirements into a specific technology or innovation 

is what Kuran (1998) defines moral overload. This is the result of a situation where because of conflicting value 

requirements and obligations, it is not possible to satisfy all the things that are morally required (van den Hoven 

et al., 2012). Hence, a selection of moral principles and value commitments between the various options and 

alternatives, needs to be made. The problem that has received most of the attention is the question of how to decide 

(Kuran, 1998; Levi, 1986). Following this line, van den Hoven et al. (2012) mention various strategies for dealing 

with moral overload and dilemmas. One approach to deal with a moral dilemma is to look for what, all things 

considered, seems to be the best option. This very often implies a trade-off among the various value commitments. 

However, values cannot be always measured on the same scale and hence, traded off (Chang, 1997), so other 

strategies have been created. Some strategies allow the agent to lower the threshold for one or more value 

requirements while retaining long-term value commitments; among these are compensation, casuistry and 

rationalization (Kuran, 1998). Other strategies allow the agent to avoid entering into a choice situation that is 

characterized by a moral overload, as escape and compartmentalization. Finally, some other strategies help to 

avoid moral overload by reformulating or revising long-term value commitments, also called moral reconstruction 

(Kuran, 1998). Building up on these strategies, van den Hoven et al. (2012) propose a set of strategies that seem 
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to be missing in Kuran’s overview: strategies that can help overcome the moral overload issue by expanding the 

opportunity set. Such strategies can be referred to as innovation strategies. Innovation and innovative design 

sometimes offer genuine ways out of moral dilemmas, resulting in moral progress (van den Hoven et al., 2012). 

Surely, not all technological or process innovations entail moral progress; it can also lead to a decline in important 

value dimensions (Bessant, 2013). This often happens in the case of a “technological fix” for a problem that is 

social in nature (Weinberg, 1966). 

 

An approach that has been proposed to fulfil value requirements and implement them into an innovation 

technology or process is the Value Sensitive Design (VSD). In his article “Value sensitive design and responsible 

innovation”, van den Hoven (2013), starting from the fact that innovation projects often fail as they do not take 

into consideration moral and social standards, proposes a shift in our thinking about innovation: ethical 

consideration and moral values need to be understood as essential requirements for the creation of new products 

and services. Therefore, there is an advantage in making values explicit and in assessing their applications in 

practice. The importance of making social and moral values fundamental to the design and elaboration of new 

technologies was first realized in the 1970s in the Computer Science academic sphere (van den Hoven, 2013). The 

first authors to mention VSD was Friedman et al. (2002) who describe it as: “a theoretically grounded approach 

to the design of technology that accounts for human values in a principled and comprehensive manner throughout 

the design process” (p.2). Thus, VSD assumes that values and normative assumptions can somehow be included 

in designs and stresses that this can have positive moral and economic outcomes (van den Hoven, 2013). In VSD, 

value clearly plays a crucial role, it can often be understood as the economic worth of an object, though Friedman 

et al. (2006) in her work broaden its meaning defining it as “what a person or group of people consider important 

in life” (p.2). Hence value depends primarily on the interests and wishes of individuals belonging to a cultural 

milieu. Specifically, among the values with ethical connotations which are often concerned in the system design 

literature, van den Hoven (2013) mentions human welfare, ownership and property, privacy, usability, trust, 

calmness and environmental sustainability.  

 

Friedman et al. (2002) conceive VSD as the result of an iterative methodology that integrates conceptual, 

empirical, and technical investigations. The three-steps process aims at understanding how stakeholders might be 

socially impacted by a technological design. In the first phase, a conceptual investigation of the values at hand has 

to be made to understand how specific values might clarify fundamental issues raised between a technology and 

the targeted subjects. This investigation often needs to be complemented with a second empirical one. Here, 

researchers define the success of a certain design by observing and documenting human behaviors in their 

interactive context. This allows to identify how people actually conceive and prioritize the different values and 
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how this impacts their actions. The third technical analysis focuses instead on understanding the technology itself 

and consists of two parts. The first step focuses on identifying the role played by values in existing technologies 

and is in principle similar to the previous approaches but with a stronger focus on the technology itself. The second 

step involves the proactive design of a system that is able to support the values identified in the previous conceptual 

and empirical investigation. This process in sum, is a guideline for a socio-technical analysis, where both social 

and technical perspectives are considered and integrated to seek an overarching understanding. Therefore, VSD 

aims first at developing technology design that integrates shared societal values and second, encourages the early 

involvement of various direct and indirect stakeholders into the process of technology design and development. 

Thus, VSD appears to be an initiative that particularly supports and promotes responsible innovation.  

 

Van den Hoven (2013) reflecting on previous researches on the topic further specifies that VSD mainly focuses 

on three main points. First, value can be conveyed and embedded in technology, thus technology can shape the 

space of actions of a human being. Secondly, technologies can influence human consciousness and explicit 

thinking. Third, moral considerations need to be considered in the early stage of the design and development of 

the project. Van den Hoven (2013) conclusively stresses that innovation is not always bound to a technology or 

the material domain, it can be everything that “allows us to do things we could not do before, or allow us to think 

about things we had not thought about before, or allow us to do familiar things in new ways, for example, do them 

better, faster, cheaper, and so on” (p.80). 

 

2.3 Sharing Economy 
This section is dedicated to reviewing relevant literature within the scope of sharing and collaborative economy. 

The discussion starts with the different meanings associated with the word sharing in literature and follows with 

alternative definitions of sharing economy. Later, a section with different types of sharing economy is included. 

Finally, in light of the case study analyzed in this research paper, a section concerning communitarian business 

models is presented. The chapter is relevant for this research paper as it will help analyze the innovation of the 

case study, which is based on a communitarian sharing-economy logic. 

 

Since it started to appear in the mid-2000s, many authors have tried to define, classify and analyze the umbrella 

term of the sharing or collaborative economy and the range of practices discussed under it (Gruszka, 2017). 

However, a decade of research on collaborative phenomena has not been sufficient to provide one single and 

simple definition, nor to pin down what value the sharing economy generates (Richardson, 2015). The terminology 

itself is a first step into the issues; In fact, the name sharing economy may be interpreted under different labels. 
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Collaborative consumption, collaborative economy, on-demand economy, peer-to-peer economy and crowd-based 

capitalism are just some interpretations currently related to the notion of sharing economy (Gyimóthy & Meget, 

2018; Gruszka, 2017; Selloni, 2017). The following sections will try to clarify the theories underlying this broad 

concept. 

 

2.3.1 Multiple shades of sharing 

The term “sharing” has always been surrounded by ambiguity and complexity. In his “The Social Logics of 

Sharing” John (2013) investigates the increasing diversity in the understandings of sharing. He relates sharing to 

both acts of distribution (e.g. sharing resources), acts of communication (e.g. sharing experiences) and acts of 

participation. Building on this, he looks into three spheres: Web 2.0, sharing economies of production and 

consumption, and interpersonal relationships, all interrelated by the concept of sharing. What brings together all 

three spheres of sharing are values such as mutuality, equality, openness and an ethic of care (John, 2013). 

Following this line, Kennedy (2016) proposes three perspectives of sharing; first, sharing as an economy driven 

by social capital, which emphasizes collaborative consumption, non-ownership models of temporary access to 

resources, and reliance of internet technologies to coordinate access. The second perspective frames sharing in 

terms of scale, hence the opportunity given by digital technologies to scale the sharing digital ephemera to a 

massive volume (Kennedy, 2016). In other words, sharing is meant as a mode of online resource distribution. In 

this context, sharing focuses on the extension of ownership rather than a transferal. Also, it derives from the digital 

nature of the process rather than social practices. For this reason, there is a growing interest in the devices and 

platforms affording sharing practices, which distribute content and meaning, both intellectual and affective, 

without altering its original properties (Kennedy, 2016). Finally, the third thread of sharing identified is that of 

social intensification, that is sharing meant as symbolic exchanges and bonding among community members. In 

this context sharing takes a social connotation and is defined in relation to disclosure, social connectivity, meaning 

to make oneself available to others. While redistribution of access to resources and services and extension of 

ownership are the purposes of respectively sharing economy and sharing as scaled distribution, here affective 

sharing has the purpose of provoking social intensification. This kind of sociability has always been a key purpose 

in online communities, where both intellectual and affective objects are shared (Kennedy, 2016). 

 

Despite the different interpretations of sharing, authors agree that there are some overlaps between them and that 

precise boundaries of each are not traceable (John, 2010; Kennedy, 2016). Social intensification might for example 

have implications for scale of content and access to resources or services. Each narrative of sharing might indeed 

impact on the others. 
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2.3.2 An economy with many names 
The phenomenon of sharing or collaborative economy has been analyzed in literature under different aspects and 

different labels. Terms such as collaborative or sharing economy can communicate in a more straightforward way 

the idea at the heart of the concept, which is collaborating in new ways to consume, learn, finance and produce 

(Stokes et al., 2014). Another clear definition of sharing economy is given by Schor (2014), who, trying to capture 

the diversity of voices in related debates, defines it as “a range of digital platforms and offline activities” centered 

on the highly contested concept of sharing (p.1). However, there are other widely used labels which usually 

attempts to capture or accentuate one aspect rather than others. The first name used to describe this phenomenon 

was collaborative consumption, originally coined by Spaeth and Felson in 1978 but became popular with Botsman 

and Rogers (2010) in their “What’s mine is yours: How Collaborative Consumption is Changing the Way We 

Live”, where they observe the proliferation of new kinds of marketplaces, businesses and communities emerging 

to help people access the things they need in new and different ways, while also making the things they own 

available to others. They call this phenomenon collaborative consumption, given the focus on shifting consumer 

habits. However, since then collaborative models have spread to areas other than consumption, other labels arose 

such as peer (P2P) economy, mesh economy, gig economy, access economy (Stokes et al., 2014). 

 

Regardless of the multiple definitions, each of which stresses a particular aspect of the sharing economy, some 

common features have been identified. Sharing economy typically involves access instead of ownership, rely on 

vast networks of people and goods and promotes collective efforts rather than solitary endeavors, where 

willingness to place trust in strangers, openness and inclusivity are essential (Stokes et al., 2014; Dredge & 

Gyimóthy, 2015). 

 

2.3.3 Types of sharing economy  
Given the sharing economy’s complex and diverse nature, it is no surprise that a number of related and sometimes 

overlapping definitions and frameworks are utilized. The sharing economy can still be considered a rather ill-

defined concept, lacking a clear definition or common understanding, and therefore leaving the debate on how it 

can be conceptualized open still (Schor, 2014; Muñoz & Cohen, 2017; Codagnone & Martens, 2016). Stokes et 

al. (2014), based on the review of previous literature, try to bring clarity in the debate and distinguish sharing 

economy practices along four categories. Collaborative consumption refers to gaining access to goods or services 

through renting, leasing, lending, exchanging, and swapping by means of platforms. Collaborative production 

aims at applying the principles of collaboration to the development, design, production or distribution of goods. 
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Collaborative learning consists of practices of shared knowledge and resources such as courses or seminars which 

aim at open learning experiences. Finally, collaborative finance refers to new financial models of funding, lending 

and investing outside of traditional financial institutions, such as crowdfunding. Following the logic of this 

categorization, other scholars as Muñoz and Cohen (2017) propose another relevant dimension of the sharing 

economy, that is collaborative governance, which refers to new horizontal and participative models of governance, 

used both at the enterprise and urban level. 
 

2.3.4 Communitarian business models in sharing economy 
As explained above, a diversity of value creating objectives, mechanisms and scopes surrounds the sharing 

economy phenomena. Many of these phenomena can be classified as corporatized extractive models or platform 

capitalism (Gyimóthy, 2017; Scholz, 2016). In such extractive models there is a commercial intermediary 

capturing value along the entire process, which charge a percentage for the handling of transactions, verification 

procedures and quality assurance (Gyimóthy, 2017). In order to avoid bypassing the intermediary, full contacts 

are only delivered after payment. Hence, these models are designed along market-mediated transactions embedded 

in high control mechanisms. However, what some scholars criticize is that these systems tend to merely extract 

wealth rather than creating new value for a community in a sustainable way (Scholz, 2016; Slee, 2015). Hence, in 

terms of environmental sustainability and social well-being they prove to be substantially ineffective (Scholz & 

Schneider, 2017). 

 

An alternative to the extractive model which better addresses the issue of sustainability is the communitarian 

model or platform cooperativism (Gyimóthy, 2017; Scholz, 2016), a model of social organization whose pillars 

are communal ownership and democratic governance (Scholz, 2017). In such models, peer-to-peer mediated 

sharing is enhanced through mutuality, solidarity and co-ownership (Gyimóthy, 2017). Communitarian business 

platforms are often a result of bottom-up initiatives and are usually owned or managed by the community itself or 

facilitated by a public or non-profit body, as municipality or even a destination marketing organization (Gyimóthy, 

2017). Furthermore, they may also be built around a certain cause or interest such as subcultures, or consumer 

tribes (Gyimóthy, 2017). Unlike extractive models, platform cooperativism requires that any surplus generated 

must be invested back to those contributing or maintaining the platform, so profits are either invested into city 

projects and community facilities or distributed amongst participating residents (Scholz, 2016; Gyimóthy, 2017). 

Value creation processes of communitarian business models are characterized by strong communal ties and mutual 

consent. For instance, to get access to the collective pool of resources, members of communitarian platforms must 

contribute with in-kind assets, reciprocating the contribution of other members. Hence, the commitment of 



 30 

members and reciprocal relationships among them are the focal points of communitarian business models, and the 

platform will depend on the volume and support of contributing members (Gyimóthy, 2017). At the heart of 

platform cooperativism is not any particular technology but the politics of lived acts of cooperation. As Scholz 

(2016) states “Platform cooperativism is a term that describes technological, cultural, political, and social 

changes” (p.14). Collaborative communities create network and information spillover effects and economies of 

scale, and can best be described as ecosystems with high social impact (Smolka & Hienerth, 2014). 

 

2.4 Concluding the Chapter 
With this section, the chapter ends. To summarize, the theoretical framework of this research is based mainly on 

two streams of theories, namely business ecosystem and responsible innovation, with the addition of a third topic 

specifically addressed for understanding the innovation of the case, namely sharing economy and communitarian 

models. A visual illustration can be found in Figure 3. 

 

Starting with an innovation analyzed with the use of communitarian model concepts, the first part of the analysis 

will be framed on the four dimensions of responsible innovation by Stilgoe et al. (2013), namely anticipation, 

reflexivity, inclusion and responsiveness. Moving forward with the analysis, the second part will first include 

business ecosystem concepts to analyze the scenario and then be framed on the three variables of business 

ecosystem health by Iansiti & Levien, (2002, 2004a, 2004b), namely robustness, productivity and niche creation. 

This part of the analysis will consist of an assessment of the factors enhancing the ecosystem health rather than a 

measurement of the variables through quantitative measures. Concluding now with the theoretical framework, it 

follows the chapter dedicated to the methodology and methods. 

Figure 3: Theoretical framework 
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3. Methodology and Methods 
This chapter describes the research methodology and methods applied in this thesis. Saunders et al. (2009) 

differentiate the two by explaining that methodology refers to the philosophical and theoretical assumptions of the 

research, whereas methods refer to the techniques employed to gather the data and execute data analysis. Yanow 

and Schwartz-Shea (2014) stress the need to make explicit statements of methodological concerns and methods 

procedures when writing both within communities with no agreed-upon procedural norms or for other interpretive 

communities. 

 

The section starts with the reasoning behind selecting a qualitative research methodology and it follows with the 

explanation of the authors’ research choices built upon the research onion framework illustrated in Appendix 1 

(Saunders et al., 2009). After methodically going through the six layers, namely philosophies, approaches, 

strategies, choices, time horizons and techniques and procedures, the section is concluded with the assessment of 

the research design quality and the sampling techniques. 

 

3.1 Qualitative Research 
Denzin and Lincoln (1998) define qualitative research as a term surrounded by a “complex, interconnected family 

of terms, concepts, and assumptions” (p.2). Despite the different meanings associated with it across different 

historical moments, a generic definition can be provided: “Qualitative research is multimethod in focus, involving 

an interpretive, naturalistic approach to its subject matter” (Denzin & Lincoln, 1998, p.3). In other words, 

researchers study the subject in its natural setting and try to make sense of phenomena in terms of the meanings 

they collect from people. Qualitative research makes use of multiple empirical materials as “case study, personal 

experience (…) interview, observational, historical, interactional and visual texts” describing meanings in 

individuals’ lives (Denzin & Lincoln, 1998, p.3). Also, qualitative research implies the use of multiple methods as 

an attempt to secure an in-depth understanding of the subject. Although an objective reality cannot be captured, 

triangulation adds rigor, breadth and depth to the investigation (Denzin & Lincoln, 1998). 

 

This bricolage view of qualitative research is also emphasized by Creswell (2013), who metaphorically thinks 

qualitative research “as an intricate fabric composed of minute threads, many colours, different textures, and 

various blends of material” (p.42). He then identifies some common elements characterizing this kind of research. 

Among those already mentioned by Denzin and Lincoln (1998), Creswell stresses the emergent design which 

characterizes qualitative research. The research process is emergent and cannot be tightly described as the key idea 

is to learn about the problem from participants. Another fundamental aspect Creswell (2013) emphasizes is the 
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holistic account. What qualitative researchers do is develop a complex picture of the problem under study, by 

reporting multiple perspectives and identifying many factors involved in a specific situation, in order to finally 

draw the larger picture that emerges. The researchers are interested in identifying the complex interactions of 

factors in a particular situation, rather their tight cause-and-effect relationships. Creswell (2013) further comments 

that qualitive research is appropriate when the researcher needs to study a complex social problem and identify 

variables that cannot be easily measured. 

 

This thesis follows a qualitative research approach for multiple reasons. First, the researchers examined a complex 

phenomenon and needed a detailed understanding, in order to be able to identify variables. Also, the researchers 

wanted to empower individuals to share their impressions about the topic, in order to capture the complexity of 

the problem. Hence, what the researchers aimed at was the understanding of the processes people experienced, the 

reasons behind their actions, the context they were embedded in, and finally their deeper thoughts. However, 

qualitative research as a category does not capture the full range of non-quantitative options used in empirical 

social science research. For this reason, the following section will address the specific philosophy this thesis 

follows. 

 

3.2 Philosophy of Science 
Research philosophy is a broad term related to the development of knowledge as well as its nature, and it encloses 

the researchers’ assumptions on how they view the world, which in turn underpin the research strategy and the 

methods selected as a part of that strategy (Saunders et al., 2009). Four different research philosophies are 

identified by Saunders et al. (2009): positivism, realism, interpretivism, and pragmatism. This thesis follows an 

interpretivist research philosophy.  

 

At the core of interpretivism is a “world of lived reality and situation-specific meanings constructed by social 

actors” as object of investigation (Denzin & Lincoln, 1998, p.221). This world is characterized by “particular 

actors, in particular places at particular times” who seek an understanding of the world out of phenomena and 

events through complex processes of social interaction involving history, language and action (Denzin & Lincoln, 

1998, p.222). Hence, individuals develop subjective meanings toward objects or things out of their experiences. 

Such meanings are not fixed, they are “negotiated socially and historically” (Creswell, 2013, p.25). This means 

that they are formed through the interaction with others, which happens through the language, a system of signs 

resulting from words and associated meanings. These meanings are not “simply imprinted” but they change 

according to historical and cultural norms operating in individuals’ lives (Creswell, 2013, p.25). In this thesis, the 
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researchers focus on the specific contexts in which people live and work in order to understand the historical and 

cultural settings of the participants.  

 

The interpretivist researcher believes that an understanding of this world of meaning is achieved by interpreting it 

(Denzin & Lincoln, 1998). The aim of the research is to make sense of the varied and multiple meanings other 

individuals have about the world. Preparing an interpretation means offering the researcher’s reading of these 

meanings, the “inquirer’s construction of the construction of the actors being studied” (Denzin & Lincoln, 1998, 

p.222). This means that the researchers recognize that their own background shapes their interpretation, placing 

themselves in the research and acknowledging that their interpretation is a result of their personal, cultural and 

historical background and experiences (Creswell, 2013). In this research both the researchers and the participants 

perceived the phenomenon being studied in different ways and their values become an integral part of the research. 

 

The choice of choosing an interpretivist approach can be further motivated by the researchers’ understanding of 

the research process, defined by some dimensions that according to Saunders et al. (2009) can be used to look at 

research philosophy. These dimensions are ontology, epistemology and axiology. Next to these are the data 

collection techniques (Saunders et al., 2009) or what other scholars call the methodological question (Denzin & 

Lincoln, 1998; Creswell, 2013). 

 

Ontology “is concerned with nature of reality” (Saunders et al., 2009, p.110) and what can be known about it 

(Denzin & Lincoln, 1998). It can be defined as the way the researcher views how the world operates. In interpretive 

research, the researcher embraces the idea of multiple realities in the form of intangible mental constructs. Indeed, 

not only the researcher embraces a certain reality, but so do the individuals being studied and the readers too 

(Creswell, 2013). Hence, these multiple realities are constructed through past experiences and interactions with 

the others, making the researcher’s view of the nature of reality socially constructive and subjective. With this 

thesis, the researchers analyzed events and realities that include multiple socially and experientially based 

constructions, namely the interpretations of both researchers and interviewees, all with their own personal and 

cultural backgrounds. 

 

Epistemology “concerns what constitutes acceptable knowledge in a field of study” for the researcher (Saunders 

et al., 2009, p.112) or what counts as knowledge, hence the nature of the relationship between the researcher and 

what is being researched (Denzin & Lincoln, 1998; Creswell, 2013). The epistemology of interpretivism assumes 

that the researcher and the researched are interactively linked so that the findings are co-constructed as the 

investigation proceeds (Denzin & Lincoln, 1998; Creswell, 2013). Hence subjective meanings and social 
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phenomena provide knowledge (Saunders et al., 2009). Researchers need to get as close as possible to the subjects 

under study and collect subjective evidence from different individuals. When writing this thesis, the researchers 

tried to get as close as possible to the interviewees, by traveling to Møn three times, including a three-day stay, in 

order to obtain subjective evidence from participants and understand their interpretation of the subject. Some of 

the participants were interviewed twice, in order to get more informed constructions. 

 

Axiology “is a branch of philosophy that studies judgements about value” (Saunders et al., 2009, p.116) as all 

researchers bring values to a study. Axiology looks at what role these values play, at the researcher’s view of the 

role of values in research (Saunders et al., 2009; Creswell, 2013). Researchers demonstrate axiological skills by 

being able to articulate their values as a basis for making judgements about what research they are conducting and 

how the research process unfolds (Saunders et al., 2009). In interpretivism, individual values are emphasized, so 

researchers admit the value-laden nature of the study and the value-laden nature of the information gathered, 

acknowledging that biases are present (Creswell, 2013). For what concerns this study, the choice of an 

interpretivist approach as well as the selected data collection techniques themselves reflect the researchers’ value. 

The researchers place great importance on personal interaction, as to recognize both their own and the participants’ 

values as ineluctable in creating research outcomes. Also, the researchers admit that the research is value bound 

as they are part of and cannot be separated from what is being researched. 
 

Finally, the methodological question looks at how the researcher goes about finding what can be known, that is 

the approach to inquiry (Denzin & Lincoln, 1998; Creswell, 2013). In interpretivism the individual constructions 

can only be aroused from interactions between the researcher and respondents and be interpreted using 

hermeneutical techniques (Denzin & Lincoln, 1998). Creswell (2013) emphasizes the use of a more literary style 

of writing as well as the use of an inductive method of emergent ideas obtained through methods as interviewing, 

observing and analysis of texts. Saunders et al. (2009) also indicate the use of small samples and in-depth 

investigations when conducting an interpretive research. As it will be further explained in the next sections, the 

researchers of this paper followed an inductive approach and focused on a small sample, accumulating knowledge 

via a dialectical and hermeneutical process. Also, they used multiple sources of information such as interviews, 

direct observation, fieldwork and analysis of texts. 
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3.3 Approach 
After choosing the research philosophy, researchers need to make a choice about the research approach. Two main 

approaches can be distinguished, namely the inductive and deductive approach. This thesis follows an inductive 

approach. Such logic implies building the patterns and themes from the bottom-up, starting from the data and then 

reaching more abstract units of information (Creswell, 2013). Also, induction emphasizes a close understanding 

of the research context, and therefore usually favors a small sample of subjects. In this way researchers can gain 

an understanding of the meaning humans attach to events (Saunders et al., 2009). All of this permits a more flexible 

research structure, which allows for changes. In this thesis the researchers reached a comprehensive set of themes 

only after a process of working back and forth between the themes and the data. Although an extensive literature 

review took place before the data collection to acquire proper knowledge, the researchers used it only as guidance 

and let the data lead to conclusions, possibly permitting alternative explanations to arise. Only after an interaction 

with the participants, were the researchers able to shape the abstractions emerging from the process. 
 

3.4 Research Strategy 
Continuing with the onion layers, after selecting the approach, the research strategy should be selected. In order 

to determine the most suitable research Saunders et al. (2009) suggest first to identify the research purpose. The 

research purpose is strictly related to the way the research question is formulated. According to that, the research 

can have either an exploratory, descriptive or explanatory purpose (Saunders et al., 2009). 

 

According to Yin (2014) “how” and “why” questions are more explanatory. Saunders et al. (2009) add that 

explanatory research is pursued to study a situation or problem in order to explain the causal relationship between 

variables, meaning the correlation between such variables. Yin (2014) further argues that these kinds of questions 

is likely to lead to the use of “case studies, histories and experiments as the preferred research strategies” (p.10). 

This is because these kinds of questions address operational links which need to be traced over time rather than 

mere frequencies or occurrences. Reflecting the nature of the research question, this thesis is hence explanatory. 

Indeed, the research tries to investigate the correlation between some variables. Once the research objective is 

established, a strategy needs to be selected. Following Yin’s reasoning (2014), the researchers decided to use a 

case study. The further reasons for this choice are explained in the following section. 
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3.4.1 Case study 
Although the various research strategies are not mutually exclusive and can be equally attractive, according to Yin 

(2014) there is a situation in which a case study has a distinct advantage. Such a situation takes place when a 

“how” or “why” question is being asked about a contemporary event where relevant behaviors cannot be 

manipulated. 
 

As defined by Yin (1984), a case study is “an empirical inquiry that investigates a contemporary phenomenon 

within its real-life context; when the boundaries between phenomenon and context are not clearly evident; and in 

which multiple sources of evidence are used” (p.23). As Yin (2014) states, the case study method allows 

researchers to understand complex social phenomena and “to retain a holistic and real-world perspective - such 

as in studying (...) organisational and managerial processes (...) and the maturation of industries” (p.4). 

 

The research of this thesis is based on a qualitative explanatory case study focusing on responsible innovation in 

a business ecosystem. The case study approach has been selected by the researchers for different reasons. Firstly, 

the subject is a contemporary phenomenon where, because of its complexity, a boundary between the subjects and 

its context cannot be traced. Secondly, the contemporary nature of the phenomenon being studied allowed the 

researchers to deal with a full variety of evidence as interviews with multiple subjects, documents and 

observations. Finally, the subject is a complex social phenomenon and the case study, with its emphasis on 

understanding the context of the subject being studied, allowed for a richness of understanding, also called thick 

description (Cooper & Schindler, 2008). 

 

According to Creswell (2013) there are some challenges in qualitative case study development. The first one 

concerns the case selection as the researcher must decide “which bounded system to study, recognizing that several 

might be possible candidates for this selection and realizing that either the case itself or the issue (..) is worthy of 

study” (p.101). Hence, the researcher must decide upon a case which can purposefully inform about the research 

topic. Furthermore, the researcher must decide to study either a single or a multiple case study. For the purpose of 

analyzing the relationship between responsible innovation and health of business ecosystem, the Camøno project 

was selected. The main reason behind this choice was the fact that Camøno is believed to be an example of 

responsible innovation and to be at the core of a new business ecosystem. Another challenge concerns the 

boundaries of a case study and “how it might be constrained in terms of time, events and processes” (Creswell, 

2013 p.102). Some case studies do not have a starting and ending point, hence researchers must set boundaries 
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that adequately encompass the case. As the researchers of this thesis had a deadline to conclude the study, they 

had to work with contrived boundaries. 

 

3.5 Research Choices 
At this point, researchers should decide if they want to use a single data collection technique and corresponding 

analysis procedures also referred to as mono method or use various data collection techniques and analysis 

procedures, hence multiple methods to answer the research question (Saunders et al., 2009). 

Creswell (2013) recognizes multi-method as a typical characteristic of the qualitative study. Furthermore Yin 

(2014) identifies the multi-method technique as one of the four principles to be followed in a case study as it 

increases the quality of the research. Indeed, the advantage of using multiple sources of evidence increase the 

validity of the research when a converging line of inquiry emerges. It is important to recognize that the use of 

multi-method techniques imposes a greater difficulty on the researchers. In fact, collecting data from multiple 

sources is recognized to be more time consuming. Additionally, the researchers are required to know how to carry 

out all the different collection techniques (Yin, 2014). The researchers chose to pursue a qualitative multi-method 

research because it is believed that a combination of multiple methods helps to depict a more accurate, 

comprehensive and objective representation of the matter under study. 

3.6 Time Horizon 
Saunders et al. (2009) include in the research design formulation the clarification of time horizon. Precisely, the 

time horizon refers to what extent the research is intended to be a ‘snapshot’ taken at a particular point in time or 

rather a representation of events over an extended period. Saunders et al. (2009) refer to these two time-horizons 

as cross sectional and longitudinal. For this thesis, the researchers analyzed the phenomenon under study at a 

particular point in time. Hence the study follows a cross-sectional time horizon by comparing different sources of 

evidence at a single point in time. 

 

3.7 Techniques and Procedures 
Once the time-horizon of the study is outlined, a description of the different data collection techniques and the 

following content analysis are carried out to answer the research question. 

Creswell (1998) defines data collection as a “series of interrelated activities aimed at gathering good information 

to answer emerging research questions” (p. 110). A qualitative researcher engages in a series of activities in the 

process of collecting data. In this case study, the researchers used multiple sources of evidences, including both 
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primary and secondary data. After gathering the data, a content analysis was performed to code and interpret the 

textual material. 

