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Abstract 
Despite its size and importance, the food industry is characterized by being a low-tech sector 

with low innovation intensity compared to other industries. Given the competitive and fast-

changing global environment, the need for more innovation in the food industry becomes 

apparent. Innovative environments where interactions and collaborations between entities are 

promoted and facilitated, have previously been identified as enablers for innovation, uncovering 

a need for initiatives promoting such activities. The following single case study on a Food 

Science Park in Denmark, called Agro Food Park, provides insights into such an innovation 

initiative. The study aims to develop a deeper understanding of how a Science Park geared 

towards the food industry affects the product innovation process of its tenants. Through an 

extensive literature review as well as empirical data collected from Agro Food Park, our study 

finds network building, facilitated by investigated park characteristics, to be the main advantage 

of residing in a Food Science Park. It allows the tenants to adopt a more external approach to 

innovation through access to industry networks, customers, collaborations, tacit knowledge, 

and other resources, that would have been difficult to acquire if the firms were located 

elsewhere. As a result, we find that the Science Park membership affects the development phase 

of the product innovation process most prominently. However, the level of impact is dependent 

on certain firm characteristics such as firm size or time elapsed since joining the park. Here, we 

support past literature that smaller firms benefit more from location within a Science Park than 

larger companies. Concluding, Science Parks, with a similar setup as Agro Food Park, are found 

to be an effective initiative for promoting innovation in the food industry.  
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1. Introduction 

Innovation is a driving force for change and often praised as the solution for existing and 

future challenges with regards to the competitive and fast-changing global environment. 

While several definitions exist, it is often referred to as the implementation of a novel or 

significantly improved process or product, a new organizational method in business 

practices, or a new marketing method (OECD, 2010). For companies, product innovation is 

connected to growth and gaining a competitive advantage over other players in the market 

(Cooper & Kleinschmidt, 1987). Amongst executives, product innovation is believed to be 

critical for success (Accenture, 2016). However, despite its appeal and prominence in 

business activities, companies are often struggling to effectively pursue innovation. 

Therefore, business research has spent almost a century uncovering the phenomenon that is 

innovation, specifically, product innovation (Schumpeter, 1934).  

  

Several studies on product innovation conclude that it is increasingly becoming an external 

process in which firms collaborate and interact with various actors such as universities, 

experts, customers, suppliers, and other firms (Hoegl & Gemuenden, 2001; Pittaway, 

Robertson, Munir, Denyer & Neely, 2004; Chesbrough, 2012). Moreover, Lefebvre, De 

Steur, and Gellynck (2015) found that the likelihood of introducing innovations increases 

when firms develop relationships with actors operating in the same industry. Hence, a way 

of coping with the increased competitiveness and challenges, is by creating an innovative 

environment where interactions and collaborations are promoted and facilitated. One way 

of establishing an innovative environment is through so-called Science Parks. The United 

Kingdom Science Park Association (UKSPA) defines the role of a Science Park as follows: 

  

“A business support and technology transfer initiative that: (1) encourages and 

supports the startup and incubation of innovation-led, high-growth, knowledge-

based businesses; (2) provides an environment where larger and international 

businesses can develop specific and close interactions with a particular center of 

knowledge creation for their mutual benefit; (3) has formal and operational links 

with centers of knowledge creation such as universities, higher education institutes, 

and research organizations” (UKSPA, 2020). 
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Science Parks are typically oriented towards manufacturing and/or high-technology 

industries (Beaudry & Breschi, 2003; Koh, Koh & Tschang, 2005; Yang, Motohashi & 

Chen, 2009). These parks were initially established in the early 1950s in the United States 

to create an entrepreneurial and innovative environment (Annerstedt, 2006). Research has 

shown that being located in a park impacts on product innovation as well as the sales of new 

products (Vásquez-Urriago, Barge-Gil, Rico & Paraskevopoulou, 2014). The documented 

success of these early Science Parks spurred the establishment of similar initiatives 

worldwide (Rowe, 2014). A 2014 study showed that there were around 400 Science Park 

initiatives in Europe alone, a number that had doubled in the preceding decade (Rowe, 

2014). 

  

To reap the benefits of Science Parks, these initiatives have later expanded into other 

industries; for instance, parks geared towards the food industry (Omta & Fortuin, 2013). 

One such Food Science Park initiative is Agro Food Park in Aarhus, Denmark, which is 

adopted as the case of our study. The park is one of few initiatives in Europe dedicated to 

creating an innovation ecosystem in the food industry. However, the impact on innovation 

of such parks in the food sector is poorly researched. Our study aims to shed more light on 

the impact of these parks on the process of product innovation of its tenants.  