 

3.7.1 Collection of secondary data 
Secondary data is often used in research projects that also make use of primary data collection methods, as they 

can provide additional useful insights. Secondary data include different written materials as notices, 

correspondence, reports, diaries, books, journals, articles and newspapers; and non-written materials such as voice 

and video recordings, pictures, drawings, films and television programs (Saunders et al., 2009). Secondary data 

have different benefits. Firstly, they provide comparative and contextual information within a more general context 

and can be used to triangulate findings. Secondly, secondary data can lead to unforeseen new discoveries and, 

unlike primary data, they provide a source of data that is permanent and more open to public scrutiny (Saunders 

et al., 2009). 

 

However secondary data have some limitations. Firstly, the access to secondary data collected for private or 

commercial reasons might be difficult or costly. Despite the difficulty of obtaining some data, the researchers 

managed to acquire them through relevant actors in the project. Secondly, although much of the data available in 

reports, data archives and official documents is of high quality, this cannot always be the case. For this reason, the 

researchers have carefully evaluated the quality of the data before using it. 

 

In this research a solid amount of secondary data was consulted. Among these are the websites of Camøno and of 

the businesses who participated in the interviews. Such data was used for gathering information about the 

organizations engaged in the project. Also, some annual reports of both tourism and private associations were used 

for obtaining material for the case description. Additionally, in the beginning of the research, the researchers 

investigated the success and the opinions about the project also by looking at old news-reports about the opening 

of Camøno. Finally, few academic articles about Camøno have also been reviewed for gathering more insights on 

the initial phase of the project, which could not be directly observed by the two researchers. 
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3.7.2 Collection of primary data 
New forms of primary qualitative data continually emerge in literature but according to Creswell (2013) they can 

be grouped into four basic types of information: observations, interviews, documents, and audio-visual materials. 

In case studies, data collection involves a wide range of procedures as the researcher builds an in-depth picture of 

the case. No single source has a complete advantage over all the others (Yin, 2014). In fact, the different sources 

are highly complementary, hence researchers should rely on as many sources as possible (Yin, 2014). 

This case study provided the researchers with primary data obtained through multiple techniques. First, interviews 

with the project coordinator and other organizations involved in the project were held. Second, direct observation 

was done during three trips to Møn. Third, the researchers examined the Camøno webpage content and other audio-

visual materials. Furthermore, throughout the entire research process, the researchers kept a record of activities, 

thoughts and perceptions with the use of a research diary.  

 

3.7.2.1 Personal interviews 
“Much of what we cannot observe for ourselves has been or is being observed by others” (Stake, 1995, p.64). 

An interview methodology was applied as the source of data collection in order to gain the participants’ 

understanding on Camøno and its phenomenon. Interviews are recognized as “one of the most important sources” 

in case study, indeed they provide important insights on the case and they can provide shortcuts that might help 

the researchers to identify other important sources of evidence (Yin, 2014, p.110). Due to the explanatory nature 

of the research, the in-depth interview method is used to gather detailed and accurate information (Cooper & 

Schindler, 2008) and can produce accurate qualitative information purposefully focused on the research topic (Yin, 

2014). It also becomes an appropriate methodology when an in-depth understanding of external reality (e.g. facts, 

events) and internal experience (e.g. feelings, meanings) is required (Silverman, 2005, p.154). 

 

The in-depth interviews for this research were shaped with a semi-structured format. This decision was made in 

order for the interviewers to follow a consistent line of inquiry focused on the relevant topic. Furthermore, the 

method allowed a fluid stream of questions and answers so that rich and in-depth information could arise. The 

procedure consisted of preparing a set of open-ended questions, carefully worded and arranged, to guide the 

discussion. Fixed questions were established to ensure similar interviews between the subjects and to increase the 

comparability of the data. The inquiry was based on three main topics: Camøno history, management and 

collaborative dynamics. The 11 interviews were carried out in English during spring 2019. All the respondents 

gave their informed consent to participate in the study, to be recorded and mentioned in the paper. The interviews 

were recorded and then transcribed. Each interview lasted 45 minutes on average, generating approximately seven 
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hours of recording time. The transcript can be found in Appendices 2-12. Further information about the reasoning 

behind the sampling can be found in section 3.9. 

 

Although interviews allow for in-depth and rich data, they also present some limitations. First, inaccuracies might 

be included due to poor recall of the interviewees (Yin, 2014). It should be acknowledged that the interviews took 

place three years after the opening of the project, which might have resulted in a poor recalling of the past events. 

Also, since the interviews were conducted in English, some articulation problems for the participants might have 

arisen. The researchers tried to address this limitation by corroborating interview data with information from other 

sources. 

 

3.7.2.2 Research diary 
“One way to ensure that you spell out your reasoning is to keep a research diary” (Silverman, 2005, p.249). 

Keeping a research diary is a method used in qualitative research to keep a careful record during the whole length 

of the study. Indeed, researchers might forget important aspects of earlier thinking about the research (Silverman, 

2005). 

 

The research diary (Figures 4) included a mix of observational, methodological, theoretical and personal notes. 

This method was implemented for different reasons. First of all, keeping a proper record of the ongoing activity 

helped the researchers to create an ordered account of the process, which made their reasoning more direct and 

transparent. Moreover, the personal and observational notes assisted them in recording all the ideas and perceptions 

that would have been lost or underestimated using other methods. The research diary brought a critical and open-

minded approach in the data collection and aided reflexivity. The research diary started at the beginning of the 

research process, when the researchers were discussing the topic. It continued for the whole length of the research, 

and the draft, notes and drawings were accurately reported. In addition, a chronological structure was adopted to 

make the evolution of the gathered ideas and concepts more evident. The analysis of the research diary was 

crucially important to understand what the researchers knew before, what they knew after and how such knowledge 

had been acquired.  
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Figure 4: Research diary                                              Figure 5: Participant observation 

            
 

3.7.2.3 Direct observation  
“It is the act of noting a phenomenon in the field setting through the five sense of the observer” (Creswell, 2013, 

p.166). Direct observation is a special mode of observation in which the researcher experiences the real-world 

setting to get insights on relevant social or environmental conditions (Yin, 2014). 

This method was used as a sources of data collection to grant the investigators with the possibility to gather data 

during the fieldwork and interviews and to produce an accurate portrayal of the case study phenomenon. In the 

case, the researchers through direct observation were able to gather an important source of evidence during casual 

data collection. Indeed, by visiting the island the researchers got a general overview of the cultural and 

environmental characteristics of the region. Furthermore, they were able to assess the specific location of Camøno 

businesses in relation to the trail, and thus understand better the dynamics and the potential influence of each 

business. Additionally, the method allowed the researchers to gather more insights also when interviewing the 

participants (Figure 5). The observation consisted of taking regular and detailed notes and was supplemented by 

photographs.  

The technique can however be challenging, because of the time cost of the travel to reach the fieldwork. Also, the 

method presents a limitation for what concerns the coverage of the phenomenon in presence of a small team, like 

in the case of the two researchers of the thesis. 

  



 42 

3.7.3 Content analysis 
“Analysis is a matter of giving meaning to first impression, as well as to final compilations. Analysis essentiality 

means taking something apart. We take our impressions, our observations, apart” (Stake, 1995, p.71). 

Bryman (2012) defines content analysis as a tool which emphasizes the role of the investigator in interpreting and 

making sense of research material. It is an approach to the analysis of documents and texts, aiming at quantifying 

content in terms of predetermined categories in a systematic manner. As a matter of fact, content analysis is used 

to establish a set of categories to see how many instances can be found under each category (Silverman, 2011). 

Specifying the rules for categorizing in advance enhances the objectivity and transparency in the procedures of 

content analysis. Also, by repeating in a consistent manner the application of such rules, the content analysis 

becomes systematic, helping bias to be suppressed. As Bryman stresses, the content analysis is a very flexible 

method that can be applied to a variety of data (2012). After collecting the data, the researchers chose to follow 

Stake’s guidelines on analyzing data (1995) and selected the categorical aggregation approach. Such approach 

serves better the purpose of understanding the phenomena and relationships. The technique allows meaning to be 

created by “looking them over again and again, reflecting, triangulating, being skeptical about first impressions 

and simple meaning” (Stake, 1995, p.78). 

 

The process consisted of a visualization and categorization activity. First, the researchers wrote the most important 

theory concepts, empirical data types and instances on post-it notes as seen in Figure 6. Secondly, they analyzed 

and aggregated them into thematic categories as seen in Figure 7. Thirdly, these groups of post-it were re-organized 

by first dividing them in two big topics: responsible innovation and business ecosystem health (Figure 8) and then 

by subdividing them into smaller categories reflecting the four variables of responsible innovation and the three 

health variables. 

Figure 6: Post-its with data and theories 
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Figure 7: Post-its aggregated into categories                   Figure 8: Post-its organized in the two main topics 

    
 

3.8 Research Quality 

Many perspectives exist concerning the importance of validation in qualitative research, the definition of it, terms 

used to describe it, and procedures for establishing it (Creswell, 2013). 

 

The researchers followed Yin’s (2014) perspective on validation, which is specifically for case studies. The quality 

of a case study can be established according to certain logical tests. Yin (2014) identifies four design tests shown 

in Table 1. The table reports the four criteria with the tactics undertaken to ensure them and the phase in which the 

tactics occur.  

Table 1: Research quality 

Criterion Case study tactic Phase of research in which 

tactic occurs 

Construct validity • Use multiple sources of evidence 

• Establish chain of evidence 

• Key informants’ review of draft case study report 

Data collection 

Data collection 

Composition 

Internal validity • Pattern-matching Data analysis 

External validity • Use theory Research design 

Reliability • Develop case study database 

• Transparency in reporting the research process 

Data collection 

Research reporting 
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3.8.1 Construct validity 
“Identifying correct operational measures for the concept being studied” (Yin, 2014, p.46). 

Construct validity is challenging especially in case study research, since the researcher might fail to develop 

sufficient measures and subjectivity might interfere with the data collection.  

 

In order to secure construct validity, researchers used three techniques during the research process, which can be 

found in the table and are explained in the following paragraphs. First, they used multiple sources of evidence for 

the data collection. With a triangulation of data sources, the phenomenon has been supported by more than a single 

source of evidence, and multiple measures of the phenomenon have been achieved. Hence, the findings of the 

research are more convincing and accurate because, despite arising from different sources, follow a similar 

convergence. 

 

A second tactic used to increase construct validity was to establish a chain of evidence. The aim was to allow the 

reader of the case study to follow the derivation of each piece of evidence. Furthermore, it should be possible for 

the reader to trace the steps both from the conclusion to the research question and vice versa. In the paper, a 

consistent number of citations referring to the evidences in the case study database (interviews, observation and 

documents) has been made. Moreover, the database contains the actual evidence, and the circumstances under 

which the data was collected are explained in the sections above. This allows the reader to determine the basis for 

a specific finding by looking at the evidence behind it and how that evidence was collected.  

 

Finally, a third tactic suggested by Yin (2014) to secure construct validity is to have key informants reviewing the 

draft of the case study report. This practice should help identify different perspectives where no objective truth 

exists. Yin (2014) suggests to share the case study with academic colleagues, professionals, the thesis committee 

group or researchers. The researcher had both an academic and another professional figure to review the research. 

Indeed, the supervisor of the thesis is project coordinator in InnoCoast, a research project providing consultancy 

to different coastal realities in Denmark. For this reason, she collaborated with Camøno for three years. 

Furthermore, the draft of the case study report was also review by the coordinator of Camøno.  
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3.8.2 Internal validity 
“Establishing a causal relationship, whereby certain conditions are shown to lead to other conditions, as 

distinguished from spurious relationships” (Yin, 2014, p.46). 

Internal validity mainly concerns explanatory case studies. Indeed, in explanatory research, researchers might fail 

to recognize all the variables that lead to an event, hence obstructing internal validity (Yin, 2014).  

 

In order to secure internal validity, researchers used pattern matching. Such logic compares an empirically based 

pattern with a predicted one. If the patterns coincide, the results can help a case study to strengthen its internal 

validity. For this study, the researchers made a preliminary research design which was followed but also adapted 

according to the needs of the project as the study moved along. At the end of the study, the researchers did not 

trace any major deviation from the pattern, but rather only small adaptations. 

 

3.8.3 External validity 
“Defining the domain to which a study’s findings can be generalized” (Yin, 2014, p.46). 

External validity deals with the problem of knowing whether the findings are generalizable beyond the study.  

 

The researchers used analytic generalization in order to ensure the validity of the approximate truth of the 

propositions and conclusions stated in the study. This technique relies on using previously developed theory and 

theoretical propositions as a guidance to compare results of the case study. 

 

However, the limitation of the single case study is the low level of generalization. Generalizations are rarely based 

on single experiments, and for the same principle on single case studies. Another technique that could be used in 

future, given the necessary resources, is to replicate the study over multiple cases. 

 

3.8.4 Reliability 
“Demonstrating that the operations of a study - such as the data collection procedures - can be repeated, with the 

same results” (Yin, 2014, p.46). 

Reliability, the last test mentioned by Yin (2014), assumes that if another researcher follows the same procedure 

described in a study, he should arrive at the same findings and conclusions. The goal of this criteria is to minimize 

the errors and biases in a study. 
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In order to secure reliability, the researchers created a case study database in order to organize the data collected 

for the study. The database contained notes from interviews and document analysis which were digitally 

transcribed. In addition, transparency has been used to report the research process. However, given the qualitative 

nature of the study, a replication might not necessarily lead to the same results. 

 

3.9 Sampling 
Sampling is the act of selecting a limited number of subjects from the research population, which in sampling 

theory refers to the full set of individual cases. Sampling is a practice useful in research to determine how many 

and what types of observations are necessary to accurately report the whole phenomenon. Furthermore, it is a valid 

method to provide correct data in studies limited in time and budget, hence when it is not possible to analyze the 

entire population of the phenomenon (Saunders et al., 2009). 

 

The sampling techniques can be divided into probability and non-probability techniques (Saunders et al., 2009). 

While the first one is used in survey-based research, the second one provides a range of alternative techniques to 

select samples based on the subjective judgements which makes it more suitable for case study research. Indeed, 

as Neuman (2000) affirms: “It is their relevance to the research topic rather than their representativeness which 

determines the way in which the people to be studied are selected” (p.247). Within the non-probability approach, 

Saunders et al. (2009) further provide a range of alternative techniques to select the samples based on the 

researchers’ subjective judgment. This research follows a purposive or judgmental sampling, as it is found to be 

more appropriate in case studies characterized by a small sample, where the researchers wish to select the most 

particularly informative subjects. 

 

Saunders et al. (2009) also stress that: “the logic on which you base your strategy for selecting cases for a purposive 

sample should be dependent on your research question(s) and objectives” (p.239). The reasoning behind the 

sample selected for this study follows. The researchers decided to use a framework called stakeholder analysis 

grid (Imperial, 2019) for selecting the most appropriate sample for this research. The grid can be found under 

Appendix 13. These kinds of tools are commonly employed for managerial practices, hence as a guide for the 

actions managers should take when dealing with projects involving multiple stakeholders. The stakeholder analysis 

grid involves plotting the stakeholders on a graph according to two dimensions, namely influence over the project 

and interest in the project. The combination of these two dimensions leads to four types of stakeholders. By 

identifying the category of stakeholders, managers can appropriately engage with them. 
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As previously said, for this thesis the tool will be used with a different purpose. Although the aim of the researchers 

is not to understand how to engage with the stakeholders, the tool proved useful to identify which stakeholders 

could give key insights for understanding the research subject. After having listed all the stakeholder categories 

related to Camøno project, the researchers mapped them in relation to their interest in the project and their potential 

influence on it. Then, the researchers evaluated which categories were more relevant for studying the research 

subject and ultimately tried to contact some representatives of the categories selected. Figure 9 presents the 

researchers’ own grid, with the stakeholder categories as well as the sample members. A brief explanation of the 

grid quadrants and the stakeholder categories within those follows, in order to better understand the reasoning 

behind the sample selection. 

 

Figure 9: Stakeholder analysis grid 

 
 

The top-left quadrant stands for those stakeholders with high influence but low interest in the project. Among 

those, the researchers identified institutions as Naturstyrelsen, the Danish Nature Agency which controls a high 

amount of properties in Møn, but also other private landowners who do not give Camøno access to their lands. 

These kinds of stakeholders have a high influence on the project as they restrict areas the Camøno trail can cross. 

At the same time, by not joining the Camøno, they also show low interest in the project. This category was not 

taken into account as the researchers wanted to get insights and information about the project implementation and 

hence focus on the perspectives of those organizations joining the Camøno.  
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The bottom-left quadrant shows the stakeholders with low influence and low interest on the project. Among these 

the researchers identified Møn residents living close to the trail but not joining the Camøno, but also those 

businesses not currently listed on the Camøno platform, hence not interested in joining the project. For the same 

reason of the previous category, this category was almost excluded. However, the researchers decided to find an 

organization which was previously on the Camøno webpage but that eventually left. This was done to understand 

possible issues organizations could have in relation to the project. 

 

The top-right quadrant shows those stakeholders with both a high influence and interest in the project. Among 

these the researchers included the project leader, that is Møn Museum, and Vordingborg Municipality, as it often 

takes care of agreements for the access to some areas, it funds in part the project and has interest in initiatives that 

can increase the tourism in the area. Also, some of the businesses joining Camøno have been classified as high in 

interest but also higher than others in influence because of their role of Camønopauser. Such role implies a higher 

influence on the project as they shape where the trail needs to pass. Also, they need to conform to some standards 

and become Camøno ambassadors. This category was considered very relevant for the researchers, in order to 

understand in depth multiple dynamics behind the project. From this category the researchers selected the project 

leader and two Camønopauser-businesses. 

 

Finally, the bottom-right quadrant indicates those stakeholders with a high interest but a lower influence on the 

project. The researchers included different types of businesses in this category, who are currently on the Camøno 

platform and hence joined the project. Among these there are some businesses with a slightly higher influence, as 

they operate in the food and lodging sector, which is crucial for enabling the Camøno hiking experience. The other 

businesses provide other services contributing to the richness of the hiking experience. It should be noticed that 

classifying them as low-influence is just to enable a distinction with the stakeholders on the top-right quadrant, 

but all of these businesses enable the Camøno existence. This category was considered relevant as the aim of the 

project was ingraining in perceptions about the project also beyond its shapers, in order to understand the reasons 

behind joining Camøno. From this category the researchers selected five businesses currently on the Camøno 

platform and also one of the initiators of the project whose contribution at the beginning was significant and who 

can also be found on the platform. In this case, the researchers decided to include him in the sample to get a deeper 

understanding of how the project started. 

 

Beyond the above explained, two more criteria were used when selecting the sample. The researchers tried to 

ensure a diversity in terms of the businesses. This was done in order to achieve a broader range of perspectives 

and insights. Also, the researchers were interested in including some locals among the participants, in order to 



 49 

investigate some historical and cultural factors of the area. For all the reasonings above mentioned, the sample 

selected for this thesis is the following. 

 

1. Jeanette Lopez-Zepeda, coordinator of Camøno and employee of Møn museum, the leading organization of 

the project. Møn Museum was classified as a high-influence/high-interest stakeholder. The researchers had 

two interviews with her (Appendix 2; Appendix 3). 

2. Brit Olifent, owner of the Pension Elmehøj, one of the two Camønopauser selected. Pension Elmehøj was 

classified as high-influence/high-interest stakeholder. Olifent is from Møn (Appendix 4). 

3. Anne Grete Olsen, owner of NyGammelsø B&B, the other Camønopauser selected. NyGammelsø was 

classified as high-influence/high-interest stakeholder. Olsen is from Møn (Appendix 5). 

4. Fin Pedersen and Annesofie Juul, owners of Klintholm B&B, a business currently on the Camøno platform. 

Klintholm B&B was classified as high-interest/low-influence (Appendix 6). 

5. Vivi Schlechter, owner of Bakkegaarden Møns Klint, a business currently on the Camøno platform. 

Bakkegaarden Møns Klint was classified as high-interest/low-influence (Appendix 7). 

6. Susanne Rosenild, owner of Naturguide Møn, a business currently on the Camøno platform. Naturguide 

Møn was classified as high-interest/low-influence (Appendix 8). 

7. Stig Andersen, owner of Nyord Kajak, a business currently on the Camøno platform. Nyord Kajak was 

classified as high-interest/low-influence (Appendix 9). 

8. Line Bangsbo, owner of Akroyoga, a business currently on the Camøno platform. Akroyoga was classified 

as high-interest/low-influence (Appendix 10). 

9. William Houman, engaged contributor at the very beginning of the project and owner of Nyord Sennep. He 

was classified as high-interest/low-influence. Houman comes from Møn (Appendix 11). 

10. Peder Ewald and Camilla Bøggild, owners of Ewald Gallerie, a business not currently on the Camøno 

platform (Appendix 12). 

With this section the methodology chapter ends. Now the case description and the empirical analysis will follow.   
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4. Analysis 
This chapter includes the description of the case as well as the empirical analysis. In the first section, the setting 

around the case and its features is presented. Following this, the empirical analysis starts. The second section 

includes an analysis of the innovation, Camøno, followed by the empirical findings which show the enablers 

featuring Camøno as a responsible innovation. A third section is then introduced with the analysis of the business 

ecosystem surrounding Camøno, followed by the empirical findings showing the enablers of the business 

ecosystem health. A final and fourth section concludes the chapter emphasizing the relationship between the two 

analyses, between responsible innovation and business ecosystem health. 
 

4.1 The Overall Background to the Case 
The case study focuses on a project taking place on the island of Møn, in south-eastern Denmark. The project, 

which is a tourist attraction named Camøno, was established in 2016. A brief description of the island and its 

economy features is followed by a section describing the project of Camøno and its stakeholders, including a more 

detailed description of those stakeholders who took part in the interviews. 

  

4.1.1 Møn 
Geography & History 

Møn is an island of the Baltic Sea located in south-eastern Denmark. With an area of 218 km2 it hosts 9,300 

inhabitants governed by the municipality of Vordingborg in southern Zealand. The island is located about 120 km 

south from the Danish capital Copenhagen, connected by an hour’s motorway drive and with public transport 

(VisitDenmark, 2019a). The island is separated from southern Zealand by the Ulv Strait and from Falster by the 

Grøn Strait and it belongs to the Region Zealand (Figure 10). 

 

Møn, is an agro-geographical region characterized by an undulating moraine area formed by the last Ice Age 

(Kampp,1962). The area is mostly flat except for the east coast, where six-kilometers of white cliffs made of chalk 

with beech forests stand 128 meters above the sea. The sandy soil made the land very fertile and inclined to support 

grains and dairying activities. However, the arable land is decreasing both for the civilization and increased 

infrastructures as well as for the decrease in extension of the southern part of the island due to the continuous sea 

erosion (Kampp,1962).  
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Møn’s history has shaped what the island and its community are today. In the Middle Ages several Danish nobles 

owned land on Møn, and the island also hosted Crown lands (Kampp,1962). This is reflected in today’s 

ownerships, as most of the fields and forests are still private and therefore independently administered. 

Furthermore, during the 1960s and 1970s, young hippies moved from Copenhagen and other cities to the 

countryside of Denmark and established themselves in abandoned barns and communitarian farmhouses (Lee, 

2016). This community brought organic agriculture and artisanal production to life and was the promoter of 

interesting green projects, being the first to introduce wind power plans in Denmark (Risgaard et al., 2007; Karnøe 

et al., 2010). Fifty years later, the community has evolved but the hippie trend and lifestyle are still evident through 

the widespread entrepreneurial activities on the island such as yoga retreats, meditation and eco-camping. 

Figure 10: Møn in Denmark 

 
 

Economic activities 

Being part of Danish rural communities, Møn is recognized as an area which suffers a resource scarcity. This 

problem is recognized in terms of economic-structural challenges, such as the scarcity of jobs and qualified labor 

or as the lack of purchase power (Gyimóthy & Meged, 2018). Altogether the islands of Lolland, Falster and Møn 

have been analyzed economically and statistically in 2014 (Berlingske, 2015), performing as one of the most 

disadvantaged regions in Denmark, where little or no economic potential is recognized. 

 

Tourism has always played an important role in the local economy. The island has been a well-known tourist 

destination for many years, given its natural beauty, rare plants, animal life and biodiversity. For many years the 

chalk cliffs of Møns Klint have been the main tourist attraction, which attracts 250.000 visitors a year (GeoCenter, 
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2019). Additionally, other experiences such as outdoor activities, water sports, well-preserved relics and artistic 

expressions have helped to spark interest in the area from tourists. Today, three main projects have helped the 

island to achieve an increased flow of tourists, as can been seen in Appendix 14. These projects are Biosphere, 

Dark skies and Camøno. 

 

Biosphere 

Møn and its landscape, which includes “woodlands, grasslands, meadows, wetlands, coastal areas, ponds and 

steep hills” (UNESCO, 2019) has been recognized as the first Danish UNESCO biosphere reserve. The vision of 

Møn Biosphere Reserve is to make the island an internationally-known example of sustainably managed coastal 

nature in Scandinavia (UNESCO, 2019). This project was not just the result of the nature features of the island, 

but it was also possible thanks to the constant commitment of the population, who focuses its efforts on reconciling 

life, work and nature and is very active in protecting and developing the area (Gyimóthy & Meged, 2018). As the 

chairman of the Danish UNESCO National Commission, Bo Manderup-Jensen affirmed “Møn Biosphere Reserve 

is an example of the results that can be achieved when the area's residents and organizations work together to 

protect nature and operate in collaboration with the UN's world goals for sustainable development” (Vordingborg 

Kommunen, 2019). 

 

Dark skies  

In February 2017 Møn has become the first official Dark Sky Park in Scandinavia (Dark Sky, 2019). Indeed, Møn 

is one of the few places in Denmark where light pollution is almost zero and hence tourists can experience a clear 

and distinct starry sky and see the Milky Way. As the Biosphere, this project was possible due to the involvement 

of the Møn population, which achieved the certification of the International Dark Sky Community by working 

hard to preserve the dark skies and by minimizing the light pollution on the island (Dark Sky, 2019). 

 

4.1.2 Camøno 
Established in 2016, Camøno is according to the Danish slogan “Kongerigets venligste vandrerute”, the friendliest 

hike in the realm (Camønoen, 2019). All within the municipality of Vordingborg, the trail traverses most of the 

island of Møn and also reaches some locations in Nyord and Bogø, for a total length of 175 km, divided into nine 

hikes (Figure 11). What makes the trail different is its complementary online platform, which connects the hikers 

with a range of locals providing services and experiences along the trail. 

Since its launch, the Camøno trail performed well in economic terms, creating an economic turnover of 12 million 

DKK in 2016 (Bærenholdt & Meged, 2017). Furthermore, the project received several national awards for tourism 
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innovation and development as the tourism prize for “SydkystDanmarks bedste Turismeinitiativ 2016” 

(SydkystDanmark, 2017). Conceived and developed as a community-driven and bottom-up initiative, the walking 

trail aims at leveraging tourism in the area and valorizing local resources across the island for tourists (Gyimóthy 

& Meged, 2018).  

 

Figure 11: Camøno map 

 
 

4.1.2.1 The project  
The Camøno hiking route opened in the summer of 2016 but the idea started in 2013. Two female entrepreneurs, 

namely Marianne Florman, a former handball player living in Møn, and Tine Nygaard, at the time the Chief 

Curator for exhibitions at the Museum South East Denmark, had the idea of creating in Møn something similar to 

the Spanish walking trail Camino (Stedet Tæller, 2017).  Their vision was eventually seized by the Møn Museum, 

which provided the institutional framework for implementation and which was very interested in the project as it 

represented an opportunity to give value to many historic monuments all over the island, which could be included 

in the trail. For this reason, the museum took care of the fundraising and the gathering of resources (Gyimóthy & 

Meged, 2018). An initial idea of the trajectory of Camøno was drafted by the museum and then it was gradually 

evolved according to the locals that wanted to participate in the project and give access to their own property. 

These local ildsjæle or fiery souls work as passionate and enthusiastic entrepreneurs, welcoming hikers along the 
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route. Fiery souls can be providers of accommodation, meals, experiences or other services hikers might need, and 

they are tied together in a network that has been crucial in making the Camøno (Bærenholdt, 2018). 

 

Pilgrimage tourism 

Camøno, despite the connotations of its name, was never conceived to target pilgrims specifically, but to appeal 

to all type of wanderers. The nine hiking paths are not explicitly linked to Christian pilgrimage but are organized 

around specific themes to address diverse hiking preferences and needs (Gyimóthy & Meged, 2018). However, 

some ambiguity concerning the religious sphere was kept, starting with the name which recalls the Camino de 

Santiago, one of the most ancient pilgrim trails in the world. Also, at the time Camøno was officially opened, the 

local church was involved in the celebration (Gyimóthy & Meged, 2018). Hence, the combination of some 

religious elements with some more leisure-related components enhanced the inclusive spirit of Camøno not only 

at a supply level, being it a bottom-up initiative, also in terms of the people it is targeted towards, essentially 

everyone is welcome to join (Gyimóthy & Meged, 2018). In this way the Camøno experience aims at satisfying a 

multitude of values, be they personal, spiritual, and cognitive. 

 

Resources: funds and locals 

The project is the result of an extensive mobilization of public and private, commercial and non-commercial 

resources. The project was funded with DKK 3,52 million, of which Realdania contributed DKK 2,4 million 

through the Credit Fund program “Stedet Tæller”, Places Matter, and the rest coming from Vordingborg 

municipality and the Museum of South-East Denmark (Stedet Tæller, 2017). Because Camøno constantly aims at 

improving in terms of facilities, infrastructure and services, other private institutions contribute with funds, as 

Lions Møn Club, which donated 25,000 DKK for constructing a shelter close to Råbylille Strand (Appendix 15).   

 

Beside funds, since the beginning the project required a great deal of participation and work from locals as well. 

As the island mainly consists of private properties, the municipality had to make voluntary agreements with 

property owners for the route to cross their lands (Bærenholdt, 2018). Also, local labor was deployed for the 

construction of shelters and infrastructures (Bærenholdt, 2018).  

 

The Route  

As previously mentioned, the route is 175 km long and divided into nine hikes around specific themes, mainly on 

Møn but also reaching some locations in Nyord and Bogø (Camønoen, 2019). Among the hikes are the Juniper 

Berry Hike that appeals to the nature enthusiast, the Hippie Hike to spiritual walkers and King Asger’s Hike to 

people interested in prehistoric heritage (Gyimóthy & Meged, 2018). 



 55 

Along the paths are both natural and cultural attractions, as well as infrastructures for resting and experiences or 

activities provided by the locals. The trajectory of the paths can constantly change, according to which locals 

accept to give or decide to remove access to their own property. This can also happen for safety reasons when 

some parts of the trail become impassable due to natural causes. The trail is signposted with stickers showing 

hikers the proximity of toilets, water fountains, food supply, accommodations (Figure 12).  

 

Figure 12: Camøno stickers 

 

  
 

There are nine Camønopauser placed along the trail, or Camøno rest stops, which form the nodal points on the 

hiking route (Figure 13). Here, facilities as toilets, water, electricity and shelter as well as contacts to local 

enthusiasts can be found (Camønoen, 2019). There is a Camøno bench located at every stop where wanderers and 

anyone else can take a break. The benches are the result of a collaboration with NORRØN architects and their 

circular shape tries to encourage conversation among people (Appendix 16).   
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Figure 13: Camønopausen 

 
 

Digital platform  

The Camøno is digitally facilitated by a platform which the Møn Museum created (Gyimóthy & Meged, 2018). 

All the relevant information about the trail can be found on the page, together with rules about behavior and tips. 

Also, the platform is provided with a digital map signaling all the stops, monuments and activities provided along 

the paths. The Camønopauser, or resting places, also appear on the digital map (Camønoen, 2019). The map is 

constantly updated, as both routes and services may vary. On this digital platform, tourists and hikers can connect 

with the ildsjæle to book experiences ranging from dinners, yoga classes, birdwatching, kayak classes and 

overnight accommodations (Camønoen, 2019). All the experience-providers, who are currently more than 100, 

appear under the section “ildsjæle” together with links redirecting the users to the ildsjæl’s homepage. The 

platform, Camoenoen.dk, neither charges for intermediation nor is responsible for screening transactions. All 

VAT-registered enterprises need to pay 1400 DKK to be on the webpage, while privates who occasionally want 

to provide a service to visitors may ask to be on the page for free (Camønoen, 2019). 

 

Camøno identity 

Camøno has a unique brand identity built upon different symbols and values. The name Camøno plays an important 

role in its identity. Paraphrasing the legendary Camino in Spain, it generates associations with spiritual walking, 

contemplation and recreation (Gyimóthy & Meged, 2018). Some elements in Camøno’s history have been related 

to religious practices. For example, during the first hiking tour in May 2016, the priest of Elmelund Church started 
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the event by blessing all the hikers on departure (Gyimóthy & Meged, 2018). However, Camøno was never 

conceived to target pilgrims specifically. This confusion between a pilgrimage walk and leisure-hiking trail helps 

Camøno to maximize the tourism demand and attract as many different types of walkers as possible (Gyimóthy & 

Meged, 2018). The wood benches located on each Camønopauser have also contributed to Camøno’s identity. The 

benches are a symbol of connection, as they are the connecting nodes between different ildsjæle along the trail 

(Bærenholdt, 2018). Given their importance and their award-winning design, the benches have also become the 

logo of Camøno (Figure 14). This emblem today is used to mark the Camøno route, and it appears in different 

gadgets that can be purchased at the museum. Furthermore, it is present on the Camøno passport which hikers can 

get stamped at each stop (Appendix 17). 

 

Overall, the Camøno brand is a fusion of objects, symbols, and landscapes, enforced by the narrative around it, 

which is based on the collaboration and authentic encounters among strangers (Gyimóthy & Meged, 2018). This 

narrative engages tourists to the point that they tell the Camøno story to others, making Camøno an adventure that 

travels from mouth to mouth (Bærenholdt, 2018). 

Figure 14: Camøno logo 

 
 

Communication  

Camøno’s success was also due to the interest spread across the media. Indeed, TV2ØST decided to do a reportage 

called “Camønoen er en succes” at the end of the first season (TV2 ØST, 2016) and the following year a reportage 

called “Seven days on Camøno hike” was published. Here, a journalist and a photographer documented their 

experiences live and gave people the possibility to follow them both on the TV2ØST channel and on its Facebook 

page (TV2 ØST, 2017). Besides the interest across the media, the marketing of the project is run by Møn Museum, 

which handles both the museum and the Camøno marketing. The communication takes place mainly on the 
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platform Camoenoen.dk and on the Facebook page, which counts 11,162 followers and a total of 10,396 likes 

(Camøno – kongerigets venligste vandrerute, 2019). Also, currently the project does not have an official Instagram 

page. Hence, all the relevant information, updates and changes are posted on the Facebook page and on 

Camoenoen.dk. 

 

Fees 

The Camøno is a non-profit project. No fees are charged for entering the trail, the only revenues the museum gets 

are from the sale of Camøno maps to the visitors. Such revenues, which correspond to 90 DKK a map, are then 

reinvested in initiatives and infrastructures for Camøno (Camønoen, 2019). 

  

4.1.2.2 The Møn Museum and ildsjæle 
Camøno was developed as a major collaborative enterprise, which included different stakeholders, such as the 

Møn Museum and various local entrepreneurs. As already mentioned in the sampling section 3.9, a number of 

stakeholders was selected for in-depth interviews. Here a description of each one follows.  

 

Møn Museum  

Møn Museum is the island’s cultural and historical museum (Figure 15). It is located in the center of Stege, in an 

old merchant’s house and it is part of Museum South East Denmark. The museum was founded in 1914, and served 

as a tourism attraction, which included a permanent exhibition about Møn’s history (Møn Museum, 2019). 

Today the museum has a double function. On one hand, it hosts an exhibition that tells about Møn and its locals. 

On the other hand, it is one of the nine Camønopauser, hence it is provided with a Camøno bench and is a 

welcoming point for hikers that want to start the Camøno trip. The museum shop offers maps, gadgets and 

information for visitors. Lately, the museum has also built a shelter with 14 places where people can bring their 

own sleeping bag and stay overnight for 50 DKK (Camønoen, 2019). 

The museum’s role shift started in 2016 when it decided to become the institutional framework for Camøno. By 

undertaking a visionary leadership role, Møn Museum redefined the conventional mission of a regional museum. 

Indeed, the museum extended its service of curating fixed-space exhibitions, to operate a large-scale heritage 

version outdoors while connecting resources and entrepreneurial activities on the island (Gyimóthy & Meged, 

2018). The first move of the museum to sustain the project, in collaboration with the municipality of Vordingborg, 

was requesting funds to Realdania Credit Fund program, Stedet tæller. Subsequently the museum became the 

designer, incubator and consolidator of the project and it coordinated skills, funds, and volunteer labor to create a 

fully operational walking experience (Gyimóthy & Meged, 2018). Ultimately, as previously said, the museum 
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built an online platform for all the small firms and enterprises along the trail. Hence, the museum today is the 

brand manager, platform owner and service hub for the walking trail (Gyimóthy & Meged, 2018). 

Figure 15: Møn Museum  

 
 

Pension Elmehøj 

The big and monumental pension Emehøj is one of the Camønopauser that is located on Møn, 8 km east of Stege 

town center, next to the Elmelunde church. It was a former retirement home and today it is owned by Brit Olifent, 

who was born and raised on Møn and has returned home after five years in Australia. The structure offers rooms 

for tourists and it has a bar which provides snacks for the customers and hikers that come by (Pension Elmehøj, 

2019). 

 

Klintholm B&B 

Klintholm is a cosy B&B located along Camøno close to the scenic Møns Klint and surrounded by beaches and a 

forest. The owners are Finn Pedersen and Annesofie Juul, a couple that provides ten double rooms to tourists and 

offers a restaurant service on request. The owners beside their business support local handcraft by selling Danish 

glass art, made by Elin Krebs, a local craftsman who works ceramics and other material with ancient techniques 

(Klintholm B&B, 2019). 

 

Bakkegaarden Møns Klint 

Bakkegaarden is located on the Camøno in the small town of Busene, a 20-minute walk from Møns Klint and the 

GeoCenter. The business is a B&B owned by Vivi Schlechter, which offers 15 rooms and a restaurant service. The 

characteristic trait of Bakkergaarden is art, indeed rooms and some common areas are painted from local artists 

and the place offers an art gallery of 21 artists from Møn (Bakkegaarden Møns Klint, 2019). 
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Nygammelsoe B&B 

Nygammelsoe is a B&B located in the west part of Møn. The building has a history on the island, indeed it was 

originally built as a school, in the early 1900s and it was later used as nursing homes. After several extensions 

over the years, it was purchased in the autumn of 2000. Today the property is owned by Anne Grete Olsen and 

provides 12 rooms and restaurant service (Nygammelsoe B&B, 2019). 

 

Galleri Ewald  

Galleti Ewald is an art gallery placed along Camøno path and 10 minutes away from Stege. It is owned by Peder 

Ewald and his wife Camilla Bøggild, and it hosts a permanent exhibition by Ewald and temporary exhibitions of 

other artists (Galleri Ewald, 2019). 

 

Kayak Nyord 

Kayak Nyord is a kayak rental located on Nyord, a small island connected to the east part of Møn. It is owned by 

Stig Andersen and it gives visitors the opportunity to see Nyord from the seaside by renting kayaks or stand-up 

paddleboards (Kayak Nyord, 2019). 

 

Naturguide Møn 

Naturguide Møn is an agency of tourism guides and is owned by Susanne Rosenild, who is educated as a nature 

guide and as a wild food guide. As an intermediary of Møn's wild nature and of the darkness of Dark Sky Park, 

Rosenild is registered as Møn Biosphere Ambassador and she offers more than 10 types of tours which include 

different themes (Naturguide Møn, 2019). 

 

Akroyoga  

Akroyoga is a company that give courses in yoga, akroyoga, as well as retreats. It is owned by Line Bangsbo and 

Jeppe Skovgaard and it is placed on the west part of Møn, along the Camøno walking trail. The owners also rent 

a sauna for hikers and locals (Akroyoga, 2019). 

 

Nyord Sennep - Noorbohandelen 

William Houman is a chemist technician who in 2009 designed a small mustard factory on a disused farmhouse. 

Here he processes approximately one and a half tons of mustard seeds a year, which he himself cultivates on his 

own spray-free mustard field. He has developed a number of mustard varieties that visitors can taste and buy at 

the Noorbohandelen shop in front of the factory (Nyord Sennep, 2019).  
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4.2 Analysis of the Innovation 

This section is dedicated to the empirical analysis of the innovation implemented in Møn and the main findings. 

The objective is first to understand the logic behind the Camøno project and secondly and most importantly to 

understand how it was implemented responsibly, identifying the major enablers of a responsible innovation. 

 

4.2.1 Camøno as a communitarian model 
The Camøno project represents an innovation for Møn as it introduced a specific type of sharing economy at the 

regional level, called platform cooperativism or communitarian model. Such innovation consists of the 

combination of offline and online components, namely the digital platform provided by the museum and the 

Camøno physical trail, which is made possible by local hosts, some providing access to their lands, some others 

providing services for the hikers. 

 

There are multiple reasons why Camøno can be classified as communitarian model, some more related to the aim 

of the project, some related to features of the platform and finally some related to features of the physical trail.  

 

Bottom-up initiative 

The project, as stated by Camøno coordinator Lopez-Zepeda, was created and taken over by the Møn Museum 

with the aim of valuing and promoting the cultural and historic heritage of the island, bringing the museum 

“outdoor and more alive”. This is what mainly drove the few changes made to the old routes which were present 

on the island. Camøno needed to be a way to connect different parts of the island, since most of the tourists before 

were only going to the east side, where the epic white chalk cliff is located. 

In this regard, Lopez-Zepeda in her first interview stated: 

“There were already two old trails, so we included them, but we made some changes. We introduced some places 
in Nyord because of its history (…) also, we included more places in the middle of the nature”. 
She further added: 

“We tried to give importance to all parts of the island. (…) We love Møns Klint but for us it has the same 
importance as any other attractions on the island”. 
In this regard, Andersen, owner of Kayak Nyord, reported an increase of hikers in Nyord since Camøno started: 
“Yes, I never have seen that many people walking here before. They have made it; it's a giant success”. 
 

At the same time, the project was aimed at being local, and to involve many people. It was not only meant to 

benefit those services more related to tourism as Hotels, B&Bs and tourist guiding but it was open to whoever 

wanted to participate and could contribute somehow. Such a bottom-up strategy increased the involvement and 
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positivity of businesses and the community, as it was not perceived as an imposition from outside. Hence, the idea 

behind Camøno was not only aiming at fulfilling the museum goal of promoting the heritage, but also at creating 

a benefit for other organizations.  

As Houman, one of the initiators of the project, stated: 

“Camøno wasn’t made at a table inside a room, it was made outside (…) it wasn’t organized, it grew from the 
bottom, step by step”. 
Also, Schlechter, owner of Bakkegaarden Møns Klint, affirmed: 

“We thought it was fantastic, it’s growing and it’s based on Møn and on the locals. It’s not somebody coming here 
and making it all”, further stressing “there is a strong feeling about it, from everyone”.  
 
No transaction-fees and surplus reinvested 

The Camøno platform does not charge any fees on booking transactions, as it limits its intermediary role to 

showing the different ildsjæle on a list and on the digital map. Hence, it does not take care of the booking 

procedures which are directly handled by the enterprises, since users are directed from the Camøno page to the 

specific websites. It simply enables a greater visibility to the businesses and enhances bookings on their websites, 

where, unlike through other platforms, they do not have to pay charges on bookings. 

Olsen, owner of NyGammelsø B&B, commented: 

“And I know that people who find me on the Camøno page are directed to my website and book there, which for 
me is actually good because I need to pay a fee on the bookings done through other websites. This is one of the 
reasons I wanted to be part of the project”. 
 

Camøno generates revenues for the museum through two sources, namely the sale of the Camøno maps and the 

fees that VAT-registered firms pay to be on the platform and on the digital and physical maps. The revenues of 

the maps are usually used for covering the costs of changes in the design of the maps and in the trail signs, 

whenever they get damaged or an adjustment to the path is made. As this can be quite costly, these changes might 

increase the price of the maps in case the museum cannot cover the costs. 

Any surplus generated from the fees of the platform, remaining after the maintenance costs, is reinvested in new 

projects, although for most of them the museum needs to do fundraising. 

“We use the revenues for all Camøno-related work and projects” commented Lopez-Zepeda in her first interview.  

 

Sharing of resources 

The island of Møn is mostly made of private estates or lands under the authority of Naturstyrelsen, the Danish 

Nature Agency. The municipality only owns few areas, roads and some traits of the Camøno trail. This means that 

in order to make the Camøno possible, negotiations and agreements have to be made with locals willing to share 
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their private property with hikers. Hence, the Camøno experience is made possible by the willingness of locals to 

share their properties and make them available for the project. If on one side this inclusive rhetoric of the Camøno 

highlights the benevolence of the locals, who grant unrestricted access to the walking trail, on the other side it is 

also constrained by those private owners who do not welcome hikers on their lands, having to adapt the physical 

trail to such no-access. 

On this concern, Olsen said: 

“Most of the fields are private. But people are ok with having the hikers around, as long as they stay on the trail”. 
Also, Lopez-Zepeda, in her first interview added: 
“An example is a forest called Fanefjord Skov, people are asking why after entering the forest they have to walk 
out and then after a while can enter again. Well it’s because there are 500 owners who own the forest, and not all 
of them agreed with the idea”. 
 

Given the nature of the project, it appears clear that the contribution of other businesses and organizations becomes 

crucial for the enhancement of the hikers’ experience. Being the trail for most of its length away from Stege city 

center, it is important for the hikers to find services and infrastructures along the trail. While all Camønopauser 

are provided with benches and Wi-Fi, it is due to the benevolence of the businesses close by that such resting 

places are provided with water, electricity and toilets. Also, the willingness of some businesses to introduce 

services for the hikers and to appear on the Camøno digital and physical map, makes it easier for hikers to find 

places where they can eat, sleep and purchase other services. On the one hand the Camøno project’s lack of 

centrality and dependence on other organizations offers new possibilities of jobs, on the other hand it can represent 

a problem when not enough businesses decide to join. This clearly shows that the success of the route and the 

platform will depend on the volume and contribution of the members. 

A few interviewees expressed their perceptions on the subject.  

Rosenild, owner of Naturguide Møn, commented: 

“Definitely there is a rise in tourism in Møn, and of course there is more interest in being able to meet that need”. 
Pedersen, owner of Klintholm B&B added: 
“Also, more businesses are starting, there are new cafes opening along the route”. 

 

In regards to the potential shortage of contributors, concerns about the lack of supply of services emerged from 

two respondents. 

Rosenild stated: 

“I feel there is more need for accommodations”. 
Also, Lopez-Zepeda expressed the same thought on the subject in the second interview.  
“I have been asking people to do hosteling as we have B&Bs for 400 DKK a night and shelters for 50 DKK a night 
but we miss something in between (…) So, I try to push on this, for the different targets”.   
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Justification for communitarian model  

From the data, it arises that Camøno has brought a different mindset in doing business. From the very beginning 

Camøno aimed at creating a benefit not only for the project leader organization, Møn Museum, but also at having 

economic spillover effects for multiple businesses on the island. Also, the project unfolded following a bottom-up 

approach. The fact that the Camøno experience is made possible through the collection of diverse assets around 

the trail such as lands, infrastructures, accommodations, and experiences such as tour guides and yoga classes, 

clarifies the value creation process of the project. Now businesses collaborate having in mind a common goal and 

are willing to invest resources that are useful to bring tourists to the island. This was possible because entrepreneurs 

on Møn understood the opportunities for mutual gains and also realized that all businesses gain or lose together as 

they are bound to a common goal. The creation of such a bottom-up collective pool of resources reveals the 

commitment and reciprocal relationship of the members, which is a focal point of the communitarian model 

(Gyimóthy, 2017). Such a communitarian model embraces the technology, in this case the Camøno platform as 

intermediary between Camøno visitors and the businesses, but follows democratic values (Scholz, 2016). Indeed, 

Camøno is about a structural change of ownership, where a collaborative governance enables the participation of 

multiple organizations (Scholz, 2016; Muñoz & Cohen, 2017). Although the digital platform is administrated by 

one institution, everyone is free to join. Also, the physical experience, being the result of everyone’s commitment, 

is jointly owned. Finally, the mediation of the project leader, Møn Museum, reframes the concepts of efficiency 

and innovation with an eye on benefiting the others. They do not capitalize on others’ businesses by getting a 

percentage on their bookings and then use the revenues on nothing but projects and facilities pertaining to Camøno, 

which is an important feature of the communitarian model (Scholz, 2016; Gyimóthy, 2017).
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4.2.2 Responsible innovation: findings 

This section is dedicated to the implementation of the Camøno project and shows the major drivers and enablers 

of a responsible innovation. The researchers found it interesting to look at how Camøno was done in a responsible 

way and to study the enablers of such responsible innovation. After having identified the key drivers in the case 

study, the researchers classified them according to the four dimensions of responsible innovation (Stilgoe et al., 

2013), namely anticipation, reflexivity, inclusion and responsiveness. Table 2 illustrates the main findings of this 

part of research, which are explained below in detail and discussed in relation to relevant theories. 

 
Table 2: Responsible innovation findings 

Responsible Innovation 
Dimension 

Findings 

Anticipation • An investigation of stakeholders prior to the project 

implementation makes the innovation anticipatory. 

Reflexivity • Thinking beyond the own role is indicator of reflexivity  

Inclusion • Dialogue plays a central role in enhancing inclusion. 

• The elaboration of multiple values into a common shared 

value is crucial for achieving an inclusive innovation. 

Responsiveness • Flexibility is a key factor for making the innovation 

responsive. 

• A collective sense of responsibility is crucial for being 

responsive to potential negative impacts. 
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4.2.2.1 Anticipation 
Anticipation is a dimension of responsible innovation describing and analyzing both intended and potentially 

unintended impacts that might arise, be these environmental, social, economic or otherwise (Owen et al., 2013). 

Anticipation, with its recognition of complexities and uncertainties, involves systematic thinking aimed at 

revealing new opportunities while increasing resilience (Stilgoe et al., 2013). 

 

Finding 1: An investigation of stakeholders prior to the project implementation makes the 

innovation anticipatory. 

The implementation of Camøno was preceded by an initial investigation of the community’s impressions about 

the project followed by a meeting with all the businesses interested in joining Camøno. This allowed both an 

open debate about the possible unfolding of the project, the potential outcomes as well as an understanding of 

the resources on board.  

 

When Camøno was created, the coordinators soon realized that its existence relied on the support and engagement 

of locals. As stated by Lopez-Zepeda in her first interview, when the proposal arrived at the museum, Syska, a 

former museum employee, decided that it was of crucial importance to test the first impressions of locals before 

starting to plan anything else. Hence, with her bike she went around the island to meet the locals and get 

preliminary feedback. The first reactions were positive and sparked interest around the island, therefore she went 

back to the museum and together with the team they started to delineate the project. 

As Lopez-Zepeda explained in her first interview:  

“Is it a good idea? or a bad idea? if it’s a bad idea, why do you think it’s a bad idea? It was very important to ask 
this because we wanted it to be a success. And it is a success only when the local people are interested and think 
the idea is fun. If they think it’s a bad idea, never start a project. Absolutely. That’s how it is. Specifically, when 
you are on a small island in Denmark”. 
 

When the team finished planning the route and the nine different stops, they decided to invite the different 

businesses on the island to a first meeting through announcements in the local newspaper and on a Facebook group. 

The aim of the meeting was to inform the community about the evolvement of the project and to consider the 

potential impacts of the innovation on the island. As it emerged from the interview with the project coordinator, 

the meeting was an open discussion between the different stakeholders, and it shed light onto the different 
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perspectives, agreements and concerns with the project. Secondary sources (Gyimóthy & Meged, 2018) also 

confirm the effort done by the museum at the very beginning of the project. 

 

Also, Schlechter, another interviewee added: 

“There were some meetings for all the ildsjæle and of course we joined them. We talked about what we could do 
and suggested ideas”. 
 

This meeting allowed the museum to define the amount of resources they could mobilize for the project. For 

example, they were able to identify the capacity of accommodation for the hikers, and the different kinds of 

services already available and the ones needed to be created. However, it emerged that the meeting was not the 

first attempt planned by the museum. 

Pedersen, owner of Klintholm B&B, reminded: 

“At the very beginning they sent us a questionnaire by mail. But it was very complicated and confused so we called 
them and said to them that we had to meet in person. Then we met and we discussed what we wanted”. 
 

From the data, it arises that the different stakeholders had a collective discussion before the implementation of 

Camøno. Syska’s research and the initial meeting between ildsjæle allowed Camøno coordinators to identify the 

different needs and issues before the project was designed and implemented. This recalls the conceptual and 

empirical investigation of the Value-Sensitive Design that Friedman et al. (2002) suggest to responsible innovators 

for gaining an over-reaching understanding of both social and technical implications before realizing the 

innovation. In the conceptual phase, the innovators should investigate the values and requirements implied with 

the innovation, whereas in the empirical one, researchers should observe the interaction of the innovation with 

people and context. Camøno, however, is a bottom-up initiative that has involved the stakeholders from the 

ideation phase, thus the two investigations appear to be merged in one phase, where from the beginning all the 

actors, exposed to the project concept, defined the impacts and the values at stake in a collective effort. The data 

that emerged in this case confirms the importance of a deep investigation of values and requirements before 

designing an innovative product or, as in this case, project. This is also stressed by van den Hoven (2013), who 

building on Friedman et al. (2002), emphasizes this kind of investigation in the early stage of the design and 

development as a crucial feature of the VSD. 

In the Camøno, the museum’s initiative to investigate the different impacts by consulting the stakeholders, allowed 

them to minimize the project power harming the community and the environment, while improving the project 

ability to benefit the community. This recalls two dimensions of responsibility which a responsible innovation 

should aim at, namely responsibility to avoid harm, which is the ability of the innovators to avoid harming people 

and the planet, and responsibility to do good, the act of improving the living conditions and safeguarding the 
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environmental depletion and social misery (Voegtlin & Scherer, 2015). Hence, Camøno appears to reflect such 

dimensions of responsibility. Overall, the museum considered the importance of understanding opinions and 

potential impacts of the innovation, and thus it was able, through such investigations, to roughly predict the 

scenario development of the project both in terms of the services needed and in terms of potential impacts on the 

island. Hence, it can be assumed that Camøno, reflects the emblematic characteristic of responsible innovation 

named anticipation, which allows an analysis of potential unfolding aimed at increasing resilience, while allowing 

new opportunities and issues to emerge (Stilgoe et al., 2013). 

 
4.2.2.2 Reflexivity 
Responsibility also demands actors’ and institutions’ reflexivity which implies rethinking prevailing conceptions 

and challenging assumptions (Stilgoe et al., 2013). It demands openness and reflection on underlying purposes, 

motivation and impacts, by requiring actors to go beyond specific role’s responsibilities including wider moral 

ones (Owen et al., 2013; Stilgoe et al., 2013).  

 

Finding 2: “Thinking beyond the own role is indicator of reflexivity” 

Both the museum and businesses joining Camøno appeared to take into account other perspectives rather than 

only their own one. This allowed reflective practices to emerge.  

 

Camøno also appears to take into account broader interests, not only of the multiple organizations involved but 

considering the customer perspective too. The aim of the museum is making Camøno an experience that can be 

truly joined by anyone. Despite it being a very young project, some new initiatives are being planned for the 

upcoming summer. As the project coordinator revealed in the first interview, a new initiative aims at designing a 

map and a route for disabled users. Indeed, the researchers, besides some services close to a few Camønopauser, 

noticed that the route is currently not disabled-friendly (direct observation notes; research diary notes). 

On this matter she commented: 

“The other project that I’m working on right now, will start on the 1st of July. We will make an event 
because we have made the first handicap-friendly map for hikers in wheelchairs. We have to make a route for 
them to come, where they can come with their handicap cart. The map will be green and not orange because 
people who are color-blind cannot see orange. And the green path will be a bit different from 
this one because we don’t recommend them to go through some difficult parts of the trail. There will be 
some other changes as they cannot go down to the beach, and there will be some other spot for them.We have also 
done a special map, we have cut it in the way you can fold it into a smaller map and be more practical.”. 
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The same tendency to think broadly, was also perceived among the other respondents, the owners of businesses 

joining the Camøno. When asked about the motivations for joining Camøno, many interviewees mentioned, 

beyond an economic interest, also the desire to contribute and hence enable a project that could benefit the area. 

Houman, the owner of a small mustard-factory who was deeply involved at the design phase of the project, 

confirmed how he wanted first of all to create something good for the community, although he knew the project 

would not directly impact on his business the same way as it did with other firms.  

In this regard, he commented:  

“Before everything started, I was talking with Syska, we talked together about different ideas and things we could 
do for the island. It was a few years ago, it took some time to figure out what we had to do 
(…) But my business has not increased that much with Camøno because people walk and cannot bring many things 
with them. There has been a big increase in the numbers of tourists, but not so much in sells for me. But I knew it, 
and it’s ok, I didn’t do it for my own interest but for Møn and Nyord”. 
 
Also, the owners of a well-established B&B stressed that they wanted to join also for enabling the creation of 

something that would be good for the community. 

Pedersen, owner of Klintholm B&B commented:  

“We are quite known here in Møn and we have always had many visitors here in our B&Bs, but we knew there 
was need of accommodation services on the website and on the route, so we wanted to be part of it and help. Both 
me and Sofie thought it was a good project for the island which was worth to join”.  
 
It can be seen from the data that both on the museum and businesses’ side reflective practices emerged. The 

museum, besides conceiving Camøno as a way to benefit the area, demonstrates also to constantly re-think the 

possibilities offered by the project. Indeed, after having opened Camøno, they realized that the current version of 

the project could not be joined by everybody. Hence, a wider moral responsibility framed a new initiative 

addressing the issue and making Camøno more sensitive to different conditions and allowing a greater 

accessibility. Also, the businesses appeared to look beyond their interests and show reflective practices. However, 

it also appears that such reflexivity mainly looks at community and local goals rather than major societal goals 

and a broader picture of humanity. Still, they appear to blur the boundary between their role responsibilities and 

wider moral ones. This recalls the second dimension of responsible innovation, namely reflexivity, which implies 

being aware of their own perspective’s limits and re-thinking their own actions according to wider value systems.   
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4.2.2.3 Inclusion 
Inclusion involves collective deliberation through processes of dialogue, engagement, and debate, in order to invite 

and listen to multiple perspectives from diverse stakeholders (Owen et al., 2013). The dimension of inclusion 

allows the reframing of issues and the identification of areas of potential contestation, hence a co-produced 

trajectory of innovation (Owen et al., 2013; Stilgoe et al., 2013). 

 

Finding 3: Dialogue plays a central role in enhancing inclusion. 

Different means of dialogue are offered by Møn Museum to the multiple stakeholders involved in the Camøno 

project. This increases their level of participation but also their influence in shaping the ongoing development 

of Camøno.  

 

Through finding 1, it is evident how Camøno was created and developed through the interactions between the 

museum and the ildsjæle, but the dialogue between the parties did not end with the Camøno opening. As it emerged 

in the first interview with Lopez-Zepeda, at the end of the year, precisely in November 2016, the museum invited 

the ildsjæle, who had contributed to the success of the first season, to an evaluation meeting. The event aimed at 

discussing the outcomes of Camøno and the impacts the project had on the island. Secondary sources (Bærenholdt, 

2018) reveal more detail on the composition of participants. The meeting was composed of 19 people, among 

which were the ildsjæle, two researchers from Roskilde University who followed the development of the project, 

and furthermore the municipality and the museum representatives, respectively Stauner and Lopez-Zepeda. The 

meeting started with a celebration of the big success achieved, but it afterwards involved the discussion of critical 

problems and practical issues in need of solutions. 

As Bøggild, owner of an art gallery, recalls: 

“They did not expect so many people to come the first year, so there was a lack of water fountains, 
toilets and restaurants”. 
 

Furthermore, in order to target a bigger audience, the museum organizes public meetings under the name “Kend 

din Ø”, or “Know your island”, which are repeated four times a year, precisely twice in spring and autumn (Møn 

Museum, 2019; Appendix 18). The meetings are targeted to the whole island. Hence the businesses, volunteers 

and locals can join by paying a small fee of 140dk. From what emerged during the first interview with Lopez-

Zepeda, during the meeting different topics are addressed. Firstly, people can bring and discuss an issue or topic 

that they found critical or interesting for the wellbeing of the island. Secondly, the museum organizes some 
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speeches to inform locals about the latest initiatives and evolvements of Camøno. Thirdly, professionals of various 

backgrounds have the possibility to speak about a current topic related to the development of the island. These 

events hence are crucial to keep a constant dialogue with the community and raise questions while gathering 

feedbacks from different angles. Furthermore, the museum also uses these events to inspire new entrepreneurs and 

invites other volunteers and businesses to join Camøno. 