 

1.1. Research Context 

Before presenting the study’s problem formulation, a background, explaining the need for 

initiatives that stimulate innovation in the food industry, is necessary. The world population 

is growing, and there is no indication that this growth is slowing down. There are about 7.5 

billion people on Earth, which means that the demand for food is continuously increasing 

(Conca, 2019). It is expected that the demand for food will rise somewhere between 59 to 

98 percent until 2050 (Elferink & Schierhorn, 2016). This poses a huge challenge for the 

food industry to increase their productivity. Also, other factors, notably climate change, 

pose further complications. Every year, the process of feeding the world population creates 

over 14 billion tons of carbon dioxide equivalents, which constitutes over a quarter of the 

human-produced greenhouse gas emissions (Poore & Nemecek, 2018). Today, 43 percent 
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of the world's non-desert- and ice-free land area is used for agriculture, and two-thirds of 

the planet’s freshwater is utilized for irrigation. Hence, there is an immense need for more 

effective as well as less resource-demanding food production (FAO, 2014). Innovations that 

can offer alternative solutions to mitigate the severe effects on our planet are thus urgently 

needed. 

  

Despite the urgent need for innovation, the food industry is characterized by low investment 

on research and development (R&D), as well as by a high failure rate of new product 

launches (Capitanio, Coppola & Pascucci, 2010; Procopio Schoen, 2017; Santoro, Vrontis 

& Pastore, 2017). Moreover, it is a mature low-tech sector compared to other industries and 

the food industry's innovation intensity is relatively low when assessed through patenting 

and R&D efforts (Procopio Schoen, 2017). 

  

Several reasons for the food industry’s low levels of innovation have been suggested. 

Firstly, innovation in this industry is rather complex (Capitanio et al., 2010). It may involve 

various parts throughout the food system, from the formulation of new products to the 

development of novel ingredients to alternative ways of packaging (Earle, 1997). Secondly, 

companies operating in the food industry are affected by constantly changing consumer 

demands, high price competition, fluctuating prices on crops and raw materials as well as 

by the difficulty in meeting often stringent regulatory conditions. Moreover, the food 

industry is currently subject to major changes because of growing pressure from consumers 

and retailers (Santoro et al., 2017). Lastly, according to Khan et al. (2014), companies in 

the food industry have traditionally relied on their internal resources and capabilities, which 

has severely curtailed their ability to make radical innovations. Thus, low investment, 

complicated innovation processes, external limiting factors as well as an internal focus when 

it comes to acquiring knowledge and resources has weakened the innovative capability in 

the food industry.  

  

The low innovation rate also has a negative effect on the level of individual firms since both 

growth and profitability depend on their capacity to innovate (Alfranca, Rama, & von 

Tunzelmann, 2004). Due to the global character of food markets and the fierce competition 

in these markets, innovation is no longer an option for firms in the industry, it is a necessity; 
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firms that do not innovate will sooner or later be phased out (Capitanio et al. 2010). On the 

one hand, farming enterprises throughout the European Union used to be treated with a 

different set of policies compared to their nonagricultural counterparts, for example by 

receiving certain subsidies or being shielded from foreign competition by tariffs and other 

trade barriers (Phillipson et al., 2004). Through the liberalization of markets, there has been 

a “reorientation of farming to a more entrepreneurial model, that is both competitive and 

sustainable” (Phillipson et al., 2004, p. 31); institutional support for domestic farmers has 

been greatly reduced or in many cases entirely dismantled. This puts pressure on farmers to 

diversify into non-farming activities and to specialize in niche markets.  

 

On the other hand, globalized supply chains became more complex, raising issues such as 

traceability, quality control, or regulations for companies operating in the food industry 

(Traill & Meulenberg, 2002). These changes require a new skill set involving competencies 

related to knowledge acquisition and innovation (Klerkx & Leeuwis, 2008). Startups, as 

well as small and medium-sized enterprises (SMEs), are often lacking such competencies 

and resources, for instance, the time and funding required to be able to adopt new technology 

and apply new knowledge (Vos, Keizer & Halman, 1998). Due to these changes, Acosta, 

Coronado and Romero (2015) claim that firms need to increasingly acquire knowledge 

externally to become more innovative. This point is also emphasized by Procopio Schoen 

(2017), stating that external knowledge-seeking is an opportunity for filling resource gaps. 

  

To conclude, the shift towards a more market-oriented industry requires a new skill set and 

competences, creating an urgent need for intermediaries in the food industry that can act as 

coordinators and facilitators for collaborations as well as knowledge sharing. Furthermore, 

the understanding of initiatives that stimulate innovation in the industry is critical in regards 

to current and future challenges. Given the effect of Science Parks on innovation, our study 

is motivated by the fact that there is a dearth of studies exploring the impact of such 

initiatives on the innovativeness of the food industry. 
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1.2. Problem Formulation 

As the number of Science Parks increased worldwide, so did the body of research 

investigating these initiatives, with the aim to identify their success factors (Vásquez-

Urriago et al., 2014). Previous literature investigating the impact of Science Parks on 

product innovation is mainly quantitative, investigating the effects on specific performance 

measurements (Löfsten & Lindelöf, 2002; Vásquez-Urriago et al., 2014; Albahari, Barge-

Gil, Pérez-Canto & Modrego, 2018). While there is evidence that Science Parks can affect 

product innovation, a more in-depth understanding of how the process is affected is still 

lacking. Therefore, there is a need for more qualitative research on the matter, which holds 

benefits in uncovering and creating a greater understanding of how the different features of 

Science Parks influence the product innovation process of the tenant companies.  