Houman, contributor of the project, also emphasized another benefit: 

“We meet and we talk about something historical or about nature. In this way, we are able to tell the tourists more 
about Camøno and the island. Also, the tourist information point in Stege is made by volunteers, so we must know 
everything about the island. These meetings are good for the locals to help the tourists. It’s nice to learn but it’s 
great to tell. I think it is very important that people know more about the island and become more active. Camøno 
has brought knowledge and has stimulated locals to do more. It has pushed people to think in another way and 
start more activities”. 
 

Despite the meetings, the dialogue between the different stakeholders is kept alive during the year through other 

channels. Some interviewees reported that they are not always able to join the “Kend din Ø” events for different 

reasons. Therefore, businesses have the contact of the museum and they also communicate through intermediaries. 

For example, the owner of Klintholm B&B mentioned that as there are some people in charge of transporting 

hikers’ luggage from the museum to the B&Bs and vice versa, very often feedback for minor things are reported 

through them. Besides this, Lopez-Zepeda revealed in the second interview that she often drives around the island 

to meet the different businesses and discuss about new upcoming projects. All of this enables a constant dialogue 

between the different organizations. From most of the interviews it arises that the subjects feel free to contact the 

museum to discuss issues and improvements. The researchers also noticed that the two times they met with the 

project coordinator the interviews were interrupted because of some business owners calling the museum (direct 

observation notes). 

As Olsen, owner of a business, stated: 

“I know that if I need them I know where they are and I can just call them”. 

 

By looking at the data it appears that from the ideation to the implementation and evolvement of Camøno, the 

museum has kept a constant dialogue between the different stakeholders of the projects. Camøno’s governance, 

with the creation of different events and space for dialogue, allowed a democratic involvement of different kinds 

of stakeholders. Indeed, it gave both the businesses and the locals the possibility to understand the project and 

actively participate in discussions to innovate or solve current challenges. 

Furthermore, Camøno empowered the different participants by giving them in-depth information about the projects 

and promote open participation and transparency. All of this suggests what Voegtlin and Scherer (2015) define as 
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governance-responsibility, which is the major driver of the previous concepts of responsibility to avoid harm and 

responsibility to do good in finding 1. The scholars (2015) affirm that in order to orchestrate responsible innovation 

it is necessary “to establish mechanisms of governance that comprise multiple actors, including business and civil 

society organizations” (p.237). Additionally, the evaluating meetings were very helpful for the organizations to 

jointly discuss important issues and propose solutions. As Voegtlin and Scherer (2015) state, a governance-

responsibility should also facilitate collective discussion where a careful examination of a problem or issue and 

the identification of possible solutions should be included. Hence, the data confirms the importance of governance-

responsibility in shaping a responsible innovation expressed by the two scholars.  

Also, this perspective of inclusively opening up vision, purposes, questions and dilemmas is recognized from 

Stilgoe et al. (2013) as a deliberative approach allowing inclusion, which is a crucial characteristic of the 

responsible innovation. Overall, it is believed that Camøno promoted a space for debate by inviting people to listen 

to the wider perspectives from diverse stakeholders through the processes of dialogue, engagement, and debate. 

Thus, Camøno is acknowledged to be responsible in this dimension.  

 

Finding 4: The elaboration of multiple values into a common shared value is crucial for 

achieving an inclusive innovation. 

At the time the project was conceived, multiple and sometimes contrasting value requirements emerged, due to 

the variety of stakeholders affected by Camøno. The exploration of these values resulted in Camøno as the 

elaboration of such requirements, hence as a solution satisfying multiple perspectives.  

 

As already mentioned, the Camøno is the result of the collaboration of multiple stakeholders. Hence, different 

perspectives have been considered. The project not only affects the museum, the leading organization of the 

project, and the different businesses on the platform, but being the walking trail all over the island, it surely affects 

the whole community. Hence, multiple values are at stake. 

 

According to Lopez-Zepeda, Møn Museum’s main value revolved around enhancing a connection between 

different cultural and natural attractions of the island and having different types of businesses on board, enabling 

a rich experience for the visitors. For this reason, the idea of building shelters around the island where hikers could 

sleep for free was conceived. What most of the business owners revealed instead in the interviews with regard to 

value was the chance to increase their sales and hence the economic profit. At the same time according to the 
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owners of Ewald Gallerie, Bøggild and Ewald, a value that appeared to be important for some was to preserve 

calm and quietness, particular traits of the island.  

 

A moral value that appeared to be spread across all the participants was taking care of the environment. This value 

is reflected in the cleanliness of the island observed by the researchers (direct observation notes). As it is believed 

to be the most precious thing the island has, it should be safeguarded. Such value seemed to be transcending the 

role of businesses involved in the project and be more related to the fact they were all residents of Møn, and hence 

wanted to protect the place where they live. Besides that, nature represents the main attraction on the island for 

tourists, also because of the initiatives of Biosphere and Dark Sky. 

As Bøggild stated: 

“People who live in Møn love quietness and nature. That’s the reason why we came here”. 
 

Finally, another important value requirement to be considered was the respect of the privacy of people not joining 

the Camøno but still living close by. As previously said, the nature of the project implied having tourists all around 

the island, especially when the walking trail was aimed at showing also lesser-known areas and lessen the 

concentration of tourists around the cliff, the most visited attraction. This could impact the lifestyle of some 

residents who do not appreciate having a flow of people around their houses. 

In this regard, Olifent, owner of Pension Elmehøj, commented: 

“Few people complain that there are too many tourists. But they would complain anyhow”. 

Also, Houman added:  

“Yes, there were some people that did not want walkers to go by their land but I think it’s enough that we do not 
involve this kind of people in the project, so it´s ok”. 
 
The solution Camøno provided looks at the different values. What the project resulted in was the attraction of a 

new category of tourists, namely the hikers. Many businesses noticed the increase of customers, lessening the 

friction concerning the building of shelters where people can sleep freely. Also, all the interviews reported a 

perception of the customers as respectful of the nature and of the peaceful atmosphere on the island. The same 

perception was shared by the researchers, who encountered some hikers while doing field research (research diary 

notes). Many businesses noticed the shift from people coming by car to hikers. Also, the trail and the 

Camønopauser were thought not to damage the environment, as well as the shelters and other infrastructures. 

Schlechter commented:  

“Nothing has ever been like Camøno. It was very interesting to see. They hit a market. Everyone wanted to go into 
the nature. We actually noticed another change in tourists. Before it was a lot of people coming by car, instead 
after Camøno mainly on foot”. 
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Also, Ewald added:  

“I think the idea was good. Because the sort of people Camøno is attracting are people who like the silence, the 
nature, the dark sky”.  
 
Finally, Bangsbo, co-owner of Akroyoga said:  
“I think that people that visit Camøno are fans of the nature so they generally have an awareness of not littering”. 
 

However, some other value requirements are harder to uphold and be equally satisfied. Although the project was 

conceived in a way to potentially avoid conflicts with people not joining the project, by adapting the path to the 

areas where private access was not granted, this did not eliminate completely the complaints of people. However, 

such issues are dealt with occasion when people complain. A few respondents reported their thoughts on this 

matter. 

Pedersen commented: 

“Of course, there will always be people complaining”.  

Instead, Lopez-Zepeda on her first interview recalled an episode of an issue: 

“We wanted to do it on a specific point on the map, but because of some complaints, we had to move the shelter 
project to another spot. Because of this issue, today we are still looking for a place”. 
 

From the data above, it can be seen that an elaboration of values took place in the implementation of Camøno. 

Such values can be understood in values-based innovation as a form of expected outcome (Breuer & Lüdeke-

Freund, 2017), as the revenue opportunities in the case of the businesses joining the platform, or the access to 

complementary services the museum wanted to implement in the Camøno project. In this case what motivates the 

network formation is the prospect of valuable results (Breuer & Lüdeke-Freund, 2017). Also, values can be 

understood as subjective notions of the desirable, expressed as beliefs, attitudes, and behaviors where the 

perception of doing the right thing motivates what you are willing to do (Breuer & Lüdeke-Freund, 2017). Here, 

an alignment for the concern for environmental care shows how they feel protective toward the island. All the 

value requirements of the different stakeholders represent what Kuran (1998) defines as a moral overload, although 

in this case not all values can be considered as moral. Some of the values can conflict with others at times, as the 

example of the free accommodations versus the B&B service, or also the aim of attracting strangers and let them 

dive into the island, possibly disturbing some residents external to the project. The solution Camøno brought seems 

to deal with most of the values, albeit with minor frictions. This shows how an innovative concept offered a 

compromise between more values. As values influence the strategic objectives, they also motivate such a joint 

initiative. By expanding the opportunity set for multiple stakeholders and elaborating their values, the project 

managed to alleviate the conflict of values and be positively welcomed. This was enabled by drawing a shared 
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value out of multiple values, which became the nexus and generative force for the network development. This can 

hence be interpreted as what van den Hoven et al. (2012) define as innovation strategy, where innovation 

constitutes a means for reducing or even avoiding moral overload, or simply conflicting values, on a collective 

level. Hence, the case of Camøno confirms the ability, expressed by van den Hoven et al. (2012), of innovation to 

solve value conflicts if a responsible integration of multiple values is implemented in the design and development 

of an innovative product or process. Such values-elaboration process which took place in designing Camøno can 

also be qualified as a driver of a deliberative approach which considers multiple stakeholders. Hence, it reflects 

the inclusion dimension of responsible innovation, making Camøno, again, a responsible innovation on this 

dimension. 

 

4.2.2.4 Responsiveness 
The last dimension of responsible innovation, responsiveness, indicates the required capacity to change shape or 

direction in response to changing circumstances or stakeholders’ values (Stilgoe et al., 2013). Such a dimension is 

important in both setting the direction but also influence the subsequent trajectory and pace of innovation (Owen 

et al., 2013).  

 

Finding 5: Flexibility is a key factor for making the innovation responsive. 

Both the museum and the businesses involved in Camøno developed ways to enhance the flexibility of the 

project and respond to new circumstances, although some kinds of constraints emerge due to logistical reasons.  

 

The physical trail aimed at connecting the whole island through a continuous walking path; this meant that the 

different ildsjæle agreed to make the path cross their private lands. Camøno, in order to make the project come 

alive, had to be very flexible and adapt to the needs and requests of the different participants. Once the trail was 

designed by considering the different needs, the Camøno trail and the different stops were established, although 

the project was never considered finished. Indeed, since the path is a collaborative initiative that involves a big 

number of stakeholders, the project continues to evolve and to adapt to the different requests. The museum 

however does not only make changes for the stakeholders, but also responds to the needs of the hikers. For 

example, after gathering different feedbacks from the hikers and the organizations taking part in the project, the 

museum realized that the toilets and the signs along the path where not enough to facilitate the hikers during the 
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experience. For this reason, the museum decided to ask for funds from the municipality to build more 

infrastructures.  

As Lopez-Zepeda explained during the first interview: 

“We adjusted the path thinking about the people that were living there, on people’s requests. And if you change 
your mind we will make changes. Because when you do a project like this it’s very important that you don’t come 
down without asking anybody about anything and saying this is how it is, because you will have a lot of problems”. 
 

The museum was not the only actor that demonstrated flexibility in Camøno. As a matter of fact, all the businesses 

and the volunteers involved in the project had to respond to sudden issues to ensure a good experience for the 

hikers and for the collective wellbeing. Indeed, the businesses involved in the projects were asked to provide 

specific services for the visitors and thus quickly changed their facilities to accommodate the new customer target. 

An example is Olifent, whom was suddenly asked to make her Pension Elmehøj one of the Camønopauser, and 

she redesigned her B&B garden to welcome the Camøno bench. 

As she explained: 

“They had already planned the different stops in the trail. And there was one, just half a kilometer away from my 
place, but suddenly they found that there was a lot of pollution in the ground, so they were not allowed to set it 
there. But at the first meeting, I was very interested in it, and I asked a lot of questions. So, they called me, and 
they asked me if I wanted the bench out here in my garden”. 
 

Camøno was made in a flexible way to ensure both the ildsjæle and the hikers a positive experience. However, the 

flexibility and the time frame needed to efficiently react to sudden issues, are constrained by some factors. In the 

both interviews, Lopez-Zepeda mentioned a few. First, being Camøno financially supported by external parties, 

the bureaucracy and paperwork needed for transactions might slow down the process. Second, being some lands 

owned by multiple individuals, the museum needs to contact all the people concerned and this can also prolong 

the time of reaction. Third, small changes are quickly addressed but big modifications affecting the design of the 

physical trail have big costs for the organization as they imply the re-design and re-printing of the maps. However, 

while the maps undergo the adjustments, the museum uses the website to communicate imminent changes to the 

customers and prints small simple maps to be attached to the standard ones. 

 

Even if there are some constraints on the reaction time and costs of adaptation, Camøno has been very flexible and 

adaptable in numerous circumstances. Camøno was created and designed with the idea of being a project in 

constant evolvement. Indeed, the museum tries to be consistent in gathering feedback from both hikers and 

businesses and is willing to change and modify the trail and its infrastructure. Furthermore, even if the nature of 

the project implies time issues, the museum found a way to address them. Camøno’s ability to adapt to external 
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changes recalls what Teece (1997) would define as dynamic capabilities. The presence of such capabilities in the 

managing of Camøno confirms what has already been pointed by Owen et al. (2013) about the cruciality of 

flexibility or more in general dynamic capabilities when dealing with responsible innovation. As Stilgoe et al. 

(2013) affirm “Responsible innovation requires a capacity to change shape or direction in response to stakeholder 

and public values and changing circumstances” (p.1572). Overall, Camøno seems to react to issues and emerging 

perspectives and views. Its flexibility and the related businesses’ willingness to adapt for bigger achievements, 

enables the project to have a good elasticity that permits it to react to collective needs and unexpected 

circumstances. Stilgoe et al. (2013) call this ability responsiveness and recognize it as a critical dimension that 

characterizes responsible innovations. 

 

Finding 6: A collective sense of responsibility is crucial for being responsive to potential 

negative impacts. 

On both the museum and the other businesses’ sides, specific measures to limit the impacts of Camøno on the 

environment have been taken. This allowed them to safeguard the island from the threats related to a rapid 

increase in tourism.  

 

Being most of the tourism focused around the natural landscape, an environment-friendly culture is spread across 

the island, and such environment centrality emerged also in the participants’ interviews. The way in which the 

project was conceived was based on reusing old routes and adding some new trails, in order to avoid a deterioration 

of the environment. The idea of having businesses offering services like water and toilets along the trail and at the 

Camønopauser, made it possible to reduce the number of new infrastructures needed for the project. However, the 

island faced a rapid increase in the number of tourists, which raised concerns. 

The project coordinator Lopez-Zepeda commented during the second interview: 

“The problem for Møn now is that we have been so famous. Well, maybe it’s not completely a problem, but for 
sure it has a problematic side for what concerns the nature (…) There are some areas with big buses of tourists 
coming here, and Camøno amplified that. Vordingborg Municipality confirmed that 95% of tourists are coming 
to Møn (...) There actually were complaints about people leaving toilet paper on the beaches, although we don’t 
think it’s because of the hikers, since they love nature”. 
 

This increase in tourism and some extremely long distances between basic services made Møn Museum consider 

the possibility to find other solutions. During the interview, Lopez-Zepeda revealed that the sudden increase in 
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tourists made it necessary to equip the walking trails with more shelters, given the lack of accommodations, but 

also, they had to ask for funds from the municipality to have more trash bins and water fountains on the trails. 

Furthermore, in order to avoid a potential negative impact on the environment, the museum is evaluating 

alternative solutions to the problem of waste. Finally, in order to limit potential misbehaviors from hikers, rules 

have been added both on the website main page and on the physical maps.  

In this regard, she commented in her second interview with the researchers: 

“We have also been talking about toilet-kits, like paper and plastic bags, which we could give for free when people 
buy maps, but if people start leaving these bags around it’s worse than only toilet paper”. 
Also, she added:  
“Yes, that’s why on our website and on the maps, we added the rules of good behavior for tourists”. 
This promptness to limit potential negative impacts has not only been observed in the leader-organization of 

Camøno but also in the other businesses involved in the project. Indeed, from what emerged in most of the 

interviews, not only concerns about the potential misbehavior of the tourists are being considered and addressed, 

but also eco-friendly solutions are proposed from the businesses themselves in order to reduce the impact. In this 

regard, the researchers observed waste sorting containers and water fountains to refill water bottles by all the 

businesses they visited (direct observation notes). 

On this matter Olsen commented: 

“(…) but it’s our responsibility to provide trash containers. I have it on my property, but we need to have more 
along the trail”.  
Schlechter added: 
“We are thinking about introducing some more environmental-friendly lunch-boxes in collaboration with the other 
B&Bs. Like tourists can get a box when they start the route and return it at the end. That’s the plan for this year”. 
 
A few respondents also mentioned that a possible reason for this collective sense of responsibility toward the 

environment could be the fact that Møn is already the location for two environment-related projects, namely the 

UNESCO certification of the Biosphere and the Dark Sky and Dark Sky community. Such projects rebranded the 

island as a very green space, and for this reason the community is very engaged in looking after it. 

Schlechter commented: 
“I think this environmental vibe is coming also because of the UNESCO certification of Biosphere that we got”. 
Also, Camøno coordinator Lopez-Zepeda expressed her thought in the second interview: 
“So, first in Møn we have this Dark Sky and then the Biosphere where we take care of the environment. This means 
that we have a lot of tourists coming, so we have to take care of the nature”.  
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Finally, also Rosenild emphasized the importance of these projects on the island: 
“I think the Biosphere, as UNESCO certification, is very important and gives worldwide information and a good 
picture of the island. It also gives an example of how we can co-live with a biosphere without harming it. Also, 
last year many locals helped the wild bees putting seeds on the ground, so we could have flowers for the bees”. 
 

From the data above, it can be seen that Camøno members are taking responsibility for the potential negative 

impacts Camøno’s high attraction of tourists might have on the island, especially for what concerns the 

environment. Such behavior recalls the idea of how Grinbaum and Groves (2013) define collective responsibility, 

according to which an innovator, as a member of a social group “has to ask herself about the wider social and 

political significance of what she intends to accomplish, and what her actions may accomplish despite her 

intentions” (p.133). Both the museum and the businesses involved seem to assume responsibility for shaping the 

future consequences of what they do with an eye on wider well-being, namely safeguarding the island. In other 

words, they act to limit the risks implied with such a huge project. A major responsibility feature emerging from 

this data is the already mentioned responsibility to avoid arm, according to which specific measures should be 

taken when developing an innovation in order to avoid harming the environment, people health or society 

(Voegtlin & Scherer, 2015). Camøno, once again, seems to reflect this component of responsibility, by actively 

trying to not damage the environment further. Also, the case reveals the importance for doing responsible 

innovation with a widespread ability to constantly face problems and find new solutions. Indeed, Camøno members 

prove to quickly react to the potential and actual negative impacts of the rapid increase in tourism. All of this 

confirms what Stilgoe et al. (2013) affirm to be essential when doing responsible innovation, namely a 

responsiveness not only in setting the direction but also in shaping the subsequent trajectory of the innovation. 
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4.2.3 Responsible innovation: concluding remarks  
These first empirical findings are aimed at understanding how the project of Camøno represents a good example 

of responsible innovation and at understanding the drivers of this kind of innovation. The project, which introduced 

a new type of sharing-economy logic on the island of Møn and some areas of Nyord and Bogø, is considered to 

be a responsible innovation as it fulfils, due to specific enablers, the four dimensions of responsibility mentioned 

by Stilgoe et al. (2013). Firstly, Camøno happened to be able to anticipate some potential discontent and 

dissatisfaction, but also the resources needed, because of the ability of the Møn Museum team in investigating, at 

the very beginning, the perceptions within the community about the project and enabling a meeting with the 

businesses that wanted to join. Secondly, the project seems to be reflective as it shows a widespread tendency 

among stakeholders of going beyond the immediate interests and taking into account matters outside their roles. 

Thirdly, Camøno fulfils the requirement of inclusion by enabling multiple sources of dialogue as an initial 

evaluation meeting, a recurrent event called “Kend din Ø” and other more informal communication channels. Also, 

such inclusion is enhanced by the fact that Camøno provided an innovative solution to multiple value requirements, 

making the project attractive for different stakeholders and hence easing the process of keeping them on board. 

Fourthly, the project is considered to be responsive due its high flexibility in terms of adapting to new 

circumstances and needs but also due to a widespread sense of responsibility and collectivity among the various 

stakeholders, which helped to respond to some environmental concerns brought by the high number of visitors 

Camøno lead to. According to the researchers, for all these reasons Camøno is considered to be a responsible 

innovation, despite minor challenges that can be encountered along the way. Indeed, the findings show how the 

project, by bringing a new way of connecting public and private, commercial and non-commercial, represents an 

innovation including intrinsic features of responsible innovation, namely responsibility to avoid harm and 

responsibility to do good, all enabled by a governance-responsibility of organizations.  
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4.3 Analysis of the Business Ecosystem Health 

This section is dedicated to the empirical analysis of the business ecosystem around Camøno and the main findings 

on its health. The objective is first to frame the current business ecosystem created around the Camøno project and 

secondly and most importantly assess the enablers of this ecosystem health. 

 

4.3.1 The business ecosystem around Camøno 
This part of the analysis deals with the dynamics behind the business ecosystem that have arisen around Camøno, 

by looking at the structure of such an ecosystem, the roles within it, the current life cycle stage and the strategy. 

This will be a brief description since, as stated in the problem formulation, the focus is specifically on the factors 

enhancing business ecosystem health. 

 

As previously said, the Camøno project introduced a communitarian model on Møn which enforced some new 

connections between multiple organizations aiming at a common goal, leading to the creation of a new business 

ecosystem. As a matter of fact, the innovation has created an interplay of businesses which collaborate together to 

produce a greater value proposition for the visitors of the island. This recalls Moore’s (1993) description of an 

ecosystem which can be defined as a complex network of organizations and individuals, playing different roles, 

which move towards a shared vision to align their capabilities to create a service or a product. Such dynamics are 

explained below. 

 

Structure  

Although the structure of a business ecosystem is fundamentally dynamic, as it evolves and develops over time, 

some generic dimension can be used to analyze it. The classification of Camøno business ecosystem follows the 

elements identified by Moore (1996), which focus on boundaries delineating three spheres. 

 

The first sphere, the core business level, includes the leader-organization, the Møn Museum, as well as the various 

firms currently on the Camøno online platform, that contribute with different kinds of services essential for 

enabling the Camøno experience. 

The second sphere, the extended enterprise level, includes customers, and organizations not directly related to 

Camøno, but still influenced by and influencing the project. Among these organizations are shops, hotels, cafes 

and restaurants currently not on the online Camøno platform, together with suppliers and partners of the 

organizations in the first sphere. 
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The third and last sphere, defined as business environment, encompasses those organizations shaping the business 

environment, as investors, like Realdania, Rotary, Lions Møn Club but also the municipality and Naturstyrelsen, 

which own some parts of the island. There are also commercial associations and unions under this sphere. 

 

While it is important to acknowledge the broader ecosystem around Camøno, the analysis of the ecosystem health 

will take into consideration the core business level. This research choice is driven by the belief that this level is 

the one that can give more insights, considering the research subject. 

 

Roles 

As mentioned in the literature chapter, a business ecosystem includes a diversity of organizations playing different 

roles (Iansiti & Levien, 2004a, 2004b; Moore, 1993, 1996). The classification of roles in Camøno ecosystem 

follows Baghbadorani and Harandi’s model (2012) which builds on previous theories and defines four main roles 

within a business ecosystem. 

 

The leader of the ecosystem around Camøno is believed to be the Møn Museum for multiple reasons. There four 

sets of activities, identified by Dedehavir et al. (2016), which an ecosystem leader should undertake. First, as the 

organization taking the lead of the project and handling the communication with all the stakeholders, the museum 

appears to be the point of reference for both the organizations and customers in case of issues or questions. This 

suggests its position at the core of the ecosystem which makes it a very richly connected actor and also suggests 

the ecosystem governance function. Secondly, as it emerged in the first interview with the project coordinator, the 

museum is also the organization that, back in 2013, decided to further elaborate the idea of two entrepreneurs. 

Then, an initial investigation enabled the museum to identify expectations of the community allowing the 

organization to create a shared vision and hence exert a value management function. The constant dialogue with 

stakeholders emerged in the interviews, enables the museum to understand the businesses’ perceptions about the 

project as they evolve in time and therefore find new ways to keep them on board, which is considered by Adner 

(2012) a crucial ability for leaders in business ecosystems. Thirdly, according to Iansiti and Levien (2004a, 2004b) 

an important fact featuring an organization as the leader of the ecosystem is the provision of a platform supporting 

the functioning of the ecosystem. As revealed by Lopez-Zepeda in the first interview, the museum created a 

platform aiming at a performance improvement, whereby visitors can find all the businesses along the trail and 

arrange transactions directly with them. Another important function exercised by Møn Museum is establishing 

partnerships that can somehow contribute to the value of the project. Such function is further explained in finding 

13. In conclusion, by taking care of ecosystem governance, forging partnerships, platform and value management, 

Møn museum appears to be the leader of the business ecosystem around Camøno. 
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The contributors of the business ecosystem are all those organizations contributing to the its evolution by 

performing tasks related to design, productivity, operations, and distribution (Baghbadorani and Harandi, 2012). 

This role belongs to all the organizations already mentioned in the structure sections that contribute to Camøno 

with the provisions of any kind of service, from the lodging businesses to the partners collaborating in the design 

of the infrastructure along the trail. Both the interviews and the analysis of the online platform showed a diversity 

of members and a wide range of activities. 

 

Users of a business ecosystem are considered to be a vital component as they purchase products and services 

provided by the ecosystem (Baghbadorani and Harandi, 2012). The main users of the business ecosystem are 

visitors of Møn. More specifically, from what emerged in the interviews with the service providers, hikers, or more 

broadly people interested in being in contact with nature appeared to be the main users of the services provided by 

the firms joining Camøno. Furthermore, many respondents revealed that bikers are also a big part of the visitors 

coming to Møn, given the presence of a long biking route crossing the island. 

 

Lastly, the environment also plays a role in business ecosystems as it forms the conditions in which the ecosystem 

unfolds (Baghbadorani and Harandi, 2012). The important role played by the geographical and natural 

environment surrounding the ecosystem will be emphasized further in the findings of the following analysis. The 

Camøno and the business organizations in the project are located mainly on Møn and on Bogø and Nyord. This 

deeply affects the dynamics within the ecosystem, being all the members located at a very close distance. This 

affects, in turn, the social and cultural environment, also indicated as important shapers of a business ecosystem 

(Yu et al., 2011). 

 

Life cycle stage 

Business ecosystem, equally to firms and industries, has its own life cycle. Indeed, structure and actor portfolio 

and sets of activities change as patterns of ecosystem evolution. The ecosystem evolution life cycle according to 

Moore (1993) can be divided into four evolutional phases. Camøno ecosystem at the time of the research has been 

identified as being in the second stage of its growth, namely expansion stage.  

 

As it appears from the interviews with Lopez-Zepeda, the ecosystem already presented a clear value proposition 

to satisfy customer demand. The efforts of the ecosystem today are instead focusing on the expansion in new 

services and in the establishment of marketing strategies that can foster the project appeal. Indeed, Lopez-Zepeda 

in the first interview pointed out that the museum is working on improving Camøno’s promotion on social media 

and the website, which presents some shortfalls in terms of efficiency and efficacy. Furthermore, the leader 
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currently concentrates its activities on keeping the relationship with the present ecosystem members stable. At the 

same time, it also searches for partners that can add value to the Camøno experience and stimulate customer 

curiosity, as it will be further explained in finding 13. All these features reflect the activities normally pursued in 

the expansion stage of Moore’s life cycle (1993). 

 

Strategy 

The way value is created in ecosystems differs from other traditional market exchange models. The strategy of the 

ecosystem can be defined as the plan and efforts that the ecosystem pursues to bring alive the value proposition at 

the center of its existence (Adner, 2017). Camøno business ecosystem strategy recalls Adner’s ecosystem-as-

structure (2017), which is based on the idea of a business ecosystem as a configuration of activities defined by a 

value proposition.  

 

In the first interview with Lopez-Zepeda it became clear that Camøno was born with the value proposition of 

creating a tourism experience by having a route highlighting the heritage of the island and the ildsjæle 

characterizing it. The first move for this value proposition to be realized, was to identify the right stakeholders that 

could fulfil the service proposal. In order to materialize that value proposition, after the identification of members, 

the museum focused its activities on finding a mutual agreement among them regarding the positions, activities 

and processes to be established. Findings 1 and 4 already shed some light on those activities. Furthermore, the 

communitarian logic featuring the project, stresses the necessary alignment of multiple interacting partners in order 

for the value proposition to take shape. Camøno, indeed unfolds from the joint efforts of multiple organizations 

toward a common goal.  
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4.3.2 Ecosystem health: findings 
This section is dedicated to the multiple factors contributing to the health of the business ecosystem around 

Camøno. After having identified the key factors enhancing the ecosystem health, the researchers classified them 

according to the three main variables of ecosystem health identified by Iansiti and Levien (2004a), namely 

productivity, robustness and niche creation. Table 3 illustrates the main findings of this part of the research, which 

are explained below in detail and discussed in relation to relevant theories. 

 

Table 3: Business ecosystem health findings 

Health variables Findings 

Robustness • Connectedness enhances the ability to maximize the ecosystem 

robustness.  

• The presence of a stable hub protects the ecosystem robustness.  

Productivity • The mobilization of dormant resources is crucial for enhancing the 

ecosystem productivity.  

• Significant rules positively influence the ecosystem productivity.  

• Entrepreneurial spirit is crucial for enhancing the productivity of the 

ecosystem. 

Niche creation • The creation of new firms and new services is a crucial enabler of 

niche creation in business ecosystems.  

• Partnerships enhance the ability to maximize the ecosystem niche 

creation level.  
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4.3.2.1 Robustness 
Robustness is a health variable which indicates the ability of business ecosystems to face and survive disruptions 

and perturbations (Iansiti & Levien, 2004a). 

 

Finding 7: Connectedness enhances the ability to maximize the ecosystem robustness. 

Different factors, of both business and cultural nature, enforced the connectedness and trust among the members 

of Camøno business ecosystem. This, in turn, benefits the overall stability of the ecosystem.  