  

Since Science Parks typically cater to high-technology industries, research on such 

initiatives in the food industry is scarce (Annerstedt, 2006; Yang et al., 2009). While 

intermediaries in the food sector have been studied (Klerkx & Leeuwis, 2008), there is 

limited research concerning the implications on product innovation of Science Parks for 

companies operating in the food industry. Given the proven relationship between Science 

Parks and innovation, understanding these in the context of the food sector might uncover 

possible pathways in stimulating innovation within that certain industry. Hence, we have 

identified a gap in the existing literature which concerns how Science Parks affect the 

process of coming up with new products or making changes to already existing ones. In 

light of the global challenges as well as the changes in the way business is conducted in the 

food industry, the need for intermediaries that assist in connecting and facilitating 

knowledge acquisition and innovation has become evident. The urgent need for accelerating 

product innovation in the food industry as well as understanding the impact that Science 

Parks may have on this matter, makes it an important topic to investigate. 

  

We aim to research how the process of product innovation of the tenants in Agro Food Park 

is affected by Science Park membership. It can be argued that investigating parks at an 

individual level allows for more in-depth insights (Flyvbjerg, 2001). Therefore, a single 

case study of a specific park promises to deliver insights into its dynamics and impact. While 



 6 

a case study results in in-depth research, there is a drawback in that because it is difficult to 

generalize from a case study due to its specific context. Therefore, choosing a case that is 

as representative as possible is of value (Flyvbjerg, 2001). According to a survey that was 

conducted in 2019 with all the tenants in Agro Food Park, 75 percent said that they 

introduced new services or products in 2018 and 83 percent stated that they expected to do 

so in 2019 (see Appendix 4). Moreover, the park hosts over 80 companies working in 

different areas of the agriculture and food industries. Therefore, the park positions itself as 

an appropriate case for a Science Park geared towards the food industry that stimulates 

innovation amongst its tenants. 

  

1.3. Research Question 

The purpose of this study is to explore how being a tenant of Agro Food Park affects the 

product innovation process. To investigate the topic, we draw on previous research on 

product innovation and Science Parks and use our own empirical data collected from both 

a sample of the tenants as well as the management of Agro Food Park. Moreover, a survey 

conducted with the tenants of the park is used as a secondary source to complement and 

enrich the primary data.  The objective of this study is to add to the existing research by 

providing useful insights into how Science Parks geared towards the food industry can 

stimulate product innovation processes. Through insights into the driving forces behind their 

innovation capacity, this study aims to generate well-founded implications for the future 

development of such initiatives as well as possibly identify measures that can stimulate 

innovation in the food industry. To fulfill the purpose of our research presented, the 

overarching research question follows: 

  

RQ: How does being part of Agro Food Park affect the product innovation process of 

tenants?  

  

To answer the study’s research question, a description of the investigated tenants’ product 

innovation process is needed; this leads to the following sub question:  

  

o What does the product innovation process look like for the tenants? 
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To address the different factors that impact product innovation certain park and firm 

characteristics were selected based on findings from previous literature, which will guide 

and delimit the scope of our study. Hence, the study’s second and third sub questions follow: 

  

o How do the different features of the park affect the product innovation 

process of its tenants? 

▪ Industry focus 

▪ Management – services that the park offers to its tenants 

▪ The incubator (for the startups) 

▪ Interactive features between the companies 

▪ The geographical location 

  

o How is the impact on the innovation process influenced by the 

characteristics of the tenants? 

▪ Product category (good or service) 

▪ Firm size (large firm, SME, or startup) 

▪ Time elapsed since joining the park 
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2. Literature Review 

This section consists of a presentation and discussion of existing literature on product 

innovation processes and Science Parks. The first subsection includes an introduction to 

product innovation as well as a presentation of how we define process. Furthermore, it 

continues to outline how research has moved from viewing product innovation as an internal 

process to adopting a more external approach. Lastly, further factors affecting the product 

innovation process are presented that are of relevance regarding our research question. This 

includes firm and product characteristics, innovation strategies as well as the nature of 

innovation. The second subsection presents the concept of Science Parks and its 

implications for product innovation as derived from previous research. 

  

The aim of this section is to provide a foundation for the analysis of the empirical data we 

have gathered as well as an understanding for the reader on how we have approached our 

research question. To research how the process of product innovation of the tenants in Agro 

Food Park is affected by Science Park membership, a thorough understanding of the 

phenomenon is necessary. Since Science Parks facilitate networking, knowledge spillovers, 

and collaboration (Phan, Siegel & Wright, 2005; Tsai, 2009; Koçak & Can, 2014), a great 

emphasis is put on how product innovation can benefit from accessing knowledge, 

resources, capabilities, and skills which are acquired externally of the firm.  