 
Camøno and its communitarian nature highlighted the willingness of Møn residents and businesses to collaborate 

for a common goal. Indeed, many of the participants in the project gave access to their lands to make the physical 

trail possible, some of them made changes to facilitate the project and actively participate in meetings. Hence, they 

used time and resources to create Camøno. The collaborative performance in Camøno increased the connectedness 

of the stakeholder in the ecosystem which was feasible for different reasons. First of all, the residents on the island 

understood the importance of collaborating together to create a better experience for the customers and to increase 

the visitors’ satisfaction. 

And Olifent, owner of Pension Elmehøj, confirmed: 

“We help each other, and we help the tourists and we just want to keep them on the island. So, in that way we work 
together, we did it before the Camøno, but now we also do it for the hikers. I think it’s very important to work 
together for us but also for the tourists”. 
 

The researchers in the field understood that the closeness of the relationship between businesses is also enhanced 

by the geographic proximity of the businesses (research diary notes). Indeed, the Camøno ecosystem is formed by 

businesses that are all located on Møn and the neighboring Nyord and Bogø. This facilitates their relationship as 

most of the business owners can communicate easily with each other when needed but also outside work matters. 

From the interviews it appeared that the relationships between residents and also businesses on the island 

strengthened over the years. As a matter of fact, Møn in the old times was culturally divided in two. Mostly rich 

people populated the east side of the island whereas mainly farmers and hippies inhabited the west side. This 

division inhibited collaboration, as people on one side of the island would not have contact with the other side. 

Today this division no longer exists, and a different lifestyle and mindset unites the residents of the island. Indeed, 

from the interviews and some research diary notes, the researchers identified the shared wish of participants to 
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spend a mindful and calm life in harmony with their neighbors and the rest of the people living on the island. This 

enhances closer relationships which were confirmed by a widespread feeling of trust among the business owners. 

As Schlechter (2019) said: 

“I think there is a spirit of trust and collaboration, but of course it’s not everywhere. But in the tourism and art 
sector, we are very connected”.  
Bangsbo, co-owner of Akroyoga and former resident in Copenhagen, noticed: 
“I think that people that have moved here, and many are from Copenhagen, have a shared goal of not being 
stressed, lowering the tempo and having time to enjoy and get out of this big-city vibe. So, with this, it goes the 
feeling that now we have enough time, and when there is time, there is also the feeling that it’s nice to help each 
other and it’s nice to create something together. I think that people are very happy about Camøno and willing to 
cooperate because it is proposed as a platform for things to be created”. 
 

The discussion above shows that Camøno relies on well-connected members. This strong connection is reinforced 

by the communitarian nature of Camøno, which brought different businesses to work together and strengthened 

their relationship by enforcing a common goal. The discussion also highlighted that the geographical proximity 

and the common lifestyle among residents played an important role in facilitating the relationships between the 

ecosystem members. Indeed, members living on the island appear to be united by similar cultural values, norms 

and beliefs. These cultural principles combined with the business-oriented alignment brought by Camøno, 

facilitates the relationships and exchanges between businesses. This was already suggested in literature by Jones 

et al. (1997), who stress the role of an interfirm macroculture, resulting from direct and indirect relationships 

between businesses and cultural norms, for reducing coordination efforts in interfirm networks. Furthermore, the 

widespread feeling of trust emerged in the data is believed to further improve the connectedness between Camøno 

members. Indeed, Lappi et al. (2017) stress trust as being a critical component of the ecosystem health, as it makes 

members willing to act to maximize the network outcome, although that could place them in a vulnerable 

condition. This happens because members that trust each other have a positive expectation about another’s intent 

or action (McEvily et al., 2003). In conclusion, Camøno appears to have tight and trustful relationships in its 

ecosystem. Such relationships, called by Lappi et al. (2017) strong relationships, are crucial for the ecosystem 

health, because they determine its adapting and resilience skills. At the same time such strong and stable 

relationships are believed to limit the changes in the linkages among members, which in turn, increase the 

ecosystem persistence of structure (Iansiti & Levien, 2004a). This factor in turn positively impacts Iansiti & 

Levien’s (2004a) health variables named robustness.  
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Finding 8: The presence of a stable hub protects the ecosystem robustness. 

A crucial role is played by Møn Museum, which took care of the vision creation and communication at the 

beginning, and now is in charge of handling the communication with various stakeholders. Furthermore, the 

museum is in charge of checking and ensuring that everything along the route is well-functioning. All of this 

enhances the stability of the project. 

 
An important role in maintaining the well-functioning of Camøno is played by the Møn Museum. As already 

mentioned in the case description, the museum was the organization seizing the project and taking care of the 

acceptance among the community, and the main communicator of Camøno, a fact that was also stressed in 

secondary sources (Gyimóthy & Meged, 2018). Also, its leader role was already explained in the business 

ecosystem description. As reported in finding 1 from the very beginning the museum tried to understand the 

perceptions of the idea behind the project among the community members, and also tried through a meeting with 

the businesses to understand how it could possibly be realized, setting a vision that could satisfy multiple subjects. 

Rosenild, owner of a tour guide company, recalls the good job done by the former project coordinator Syska at the 

very beginning: 

“I think that Syska was so good at communicating this, both to the community and to the visitors. We actually got 
thousands of people coming to Camøno the first year. She had excellent communication skills”. 
 

Lopez-Zepeda, revealed that the museum is the main contact for the businesses whenever there is a need to deal 

with something pertaining Camøno. At the same time the museum takes care of communicating with the 

municipality, since they need to approve or mediate for most of the initiatives. Also, she personally takes 

responsibility for overseeing that everything along the route is as it should be. In this way, she prevents major 

issues that could hinder the hikers’ experience. Some notes taken during field research also suggested that the 

geographic proximity of most of the Camøno locations surely helps in supervising and ensuring the smooth running 

of activities (research diary notes). 

In this regard, she commented during the second interview: 
“Also because of our new project of the apple trees, I’ll go on Monday driving around the island (…) So, I’ll take 
the chance to check on the businesses along the way and see if everything is still there”.  
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Also, the museum is the first Camønopause, the starting point of Camøno and hence is responsible for educating 

the hikers and giving them appropriate information about Camøno. Lopez-Zepeda recalled in the second interview 

how Camøno changed the amount of time they devote to each customer. A way to enforce hikers stop at the 

museum is by being the only organization selling the maps. In this way they ensure visitors will get proper 

information. 

She commented: 
“So, now on average, we use seven minutes for each customer to explain the hikes. Earlier we used to do less but 
with Camøno and hikes now we need to explain more things, hiking needs many explanations and 
recommendations”. 
Concerning the sale of maps Schlechter commented: 
“We wanted to sell them in our businesses too, but they do not allow that because they are afraid hikers will not 
get the right information”. 
 
The analysis shows that Møn Museum plays a crucial role in keeping the Camøno properly functioning. Not only 

did they take the lead in the ideation phase but they still manage the communication with the businesses, the 

municipality and the hikers. Also, from time to time, besides getting feedback from hikers and businesses, they 

supervise the area themselves, in order to ensure that everything runs smoothly. Having always been there, the 

museum is a landmark in the Camøno ecosystem. Despite not exerting a tight control over the stakeholders, the 

museum, by maintaining a close relationship with them, has an overview of the assets and capabilities present in 

Camøno and hence can leverage them in case of external shocks. This confirms what Iansiti and Levien (2004a) 

stress about the role of a stable hub in business ecosystems. Indeed, a stable hub has the ability to effectively 

leverage the network to mount responses to new uncertain conditions. This in turn enhances the persistence of 

structure as the hub preserves, through manoeuvring capabilities when needed, the well-functioning of the 

ecosystem. Maintaining a persistence of structure is indicated by Iansiti and Levien (2004a, 2004b) as a crucial 

characteristic of the health variable robustness.
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4.3.2.2 Productivity 

Another health variable is productivity, which is the ecosystem’s ability to consistently transform technology and 

other raw materials into lower costs and new products (Iansiti & Levien, 2004a)  

 

Finding 9: The mobilization of dormant resources is crucial for enhancing the ecosystem 

productivity. 

The realization of Camøno was the fruit of an efficient usage of local and already existing resources, rebranded 

due to the elaboration of a new concept around them. Such effective mobilization of resources enabled the ontrol 

of the costs while generating new potential.  

 
The Camøno project was the result of a minimal investment in physical infrastructures. As the project coordinator 

Lopez-Zepeda revealed during the first interview, besides some changes implemented to better connect the 

different attractions along the way and to include the participants, the existing routes were used as a starting point 

when drafting the project. 

On the matter, she commented: 

“So, we used the old route to make the path, we just made small changes. For example, a part of the island was 
not included but we made it part of Camøno. And we adjusted the path thinking about the people that were living 
there, on people’s requests”. 
 
Looking at what the other participants said, minimal costs were required by the owners of businesses, who already 

had most of the infrastructure and equipment set up there. What some B&B owners did was to further exploit the 

chance of having hikers by placing tents on their properties or letting hikers camp there and charging for the 

service. 

In this regard, Olifent commented: 

“In the first meeting I went to, they said that everyone coming to Camøno was sleeping outside. And I started to 
think, how I could develop and change my business to attract these people. So, I bought some tents, which I charge 
for and I put them in the garden for them, so they could come in and buy some breakfast in the morning”. 
 
Finally, a big part was based on composing a new narrative around the reframing of existing, local resources as 

something valuable and unique. This was achieved thanks to the museum skills in branding and interpreting, and 

on the ildsjæle’s skills to communicate this, not on huge investments. Indeed, the essence of Camøno is hidden in 

the collaboration between the members and in their ability to communicate that and engage with the visitors.  
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Houman, one of the first contributors to the project commented: 

“But for visitors, we are experiences. We talk together, we share opinions. We learn from the visitors and they 
learn from us”. 
Also, Schlechter, added: 

“I think the most important part is to tell the story, so people have a good experience and can tell it to others. So, 
when they know how the project started, they always love it and support it”. 
 
This mix of resources enabled the project members to exploit a previously untapped potential. By attracting hikers, 

beside a general increase in tourists on the island, businesses noticed more demand during low seasons. Thanks to 

that, some entrepreneurs on the island were able to extend their service all year around. 

Lopez-Zepeda commented in her first interview:  
 “We have summer where there are a lot of tourists and the “shoulder season” in spring and autumn where we 
have a lot of hikers (…) And in winter it’s mostly men that do hiking, and I always see them Saturday night eating 
here in the restaurants big meals. So, I can see that they are spending their money on the island once they are 
here”. 
The same perspective was shared by a business owner. 
Schlechter stressed: 
“I also noticed an increase in customers in spring, autumn, the low seasons. That’s a good thing”. 
 
By looking at this data, it emerges that the museum and businesses opted for minimal investment in physical 

infrastructures. The concept of Camøno is based around a narrative rather than on physically building an attraction. 

The project made it possible to re-use existing assets and exploit their capacity, by attracting more visitors both in 

high and low seasons. This enabled the project stakeholders to keep the costs down and have customers spread 

over the year. Such an effective usage of resources is also mentioned by Sydow and Windeler (1998) and believed 

to be an enabler of effectiveness of network processes. The authors affirm that interfirm effectiveness is dependent 

upon the effectiveness of all single firms and upon the amplification of resources achieved by integration within 

the network. By employing these dormant assets, integrating them due to the sharing-logic behind the project, and 

weaving a narrative around it, it was possible for Camøno and for the single businesses to create new value from 

something that was already in existence. Hence, the case confirms the theory, although the two scholars do not 

explicitly refer to business ecosystem but to a more general concept of interfirm network. Therefore, the case adds 

validity to the fact that an effective use of resources at a firm-level also positively impacts a business ecosystem. 

Indeed, this kind of effectiveness contributes to the health of the business ecosystem by directly affecting one of 

the three health variables, namely productivity (Iansiti & Levien, 2004a, 2004b). Iansiti and Levien (2004b) draw 

this variable from biological ecosystems’ health, where productivity is the “ability to effectively convert 

nonbiological inputs, such as sunlight and mineral nutrients, into living outputs” (p.71). In a similar way, measures 

of productivity capture the effectiveness of an ecosystem in converting raw materials into lowered costs and new 
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products and functions (Iansiti & Levien, 2002). The initiative of combining existing resources with the elaboration 

of a new concept around them resulted in new incomes for the single businesses but also a new brand for the island 

was created. 

 

Finding 10: Significant rules positively influence the ecosystem productivity. 

Møn Museum put in place some rules for enhancing the hikers’ experience and at the same time control the 

stability and the costs of the project. The rules enable ongoing activity to be maintained, which favors both the 

Camøno image and the businesses’ activities. 

 
Although an overall low orchestration level regulates the business ecosystem around Camøno, the leading 

organization of the project, Møn Museum, introduced some rules, for the members of the Camøno platform and 

those firms having the role of Camønopauser. In the second interview, Lopez-Zepeda stressed that although 

everyone along the trail is free to sell local products and have their own initiative, the firms registered on the online 

platform need to ensure some sort of continuity in the service. In other words, the museum does not include any 

seasonal pop-up businesses in the online platform in order to avoid inconveniences for visitors. Hence, this 

selection is made up-front in order to ensure a smooth experience for them. 

On this point, the project coordinator commented: 

“There was a business changing the owner every year which I had to take off the map because you never knew if 
they were going to exist the following year or not. Instead, there are some other businesses which I know are very 
stable and always want to be on the trail and on the map. So, it is very important that businesses maintain a sort 
of continuity”. 
Also, she added: 
“For example, I had someone who was selling a service and then was not showing up. I can’t have that on the 
digital platform nor on the maps, because then the museum needs to give an explanation”. 
 

Furthermore, the coordinator added that the museum put in place a system according to which a deadline for 

leaving or joining Camøno and the platform is given. This is done in order for the museum to avoid both online 

and physical changes from season to season, given the high costs they imply. 

Lopez-Zepeda commented: 

“I personally make sure that I get all the updates on time before we proceed with the new design of the maps. 
When I agree with the designers for a certain time, I communicate to the businesses that they need to tell me if 
they’re still on board or not. Since it is so expensive to, I am not very flexible about it”. 
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Following the line of keeping lower the number of infrastructures to be placed along the trail, the museum also 

asked some businesses to become Camønopauser. By doing that, some basic services are offered by the businesses 

rather than by the municipality or the museum. At the same time, not only are the potential costs decreased, but 

the museum also manages to grant the hikers some reliable resting places and hence ensure them a smooth 

experience. 

Olsen, the owner of a business which is now a Camønopause confirmed: 

“Yes, to be a Camønopause you need to provide some services as a space for placing the tents, (…) and then you 
need to offer a water fountain and toilet service. Also, we need to have frozen meals that we can quickly make for 
them”. 
 
The data shows that some rules were introduced in order to enhance the effectiveness of the project, and hence of 

the business ecosystem around it. As previously said in finding 9, effectiveness is related to one of the health 

variables, namely productivity. Demanding a certain stability from the members helps ensure that an ongoing 

experience can be provided to visitors, hence not damaging the image of Camøno and encouraging others to come. 

At the same time by setting a deadline for accepting withdrawals as well as possible new requests to join the 

Camøno platform and map, the museum can efficiently lower the costs for changes in graphics and employ the 

resources in some other projects. Finally, by having on board businesses taking the responsibility of being 

Camønopauser, the museum manages to keep lower the number of infrastructures needed for equipping such 

resting places for hikers. At the same time by requiring as a general rule that businesses labelled as Camønopauser 

introduce some standard services, the museum contributes again to the enhancement and continuity of the hikers’ 

experience. The case showed that some kind of rules to enhance productivity proved useful. By finding rules to 

ensure the course of the activities along the trail as well as control the costs, the museum increased the level of 

efficiency of Camøno, ensuring the experience for hikers, who in turn bring income to the businesses. Hence, this 

would confirm Sydow and Windeler’s theory (1998) that the use of rules contributes to the effectiveness on an 

interorganizational dimension. Again, as in the previous finding, their theories apply to interfirm networks and do 

not explicitly refer to business ecosystems, but the case seems to expand the theory in this sense. For this reason, 

rules are thought to have positive impacts on the ecosystem outcome and benefit the productivity variable, and 

hence the ecosystem health.   
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Finding 11: Entrepreneurial spirit is crucial for enhancing the productivity of the 

ecosystem. 

Both the Camøno project and some cultural factors played a role in creating new opportunities for local 

organizations and residents to exploit the increased tourism demand.  

 

As reported in the case description, Møn in the 1960s and 1970s attracted many young hippies moving out from 

Copenhagen and other big cities. This phenomenon benefitted the island as many agricultural and commercial 

activities started. However, this did not just impact the economy and productivity of the island, but according to 

some participants, it also influenced the mindset and interests of the locals and stimulated new ways for developing 

and improving the area. Indeed, the passion, leadership and ambition created a snowball-effect, which strengthened 

the willingness of the locals to approach new things and try new practices. 

As Schlechter pointed out: 

“As I have been told Møn in the '70s saw the arrival of hippies and the locals were not so happy about it. But the 
hippies started to grow their lands, making arts, etc. They brought the big-city vibe to the island. I think this is 
why now the locals welcome better new ideas and projects. I don't think it’s as easy as here to start such innovative 
projects in other parts of Denmark. I think here they are very supportive”. 
 
Entrepreneurship seems to be embedded in Møn society from its history, however also the museum and Camøno 

strengthened this phenomenon. Indeed, Camøno initially gave the opportunities in Møn to create new businesses 

and activities by creating a new tourism demand. Secondary sources also confirm the role of Camøno in stimulating 

entrepreneurship (Bærenholdt, 2018). Nowadays, the museum is constantly active in generating opportunities for 

new entrepreneurial activities. For example, an upcoming Camøno project will involve the collocation of 

thousands apple trees along the Camøno and, according to Lopez-Zepeda, this initiative has the potential to 

stimulate some new activities. 

In her first interview she commented: 

“And I'm sure there will be some ildsjæle that will start some project or activity around the apples. Workshop on 
how to do jam, apple wine, artcraft with the wood etc. I know it will happen and that's good. That's one of the 
projects and we already have the money, we just need the right weather”. 
 

Furthermore, the museum, in order to help the new-born commercial activities, created an online platform where 

the micro-entrepreneurs located along the trail are promoted and where potential customers are directed to the 

firms’ websites, enabling the businesses to avoid intermediaries’ fees on transactions. 
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Another fact that influences such an ongoing entrepreneurial mindset is the increasing flow of tourists on the 

island, which followed the opening of Camøno. This phenomenon created big potential for new micro-

entrepreneurial activities. Locals, seeing the number of hikers walking the route, started to experiment and create 

new ways for generating revenue. Today many families and residents produce local products or sell services to 

hikers, along the Camøno. This was also observed by the researchers while staying on Møn, who while driving on 

the road, saw many stands with local products (research diary notes). 

On the topic Pedersen affirmed: 

“And also, locals have now some kind of stands outside their houses and they sell some products to the hikers. 
Like coffee, cake, honey or marmalade. Maybe now you cannot see them but when the season starts, it's all over”. 
Bangsbo confirmed: 
“I have also a neighbor that has been living in Møn for many years and he is a local “witch-doctor”, he is very 
funny, this artist type. And he offers bandages to people that walk Camøno so, in a way, Camøno has connected 
both people that do business for work and others that do it just for fun. In that way, I see it as a platform that 
connects those two types”. 
 

It becomes evident from the data that entrepreneurship is not a recent thing in Møn but it has been embedded in 

the island dynamics from the 70s. This affected the propensity of creating new businesses and activities as well as 

their acceptance and support from the locals. However, this cultural factor is not the only driver of the current 

entrepreneurial mood on Møn. Indeed, Camøno with its innovative vibe encouraging locals to get in the game, laid 

the foundations and gave the means for businesses and locals to exploit this entrepreneurial vibe. Also, the 

museum’s idea of implementing a platform for enhancing businesses’ visibility and direct tourists to the firms’ 

websites, helps the profits generated by Camøno to stay in the area and not be extracted by a global platform 

owner. Hence, the business ecosystem around Camøno seems to be inclined to share and promote entrepreneurship 

and innovation. Zahra and Nambisan (2012) emphasize the importance of entrepreneurship, together with strategic 

thinking, in shaping the functioning of a business ecosystem. Entrepreneurship, which requires the building of new 

relationships and linkages within an ecosystem, is thought to determine the speed of the ecosystem’s evolution 

and keep it vibrant, as it allows new opportunities for its members. This confirms how entrepreneurship, in this 

case resulting from both a cultural factor as well as stimulated by Camøno dynamics, benefits the ecosystem by 

offering new opportunities. Iansiti and Levien (2004a) also recognize the importance of delivery of innovation 

when it comes to ecosystem health. The delivery of new ideas, processes and technologies positively impacts on 

productivity, one of the three health variables. The Camøno case beyond confirming the theory, also emphasizes 

that the culture of a region, although not enough alone, can also play a role in stimulating entrepreneurship. 

 



 96 

4.3.2.3 Niche creation 
The last ecosystem health variable, niche creation, indicates the need business ecosystems have to exhibit variety 

and diversity. This variable enables the absorption of external shocks as well as the potential for productive 

innovation (Iansiti & Levien, 2004b). 

 

Finding 12: The creation of new firms and new services is a crucial enabler of niche 

creation in business ecosystems. 

In order to meet the new demand of tourists, new businesses arose while already established businesses started 

to adapt their services to meet the new needs. This allowed the business ecosystem around Camøno to diversify 

and satisfy the new tourists on different fronts.  

 
Most of the respondents confirmed that since Camøno’s inauguration, Møn experienced an increase in businesses. 

Many new B&Bs opened in the island triggered by the great success of Camøno’s first season. However, it was 

not just the accommodation sector that increased. Indeed, as it emerged among multiple respondents, in Stege, 

new clothes shops and local food stores opened. Furthermore, new commercial activities such as cafes and camping 

facilities were established along the route to target the hikers. Andersen, owner of the Kayak rental, was an 

example of one of the businesses that opened the year after the launch of Camøno. 

As he remembered: 

“I started the business two years ago. My son has Kayak Republic in Copenhagen, and we thought it was a good 
idea to open the business here as so many tourists were coming to Nyord.”. 
As Olsen observed: 

“Yes, definitely I think that there has been an increase in number of tourists, it’s because of all the initiatives going 
on down here…like Camøno, Dark Sky, Biosphere, and this actually brought new B&Bs”. 
 

Camøno also stimulated the existing businesses to change their services to meet the hikers’ needs. The B&Bs were 

the first to adapt. Indeed, in the first season, many people arrived to visit Camøno but many of the tourists were 

interested in experiencing the nature and, a small part, were young people looking for cheaper accommodation. 

Both Olsen and Olifent, B&B owners, in order to accommodate the hikers, built a space in the garden to put tents 

for rental. Furthermore, as many people in need of water or snacks started to pass by the B&Bs, Olifent decided 

to install a self-service coffee machine and built a self-service cafe in the garden where people could get a piece 

of cake by leaving some money in a box. 
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As Olifent recalled: 

“Suddenly, my customers were people walking, so there was no way they could eat (…) And I started to think, how 
I could develop and change my business to attract these people”. 
 
Also, other businesses started to adapt and diversify their services. Lopez-Zepeda revealed that the museum 

decided to offer a shelter to host the low-budget hikers. The owners of Ewald Gallerie, Bøggild and Ewald, 

commented that since hikers started to come to the island, they introduced a delivery-service for their pieces of 

art, in a way that also hikers without cars could buy and have delivered home their products. Finally, the tourist 

guides started to offer new tours, as the new attraction of Camøno became very popular. As Rosenild explained in 

the interview, she was already a biologist, so she decided to offer high-quality experiences in nature, where she 

guides the hikers, giving very detailed explanations about flora and fauna. 

She explained: 

“I saw there were many tourists who were coming here to be in nature and were interested in getting this kind of 
knowledge”. 
 

From the data above, it can be acknowledged that Camøno stimulated the growth of new businesses and services, 

which increased the value of the experience for tourists. This also gave the possibility for the ecosystem to grow, 

indeed now the island is able to host and provide services for a bigger number of tourists. The businesses 

established along Camøno appear to be diverse and this is believed to enhance the overall health of the ecosystem 

as they provide it with a broader variety of competitive skills, increasing the ability to overcome external shocks. 

Indeed, den Hartigh et al. (2006) affirm that diversity is crucial for business ecosystem, as with little variety of 

partners ecosystems risk becoming less innovative and slowly decline. Furthermore, the diversity of new 

businesses combined with new services, gives the ecosystem the possibility to serve better the customer by 

ensuring them accommodations, food and entertainment during their stay. Hence, this meaningful diversity enables 

value to be created in the Camøno ecosystem, which is perceived from Iansiti and Levien (2004a) as a symptom 

of a healthy ecosystem. Generally, the ability of the Camøno ecosystem of increasing the number of new firms 

and new product options reflects its ability to enhance niche creation, which is recognized from Iansiti and Levien 

(2004a) as a variable of business ecosystem health.  
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Finding 13: Partnerships enhance the ability to maximize the ecosystem niche creation 

level. 

The establishment of Camøno resulted in direct partnerships coordinated by Møn museum, both commercial 

and non-commercial, and partnership opportunities for some of the businesses involved in the project. This 

allowed Camøno to create new valuable functions. 

 

Camøno is constantly evolving and the museum continuously finds partners to start different initiatives for 
supporting and promoting the project through different channels. Lopez-Zepeda revealed that multiple partnerships 
have been undertaken since the very beginning of Camøno. The first types of partnership that the museum pursued 
aimed at gathering specific skills and knowledge to accomplish complex projects. The museum first decided to 
collaborate with Innocoast, a research project providing consultancy to different coastal realities in Denmark. 
Secondly, the museum collaborated with Realdania which, not only raised the basic funds for the project, but also 
launched a national contest won by NORRØN architects, to realize the nine benches of the Camønopauser. Finally, 
today the museum is collaborating with the architecture school KADK in Copenhagen where a competition 
between students will take place with the aim of re-designing the shelters around the Camøno trail. 

As Lopez-Zepeda mentioned in her first interview: 
“We have started a cooperation with the architecture school in Copenhagen. They have made a very nice 
competition about how you can do different shelters, and we are now looking for money because it's expensive”. 
 

The second types of partnership that the museum decided to pursue had a more commercial nature. While escorting 

the researchers out of the museum, Lopez-Zepeda showed them the museum shop and revealed that a partnership 

had been undertaken with a local sport-equipment store, to include hiking products in the assortment (direct 

observation notes). This collaboration provides equipment for the hikers passing by the museum as well as increase 

the museum’s profits, which will retain a small percentage of the sales. Additionally, as revealed during the first 

interview, the museum is planning to collaborate with a jewelry school based in Copenhagen for creating a jewelry 

collection inspired by Camøno, to be sold at the museum shop. 

In this regard, she commented: 

“I'm also working with the jewelry school in Copenhagen so they can make some jewelry related to the Camøno”. 
 

Camøno also indirectly contributed to the development of partnerships for some businesses with tour operators 

and travel agencies, which got interested in selling experiences in Camøno after seeing its success. The most 
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successful partnership was made with Vagabond Tours, a Danish tourist agency which sells tourist packages 

specifically targeted to hikers and tourists interested in experiences with nature. Today, two packages of three to 

five days for visiting the Camøno trail can be found on the Vagabond Tours webpage (Vagabond Tours, 2019). 

Most of the B&Bs’ owners responding to the interviews, mentioned that the partnership with Vagabond Tours is 

very advantageous. Moreover, besides benefiting the businesses, this partnership also brings customers to the 

museum, which is a scheduled stopover in each tour (Vagabond Tours, 2019). 

As Olifent expressed: 

“They can choose between three to five nights. But for example, the guy that was here last night decided to stay 
one more night, so it's really good for me. And Vagabond Tours is very big, many people come from it, it's 
unbelievable, all Danish people”. 
 
All of these partnerships contributed to enhance the image of Camøno and Møn, not only in terms of increased 

tourists. Indeed, Houman, who played a big role during the initial stage of designing the project, mentioned the 

beneficial effect of this bigger partner net in attracting skilled workers from outside. 

On this matter, he recalled a specific episode: 

“And Camøno has helped the island in many ways. For example, I was in the newspaper to talk about Camøno 
and Nyord. And a student from architecture heard about it and wrote his thesis on Nyord. Now he is working here 
in the municipality. So Camøno helped the island in many ways”. 
 

The different partnerships pursued by Camøno allowed the business ecosystem to acquire new competences and 

increase its appeal to external parties. The first partnerships undertaken by the museum increased the ability of the 

ecosystem to be innovative as they provided new knowledge and skills to the museum, which were out of reach 

before. In the theory, temporal and more formal relationships between ecosystem stakeholders are defined by 

Lappi et al. (2017) as a weak relationship. Contrarily to their negative connotation, weak relationships are essential 

to the health of the ecosystem as they “stipulate how many interfaces the ecosystem provides for new actors and 

services, reflecting the ecosystem innovativeness” (Lappi et al., 2017, p.44). In Camøno, the partnerships of 

commercial nature allowed to offer new products for the hikers. Hence the collaborations with external partners 

enhanced the Camøno ecosystem capacity to increase meaningful diversity overtime through the creation of new 

valuable functions. In other terms, it enhanced the capacity to reach out to external potential for productive 

innovation and it meaningfully enhanced niche creation, which is defined by Iansiti and Levien (2002) as an 

imperative characteristic to ensure the health of a business ecosystem.  
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4.3.3 Ecosystem health: concluding remarks 
This second part of the analysis, after identifying the business ecosystem dynamics around Camøno, aimed at 

understanding the factors enhancing the health of this business ecosystem. Some specific enablers were found to 

positively impact on the three health variables mentioned by Iansiti and Levien (2004a, 2004b). 

Firstly, the business ecosystem appears to be robust as it can rely on strictly connected members, both for the 

nature of the project, which is based on the sharing of resources, but also for the culture of the island and the 

geographic proximity of business owners, who have chances to connect outside work-life. Also, a crucial role in 

the preserving of the ecosystem structure is played by Møn Museum, a stable hub which takes care of 

communicating with multiple stakeholders and ensures everything is well-functioning. Secondly, the ecosystem 

seems to enhance its productivity due to an effective use of existing resources adorned with a narrative based on 

the locals. Also, some rules put in place by the museum enable to keep the costs down and the number of 

infrastructures needed, increasing the effectiveness within the ecosystem. A strong entrepreneurial vibe, enhanced 

both by some Camøno initiatives and a cultural factor, also encourages locals to experiment, stimulating the 

productivity of the ecosystem. Thirdly, the ecosystem presents a high potential for niche creation. Both an increase 

in new businesses and the changes in services in existing firms for accommodating new tourist demand, enhance 

a high diversity and specialization in new capabilities within the ecosystem, which helps in absorbing external 

shocks. Also, the creation of partnerships with organizations outside Møn further stimulates this niche creation, as 

they help attracting productive potential from outside. 