  

2.1. The Product Innovation Process 

2.1.1. Defining Product Innovation 

Innovation is a highly researched concept with several definitions, but it is often referred to 

as the implementation of a novel or significantly improved process or product, a new 

organizational method in business practices, or a new marketing method (OECD, 2010). 

Schumpeter (1934), who is considered as the founding father of innovation as an academic 

field, stressed that innovation needs to be separated from invention. On the one hand, he 

defines innovation as a social activity or function pursued in the economic sphere with the 

intention of commercialization. On the other hand, he argues that invention in practice can 
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be carried out everywhere and does not need to have a commercial purpose. Hence, 

according to Schumpeter (1934), innovations are seen as a new combination of knowledge 

and resources with the aim of commercialization.  

   

Addressing product innovation specifically, it can be referred to as the process of coming 

up with new goods or services or changing existing ones with the intention to introduce 

them in the marketplace (Galanakis, 2006). Reguia (2014) states that product innovation is 

an essential step for firms to gain a competitive advantage and economic benefits because 

“the product (whether goods or services) is the basis of a company establishment and the 

direct link with consumers who are considered as the most important objective of the 

companies.” (p. 140). This is further argued by Boer and During (2001), claiming that the 

motivation for product innovation is to cope with the change in demand of customers or the 

aspiration to penetrate new markets. Moreover, Danneels (2002) argues that firms need to 

constantly renew themselves to be able to survive and thrive in dynamic environments. 

Because of the increasingly competitive business environment, the challenge of renewal is 

even more apparent in the current environment which is characterized by rapid changes in 

technologies, competition, and customers (Tavani et al., 2018). In this regard, product 

innovation has been recognized as the primary means for firms to renew themselves 

(Dougherty, 1992), and has been referred to as an engine of renewal (Bowen et al., 1994). 

Hence, product innovation is essential for survival and prosperity for many firms (Cooper 

& Kleinschmidt, 1987). This is specifically apparent in the food sector, where research 

supports that firm growth and profitability is greatly influenced by the capacity to innovate 

(Alfranca et al., 2004).  

  

2.1.2. The Process of Product Innovation 

As our study aims to investigate the process of product innovation, an understanding and 

definition of a process has to be established. The concept of process is used and defined in 

various ways in the research literature. According to Van de Ven (1992), a commonly 

adopted definition for a process is “a logic that explains a causal relationship between 

independent and dependent variables” (p. 170), which is also applied throughout this study. 

The definition is based on variance theory and explains why certain independent variables 
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(inputs) have a causal relationship on a dependent variable (output) (Mohr, 1982). 

Therefore, this study aims to investigate how certain inputs that become available when 

being a tenant in Agro Food Park, affect the output, which in this case refers to the process 

of product innovation.  

  

In previous research on the product innovation process, it is generally defined as the process 

where novel ideas are generated with the ultimate goal of putting them into commercial 

practice (Schumpeter, 1934). This follows Elert and Henrekson (2020), who argue that the 

process of innovation often starts with the identification of a potential opportunity which 

the entrepreneur or innovator strives to develop into an innovation that can be introduced in 

the marketplace. After the idea generation phase, the product usually goes through different 

development stages from technical development to screening and testing (Buijs, 2003). 

Once the product is  ready to be launched, it needs to be successfully introduced into the 

market through different commercialization strategies (Roozenburg & Eekels, 1995). The 

scope of our thesis will investigate the process of coming up with an idea or opportunity 

(idea generation phase), developing this idea (development phase) up until it is a finished 

product, ready to be commercialized (ready-to-launch phase). This process builds the basis 

of any product innovation process (Archer, 1971; Cooper, 1990; Brown, 2009). Even though 

commercialization is part of the innovation process, it will not be further highlighted. 

Market dynamics and commercialization strategies that then need to be considered, would 

add another in-depth dimension which the scope of our study did not allow for.  

 

The product innovation process was previously considered to follow a linear trajectory, 

where the development of innovations emanated from research (Svetina & Prodan, 2008). 

According to Svetina and Prodan (2008), R&D activities were seen to have the central role 

of innovative performance. Therefore, the outcome of innovation was assumed to be a direct 

function of the level of investment in R&D. However, this view failed to explain why 

smaller firms, with limited resources in-house, were still able to obtain a competitive 

advantage through continuous innovation. Therefore, it was later emphasized that 

innovation is an interactive process and it rarely occurs solely through the act of creative 

individuals inside the firm; instead, it occurs in some sort of social context (Lundvall 1992). 

According to Santos (2000), the process of innovation is fueled by the relation between the 
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organization and the environment. Hence, the research on product innovation has gone from 

viewing it as occurring in a linear fashion, solely relying on internal resources, to a more 

chaotic and interactive process with an iterative character, which better characterizes the 

reality of business life (Buijs, 2003; Svetina & Prodan, 2008).  