According to the researchers, for all these reasons, the business ecosystem that has formed around the project of 

Camøno is considered to have all the requirements in place to be healthy. However, it should be acknowledged 

that health is not a condition fixed in time but depends on the unfolding of both internal and external factors.  
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4.4 The Relationship between Responsible Innovation and Business Ecosystem 

Health 

This concluding section of the analysis aims at studying the relationship between the two foci of the research 

problem, namely responsible innovation and business ecosystem health. Based on the previous two analyses, the 

researchers observed a connection between the enablers of the responsible innovation and the health variables of 

the business ecosystem, which was not found in any previous research. The relationship (Figure 16) is below 

discussed. 

 

The first finding of the responsible innovation analysis is that in order to be anticipatory, an investigation of 

stakeholders and their perceptions prior to designing and implementing innovation is needed. Camøno, due to field 

research done by the museum and an initial meeting with the potential stakeholders, was able to fulfil the 

anticipation dimension of responsible innovation. Being able to gather with stakeholders and understand opinions 

and willingness toward the project, the museum could picture what resources were on board and what was missing. 

This, in turn, made the museum realize the kinds of partnerships that were needed for designing and implementing 

the project. At the same time, this laid the foundations for understanding how current and new businesses could 

accommodate the goal of the project and the new target of visitors, stimulating in this way a variety of new services 

and firms. All of this enhances niche creation, the health variable of business ecosystem indicating a meaningful 

variety and diversity. 

Key Insight 1: Being aware from the beginning of the multiple potential actors and their needs and capabilities, 

allows for the understanding of how to create meaningful variety in the business ecosystem. 

 

The second finding of the responsible innovation analysis is that thinking beyond the own interests is indicator of 

reflexivity. The museum, by including wider moral considerations, identified a limitation in the experience 

Camøno was providing and discovered new needs to be satisfied and included, enhancing niche creation. Also, 

wider moral considerations appeared among some business owners, who joined the project for the worthy cause 

benefiting the community rather than for their own interest. This actually reveals an intrinsic motivation which 

brings them together and strengthens the tie between them. This positively impacts the connectedness between the 

stakeholders, and hence intensifies the robustness of the ecosystem. 
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Key Insight 2: Considering broader societal matters, and not focusing on their own immediate interests, needs 

and goals strengthens the ties between members. 

 

The third finding of the responsible innovation analysis is that enabling means of dialogue and integrating multiple 

values into the innovation are strong drivers of inclusion. Camøno, due to meetings and events as well as the 

development of a solution attractive for multiple stakeholders, managed to become inclusive. The constant 

dialogue among the stakeholders enabled the businesses to collaborate and feel very connected since the beginning. 

This, in turn, intensifies the robustness of the ecosystem, the health variable indicating a strong and stable structure. 

Although a cultural and geographic factor surely contributed to the connectedness and hence the robustness of the 

ecosystem, inclusion still appears to play an important role. At the same time, the fact of elaborating a solution 

matching multiple value requirements, reinvigorated the entrepreneurial vibe on the island and helped in bringing 

many businesses on board, both established and new ones. This makes the ecosystem vibrant and enhances its 

productivity. 

Key Insight 3: To enforce an affinity between ecosystem members, an open discussion involving all those who 

seek to innovate as well as those who may be affected should be encouraged from the top.  

 

Key Insight 4: Elaborating a common value underpinned by multiple stakeholders’ values enhances the 

willingness of members to collaborate and act vigorously and prolifically.  

 

The fourth finding of the responsible innovation section is that flexibility and a collective sense of responsibility 

are crucial drivers of responsiveness. Camøno, due to its flexible structure and capacity to adapt and change 

according to new needs and circumstances, can be defined as quite responsive. Being capable of reacting to 

changing situations or stakeholders’ value contributes, again, to the robustness of the ecosystem, making it more 

prepared to respond and survive perturbations. Furthermore, the collective sense of protection Camøno members 

have towards their island, which enabled them to respond to some environmental threats, also stimulated the usage 

of existing resources, which by enhancing the effectiveness of the ecosystem, contributes to the ecosystem 

productivity. 
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Key Insight 5: Maintaining a certain degree of firm and interfirm flexibility is crucial for responding to external 

threats and new circumstances.  

 

Key Insight 6: A widespread sense of responsibility among members is extremely meaningful as it helps 

prevent potential waste and increase profitability, by enabling greater effectiveness. 

 

In conclusion, by looking at this analysis it can be noticed that specific enablers featuring Camøno as a responsible 

innovation actually enhance the three health variables of the business ecosystem around Camøno. Hence, a 

relationship connecting responsible innovation and business ecosystem health is suggested. This means that doing 

responsible innovation is not only in harmony with major social and environmental goals but it can also positively 

impact on the robustness, productivity and niche creation of a business ecosystem, hence it can be advantageous 

also from a business perspective.  

 

Figure 16: Relationship responsible innovation - business ecosystem health 
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5. Conclusion 
This chapter of the thesis gives answers to the aim and research question of the study. It follows this by providing 

suggestions for managers that are interested in this topic. The chapter ends with the limitations of the study and 

suggestions for future research. 

 

5.1 Concluding Remarks 
This project started by asking this question: 

 How can a business ecosystem be healthy by doing responsible innovation? 

 

The world we live in is moving and changing faster than ever before. As Elbert Hubbard stated “The world is 

moving so fast these days that the man who says it can't be done is generally interrupted by someone doing it”. At 

the same time, however, on the other end of the spectrum lies a concept of security increasingly complex and less 

tangible. Due to global scale and interconnectivity, many of the issues affecting our lives are indeed very complex 

and when it comes to decide the next move a sense of uncertainty pervades. Nowadays, imperatives of growth 

require new and alternative routes to economic development. However, the underlying problematic resides in the 

fact that innovators cannot predict the consequences and impacts of their discoveries, which is an intrinsic element 

of the innovation process. It becomes also increasingly challenging to identify who is responsible for whatever 

goes right – or wrong. Furthermore, the unpredictability of innovative outcomes makes it difficult for legislation 

and regulatory frameworks to act promptly whenever side effects occur, calling for new and adaptive frameworks 

of governance of innovation. For these reasons, a more proactive approach in terms of addressing potential 

negative impacts of innovation should become the common praxis in firms. Responsible innovation seems to tackle 

innovation shortfalls in a redeeming fashion, in light of society’s concern about the future. It opens up new 

opportunities for creating value in society by discussing what sort of future we want technologies and innovation 

to bring into the world. However, this responsible approach to innovation is often still not prioritized in interfirm 

settings and companies’ agendas as corporate aspirations in terms of growth, market shares, profits and speed, 

which are often at odds with societal objectives such as prosperity, sustainability and well-being. The aim of this 

research is to challenge such common beliefs and show the real potential of responsible innovation. What the 

researchers aim at is showing that spending on responsible innovation is not a wasted expenditure but rather an 

investment, not only for society and environment but also for companies themselves. Indeed, the study brought to 

light a strong relationship between the way people innovate and the way business ecosystem health is enhanced. 

The research unearthed several learnings about doing responsible innovation in business ecosystems, proving that 

the collective and mindful nature of responsible innovation favors the ecosystem functioning. 
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The first learning is that innovation is a multi-player process and a collective endeavor which requires time. The 

process of gathering knowledge from these actors and establishing personal contacts with them, tapping into their 

intrinsic knowledge, is a powerful means which can provide an advantage, albeit often neglected because of the 

pressure to innovate fast. Indeed, the inclusion of multiple stakeholders drives a mosaic of inputs and resources 

enriching the idea or concept underlying the innovative effort. 

The second learning is that such inclusion is not reached effortless but should be stimulated by creating an open 

arena where people feel free to discuss, question, suggest, converse and play with ideas. In this regard, an 

orchestrating figure is crucial for directing the dialogue, treasuring the contributions and steering the trajectory 

based on those. 

The third learning is that an individual effort cannot succeed in arousing collective sensitivity and initiative. A 

bedrock of supporting altruism, trustful relationships, creativeness and an engaged attitude deeply shapes the 

behaviors and aspirations of the collective towards a fruitful and conscious solution. 

The fourth learning is that responsibility as the result of a series of actions rather than a single moment encourages 

a constant and careful contemplation of the innovation and its unfolding. Such insight implies the scrutiny of the 

innovation domain, source of threats and opportunities, a practice that aids in addressing the unpredictability of 

innovation. 

 

All of these learnings show that doing responsible innovation has the potential to guide a multiplicity of businesses 

to favorable conditions. The collective effort emerging out of responsible innovation is crucial and, as an intrinsic 

feature of society, it should also rule the business domain, where it has also proved to be beneficial. Especially in 

the reality of business ecosystems, where firms share a common faith and are interdependent, this logic becomes 

an imperative. This recalls a famous line by John Donne, “no man is an island”, which emphasizes the reality that 

no one is self-sufficient and everyone relies on others.  

To conclude, the answer to the question is that a business ecosystem can be healthy through responsible innovation 

by adopting a very complex mix of behavioral and analytic interventions.  
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5.2 Recommendations 
Practical implications of this dissertation and its learnings entail how in a business context the findings can benefit 

the practitioners. For practitioners, this research provides insights on how to enforce the health of a business 

ecosystem by going through the practice of doing responsible innovation. Specifically, the researchers provide 

managers with insights into the set of activities they should undertake to benefit the business ecosystem they are 

embedded in. In general, managers should pay particular attention to the value of inclusion when setting the goals, 

which means to take into account the actors influencing the innovation as well. Also, they should enforce a 

continuous communication within the members of the ecosystem to ensure a constant alignment. Additionally, 

they should ensure a flexibility that allows them to respond to changes in the external environment and to adjust 

the innovation trajectory over time. Finally, because the outcome of a business ecosystem is the result of a 

collective effort, managers guiding the business ecosystem should encourage the dissemination of responsible 

thinking among the members, through seminars, courses, or informative material to be delivered to all firms of a 

business ecosystem. 

 

5.3 Limitations of the Study 
Despite the efforts that the researchers have made to ensure the conceptual and methodological adequacy of the 

study contribution, some limitations have affected the research. Some of these limitations can provide practical 

guidelines for future research. The first limitations of this study are based partly on the use of a qualitative approach 

and partly on the focus of the paper on a single case study. Concerning this, as mentioned before in the paper, 

qualitative research encounters limits when it comes to generalizing the results, since this kind of research provides 

in-depth and detailed information regarding a specific population or case. The second limitation of the study is the 

communitarian logic of the innovation in the case, which in its nature is already very collective and hence 

facilitates a responsible approach. This might have an impact on the outcomes of the research. Therefore, it is not 

certain to get the same perspectives of the phenomenon in the case of another innovation. The third limitation of 

the study is the fact that it was conducted on a small Danish island. The geographical configuration and the local 

culture could potentially affect the results, aiding the hypothesis that in another context the collaboration could be 

different. The fourth limitation of the study is due to the life-stage of the business ecosystem. The ecosystem 

studied is believed to be at an expansion stage, which could affect the factors needed for enhancing the ecosystem 

health, and consequently their relationship with responsible innovation enablers.  
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5.4 Implications for Future Research 
The study suggests some issues to be considered in future studies. In light of the limitations above mentioned, 

future research should focus on the generalizability of these results. It would be interesting to conduct a multiple-

case study based on different types of innovations as well as on different settings of business ecosystems. This 

might lead to a more complete consideration of the different factors that may have an impact on the relationship 

between doing responsible innovation and the health of business ecosystem. Another suggestion is to further 

investigate this relationship over different stages of an ecosystem life, to reveal if this relationship is still valid. 

Finally, it could be useful to employ quantitative methodologies, in order to measure the ecosystem health, instead 

of looking only at the factors enhancing it. Finally, in light of the lack of previous research on the topic, its 

complexity and its relevance, there are still multiple angles that can be considered when approaching it, hence 

further research is welcome.   
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7. Appendices 
Appendix 1: Research Onion (Saunders et al., 2009, p.138) 

 
 
 
 
Appendix 2: First interview with Janette Lopez-Zepeda 
 
Sturlese: Can you please introduce the Camøno project? 
Lopez-Zepeda: It started in 2013. It was Marianne Florman, an old handball player who retired and live here, and Tine 
Nygaard, who at that time was exhibition-chief of Museum of East Denmark. Also, Møns Museum is part of 
Sydøstdanmark museums. Tine and Marianne were talking about making a hiking route here, where people could come and 
go. So, they began to play with the name Camino as it is cold in Spain and they end up having Camøno, recalling the island 
name, Møn. Tine then came to us, to the museum, and she asked: If we make a hiking path what can we do with it? Is it 
something for the museum or should we give it to other people? We said that it was very interesting and we wanted to take 
care of it because in that way we could use it to make good communication and link all the cultural and historical stuff that 
we have on these three islands. We have a lot of gravestones, very specials churches painted by a famous master in 1200 
and the church is very famous because of that. We have also another church in a completely different style, which is the 
only small village church we have in Denmark that was made in rococo style. It's like a theater going there. And then, you 
now the church of eight angles that you have in Frederiksberg? We have a mini version here. So, we have many cultural and 
historical materials to work with. We have one of the biggest gravestones of Denmark, we have a place you can walk inside 
and so on. If you look at the map, Camino is the orange line. Starting here with Nyord Ø, going over Bogø Ø and west, east 
and north Møn, 175 km in total. Then we have the yellow line, when it's in the country it could be a shortcut, and it could be 
more difficult but it's faster. The red dots mean that you can only go there if there is low tide. It is not allowed to climb up 
the cliff because it would fall down because they see has been eating down the cliff. There are different paths, each of them 
starts with that rest bench and ends with a rest bench and if you turn the map you can read about each stop, what's to see, 
how long it takes to get there and so on.  
When Tina asked us to start this project Syska, a woman that was working here, started to take her bike and go around to 
talk and ask the people: Is it a good idea? Or a bad idea? If it’s a bad idea, why do you think it’s a bad idea? It was very 
important to ask this because we wanted it to be a success. And it is a success only when the local people are interested and 
think the idea is fun. If they think it’s a bad idea, never start a project. Absolutely. That’s how it is. Specifically, when you 
are on a small island in Denmark. After that, she came back and she told us that the people were positive. And then, they 
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began to describe the project. They sent a postulate to Realdania. At that the time they had a specific Project call Stedet 
tæller to support projects and increase jobs opportunities outside Copenhagen and to spark interest in people of what's going 
on outside Copenhagen and in the rest of the country. Realdania said yes to the project and it gave us funds. Syska then 
began to make everything for the project, and all her day was about that, she only did that. Then we began because the root 
is an old root starting from the North of Sjelland and it goes down to the Falster islands and Germany. So, we used the old 
route to make the path, we just made small changes. For example, a part of the island was not included but we made it part 
of Camøno. And we adjusted the path thinking about the people that were living there, on people’s requests. And if you 
change your mind we will make changes. Because when you do a project like this it’s very important that you don’t come 
down without asking anybody about anything and saying this is how it is, because you will have a lot of problems. From the 
beginning, when Syska began, we were working with the municipality and it's very important because they needed to do all 
the renovation of the facilities on time. Also, today, every time we want to do something, we need to involve the 
municipality. 
 
The benches are designed by an architect from Copenhagen they are built in a very nice social project. We collaborated with 
a production school in Falster where they have all these carpenters. The students that worked in this project were without a 
job. Three months after we placed these benches the students got a job or internship with the maestro. The students were 
enormously proud of their work, they could see it and also other people could see what they had done. And normally they 
make a lot of practical projects in these schools, but no one sees them and, in the end, they get destroyed because they can't 
have all these things around. So, we did open their eyes and today they like to try making project in their towns. That was a 
very nice way to do it! When you come to the bench you can upload your phone, you can find a place where to get water, a 
toilet and in a kilometer, you can buy something to eat. It could be a shop where you buy food, a small supermarket, or it 
could be a restaurant or a cafe. And in a kilometer from the bench, you have accommodations to spend a night or two and it 
could be a bed and breakfast or a shelter or a tent, something like that. These are these possibilities. 
 
To include more the people of the island, we have made some evenings that are called “Kend din Ø” or “Know your island” 
and we still do it.  For example, there was a man asking about how we could do a nice harbor and a man from Vordingborg 
municipality, made a speech about how we could do it with some workshops. And then, there was another person talking 
about a secret place here, that was a historical secret place in a mountain that nobody knew. We make this evening because 
it's important that the people know where they are living and what it is interesting because it's not just the hikers that come 
here but there are a lot of tourists that come seasonal. After that, at the end of the evening we always eat together so you 
make some communication, you have dialogues between new people then you may or may not know. It's open but you have 
to buy a ticket which is not expensive it's around 140dk with food and everything. And we still do that because I think it's 
important. We do it in the spring and in autumn, two/three times in spring and two/three times in autumn. 
 
What has been very good about the Camøno project that was first opened in 2016 is these events. The first one was done on 
Easter, with the collaboration of the church, where we organized three trips. One was for the families, one hour with the 
guide. One that was a middle-length, where they stopped to church for a coffee and some cake. And the long one, that was 
about five-six hours but actually, it took much more time because the locals were so happy about those people coming that 
everyone stopped for having some food and making a bath together. We called it "pilgrims opening" because the priest 
opened the day with a blessing. Camøno, however, is not just for Christian people is for everyone, everyone can be here and 
you can come and go, you don't have to be Christian at all.  
The grand opening was the 8th of June that year. That day people could buy for the first time, a ticket for nine stops in the 
path. We met here in the park behind the museum and there were some buses to bring you to your starting point (a bench) 
and then people walked back. So, in the evening, when all the people were coming from everywhere, we closed the street, 
we did a long table for 200 people, there were the grill, food and everything for them. It was very nice! That was on 
Saturday and on the Thursday before there were three people who started to walk the 135 km in three days. The lady 
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couldn't do it but two men did it, like soldiers, and they arrived that evening when we were all sitting down, and we start 
clapping to them. It was very nice!  
 
The smaller the place you live in, the more things can go wrong. I am from Copenhagen but I've been living here for 15 
years. When I came down here the first time, I heard people from one part of the island talking bad about others living in the 
other part of it. For example, people from the west of the island called the people living on the cliff “Kridt Neger” (chalk 
nigger). There has always been a division between west and east. People from one part would never get married to people 
from the other part. It was like this and it's still the same now. In the old times, we were all under the same municipality, 
Stege. And all the tourists would come to see the cliff, and also the investment would go to that area. But after Camøno, 
every part of the island has the same importance. And this has had a positive impact on the community that now is more 
unified. Of course, there are still some issues. For example, when I go out to ask people about new projects, they are always 
interested in who is collaborating. So, I always say that they are the first to be asked because I don't want to blend myself in 
this.    
 
Camøno has been a big economic success, some of the regions got 40% increase in their turn over. That's a lot of money. In 
the first year, we sold 3000 maps. There was some expert from Realdania who was saying that the first year Camøno would 
have about 500 to 1000 hikers and after 10 years 10000. But the first year we reached 9000 people. So that's amazing but it 
was also difficult because we thought we had 10 years to build all the infrastructures and now we are really asking to have 
more money because we have to make more facilities and infrastructures. 
 
In the project the bench was a big thing, the other big thing was to build a shelter to look at the stars. In Møn, we have dark 
skies with no pollution so you can see really good stars. The shelter, it's a space for 18 people and there is a hole where you 
can look up to the sky. We wanted to do it on a specific point on the map, but because of some complaints, we had to move 
the shelter project to another spot. Because of this issue, today we are still looking for a place. I'm crossing my fingers that it 
will still be economically supported by Realdania because I just found another area for it. The biggest investor is Realdania, 
the municipality also helped at the start, and the museum puts all the working power, the skills, and knowledge. The men 
from the municipality had to put all the signs in the path, to show which way you need to walk.  This year we have 
generated and reinvested in the society between 9 to 12 million DKK from tourism. And because it's so much money, we 
are making pressure to have more funds to grow. We won a tourism prize from "Sydkystdanmarks beste tourisme initiativ 
2016". And Lions Møn Club donated 25.000kr fora shelter next to the coast. And we won also a prize for the bench, and 
how they fit into nature. The bench is symbolically showing the past, present, and future because is circled you can sit 
inside and have a dialogue with the people, or sit outside and admire nature and landscape. 
 
The difference with our projects and other hiking projects is that other projects often start with all the funds and they just 
build up everything at the start of it. Instead of our project, it's an ongoing process because every year they're opening more 
B&Bs and new spaces for the tourists. It's coming from the bottom up and that's what we like about it. And everybody is 
welcome on our homepage. You can see a section called "ildsjæle", all these people are working voluntary but they have an 
economic interest in our project. It's not just voluntary work because people can earn some money. That's the difference 
between voluntary and "ildsjæle" in our project, other people may describe them differently but that's how we see it. If you 
make yoga two hours in a whole year for the people coming, you're still welcome because they will be two hours of 
happiness for two people. So, you can do big things or small things, it's up to you. 
 
The museum is the head point of Camøno, people call the museum number and ask a lot of question. For example, we're 
going hiking and we want to go here, so where can we sleep? What can we do? Where can we go? You can start from 
whatever point you would like on the map and you can go one day or more days. You can choose your own path. There 
have been people that have walked through the whole route. The whole path, I will recommend to do it in 4 or 7 days. There 
is an agency that sells travel adventures, people can buy a package. They arrive depending on how many days, they can 
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have accommodation, lunch, dinner, and access to different activities and also extra services like luggage transport. You can 
also bike and put your tent wherever you want. I am one of these people that is part of the private agencies that do these 
packages for tourists. 
  
The museum is the owner of Camøno. We have a big team with a lot of different interests. For example, now there is a very 
innovative exhibition in Bornholm and it's our people that have done that. So, by being the founders of Camøno, of course, 
we had to learn something new. The whole idea of including "ildsjæle" and the public has been a new way of seeing it. And 
we didn't know at the start that we were doing something so fancy but we were. For example, now we are in contact with 
the UN and Camøno has become part of the 17 sustainable development goals. They see it as a very innovative way to 
include the community and the locals. I was invited to Fyn as they also have hiking routes. They invited me to have a 
speech, the first speech was with the municipality and the second speech was the same but for the locals. And I thought it 
was like this because the room was not big enough for all of us. But instead it was because the municipality is a different 
thing from the locals, it has to be separated. And after that experience, I said to them: "it will never be a success if you don't 
do it together". 
 
In the nights that we do for Camøno and the community it is mostly local people but I always tell them the last news from 
Camøno. And the future is... I think it will never be finished it will always evolve. For example, last year the lady who had 
the bed and breakfast, next to the bench of Camøno, closed down. That meant that we had some toilet, shelter, and some 
water but people couldn't eat because there was nothing in the area. So, we took the bench and we moved it in another place. 
And when we were constructing the Camøno there was some benches that had to be positioned in an area but there was 
some renovation, so we had to move them in another area. Now the renovation is done, so now we will move it back where 
it was supposed to be. And now we have also changed the path, for example, there was a lady in Marienborg who was not 
very happy about Camøno. She's a very special person, someday she let people pass in the park someday they had to pay to 
go through her property. So, it's a beautiful area but we said no, so now we changed the path in the way that it doesn't go 
across her property. Another example is an area where there is a lot of traffic and it's not fun to walk there so now we're 
working hard with the municipality to change the path in another way. And there are also people that are scared about too 
many tourists on their property, so they prefer not to join the project. Møn in a very different case, the municipality just 
have part of the area, for most of the island is private or it's under Naturstyrelsen. So, we always have to adjust and change 
the path and ask people. An example is a forest called Fanefjord Skov, people are asking why after entering the forest they 
have to walk out and then after a while can enter again. Well it’s because there are 500 owners who own the forest, and not 
all of them agreed with the idea.We have different "gos" on the island. Before also Møns Klint was private but they sold it 
to the state. There is one in Nordfelt, and we wanted to make the path go into his property, but he never agreed because he is 
scared that too many tourists will come. 
 
In the future, we have different new projects. We got the money for a new project, it’s about planting many apple trees 
along the Camønø path. We should have planted them last autumn but it was too dry, so we are planting them now in 
November. I have started the project with Kirsten Rohd, she has a plantation of apples, and she is an expert. We have 12 
different apples in this municipality and many of them come from Møn so we will plant only them. With her, I traveled 
around the island to understand where is better to put them. We will plant the trees just where the people want them, so we 
have been also out to ask people for permission. The club Rotary has offered its help to plant them. The purpose of this 
project is both for esthetic and economic reasons. This will attract more tourists, as they can come and see the flowers like 
in Japan in the spring but they can also eat the fruits in autumn. We have summer where there are a lot of tourists and the 
“shoulder season” in spring and autumn where we have a lot of hikers. And it's for everyone, it's not standing in anyone's 
garden but near the route. And I'm sure there will be some ildsjæle that will start some project or activity around the apples. 
Workshop on how to do jam, apple wine, art craft with the wood etc. I know it will happen and that's good. That's one of the 
projects and we already have the money, we just need the right weather. 
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We sell the map and we use the money from the map every year to make the changes on the graphics with a special 
designer. We use the revenues for all Camøno-related work and projects. Tourists just pay for the service they ask for and 
that's why some people from Møn say: "Tourists come with the tent and sleep in the shelter, we don't get any money from 
them". But that is a big lie because I'm sure when they go pass by the ice cream factory, I'm sure they will buy it. And in 
winter it’s mostly men that do hiking, and I always see them Saturday night eating here in the restaurants big meals. So, I 
can see that they are spending their money on the island once they are here. 
 
The other project that I’m working on right now, will start on the 1st of July. We will make an event 
because we have made the first handicap-friendly map for hikers in wheelchairs. We have to make a route for them to come, 
where they can come with their handicap cart. The map will be green and not orange because people who are color-blind 
cannot see orange. And the green path will be a bit different from this one because we don’t recommend them to go through 
some difficult parts of the trail. There will be some other changes as they cannot go down to the beach, and there will be 
some other spot for them. We have also done a special map, we have cut it in the way you can fold it into a smaller map and 
be more practical. And from this project, we decided to do some smaller maps so people can buy the small one and the big 
ones or a package. And in the future, maybe next year, I'm sure we will do a map for the bikers. 
 
 The different hotels have a telephone line, this is for tourists because if they arrive and the everything is fully booked in one 
hotel they will call the next hotel and the next called the other one and so on. In the past, for the communication, we have 
done some evaluation meetings but we will stop it now because not many people came on the last ones. But of course, in the 
evening “Know your Island”, people are asking and we talk about what's going on and new initiatives. We haven't used 
much money, nearly zero about the marketing campaign. It was all done on Facebook. When I counted all the likes that we 
had from when we started. From the 18th of June 2006 to the 1st of January this year 2019 we had 847000 likes, and we 
have 7700 followers on Facebook. And we don't have Instagram because I am the only one and is taking care of these 
channels. The marketing of the museum and the marketing of the Camøno is the same. And our homepage the first year was 
clicked from more than 15000 people. And if I make changes I announce them through Facebook. We have different signs, 
four different, one with the food supply, one with the toilet, one for the water and one with accommodation. So, if I'm a 
person living on the islands, and I want to sell or provide something to the tourists, I can put a sticker on my mailbox so 
they can see that it's ok to go in there and knock the door and ask for some service. They can get the stickers at the museum. 
I am the one who is an administrating the website of Camøno. You can see the list of all the ildsjæle on the website. You 
have to call them to make a reservation, and you can go on their website to see where it is, what they are selling and how to 
contact them. But we have to do some changes on the website because there is also the interactive map that has some 
problems. If you are a registered firm, you have to pay 1400 DKK to stay on our list. The map online is not working very 
well, so we want to improve it in the future. 
 
One of the projects is to renovate the shelter, I personally think they are ugly. First of all, why do they have to be a square, 
where all the nature is a circle and with organic shaped. We have started a cooperation with the architecture school in 
Copenhagen. They have made a very nice competition about how you can do different shelters, and we are now looking for 
money because it's expensive. And the next project is to collaborate with the Carpenters school in Copenhagen and they will 
do some details and part of the shelters, and we will show their work in a yard. I'm also working with the Jewelry school in 
Copenhagen so they can make some jewelry related to the Camøno. We’ll have an evet with exhibitions, so you are 
welcome on the 25th of May. 
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Appendix 3: Second interview with Janette Lopez-Zepeda 
 
Sturlese: Hi, thank you for having us. So, this time we prepared some more specific questions, of course, if you feel you 
don't have the answer just tell us so we can skip to the next one 
Lopez-Zepeda: Perfect. 
Sturlese: So, when you started the Camøno, what was the vision for the project, and has it changed? 
Lopez-Zepeda: From the beginning, the reason why we as museum took the project was the chance to make promotion of 
the cultural historic heritage we have here. So that’s why we thought it was a good idea.  So, it was about giving value to 
our heritage 
Sturlese: Ok, good. So, when it was about designing the trail you made it go close to those? 
Lopez-Zepeda: There were already two old trails, so we included them but we made some changes. We introduced some 
places in Nyord because of its history and the fact that now it’s connected to Møn through a bridge. Also, we included more 
places more in the middle of the nature. What is interesting is that normally a museum is indoor, everything is inside but we 
wanted to go outdoor and make it more alive. Here it is quite small, but if you manage to expand it outdoor you can make it 
way bigger and you can have more attention from people. As a museum, we are also getting more people now, also because 
we are the starting point for the Camøno. 
Sturlese: Ok, and beside this benefit for the museum of showing the heritage, was there any other benefit that 
Camøno was supposed to bring?  
Lopez-Zepeda: Yes, I think it’s a very good example of communitarian economy. Because some people in Nyord told us 
that turnover is going up of about 40%. And they have a lot more visitors than before. I think now it’s close to "it's enough 
for summer". They had about 280,000 in the summer, which is a lot considering that only 37,000 people live on the island. 
This actually kind of divided the island in two sides, those who say "it's ok" and other ones more concerned. This could be a 
problem for the nature.  
 
Sturlese: I see…but actually did you consider this aspect when you started the project? 
Lopez-Zepeda: Yes, that's why we were very open to discuss from the beginning. We invited all the ildsjæle. Always, we 
talked to them. Because if you don't have the positivity and acceptance of the inhabitants, you can forget it. They would not 
be welcomed with the hikers. Now they are all very positive with the hikers. 
 