  

2.1.3. From Internal to External to Innovation 

One essential aspect of the product innovation process concerns how resources, skills, and 

capabilities are identified and acquired by the firm (Elert & Henrekson, 2020). Whereas 

earlier research has adopted a more internal perspective in this regard (Barney, 1991), more 

recent research tends to stress that in order to be successful, firms need to adopt a more 

external process of innovation (Aken & Weggeman, 2000; Chesbrough, 2012; Triguero, 

Moreno-Mondéjar, & Davia, 2013; Khan et al., 2014).  

  

2.1.3.1. Internal Perspective 

Following an internal perspective on product innovation, it can be viewed as a firm’s ability 

to satisfy the needs and preferences of its customers by the utilization of its own skills, 

capabilities, and resources. The resource-based view (RBV) acts as a “tool to examine the 

link between firms’ internal characteristics and performance” (Barney, 1991, p. 101). 

Furthermore, according to this view, capabilities and resources should be inimitable and 

heterogeneous, acting as a tool to implement differentiated strategies to acquire a 

competitive advantage. As a consequence, these capabilities and resources can, if aptly 

applied, generate differentiated innovation (Khan et al., 2014). Svetina and Prodan (2008) 

find that internal resources have an essential influence on a firm’s innovative performance. 

The authors maintain that firms mostly depend on knowledge and resources that are 

developed in-house as well as on continual improvements of existing products and processes 

resulting from cumulative learning. Furthermore, they report that skills, possessed by the 

employees, represent another important source of knowledge which is why firms often 

arrange internal education and training programs to improve and develop the knowledge 

base. Moreover, Hirsch‐Kreinsen, Jacobson and Robertson (2006) claim that internal R&D 

activities, in sectors with low technological intensity, such as the food industry, are the 
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starting point for innovation because the process hinges on whether the innovating firm is 

able to develop capabilities and competencies that are superior to those of its competitors.  

  

According to Lavie (2006), in the traditional view of competitive advantage, such as the 

RBV (Barney, 1991), firms were envisioned as independent entities and it has therefore only 

managed to explain part of their performance. Competition has gone from being primarily 

resource-based to increasingly knowledge-based as firms aim to learn and develop 

capabilities at a more rapid pace compared to their rivals (Aken & Weggeman, 2000). 

Following this, Khan et al. (2014) claim that firms that solely rely on RBV, cannot obtain a 

significant competitive advantage. They further argue that, traditionally, firms that operate 

in the food industry, mostly rely on internal resources and capabilities in their innovation 

processes. This is a contributing factor to the low degree of novelty in food product 

innovation and the high failure rate of new products. 

  

Galizzi and Venturini (1996) claim that the relationship between innovation performance 

and internal R&D processes in the food industry is poorly related. This is further emphasized 

by Cabral and Traill (2001) who claim that the notion that accumulated learning favors 

innovative output, has been rejected in the food sector. The great emphasis that has been put 

on in-house practical knowledge has resulted in incremental rather than radical innovation 

as well as in a strong dependence on specialized suppliers and embodied technology 

(Triguero et al., 2013). Radical innovation is essential in the food industry to outperform 

competitors (Khan et al., 2014). In contrast, Triguero et al. (2013) find in their study that 

the probability of innovation depends highly on external and market-related factors rather 

than the firm's internal resources and capabilities. Hence, internal factors alone cannot 

explain a firms’ innovation power; external factors also need to be considered (Triguero et 

al., 2013).  

  

2.1.3.2. External Perspective 

Because of changes in the industry landscape and the increasing external pressure for 

innovation, companies are forced to a larger extent to keep track of their resource gaps and 

to look beyond their internal capabilities and resources. Thus, internal knowledge and other 
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resources need to be supplemented with knowledge and resources acquired outside of the 

firm (Svetina & Prodan, 2008). Moreover, as innovation is increasingly carried out in the 

context of a knowledge society, speed, agility, responsiveness, and networking skills are 

becoming quintessential (Prahalad & Hamel, 1990). Hence, successful innovation requires 

increased external knowledge and resource acquisition which can be obtained through 

efficient networks (Teece & Pisano, 1994; Aken & Weggeman, 2000). Therefore, it is a 

necessity that firms know what skills and resources they lack and how to access them; in 

other words, with whom they need to collaborate (Elert & Henrekson, 2020). Hence, it could 

be argued that innovation should have an interactive nature (Chesbrough, 2012), where 

companies can act on opportunities that are created and presented by others (Wilkinson & 

Young, 1994). 

  

2.1.3.2.1. Network Building and Knowledge 

Hirsch‐Kreinsen et al. (2006) argue that network relations for knowledge exchange are of 

great importance for low-tech firms, which is often the case in the food industry. Utilizing 

networks enables firms to acquire and explore new knowledge. Mowery (1989) argues that 

it can be seen as a complement to a firm’s internal capabilities since it facilitates building 

upon and exploiting existing knowledge. According to the system integration and network 

innovation process, presented by Rothwell (1994), a firm is part of an innovation network 

that needs to be utilized when undertaking a product innovation process. The theory 

emphasizes that innovation is dependent on a network of customers, suppliers and other 

firms to resolve the increased complexity of new products and to better take advantage of 

new technologies. It creates a so-called innovation network that increases information 

efficiency and enables continuous communication. However, Oxley and Sampson (2004) 

emphasize that when firms are competitors, the fear of unintended transfer of knowledge 

may result in a regulated knowledge flow and a limited scope of exchange. Hence, if firms 

are part of interconnected networks, their levels of knowledge exchange will be enhanced, 

and this will have a positive impact on innovation (Giuliani, 2007). However, competition 

among the parties may limit the flow of knowledge between firms (Oxley & Sampson, 2004) 
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Capitanio et al. (2010) argue that the product innovation process is driven by the ability to 

build competitive and durable relationships on product markets and acquire an information-

sharing network in the local context. Moreover, Omta and Folstar (2005) further stress that 

a firm’s innovativeness is affected by the institutional environment and social 

embeddedness in which the firm operates, making local networking and geographical 

location key determinants for product innovation. In contrast, Boschma and Ter Wal (2007) 

demonstrate that local connections are not sufficient; global connections are also important 

for innovative performance. Moreover, Andersson and Karlsson (2004) emphasize the 

importance of knowledge accessibility instead of actual spatial proximity. Nonetheless, 

while codified knowledge can easily travel across borders, tacit knowledge remains locally 

bounded (Maskell & Malmberg, 1999). Furthermore, one essential mechanism for 

knowledge exchange is trust, which can be seen as a result of repeated past interactions. 

Therefore, it is likely to be established more swiftly when networking on a local level (Ring 

& Van de Ven, 1994). When trust is generated among the involved parties of the social 

networks, it has positive implications on innovation because of an improved knowledge 

transfer (Jones, Hesterly & Borgatti, 1997). Hence, the innovation performance of firms is 

dependent on the knowledge linkages that arise on a regional and local level (Triguero et 

al., 2013).  

 

2.1.3.2.2. Collaborations and Resource Acquisition  

Inter-organizational relations can take countless forms, ranging from strict legal agreements 

to informal communications resulting in knowledge spillover (Osman, 2006). Aken and 

Weggeman (2000) distinguish between informal and formal innovation networks. Formal 

innovation networks are based on contractual agreements dictating the terms of the 

collaboration, for instance, alliances and R&D partnerships. On the other hand, informal 

innovation networks are rather easy to establish and have the potential to mitigate 

uncertainties by broadening the knowledge base. Furthermore, they can be used more easily 

at any phase of the innovation process. 

  

However, because informal network collaborations do not contain established objectives 

and expected contributions from the parties involved, it makes them more difficult to 
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analyze and measure as well as hard to manage compared to collaborations of a more formal 

nature. Dahl and Pedersen (2004) claim that informal connections are the main contributor 

to knowledge transfer within a network of firms. The authors find in their study that firms 

within an informal network are willing to share valuable knowledge making it an important 

source for knowledge acquisition. Hence, while formal innovation networks offer a more 

structured and result-oriented exchange, they demand more intense involvement than 

informal relationships which can also contribute to valuable knowledge-sharing (Osman, 

2006; Aken & Weggeman, 2000; Dahl & Pedersen, 2004).  

  

Collaborative innovation approaches and greater utilization of the external network can 

enable the acquisition of external capabilities and resources (Procopio Schoen, 2017). 

Demirkan (2018) claims that resources, acquired from a firm’s network, can serve as a 

source of competitive advantage. Through the establishment of effective organizational 

networks that share capacities and capabilities, the level of novelty in product innovation 

can be enhanced (Siedlok, Smart & Gupta, 2010).  

  

Chesbrough (2012) stresses the importance of adopting an interactive process of innovation 

and that collaboration and interaction with a variety of other actors such as universities, 

customers, suppliers, other firms and experts increase the chances of successful innovation. 

When engaging in collaboration with several actors, firms can pursue innovative projects 

more efficiently as it increases access to complementary skills which in turn has a positive 

effect on the probability of success (Johansson, 2009). Thus, firms’ network resources, 

which come from its inter-firm relationship, enlarge the opportunity set of the firms as well 

as increase the likelihood of gaining access to valuable resources (Gulati, 1999; Demirkan, 

2018). Furthermore, Björk and Magnusson (2009) found that the more companies are 

connected and interact with their network, the higher the quality of their ideas. Moreover, 

the likelihood of finding the required skills and resources increases with the level of 

diversity in available skill pools; therefore, network diversity has a positive impact on 

product innovation (Dekker, 2012; Demirkan, 2018). However, Gulati (1995) argues that 

the interdependence of resources between companies is not always a sufficient condition 

for collaborative relations to establish. Instead, social networks need to be taken into 

account. For instance, it is evident that the likelihood that two firms collaborate increases if 
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they jointly know and independently collaborate with the same third parties. Hence, this ties 

back to the aforementioned importance of trust when developing inter-organizational 

relations (Ring & Van de Ven, 1994; Jones, et al., 1997). 