Sturlese: Did you have any negative feedback from people? 
Lopez-Zepeda: The problem for Møn now is that we have been so famous. Well, maybe it’s not completely a problem, but 
for sure it has a problematic side for what concerns the nature. So, first in Møn we have this Dark Sky and then the 
Biosphere where we take care of the environment. This means that we have a lot of tourists coming, so we have to take care 
of the nature. There are some areas with big buses of tourists coming here, and Camøno amplified that. Vordingborg 
Municipality confirmed that 95% of tourists are coming to Møn. There actually were complaints about people leaving toilet 
paper on the beaches, although we don’t think it’s because of the hikers, since they love nature.   
 
Sturlese: Is that something that you took into consideration before? 
Lopez-Zepeda: Yes, that’s why on our website and on the maps, we added the rules of good behavior for tourists, but we 
are going to update them. We have also been talking about toilet-kits, like paper and plastic bags, which we could give for 
free when people buy maps, but if people start leaving these bags around it’s worse than only toilet paper. 
 
Moroni: And beyond the environmental impact, what about the people living on the island? 
Lopez-Zepeda: Probably there is a small part of people who are not fully happy with it. But it is also true that it gives more 
jobs for most of them. So, we have two positions on the matter. What is good for everyone is actually that many hikers after 
getting to know the area moved here. We have so many new families moving to Møn, that some kindergartens are 
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overbooked. This is mostly in the areas close to the highway, which are not so far from Copenhagen. And this is good for 
us.  
 
Sturlese: If you think now about the ildsjæle, which kind of relationship is there between them? 
Lopez-Zepeda: Well, I think that there is for sure some sort of competition, that’s in the nature of the market. But I also 
think they help each other a lot. There is a big group of them that belong to a society made years ago. It’s called 
Landbrugturisme and they have their own telephone line so that when someone is fully booked he or she can call someone 
else to place the visitors. But for sure Camøno brought a lot of new businesses all over the island. We also got more 
shelters. And everybody is just happy with that because we currently don’t have enough space for all the guests. Britte from 
Pension Elmehøj told me that the first year of Camøno was the first time in 25 years where both her activities were fully 
booked for four days in a row.  
 
Moroni: and if you think about the cultural division of the island, do you think Camøno helped? 
Lopez-Zepeda: For sure it did, also because we tried to give importance to all parts of the island. For us, Camøno, we love 
Møns Klint but it has the same importance as any other attraction on the island. That's what brought positivity from multiple 
sides.   
 
Sturlese: And you, as museum and leader, do you communicate somehow with the businesses involved in Camøno?  
Lopez-Zepeda: Yes, we organize these events called Camøno Evenings which we have from the very beginning. The next 
one is going to be on the 16th of May. After a series of speeches, I always communicate the last news about Camøno and 
then we eat together. Of course, we can't do it for free so people have to pay for that. Both ildsjæle and other locals are 
welcome to join.   
 
Sturlese: Ok, I see. And how often do you do that? 
Lopez-Zepeda: We do it twice in the spring and twice in the autumn, so people can prepare for the high season. And of 
course, I have a Facebook page where right now for example I am doing a campaign for the accommodation-related 
businesses.  
 
Moroni: You also did some evaluating meeting, so what happens when a B&B, for example, wants to join or get out 
of the platform? 
Lopez-Zepeda: So, most of the time I ask them if they want to join. The first year they did not have to pay anything, last 
year we introduced a fee for registered firms.  
 
Sturlese: what about the profits from the maps? What do you use them for? 
Lopez-Zepeda: What we get from the maps we use it for the graphics both of the maps when we need to update some 
changes and also for the physical signs, which of course need to be adjusted too. On the 12th of April, for example, we are 
going to increase the prices of the maps because of some adjustments we had to make, which increased up there the costs. 
Since it is so expensive to change it I am a bit hard on the businesses when it comes about changes. I personally make sure 
that I get all the updates on time before we proceed with the new design of the maps. When I agree with the designers for a 
certain time, I communicate to the businesses that they need to tell me if they’re still on board or not. Since it is so 
expensive to, I am not very flexible about it. There was a business changing the owner every year which I had to take off the 
map because you never knew if they were going to exist the following year or not. Instead, there are some other businesses 
which I know are very stable and always want to be on the trail and on the map. So, it is very important that businesses 
maintain a sort of continuity. For example, I had someone who was selling lunch boxes and then was not showing up. For 
example, I had someone who was selling a service and then was not showing up. I can’t have that on the digital platform nor 
on the maps, because then the museum needs to give an explanation.  
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Denise: How do you get to know about all the changes? 
Lopez-Zepeda: They call me and I often go to the place to see how we can change it. We actually now have to put a lot of 
new signs and remove some as we recently had many changes, also because some things breaking down.  
Also because of our new project of the apple trees, I’ll go on Monday driving around the island and check on every place 
we can plant trees. So, I’ll take the chance to check on the businesses along the way and see if everything is still there.  
 
Sturlese: What about the revenues from the fees paid by the businesses to stay on the platform? 
Lopez-Zepeda: It goes to the museum and we use them for all the work we do for Camøno. For example, the Facebook 
campaign we just launched is just for the ildsjæle on the platform.  
 
Sturlese: There are different kinds of experiences offered to visitors on the platform. How do you do that? 
Lopez-Zepeda: I actually asked quite often to people having an interesting business for Camøno if they want to join. The 
only thing I can't do is doing marketing for them. We have some campaigns but we have to take care of other things. So, 
what I always recommend them is to talk to the local newspapers, and also be a member of the Landbrugturisme It is 
important the other ildsjæle know you and also the locals, so they can recommend you. What we emphasize as a Museum 
are the cultural monuments along the trail.  
 
Moroni: do you ever suggest a new service, like with the apple trees now people are going to do something about it?  
Lopez-Zepeda: I have been asking people to do hosteling as we have B&Bs for 400 DKK a night and shelters for 50 DKK 
a night but we miss something in between A guy on this side of the island, for example, is now offering beds for 150 DKK. 
So, I try to push on this, for the different targets. We have all types of hikers, people who never tried to hike, we have 
families with teenagers, we have expert hikers. We also have very young parents with very young kids so we recommend 
shorter trips for them in case the kids get tired. We have been surprised by how many different kinds of tourists we got. So, 
now on average, we use seven minutes for each customer to explain the hikes. Earlier we used to do less but with Camøno 
and hikes now we need to explain more things, hiking needs many explanations and recommendations. 
 
Moroni: Were the Camønopauser nine from the beginning? 
Lopez-Zepeda: Yes. From the beginning 
 
Moroni: And do businesses expect anything from you? Do they ask you anything? 
Lopez-Zepeda: Some businesses are asking me now to put more information on the platform. But we do not have much 
time, and also, we need to be neutral, as a museum, so we can't do propaganda for them. Sometimes they ask me about 
future projects, but for most of them, we need to do fundraising before we can share information with the other businesses.  
 
Moroni: How do you think the culture of the island affected Camøno?  
Lopez-Zepeda: I think we always have been very special. We have some “kings and queens” with their own projects for 
some areas. We just call them kings but they do not have ties with the royal family they only take initiatives for the area. 
Some of them are actually owners of properties, but some of them are just working to their own voluntary projects for the 
area. In other islands and villages, there is usually only one king, while most of the projects are handled by the 
municipalities. But because we have so many projects here, there are so many people who want to join them or want to have 
their own projects. That's why it is so alive here, and many people who came here as tourists moved here. There is a strong 
culture about it. And many of these projects, as Camøno, the biosphere and dark sky come from the bottom. It is not only 
about tourism, but we also have very different projects. For example, there is a guy using an old rådhus making an 
iværksætter where many offices are available. So, firms can have a cheaper option than having their own office. Here it’s a 
quite common reality because many properties are not owned by Vordingborg but by private owners. 
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Appendix 4: Interview with Brit Olifent  
 
Sturlese: When did you join Camøno? 
Olifent: When it started up there was a meeting, and I was very interested because I thought it was a really good idea. They 
had already planned the different stops in the trail. And there was one, just half a kilometer away from my place, but 
suddenly they found that there was a lot of pollution in the ground, so they were not allowed to set it there. But at the first 
meeting, I was very interested in it, and I asked a lot of questions. So, they called me, and they asked me if I wanted the 
bench out here in my garden. And I said: “Yes, Thank you!” It was very good. But I said to them that I am closed during 
winter time, because I wanted to be sure that it was ok. And they said ok, we take it from day one and we see what happens. 
And I also said, if there are many people walking in the winter time than, of course, I will open up. So that's how it 
happened, they came to me and they asked if I wanted to have the Camøno bench here, and I became a member. I would 
have been a member anyway because I think it's a really good thing, but that's how it started for me.  
 
Sturlese: Did you participate in some meetings? 
Olifent: Yes, the first meeting was started in January 2016. And six months before that there had been a meeting to know 
what the project was about and all the ideas.   
 
Moroni: Was there a clear vision for the Camøno? 
Olifent: I think there were three women that had the idea and ideated the concept and the name Camøno. That was the 
starting idea, and then they made the trip and they decided where the bench had to be. The benches have been made by 
volunteers that were at the school of carpenters. The wood they used is from Norway, and it's a special one that lasts for 
many years. I am not sure about was they got the money if it was sponsored. So, the idea was to have a path with different 
stops, and benches for people to walk to and have a rest after a long walk. 
 
Sturlese: How do you think Camøno has benefited your business? 
Olifent: A lot, because even if I wouldn't have this stop, it would still have benefited me because the route passes by me. It 
stops in many other places also for sleeping. But many people start the trip here, I think that people who walk think that they 
should start in a place where there is a bench. And many start in Stege, but if they want to go to the best part, they start here. 
I think a lot of them walk on this part because it's so beautiful here and there is the cliff. Also, because a lot of the walk is 
asphalt, but here, when you come out to the forest and the beach it’s different, at it’s something people really like. But yes, 
it has been a big benefit for me, it just suddenly exploded. 
 
Sturlese: What is your opinion about Camøno and what role does it have for the community? 
Olifent: I think it helps the community, but that's also because I am having tourists from it. Most of the people on the island 
are positive about it because it gives work to a lot of people and the hikers are normal and nice people. Normally they don't 
throw any trash and I think they always pick up everything after themselves. People are pretty happy. Few people complain 
that there are too many tourists. But they would complain anyhow. And I think it's a good idea, not only for me for 
overnight, but also for other businesses. Cause hikers then go into cafes to buy some food, and they buy some arts or some 
clothes. So, it's good for all of us.   
 
Sturlese: Do you think that the environment and the infrastructure in Møn improved after Camøno? 
Olifent: No, everything was already there. And the Camøno team wanted hikers to walk more on the land instead of the 
asphalt but the farmers were not very happy about it at the start. But now, they are becoming more open. So maybe they 
would change something in the future. Also, because many people don’t like to walk on the asphalt, but there are others that 
don't care about it.   
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Sturlese: What is the biggest improvement that Camøno brought? 
Olifent: It's the number of tourists and the economic impact on our businesses and the island.  
 
Sturlese: What is your relation with the other ildsjæle? 
Olifent: Before Camøno, in Møn we had very good communication, we are colleagues and we always have been. Some 
years ago, when the tourist information didn't send people to us we set down with other B&Bs and we did our own map. It 
was a lot of hours and a lot of work for all of us but it was for our own good. We made one side of the map with Møn and 
its businesses, where people had to pay to be part of it. And for the other side of the map, we went out and ask to all the 
restaurant and shops if they wanted to appear on it for a fee. In that way, we had the money to print them. The tourist 
information today, say that the map is the best thing they can work with when tourists are visiting. We also have an SMS 
line, for example, if I have some customers that want a room but I don't have enough space, I send a message to the group, 
and the message goes out to all of us. Then the ones who have free rooms quickly write back and then I show the tourists 
their options. So, they don't need to drive all the island to figure out where they can stay. And we also help them with the 
luggage if they need. We help each other, and we help the tourists and we just want to keep them on the island. So, in that 
way we work together, we did it before the Camøno, but now we also do it for the hikers. I think it’s very important to work 
together for us but also for the tourists. The communication did not improve with Camøno, and when we go to Lolland or 
Fælster for tourism meetings, they always ask how we do it. And we say to them that they can easily do it, but there needs 
to be a leader, otherwise, you can't do it. 
 
Sturlese: Sine Camøno started did you see a rise in numbers of bookings? 
Olifent: Yes, definitely. When it started I thought “ok I also have to start thinking differently”. I used to do a lot of cooking 
and parties, but then I had a problem with my back and I stopped as I thought people could take the car and go to 
restaurants. Suddenly, my customers were people walking, so there was no way they could eat. So, in the office, I put a 
freezer and I asked a different restaurant, but I end up doing a deal with SuperBrugsen. Now they do some dishes for me in 
a plastic container that can go both in the microwave and in the oven. So now I have the different option also for vegetarian 
and vegan people. This year, I also started to have a container with salad and a fridge with cold drinks, snacks and so on. 
Downstairs I also bought a coffee machine, it was quite expensive, but I think it was needed. And I have a list where the 
people, if they take something, can cross their room number. And people that come from outside can just take something 
and leave the money in a box. It was a good thing because now a lot of people started to buy food here. It was a really good 
idea. In the summer I also have a self-service cafe downstairs, with coffee and cakes. And it works very well, I get a big 
income out of it. And also, people that sleep in shelters, come sometimes to buy food and then they take it with them. 
 
Sturlese: Have you noticed a change in customers? 
Olifent: Yes, I think that this name Camøno made the difference. People now, they hear it and they want to walk it. 
Because also in other parts of Denmark we have other paths to walk but now everyone is attracted here. And yes, I had 
people walking here before, but not as now. Now we have many hikers. And mostly Danish people, the most common 
profile is Danish women 40+. But we have also young people that are interested, it's all kind of people and that's really 
nice.That's the guy that works with the luggage. We have something that is called Vagabond Tours. In the second year of 
Camøno, they contacted me and they ask if we could something out of this. In the end, we did two kinds of tours, one 
started at the place I have in Stege, I make a breakfast basket, the guy brings the luggage to the next step, and then visitors 
stay overnight here and then they walk to the next place. They can choose between three to five nights. But for example, the 
guy that was here last night decided to stay one more night, so it's really good for me. And Vagabond Tours is very big, 
many people come from it, it's unbelievable, all Danish people. So yes, we have created new services and new packages for 
hikers tourism. 
 
Sturlese: Are you thinking to develop further your business? 
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Olifent: Now we have a new project going on in the water, the biggest windmill farm in the water. They have already 
started two years ago. For 5000 DKK a year you can be part of this group, and then you are invited to these meetings and I 
did it because I think we can do something out of it. It's a huge project, with much money. And all the entrepreneurs are 
coming to Denmark and we have a meeting with them to see if we can provide some service for them. We don't know yet 
how is going to be, we still have to have space for tourists, but it could be a big thing. 
 
Sturlese: Do you need to follow any rules to be part of Camøno? 
Olifent: There are some rules. Only if you are a stop or if you provide some services to the tourists you can be part of the 
Camøno. I am not sure if you need to have or if they would like you to have it.  
Two years ago, I made an outside tap for the hikers and it is made in a way that it never freezes in winter. It costed some 
money, but I think that you need to use money to earn money. In the first meeting I went to, they said that everyone coming 
to Camøno was sleeping outside. And I started to think, how I could develop and change my business to attract these 
people. So, I bought some tents, which I charge for and I put them in the garden for them, so they could come in and buy 
some breakfast in the morning. I have had maybe 15 or 18 people and they paid 100 DKK for the tent and then they came in 
to have some breakfast. But I have to say, that most of the people that come here, they don't mind to pay for a bed. They are 
tired, and they have walked a long way, so they want a beer and a bed. But I also had students or young people that do not 
have much money. And they asked for the tent so I put it out for them and they also have some fireplace where they can 
have a bonfire. 
 
Sturlese: What do you remember about the year when 9000 hikers arrived in Møn? 
Olifent: Yes, we were very surprised. And that is definitely because of the name Camøno. Some people walk because they 
can say that they have walked the Camøno. It has become something that you want to do, to maybe show others. I think we 
were ready for them because they come in groups. Actually, many don't see each other when they walk. And most of the 
people walk 2 or 3 days. Some do the whole trail, but not many. 
 
Sturlese: Considering the website, do you think that it helps attract tourists to you? 
Olifent: Yes, many times. A lot of people write me emails and I think it's from there because otherwise, they book from 
booking.com or Expedia etc. A lot of people go on the website to see who is part of Camøno and then they find me there 
and write to me. I am pretty sure. 
 
Sturlese: Do you think the Museum, leader of Camøno, has a strong lead on your business? 
Olifent: I think everyone is very free of doing what they want, and you can always call them and ask if there is anything. 
But I think now, it is driving itself. In the start the museum was more present, they called more often to propose things. And 
there was a meeting once every year, to discuss issues. For example, hikers were complaining about not having enough 
place where to sit and rest. And then we had a meeting to follow up these issues. And of course, is a matter of money, I 
think that we need some money from the Municipality to make more places to sit or water stops. Last year they gave a lot 
money to make some toilets and water taps. They are trying to do more to develop it. I think I wrote to Jeanette something 
like “this has come to stay, and if you don't do something we will lose it”. And this is crazy because of course, this brings 
also a lot of money to the municipality, with taxes. And now, they have the project of the apple, which will also develop it 
further.   
 
Sturlese: How do you get to know about new projects? 
Olifent: We do not have meetings anymore but, they always call to inform us. For example, I had to agree, as they are 
planting trees in my garden so they called me. But, there was also something about it in the newspaper.  
 
Sturlese: Before Camøno started, did they try to get approval from you? 
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Olifent: They made this meeting at the start to see if people were interested. And most of them were, but not all. For 
example, there is a place where hikers get pass by, and they don't like that they just want to buy a cup of coffee. But I think 
that they are not trying to provide something that is interesting for the hikers. They could earn a lot of money, and I 
suggested them to change their offers but they are negative anyhow so it doesn't matter.   
 
Moroni: Are you joining the “Know you Island” meetings? 
Olifent:  I have been just one time. Not because I don't want to, but I don't have the time for it. But I think it's a good idea 
also for new people. Also, because I am very active and I am the kind of person that will always call them to figure out 
what's going on and the latest news.  
 
Sturlese: Do you think that Camøno has impacted in a negative way the environment? 
Olifent: No, I don’t think so. I don't see more trash, people are pretty good. Here in Møn, we got to certificates, one for dark 
skies and one for dark skies community. They give this out form USA, and these are part of the darkest skies in the whole 
world, especially in the east part. And people worked hard to get this diploma, as we are the only one in the whole world to 
have a community certificate. Cause most people try to light down and we also involved all the electricians to do it. And in 
the magazine of Airberlin, there were 4 big pages about the dark skies. 
 
Sturlese: Do you think that Camøno helped to connect the island? 
Olifent: Maybe a bit. When I was a teenager I lived here in the East and my boyfriend was on the other side of the island. 
And in the disco, there was always boys from each part discussing and fighting. But I don't think it is like that anymore. 
There are some many people that have come here. In the last four years many people have arrived from Copenhagen. 
Mostly it’s families with small children or people going in retirement. This is very good for the island, and it's more on the 
West part because there is the motorway to Copenhagen. It's also cheaper to live here. 
 
Moroni: Do you have a strong cultural identity in Møn? 
Olifent: I think if you are from the island, maybe because you are proud you want to look after it. If you have been out and 
you come home, you see how beautiful it is. And also, my daughters that live outside like to come back here. We have 
nature, and the beaches and the forest all for free so you have to appreciate it. 
 
Appendix 5: Interview with Anne Grete Olsen 
 
Sturlese: So, thank you for having us. We will start now with some questions.  
Olsen: Of course. 
 
Sturlese: So, why did you join the Camøno? 
Olsen: I thought it was a good initiative and I wanted to be part of what happens here on the island. I thought it could be a 
way also to get some more tourists here.  
 
Sturlese: And how did you hear about the project? 
Olsen: I remember they were talking about it both on the local newspapers, on Facebook. And they also invited all the 
B&Bs to some meetings to understand how many hikers we could provide accommodations. Also, there were all the people 
who wanted to join and collaborate somehow. 
 
Sturlese: And how do you think Camøno benefit your business? 
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Olsen: I hope it will help me to get some more guests. I am actually a Camønopause, so I hope more people will stop by 
here. I haven’t been a Camønopause from the start, it came in autumn 2017 but they had to re-arrange the signs and the 
maps so it took some time. We got the sign only last autumn. So, I think it hasn’t had the full effect yet.  
 
Sturlese: And do you remember why they asked you to be a Camønopause? 
Olsen: Yes, the B&B next to the place where the Camønopause was placed was not interested anymore. And from the 
beginning I gave my availability, I’m placed here in the middle of the island, so it’s good for the hikers too.  
 
Sturlese: Do you think the project was implemented in a responsible way? 
Olsen: Overall yes. Well, there have been way more people hiking around here than what we were expecting. So, some of 
the people are getting tired of offering services like water and toilets and they started charging for it.  
 
Sturlese: Do you communicate with the other businesses involved in the Camøno project? 
Olsen: All the B&B on Møn are very well-connected, we have a group and we help each other a lot. That has been like this 
for many years. When we are fully booked we just call the others. We have an SMS line.  
 
Sturlese: And have you changed anything in the last few years, given the increase of tourists? 
Olsen: I recently started having a guest-kitchen for hikers and bikers who just pass by.  
 
Sturlese: And did you have to do something to be a Camønopause? 
Olsen: Yes, to be a Camønopause you need to provide some services as a space for placing the tents, which I charge for, 
and then you need to offer a water fountain and toilet service. Also, we need to have frozen meals that we can quickly make 
for them. I didn't have this quick-food thing before. Usually I was telling people to go to a pizzeria close by since it is the 
only place, otherwise, the closest restaurant is 4 km away. 
 
Sturlese: Do you have the feeling that tourists are respecting the nature of the island?  
Olsen: I think the people coming to hike here are very respectful but it’s our responsibility to provide trash containers. I 
have it on my property, but we need to have more along the trail. The Camøno is a very new project so there still things they 
need to take care of, like toilets, water fountains etc.  
 
Sturlese: And were you on the Camøno platform also before becoming a Camønopause? 
Olsen: Yes, I was. And I know that people who find me on the Camøno page are directed to my website and book there, 
which for me is actually good because I need to pay a fee on the bookings done through other websites. This is one of the 
reasons I wanted to be part of the project. I would say a third of my customers book on my website and many of them found 
me on Camoenoen.dk first.  
 
Sturlese: Could you tell us a bit more about the cultural division in the island? 
Olsen: Hahaha. Well it's an old thing. When I used to go to school there were schools both on the western and eastern side 
of the island and we were not meeting with the young people on the other side. But I think today it is more for fun that we 
talk about this division. But usually because of the cliffs, the B&Bs on the east side get fully booked first, then they come to 
us. 
 
Sturlese: And do you think Camøno helped in that way, by putting stops and highlights on this part of the island? 
Olsen: Definitely, here we have a church rich of paintings and the old graves, also beautiful forests, which are shown on the 
Camøno map.  
 
Moroni: And do you ever get in touch with the Møn Museum? 
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Olsen: We have meetings with all the locals where the Museum also joins and updates us. But otherwise, I just get in touch 
with them when the hikers coming here are mentioning some problems related to the trails, signs and so on. I know that if I 
need them I know where they are and I can just call them. 
 
Sturlese: Do you have any other thought about the project? 
Olsen: I think it was great the idea of the name, so close to the Camino. Of course, most of the trail was already there, but 
they put them on a map, branded it with a good name and now people know about it. And it's working. 
 
Moroni: We have heard there are a lot of private properties on the island. Are the owners ok with so many hikers 
going around? 
Olsen: Most of the fields are private. But people are ok with having the hikers around, as long as they stay on the trail. 
Farmers, of course, don't want tourists to walk in their fields. 
 
Moroni: Finally have you noticed an increase in terms of tourists?  
Olsen: Yes, definitely I think that there has been an increase in number of tourists, it’s because of all the initiatives going on 
down here…like Camøno, Dark Sky, Biosphere, and this actually brought new B&Bs. But actually, many of the owners are 
from outside. Actually, we say you are not from Møn unless you have been here for several generations. But of course, they 
all belong here, but we need to tease them.  
 
Appendix 6: Interview with Fin Pedersen and Annesofie Juul 
 
Moroni: When did you first heard about Camøno? 
Pedersen: They came here to see our place and they ask if we wanted to become part of Camøno. We had no expectation. 
We are quite known here in Møn and we have always had many visitors here in our B&Bs, but we knew there was need of 
accommodation services on the website and on the route, so we wanted to be part of it and help. Both me and Sofie thought 
it was a good project for the island which was worth to join. We said “Let's try”. They asked us if we could offer some meal 
for the hikers from spring to the autumn and we said yes to that. The first half year it was quiet, but then it started. Now we 
have many hikers. So, we have to make a lot of food now. This year we opened last week and we already had some 
bookings, they were hikers so we also had to prepare some food. Before we were cooking a bit, but just in the high season, 
now it's different. 
 
Moroni: Have you seen an increase in customer since Camøno started? 
Pedersen: Yes, a lot of walkers. We had some hikers before, but not so many as now. They cannot camp on our garden, the 
hostel across the road has some space for it. And it's good because we have different customers. We don't like to have tents 
here, because then people need to use our toilet, and we need to leave the door open. We prefer to avoid that. 
 
Moroni: Was Camøno’s vision clear when it started? 
Pedersen: The route has always been there. It has been here all the time. But they made it more professional, they provided 
signs, maps and they branded it also through the internet. 
 
Moroni: How has Camøno benefited you? 
Pedersen: The number of guests has increased. Most of the hikers come with the agency Vagabond Tour, a Danish agency 
for hikers.  
 
Moroni: How has Camøno benefit the island? 
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Pedersen: Yes, people buy many things on the island once they are here. The cafe, the restaurant and the shop in Stege have 
seen a big increase in customers. Also, more businesses are starting, there are new cafes opening along the route. And also, 
locals have now some kind of stands outside their houses and they sell some products to the hikers. Like coffee, cake, honey 
or marmalade. Maybe now you cannot see them but when the season starts, it's all over. 
 
Moroni: Do you collaborate with the other B&B and businesses? 
Pedersen: Yes, we are good colleagues. We work together because in the summer we are very busy and if we cannot 
accommodate tourists we want to show them where they can go. We have a telephone line and we send an SMS group 
where we notify and get notify about guests searching for a place. And we have also made a Map to show people where 
they can stay. There is trust and we work in a nice way together.  
 
Moroni: Does Camøno have a bad side? 
Pedersen: No, of course, there will always be people complaining. I think that hikers are very environmentally friendly and 
they respect the nature. They are sensible people and they do not throw anything on the ground. So, I think it's ok. 
 
Sturlese: When did you join the online platform? 
Juul: We have been on the platform from the start. We have noticed that many hikers find us on the website but they also 
use Booking.com and Expedia. We do not know exactly where they come from. We give information to the tourists, many 
do not know that there is a harbor here. There is not much around so we have to direct them. And sometimes, if hikers are 
hungry and everything is closed we try to help them, maybe we have something in the freezer or we make a plate with the 
breakfast leftover, we do what we can. 
 
Denise: What kind of relation do you have with Møn museum? 
Pedersen: They are very nice people. They have been some evaluation meetings but we haven't been there because we were 
in Spain when it happened. But we received emails and calls and we often talk with them through the buy that brings us the 
luggage. 
 
Sturlese: Were there any meetings before? 
Pedersen: At the very beginning they sent us a questionnaire by mail. But it was very complicated and confused so we 
called them and said to them that we had to meet in person. Then we met and we discussed what we wanted. 
 
Sturlese: Do you know something about the culture of the island? Is there a division between East and West? 
Pedersen: We are not from here, we arrived in 2004 and we bought this B&B and made some renovation. In the old times 
there was a division but not now. We are on the most beautiful spot here, because there is the cliff but also in the west is 
beautiful and there are other things to see. We don't have any problem with that. Maybe old people, that was born here and 
that never left have some thoughts about this but for us, it's just for fun. 
 
Sturlese: Is there an entrepreneurial spirit? 
Juul: In the 70s a lot of hippies arrived, there is a lot of artists and galleries. We can see that the prices are increasing 
because there are a lot of people from Copenhagen and also when you see the prices on the Flea market they have increased 
cause many tourists are coming. It is growing.  
 
Sturlese: Are there more international tourists? 
Pedersen: No, there has always been international tourists from all over the world. There are a lot of beautiful places in 
Møn and we teach tourists where to go. Cause we want them to stay on the island and more than one or two days. Because 
is not just the Cliff that is beautiful. 
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Moroni: Have the tourism in the West increased since Camøno started? 
Pedersen: Yes definitely. Not many tourists do the whole trail but they do a piece at a time. They start with an area and 
then they come the next year to do another part.   
 
Moroni: Have the communication between businesses increased since Camøno started? 
Pedersen: No, it’s the same. We also had good communication. 
 
 
Moroni: Do you think that Camøno has been made in a responsible way? 
Pedersen: I think that they forgot to ask the locals where is the best spot to walk. Up here, we have a road that is not shown 
in the Camøno map. Is much better, because it is in the nature and not on the asphalt. It’s the best way to go to the Cliff. 
And I think it's sad that they haven't ask because small local roads are more beautiful than the main road. We suggest hikers 
when they come to do this road if they prefer. The road is public and there are marks on the forest so it could be used. And I 
have to say, that the map they have done is not the best. It is too big and there is no name of the roads, it is a bit confusing 
for the hikers, which complaint sometimes. We always tell the hikers to go back to the Camøno office with their feedback 
because they can always improve. And every time we get to meet them, we say to them what we have heard from the hikers, 
and what we think. They are good at listening and they try to do things differently, it's not so easy of course. It costs a lot of 
money, and when you already have many maps out to sell, you need to sell them before. I think they are trying and they will 
be better.    
 
Moroni: Do you expect anything from them? 
Pedersen: No, for example in the website we can go to change our information so we can always do that if we need to. And 
yes, we pay a yearly fee. 
 
Moroni: Are you planning to expand? 
Pedersen: No, we are trying to sell it. I think there is a lot of potentials, if you were younger you could do a lot because in 
the high season there is always a lack of rooms. If I was 15 years younger I would make some changes in the garden, in the 
parking, you could do campsites and toilets. The restaurant could produce more and take people from the street, because 
there are not many restaurants around. So, if you have the energy you can do a lot. And more people would come for those 
reasons.   
So, in general, we are very happy about Camøno, our guests have changed, now we have more hikers and the other tourist 
come as well but hikers take their place because we get fully booked. But with the hikers coming, we have more bookings 
during spring and autumn so that's very good. 
 