  

2.1.3.2.3. Open Innovation 

Chesbrough (2003) adds an additional dimension to accessing new resources, knowledge, 

and ideas externally from networks and collaborations by introducing the theory of open 

innovation. The author argues that a company can commercialize both its ideas as well as 

innovations from other firms that seek to bring their ideas to the market. In other words, 

instead of relying solely on internal R&D, companies can make use of existing technology 

and knowledge outside the company, for instance, by buying patents. At the same time, 

internal inventions can be brought outside the company through licensing or joint ventures. 

A company utilizing open innovation has a more external focus and screens ideas and 

opportunities that fall outside its current business. With open innovation, businesses reduce 

costs and time-to-market because of shorter innovation cycles of products and R&D costs 

as well as mitigate the problem related to a shortage of resources. The concept underscores 

that knowledge is widely available in the external environment and that firms must 

complement internal resources to generate innovation (Chesbrough & Bogers, 2014). 

Adding open innovation to the RBV, this channel can be used to attain sustained competitive 

advantage by identifying and acquiring unique resources to be turned into viable innovations 

(Hardy, 2010). 

  

2.1.4. Further Considerations on Product innovation  

In addition to factors stemming from firms adopting a more internal or external approach to 

innovation, there are other factors that influence how the process of product innovation 

plays out. Hence, to increase the understanding of the process, further considerations have 

to be addressed. First, differences in innovation processes concerning resource acquisition 

according to firm size and type of product are presented. Second, we discuss how product 

innovation is affected by governance and adopted strategies. Finally, we discuss the 

differing implications of radical and incremental innovation. 
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2.1.4.1. Firm Characteristics Affecting Innovation 

2.1.4.1.1. Firm Size 

Two prominent research issues, regarding innovation and firm size, concern differences 

with respect to resource acquisition and responsiveness. In regards to resource acquisition, 

certain skills and resources are required to transform an initial idea into a commercialized 

product, which requires inputs from several skill pools (Elert & Henrekson 2019). But when 

it comes to the acquisition of required skills and resources for innovation, it varies greatly 

depending on firm size. Cabral and Traill (2001) found that it is more essential for smaller 

firms to access resources externally since larger firms have more knowledge and resources 

internally. To innovate, entrepreneurs are dependent on accessing and mobilizing skills that 

others possess (Elert & Henrekson, 2020). 

  

Entrepreneurs and newly founded companies must cooperate extensively with others for 

innovation to occur. For it to be successful, it requires resources from a support structure 

that provides both financial and human capital. High-level ideas are not sufficient in 

themselves; they need sufficient physical and financial capital to be exploited and pursued 

(Elert & Henrekson, 2019). Hence, the probability of taking advantage of new opportunities 

increases if a firm has large financial resources since they can invest more in innovation 

(Hoegl, Gibbert, & Mazursky, 2008). For startups and smaller firms, accessing financial 

capital to pursue their ideas is one of the main challenges in the innovation process in 

comparison to larger and more established firms. Therefore, they need to collaborate with 

both early-stage and later-stage financers and give up a part of the ownership in exchange 

for financial resources (Elert & Henrekson, 2019). Hence, larger companies are often 

resource intensive and do not have the same needs as smaller firms to access resources 

externally.  

  

Concerning responsiveness, the size of the firm entails different implications (Dean et al., 

1998; Damanpour, 2010). Responsiveness refers to the speed of reaction to external and 

internal stimuli. While larger companies are more resource intensive than smaller firms and 

therefore are more likely to innovate, they are inhibited by their size to respond fast to 

changing demand (Dean et al., 1998). Hence, in that sense, smaller companies are more 
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likely to innovate since they suffer less from bureaucratic inertia and are less hierarchical. 

As a result, they can adapt and implement changes faster than their larger counterparts 

(Damanpour, 2010). Therefore, the question whether small or large firms are more likely to 

innovate has an unequivocal answer. However, the inhibiting factors differ between small 

and large companies. Thus, regarding resource acquisition and responsiveness, the process 

of product innovation differs depending on the size of the firm.  

  

2.1.4.1.2. Product Type 

The process of innovation may also differ depending on the type of product that a company 

offers. For products, the distinction needs to be made between a company that mainly 

produces goods and a company that specializes in providing a service. This topic has been 

discussed extensively in the literature (Preissl, 2000; Tatikonda & Zeithaml, 2002; Nijssen, 

Hillebrand, Vermeulen & Kemp, 2006). There is an agreement that there are many 

similarities regarding the need for resources, innovation commitment and structure of 

process between service- and goods-producing companies (Nijssen et al., 2006). However, 

when it comes to the internal organization, differences have been identified. On the one 

hand, since services production and consumption often take place simultaneously, the need 

for well-integrated service development and delivery is crucial for such companies 

(Tatikonda & Zeithaml, 2002). On the other hand, goods-producing companies tend to rely 

more heavily on R&D expenditures than service-producing companies (Preissl, 2000). This 

view is supported by Nijssen et al.’s (2006) study that found that R&D spending is more 

important for the development of goods than it is for services.  