Moroni: Do you think that your goals are aligned with the Camøno once? 
Pedersen: Yes, I would say so.  
 
Appendix 7: Interview with Vivi Schlechter 
 
Moroni: Hi, thank you for having us. So, just to start I would like to ask you what do you remember about the beginning of 
Camøno. 
Schlechter: Yes, so it was two friends who often walked around here, one of them is a famous handball player, Marianne 
Florman. They came up with the idea of some walking paths and the name of Camøno. Her friend was an employee of a 
museum, so they managed to get the museum world to understand the concept and make them support it. The municipality 
also agreed to support it. I think they started telling about the project on Facebook, and also started talking about in local 
newspapers. In particular a member of the museum of Møn, Syska, was very good at setting up the project and at 
communicating it, so that all the people of Møn knew about the project. Everybody was invited to join. One of the first 
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things they made was a Facebook group called Camøno ildsjæle, which was open and everyone could join. So, everybody 
was able to read what the project was about. So, it was interesting to follow. 
 
Moroni: And what were your expectations about it? What was your idea about it? 
Schlechter: There were some meetings for all the ildsjæle and of course we joined them. We talked about what we could do 
and suggested ideas. Everything was very quick when it started a lot of bookings come. There were a lot of women and 
groups of friends. 
 
Moroni: Was it clear what the aim of the project was? 
Schlechter:  Yes, a far as I can remember. I just remember some minor problems with the maps. But we thought it was 
fantastic, it’s growing, and it’s based on Møn, on the locals. It’s not somebody coming here and making it all. I think the 
most important part is to tell the story, so people have a good experience and can tell it to others. So, when they know how 
the project started, they always love it and support it. 
 
Moroni: And if you think about the benefits of joining Camøno, what can you say? 
Schlechter: So, it has been something only here, only with us. So now people who come walking know what to eat, and 
how to protect nature. Also, now is the third year that we have a collaboration with a travel agency who send us a lot of 
people. So, it is very good, we have a lot of tourists, mainly from Denmark.  
 
Moroni: What about the benefits for the community?  
Schlechter: I think one of the problems of Møn was to get the community running because many people move to 
Copenhagen and big cities. But now we have a lot of people getting tired of the big city life, like us, and moving here. The 
locals do not have a lot of money but now we have a lot of musicians, writers, and artists moving here. So, they make a lot 
of happenings. And this is also because of the tourists. Although they are mostly hiking they also join events, and buy local 
products and handcraft pieces. 
 
Moroni: What about the impact on the environment? 
Schlechter: I think the good thing is that they stay on the trails. You can just go to the trails and collect what they drop, so I 
think the impact is quite well contained. Also, I have heard about an upcoming project, they will many apple trees. I think 
this is great for the environment. And it’s good because everything is local, local trees and local people doing that. So, I 
think we try to balance.  
 
Moroni: So, what is the biggest impact that Camøno has on your business? 
Schlechter: Absolutely the bookings. It's huge marketing for us and the island. But if I have to share my opinion, I would 
not build so many shelters. Because most of the young people go there and very often do not take care of the environment. 
So, if we want to protect the environment we should think about it. Of course, also for businesses like us is better if there are 
not so many shelters. But usually, groups just spend one night there and then come to us. 
 
Moroni: And if you think about the other members of the community, has the Camøno unified it?  
Schlechter: No, I don’t think so. We already knew each other. But of course, everything that is creating a good vision for 
the community, a feeling of community, benefits us. Do something that has a purpose that everyone can join is always 
important.  
 
Moroni: Do you perceive there is trust among businesses?  
Schlechter: I think there is a spirit of trust and collaboration, but of course it's not everywhere. But in the tourism and art 
sector, we are very connected. We collaborate a lot, we keep art pieces in our B&B for sale.  
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Also, there was so much trust that at one point we tried to stand all together. Let me explain, when Booking.com arrived we 
decided all together not to be on the page, because of the fees they take on our bookings. Later on, we understood that they 
were too big so we gave up.  
So, I wouldn’t say there is this mentality like “they will steal guests from us”. 
 
Moroni: And have you noticed a change in customers since the beginning of Camøno? 
Schlechter: Absolutely. Now more people that care about health come. Of course, some of them were coming also before 
but now it's absolutely most of the people. Now everyone is expecting, for example, organic food. I also noticed an increase 
in customers in spring, autumn, the low seasons. That's a good thing. 
 
Moroni: Did you change your service because of that? 
Schlechter: Well we introduced some quick-food options. Usually, we cook dinner on Fridays and Saturdays. But we 
included micro-waves to do some quicker but organic options. That's something we have been trying to do together with 
other big B&Bs. 
 
Moroni: And are you thinking about doing something else? 
Schlechter: We are thinking about introducing some more environmental-friendly lunch-boxes in collaboration with the 
other B&Bs. Like tourists can get a box when they start the route and return it at the end. That’s the plan for this year. Let’s 
see if it works out. But we always work on ideas good for the environment and practical for the hikers. I think this 
environmental vibe is coming also because of the UNESCO certification of Biosphere that we got.  
 
Moroni: If you think about the role of the museum, do you think they are present? 
Schlechter: I know they still have meetings for updating the community but lately we haven’t had the time but I know 
many people go.  
 
Moroni: And do you think there are some rules to be on the Camøno page? 
Schlechter: For sure you have to pay. Also, there have been some issues with the maps. We wanted to sell them in our 
businesses too, but they do not allow that because they are afraid hikers will not get the right information. Because if they 
get the wrong information maybe they will have a bad experience, they are very afraid of that. And I actually understand 
that. But many people stay a few days and do not go to the Museum first. I think the reason is that they lack resources to do 
a more complete map with all the relevant information. I also think there is a conflict of interests sometimes for what 
concerns the webpage and maps. Sometimes people wanted to be there and they could not.  
 
Moroni: And concerning the number of bookings, do you think Camøno platform helped you? 
Schlechter: Well it's hard to say, as we are also on google, booking.com but I guess it helped. Also, I noticed an increase in 
customers last year but I think it's mostly for the partnership with Vagabond Tours which we started in 2017.  
 
Moroni: We read that the first year of Camøno 9,000 hikers came to Møn. How was that? 
Schlechter: Nothing has ever been like Camøno. It was very interesting to see. They hit a market. Everyone wanted to go 
into the nature. We actually noticed another change in tourists. Before it was a lot of people coming by car, instead after 
Camøno mainly on foot. 
 
Moroni: And going back to that conflict of interest you mentioned, do you think the goals of the museum and 
businesses are aligned for what concerns Camøno? 
Schlechter: Of course. There is a strong feeling about it, from everyone. Although some colleagues are afraid of so many 
tourists, and also that many of them sleep outdoors in the tent and in shelters, so they think they do not bring money. If the 
museum stops pushing for more shelters I think locals would be happier because you would control more hikers. Usually, 
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young people use shelters for parties, which can disturb the quiet and the locals. If you want to have shelters than you need 
to have someone to control them. But we are trying to talk about that and find a solution. And I think the museum listen, but 
it is very complex for them, they need to work not only with the businesses but with the municipality too. 
 
Moroni: And do you think Camøno helped in connecting the different businesses? 
Schlechter: I don't think it had a big impact on the communication between the big B&Bs but for sure it helped new small 
ones. 
 
 
Moroni: What about the cultural identity of the island? 
Schlechter: We came here in 2003 and bought a house for our holidays. Then we decided to move here and start our 
activities. As I have been told Møn in the '70s saw the arrival of hippies and the locals were not so happy about it. But the 
hippies started to grow their lands, making arts, etc. They brought the big-city vibe to the island. I think this is why now the 
locals welcome better new ideas and projects. I don't think it’s as easy as here to start such innovative projects in other parts 
of Denmark. I think here they are very supportive. Of course, there are still some locals defining only themselves as the real 
locals, while they consider the others as outsiders. 
 
Moroni: Finally, would you have any suggestion for the Camøno website? 
Schlechter: I think they are doing a good job, considering time and money constraints. But I told them that it’s important to 
have some rules for new hikers.  
 
Moroni: Ok, thank you so much for your help. We got a lot of insights for our research 
Schlechter: You’re welcome. I just want to add that Camøno is doing good for the island in terms of promotion. People 
come here for hiking and then spread the word when they go back. I think the island has one thing, the nature, and we need 
to use that.  
 
Appendix 8: Interview with Susanne Rosenild 
 
Sturlese: So, thank you for having us. We will start now with some questions.  
Rosenild: Of course. 
  
Sturlese: So, how did you join the Camøno? 
Rosenild: Well, I started my guiding business in spring 2017, so after the Camøno. I have been guiding many years but I 
started my own tourist company Naturguide Møn that year. This is because I wanted to create an exclusive experience in the 
nature for tourists, a niche product. It is quite exclusive, groups of maximum 4 people. I focus on tours in the night. I 
actually just got a tour with three German influencers at night. It is a very specific way of guiding. Camøno is one of the 
tours I have, it is about two hours where I go with the hikers and then give good recommendations about where to hike, 
what to see. I decided to include it because of the many hikers who come here for that.  
But I actually do not get many customers from the webpage. I am actually doing other kinds of communication. I have had 
some hikers but they found me not necessarily on the webpage. I am on different tourism organizations. 
 
Sturlese: Since the Camøno started, have you noticed an increase in terms of visitors? 
Rosenild: I think that Syska was so good at communicating this, both to the community and to the visitors. We actually got 
thousands of people coming to Camøno the first year. She had excellent communication skills. I remember a lot of new 
people walking around the island and why did they do that? Because Camøno was on the news, on Facebook, on 
newspapers. So of course, then they come here and get to know everything about the flora, the local food, the shores etc. 
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Sturlese: And what about the internal communication?  
Rosenild: Yes, everyone knew about it. And it was a local project because when people started seeing so many people 
down here, they saw a potential for starting activities like selling drinks or renting space for camping along the trail. 
 
Sturlese: What about the collaboration between businesses? 
Rosenild: I know there is good communication between accommodation-related businesses. We also have a yearly meeting 
between tourism organizations, B&Bs, Geocenter, guides, art galleries. It is organized by the tourist organization of Møn 
and Sydsjælland. I also communicate a lot with other guides. When we get jobs that we cannot take because of other 
commitments we just pass each other. Also, B&Bs usually recommend guides to hikers when there is a chance. 
 
Moroni: Do you think there are more businesses popping out? 
Rosenild: Definitely there is a rise in tourism in Møn, and of course there is more interest in being able to meet that need. I 
feel there is more need for accommodations. 
 
Sturlese: Have you noticed any negative impact on the environment? 
Rosenild: Many tourists coming here are people who want to be in silent and nature. So, they are not very disrespectful 
toward the environment. They enjoy the nature. But of course, it is important that we inform them and that we provide 
places where they can get water, where they can go to the toilette, places where they can get food.  
 
Moroni: And has Camøno helped with that? 
Rosenild: It helps, especially since they made a map, so hikers can know where to find such infrastructures. Also, the 
municipality is trying to put some more because they are also interested in having tourists down here, but they have some 
resource constraints, so it is good that locals put them up themselves. 
 
Sturlese: Was there anyone not happy with Camøno? 
Rosenild: There were some people not being happy about hikers using their toilets. It’s a big problem because we can’t put 
toilets everywhere but hikers need such places and need that they are not far away. And for what concerns the nature, there 
is an awareness about where the routes go so that they do not affect nature. Because we do have many tourists by the cliff 
and Geocenter and you can notice that on the trails.  
 
Moroni: Do you think Camøno managed the initiative responsibly? 
Rosenild: Well most of the paths were already there, they just did a map showing them. It's hard to control it because when 
someone is hiking he can do whatever he wants. But information is a very important way to control it. All the signs help. 
 
Sturlese: Could you tell us anything about the cultural division in the island? 
Rosenild: On the west side of the island there are more people who came from outside in the 70s, 80s. Lot of them were 
artists, some other restored old farms and started growing their plants. They re-gave life to the area. On the east side, there 
are not so many people and not so many coming from outside. I think the people who moved to the island brought many 
good resources. I think they are essential to the island. 
 
Sturlese: What about the other initiatives on the island?  
Rosenild: I think the Biosphere, as UNESCO certification, is very important and gives worldwide information and a good 
picture of the island. It also gives an example of how we can co-live with a biosphere without harming it. Also, last year 
many locals helped the wild bees putting seeds on the ground, so we could have more flowers for the bees. 
I think Biosphere is the biggest nature project we have down here. Then, of course, we have the Dark Sky which is 
preserving the natural darkness and make people aware of not having artificial light destroying and polluting it. And 
Camøno is something good for bringing people to walk out in our nature and get to know all of this. Also, we recently got a 
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prize for the best Baltic Sea bicycle route. This is actually good marketing directed to bikers, they come here because of 
that. 
 
Sturlese: And why did you start those niche tours? 
Rosenild: First, I wanted to specialize in something I had great knowledge about. I am a biologist so I can give a high-
quality experience in nature. Also, I saw there were many tourists who were coming here to be in nature and were interested 
in getting this kind of knowledge. And in this way, I can also work in the winter, since you have much more darkness and 
no mosquitos. Most of the animals like deer, hares, and foxes are still active in that season.   
 
 
Sturlese: Is there anything you would like the Camøno to improve? 
Rosenild: Yes, it would be actually interesting to see to have more information about what do tourists want, what they need 
or want to hear. If they are satisfied with the experiences. Because we are paying to be on the platform so we need to 
understand if we are getting any customers out of it.  
 
Sturlese: Have you heard about the apple tree project? 
Rosenild: Yes, it was the idea of a local, Kirsten, who has an apple plantation and she knows that we have so many 
different local species of apples. We will plant them on the routes so that we can tell the story behind it.  
 
Sturlese: Ok, thank you so much for your help. 
Rosenild: It was my pleasure.   
 
Appendix 9: Interview with Stig Andersen 
 
Moroni: Are you from Møn? 
Andersen: No, I moved here three years ago. I was living in Farum, but my knee broke down and we decided to move here 
because it was our summer place. I never regret it.  
 
Sturlese: When did you start your activity? 
Andersen: I owned my house for 14 years. I started the business two years ago. My son has Kayak Republic in 
Copenhagen, and we thought it was a good idea to open the business here as so many tourists were coming to Nyord. I have 
around ten kayaks and I rent them. And a lot of Camøno people are coming here. But I must admit that it hasn't increased 
my business cause you need to have some equipment to use the kayak and people don't have it with them. I have of course 
some wetsuit and towels and place to change but people are on the move so they rarely stop.  
 
Sturlese: Do you get customers from the Camøno website? 
Andersen:  No, I get them from the map. The map is very effective, and you can see people walking around with the map. 
We have both a shelter and a Camøno bench here so many hikers come by.  
 
Moroni: Have you experienced a rise of tourists in Nyord? 
Andersen: Yes, I never have seen that many people walking here before. They have made it; it's a giant success. For them, I 
don't know for me. But there are a lot of people. I got an estimate last year of how many cars are coming to Nyord. We 
count 2.5 people for each car, and last year, more than a quarter million cars crossed the bridge to Nyord. So, this area is the 
second place in Vordingborg place with most tourists. The first is the Cliff of course. It’s quite nice, the hikers are cool and 
quiet so it's ok. But there are a lot of people coming in, and the Camøno is at the top of that. We have never had that so 
many people walking to the island.    
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Sturlese: Did you ask for being part of the map? 
Andersen: No, they just called me.  
 
Moroni: Do you think people are happy about Camøno? 
Andersen: Absolutely, I talk to many of the visitors because I take care of the animals here, and they are very happy. And I 
see them walking, and they ask me where they can find water, where to sleep etc. 
 
Moroni: Are the people living here happy about Camøno? 
Andersen: Mostly yes. We are used to see people walking here but we have never ever seen that many people here. 
Everybody is welcome. I am the leader of the hunting club here, and we have a problem with that. Because sometimes 
people are walking around where they shouldn't and that can be dangerous, and hunters are not so happy about it. But I have 
to say that most of the Camøno walkers are coming to see the town, the B&B or the shelter, and then they walk away. So, 
the most stay in the path and do not walk around where they shouldn't. 
 
Moroni: When have your first heard about Camøno? 
Andersen: When it started, everybody was talking about it. It’s a fantastic idea and also William, my neighbor, was part of 
it. He is a very humble person but he has done a lot for Camøno. 
 
Moroni: Do you expect something about Camøno? 
Andersen: No, I think it's up to me to tell people that I´m here and what I'm doing. For me it´s a business for fun, I might 
increase it this year because I am staying more at home. But for now, I have traveled often back to Copenhagen for work so 
my wife has taken care of it. 
 
Appendix 10: Interview with Line Bangsbo 
 
Moroni: So, why did you join the Camøno? 
Bangsbo: I was in touch with one of the organizers, I can’t remember exactly... but you know, Møn is a small local 
community and somehow, I got in touch with her and she proposed me to put my Sauna on the page to be rented out. So, I 
decided to join, and I created my profile on the webpage where I put the possibility to rent my sauna and also the possibility 
of doing Thai-Yoga massage and Yoga classes, which is also my profession.  
 
Moroni: Did you already provide this service before Camøno? 
Bangsbo: I had this as a small initiative for locals where they could come for “sauna nights”, and rent it for something like 
50 dk. Thai-massage and yoga is what I do for work, but I mainly work in Copenhagen so it was good for me to start also 
here, because I am trying to get more clients here in Møn as now I live here.  
 
Moroni: Did Camøno help to increase your business? 
Bangsbo: Yes, I wouldn’t say massively but I definitely got some new contacts from the webpage. Like one or two saunas 
and some massages from people who found me on the webpage but, it wasn't a massive inflow. 
 
Moroni: Have your customer changed since Camøno started? 
Bangsbo: I mean, in a way yes. Because when I give massages in Copenhagen it’s my network. I also teach there and 
people know me for this, so then they book massages either because they know me or because they have heard of me from 
their friends and family. So, in this way, it has changed because in Møn I get new customers that I don’t know personally 
and they find me on the website. And here I have mostly bikers and hikers as customers.   
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Moroni: Do you have to follow some rules to be in the platform? 
Bangsbo: No, I am very free to do what I want. I have my own page where I can put the description of what I offer and I 
don't pay anything for it and I don’t need to follow any rule. So, it's very free in that sense.  
 
Moroni: Can you change yourself the information on the platform? 
Bangsbo: I can do it myself, I have a login and a code and I can go in and change whenever I want. For example, if the 
price changes. I haven't spent much time on it, I did it once and then I updated it twice so I don't check it very often. 
 
Moroni: Have you participated to any meetings? 
Bangsbo: Unfortunately not.   
 
 
Moroni: Do you know whom to contact if you have to change or tell something? 
Bangsbo: I have been in touch in the past with Janette. I don’t know much but I have the feeling that it’s very accessible 
and that it’s easy to get in contact with the people that are running it.    
 
Moroni: Which benefits has Camøno brought to Møn? 
Bangsbo: When it started many people were talking about it. In Copenhagen, when I say that I live in Møn they tell me 
“oh! Down with Camøno”. So, I think, that it has increased the awareness.  
 
I have also a neighbor that has been living in Møn for many years and he is a local “witch-doctor”, he is very funny, this 
artist type. And he offers bandages to people that walk Camøno so, in a way, Camøno has connected both people that do 
business for work and others that do it just for fun. In that way, I see it as a platform that connects those two types. And 
also, my mom was walking the Camøno and she also had a really good experience. She got a really nice lunch at a local 
place, so it has improved both the network and the awareness. 
 
Moroni: Have you experienced any bad-sides of Camøno? 
Bangsbo: No, I am also living in the west part of the island. I think more people are on the east because is where the cliff is. 
So, I haven’t experienced any problems. I think that people that visit Camøno are fans of the nature so they generally have 
an awareness of not littering. 
  
Moroni: Why do you think Camøno was possible in Møn? 
Bangsbo: I am representing the population that have moved down to Møn so I can only speak for that part. I think that 
people that have moved here, and many are from Copenhagen, have a shared goal of not being stressed, lowering the tempo 
and having time to enjoy and get out of this big-city vibe. So, with this, it goes the feeling that now we have enough time, 
and when there is time, there is also the feeling that it’s nice to help each other and it’s nice to create something together. I 
think that people are very happy about Camøno and willing to cooperate because it is proposed as a platform for things to be 
created. And I also have the feeling that people from here, and those that have been living here for many years, are very 
open and they accept changes and they welcome new people with open arms.  
 
Moroni: Would you like to improve anything in Camøno? 
Bangsbo: I haven't walked the trail myself but I have heard that there is a critique on the fact that the biggest part of it is on 
big streets with asphalt. And people are a bit surprised because what is the point of that? But otherwise I don't think there is 
anything to be improved.  
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Appendix 11: Interview with William Houman 
 
Sturlese: When did you first heard about Camøno? 
Houman: I will show you a little tiny overnight place in Nyord. Before everything started, I was talking with Syska, we 
talked together about different ideas and things we could do for the island. It was many years ago, it took some time to 
figure out what we had to do. I think that a project needs to start and then have a break to reflect and then start again to be a 
good one. We waited for when we had the right idea and when it was the good timing. Camøno wasn’t made at a table 
inside a room, but it was made outside. Many people were involved, I was not involved in everything but in some part of it, 
and it was the same for other people too. It is difficult to explain such a complex project, it wasn’t organized, it grew from 
the bottom up, step by step. 
 
Sturlese: Are there many private lands in Møn? 
Houman: Yes, now we are walking on a public path but most of the land is private. In Denmark, its most private and 
something public. In Sweden, is most public and something private. 
 
Houman: Many people come here, tomorrow we have three women coming to do the Camøno trail. More and more are 
coming. It's very popular now. You can see, Camøno is not one thing, it’s different. It’s very exclusive. Many people are 
involved and everyone can join. Everybody in Møn, know what Camøno is. But not everybody is involved but they talk 
about it. Before Nyord was not part of the Camino, but now it's a big attraction. Many people start their walk here, and they 
go to the cliff or to the city. 
 
Moroni: How do people in Møn perceive Camøno? Are they happy? 
Houman: At the beginning, people thought it was not possible. People will not walk so much but they did. And now 
Camøno is perceived as a good idea. The visitors that come here with Camøno are good visitors. It's not many people 
coming by cars or buses. The visitors are calm and polite. Here we don't like tourists but we like visitors. For tourists, we 
are only objects, but for visitors, we are experiences. We talk together, we share opinions. We learn from the visitors and 
they learn from us. We get many inspirations from them, and this is very important for Møn. 
 
Moroni: Can you talk about the history of Møn? 
Houman: In the 60s some hippies arrived. It was fantastic for Møn, because then it was not just farmers that do not try new 
things. Hippies brought new things and a new way of thinking. It was not easy there was some friction, but it is thanks to 
them that Møn is what it is today. Both the Biosphere and the artistic vibe are possible thanks to them.  
 
Moroni: Which kind of benefit has Camøno brought to the island? 
Houman: For sure Camøno has brought a lot of money and has benefited the island economically. But what I think it's 
valuable is that locals talk with other people and they get input from them. Camøno allows a kind of tourism that is calm, 
they come here to walk and speak with each other and watch the nature. 
 
Moroni: Have you hear about any complains? 
Houman: Yes, there were some people that did not want walkers to go by their land but I think that we should not involve 
this kind of people in the project so it´s ok. In Nyord we are 40 people and probably there are four people that do not like 
tourists, so if you see it like that, it's a 10%, it is fair. These people see tourists as a threat, someone that take what is mine, 
so they never talk with them.   
 
Moroni: Is there a cultural division in Møn? 
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Houman: Yes, it's because of the hippies and the west. On the old times, the rich people were on the East and the others on 
the West. So, in the West there were many farmers, whereas in the east there was many rich people. Here on the island, we 
were fisherman and farmers and very independent. 
 
Moroni: Do you think Camøno has unified the island? 
Houman:  No, I don't think so. Møn is growing more unified, and we say that Stege is our city. Ten years ago, it was not, 
cause just the fine and well-being people were living there. But today this has changed.   
 
Moroni: Do you think Camøno is aligned with the businesses? 
Houman: We have a problem with our businesses. Because Camøno people are coming to Nyord in the evening but our 
businesses are closed. We open at 6 a.m. so we close at 8 p.m., we cannot do it until 10:00 p.m.  
 
Moroni: Do you think Camøno should support more the community? 
Houman: It is very important that Camøno contributes to the sleeping infrastructures but for me, I make mustard and 
natural cream so I don't need much support. But my business has not increased that much with Camøno because people 
walk and cannot bring many things with them. There has been a big increase in the numbers of tourists, but not in sells 
because they come with the airplane and they cannot bring with them liquids.  In general, I can say that Camøno has helped 
the community to open up, think in a different way. It has branded the island in a good way because is the right tourists that 
come here. 
 
Moroni: Have you ever joined the Camøno meetings "know your island"? 
Houman: Yes, in winter time we meet and we talk about something historical or about nature. In this way, we are able to 
tell the tourists more about Camøno and the island. Also, the tourism information in Stege is made by volunteers, so we 
must know everything about the island. These meetings are good for the locals to help the tourists. It's nice to learn but it's 
great to tell. I think it is very important that people know more about the island and become more active. Camøno has 
brought knowledge and has stimulated locals to do more. It has pushed people to think in another way and start more 
activities. And Camøno has helped the island in many ways. For example, I was in the newspaper to talk about Camøno and 
Nyord. And a student from architecture heard about it and wrote his thesis on Nyord. Now he is working here in the 
municipality. So Camøno helped the island in many ways.  
 
Appendix 12: Interview with Peder Ewald and Camilla Bøggild 
 
Moroni: So, thank you for having us. Shall we start with the questions? 
Bøggild: Yes of course.  
 
Moroni: So, do you remember anything about the start of the Camøno? 
Bøggild: Yes, so there were some sessions at the museum. I was there since I was working in the tourism office.  
Ewald: They were talking about it. I think the idea was good. Because the sort of people Camøno is attracting are people 
who like the silence, the nature, the dark sky. But we thought it was a good idea.  
 
Moroni: And did you have the impression the project was clear? 
Ewald: No, it was not clear at all. They did not expect so many people to come the first year, so there was a lack of water 
fountains, toilets and restaurants. 
Bøggild: No nothing. 
Ewald: I think that was a problem. 
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Moroni: And what about you? 
Bøggild: So, in the beginning, we wanted to support the project. But the following year a very expensive bill because we 
had a lot of people coming and using our toilets. Our marketing budget is target-oriented. It is for people who want to come 
here and buy art, not for promoting the use of toilets. So, last year we took ice creams and soft drinks so we could sell them.  
 
Moroni: And have you experienced an increase in customers for the art gallery? 
Ewald: Well I actually think it is positive because of course when they come they don’t want to hike with a piece of art but 
many of them come back before leaving and some others ask to deliver them somewhere.  
Bøggild: We deliver everything to Copenhagen or Stege, depending on where they leave the car.  
It started when a couple from Italy had the car in Berlin and wanted to buy two paintings so we charged a bit more and we 
sent them.  
 
Sturlese: But you’re not on the Camøno page any longer, when did that happen? 
Bøggild: No, we are not, since January. I had to make a marketing budget and that page is not directing us to our core 
target. We prefer other channels. In the beginning, it was for free to be in the platform, but then they started charging so I 
had to prioritize other things. 
 
Moroni: And do you think the project impacted positively on the island? 
Bøggild: Yes. I think it brings the right kind of tourists. Lot of them are middle-aged women who after some days get 
enough hiking and actually afterward go shopping at the center. I think clothing and design shops have increased their sales.  
Ewald: Yeah, no doubt about that.  
 
Moroni: And do you think the project impacted in any way on the environment? 
Bøggild: There are a lot of papers, boxes, cans and there are not enough toilets. I think all of this is affecting the landscape. 
Ewald: But they are probably coming. People need some services.  
 
Moroni: And if you think about the relationship with the other businesses? 
Bøggild: So, we are not only an art gallery but also a tourist information point. So of course, we are in touch with some of 
them.  
 
Moroni: And do you think there is trust among the people here? 
Ewald: Yes, and it is fun because we came down here as grown-up people but because of Camilla's job in tourism we were 
able to establish a large network in a short time.   
 
Moroni: Do you think that Camøno’s goal is aligned with what the businesses and the community want?  
Ewald: Yes. I think so.  
Bøggild: People who live in Møn love quietness and nature. That’s the reason why we came here. 
Ewald: And that’s what Camøno hikers want.  
Bøggild: Listen… (birds singing) You can’t find this in Copenhagen.  
Ewald: Or in New York.  
 
Moroni: Do you think Camøno helped connecting people? 
Bøggild: I think we were all very well-connected even before Camøno. There is another way of behaving down here.  
Ewald: In northern Copenhagen, they all care about money and cars.   
Bøggild: If you go to the supermarket here and there are a long queue people just start talking to each other and wait 
patiently. That would never happen in Copenhagen. 
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Moroni: And have you ever joined the event Kend din Ø? 
Bøggild: In the beginning, we joined a lot of those events and also the sessions at the museum but now with the gallery, we 
are very busy and we close quite late, also in the weekend.  
 
Moroni: Do you think the museum has been active in involving people in the project? 
Bøggild: Actually, we had a lot of discussions because in the tourist office where I was we wanted to sell the Camøno maps 
but they didn't want. Only last year they accepted. But I think at the start they were very close. 
Ewald: I mean in the end Camøno belongs to the community.  
 
Moroni: So, what do you think Camøno could do better? 
Bøggild: Make more discussion and dialogue.  
 
Moroni: Yes, but mainly these were the questions we had.  
Ewald: But if you want to hear about it, we love the silent. But there are some people who want to make a Tivoli here. And 
in 4 years there will be a bridge connecting the island to Germany. So basically, the island will be available in two hours by 
car to 22 million people. And we don’t want to sell our nature, our calm. Some people who have the tourism industry here 
and sugar factories are of course interested in attracting more people. Normally here on the island we are 11 thousand, in the 
summer 42 thousand and if we accelerate it too fast we’ll spoil the island.  
 
Moroni: Have you already noticed an increase? 
Bøggild: Yes, also in our art gallery. And this is positive, but we need to be careful with how many people we attract to the 
island.  
   
 
Appendix 13: Stakeholder analysis grid (Imperial, 2019) 
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Appendix 14: Overnight Stays Vordingborg Municipality 2015-2018 (VisitDenmark, 2019b) 
 

 
 
Appendix 15: Lions Møn Club 
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Appendix 16: Camøno bench (Camøno – kongerigets venligste vandrerute, 2019) 
 

 
Appendix 17: Camøno passport 
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Appendix 18: Møn Museum Events Spring & Summer 2019  
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