  

2.1.4.2. Innovation Management within a Firm 

It is apparent from the previous subsection that firm characteristics (e.g., firm size and 

product type) impact how innovation comes about. This subsection will further focus on 

how the organizational setup and management within an organization influence the product 

innovation process.  
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2.1.4.2.1. Bottom-up versus Top-Down 

One frequently discussed topic is whether innovation in companies is initiated and governed 

using a top-down or bottom-up approach. Top-down refers to innovation processes initiated 

by top management down to operational levels while bottom-up refers to innovations 

initiated and driven by lower levels in a company (Burgelman, 1983). Typically, a top-down 

approach, most prominent in companies with a hierarchical structure, seems to impede open 

idea flow and generation of new ideas (Eva, Prajogo, & Cooper, 2017). Often, the most 

impeding factor to innovation is top management being unaware of what is happening at the 

operating level (De Dreu & West, 2001). In larger companies, formalized structures and 

overly stringent compliance protocols suffocate the innovative behavior amongst employees 

(Eva et al., 2017). Companies, having become aware of these impediments, have made 

adjustments in order to activate the lower hierarchical levels by introducing employee 

suggestions (De Dreu & West, 2001), thus fostering a bottom-up approach to innovation. 

Nonetheless, the two approaches are not seen as mutually exclusive. Rather, the ability to 

implement a top-down structure that allows for individual contributions from more 

organizational, bottom-up levels to sprout is considered successful (Burgelman, 1983; 

Zhou, Liu, Chang & Hong, 2019). While startups and SMEs, because of their smaller firm 

size, implement such agility more easily, research mostly focuses on how larger companies 

can implement successful structures for innovation (Edison, Smørsgård, Wang & 

Abrahamsson, 2018).  

  

2.1.4.2.2. Linear versus Iterative 

How the process of product innovation is sequenced differs between companies. Generally, 

either companies adhere to a more linear product innovation process or adopt a more 

iterative approach. A commonly adopted linear framework by companies when it comes to 

product innovation is the Stage-Gate model described by Cooper (1990). Each stage has an 

objective that must be fulfilled before proceeding to the next stage. When looking at the 

process of coming up with an idea towards a ready-to-launch product, the Stage-Gate model 

can ensure efficiency and reduce uncertainties in the process by imposing a clear structure. 

Still, because of its linear and rigid structure, it has been criticized for being insufficiently 

adaptive to handle more dynamic or innovative projects (Lenfle & Loch 2010). 
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The business environment has changed a great deal since the Stage-Gate model was 

introduced, becoming more competitive, fast-paced, and less predictable (Cooper, 2014). 

Therefore, Austin and Devin (2004) argue that an iterative process is more effective when 

it comes to new product development and innovation in the existing information society 

questioning the currentness of  the Stage-Gate model which emanated from the industrial 

era of mass production. A prominent example of a more iterative process method that has 

gained considerable attention in recent years is the Design Thinking process (Brown, 2009). 

This method was developed at Stanford University and is originally a method for creative 

problem solving where the innovation is based on an understanding of what people need 

and want as well as what they dislike or like about particular products. A lot of emphasis is 

put on the process being non-linear, jumping back and forth between the following six steps: 

Empathy, Define, Ideate, Prototype, Test, and Launch. During this iterative process changes 

and refinements are continuously made (Brown, 2008).  

  

2.1.4.3. Radical versus Incremental Innovation 

As a final point, the process of product innovation is also impacted by the source of 

innovation. Somewhat schematically, innovation can either stem from inputs from 

customers or from scientific research giving rise to new technology. Depending on the 

source, the nature of the innovation is likely to differ. Norman and Verganti (2014) claim 

that the nature of innovation can be divided into two categories, namely, incremental and 

radical innovation. Incremental innovation refers to making improvements to already 

existing goods and services and is based on inputs from the intended user. On the other 

hand, radical innovation refers to something new, unique, and discontinuous and stems from 

scientific research resulting in technological development or radically new technologies.  

  

According to Norman and Verganti (2014), to be classified as radical, an innovation needs 

to be unique and novel compared to already existing innovations as well as influence the 

character of future innovations. Radical innovation stems from breakthrough technology 

that builds on existing state-of-the-art or past technological developments (Kelley, Ali & 

Zahra, 2013). This new technology can, if successfully adopted in the market, help a 
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company to gain a superior customer value proposition (Ashwin, 2016). While radical 

innovation, as the name suggests, has a significant potential to radically alter the norms of 

conduct, attempts to this form of innovation often fail (Norman & Verganti, 2014). The 

radical nature of these innovations sometimes makes it difficult for customers to understand 

them and they are therefore not adopted in the marketplace. 

  

The matter is very different for incremental product innovation, which is also the 

predominant form of innovation (Kelley et al., 2013). Incremental product innovation refers 

to small changes in a product that help to lower its costs, improve its performance, and 

enhance its desirability. This form of innovation stems from the user and the innovation is 

based on their needs, searching for technologies or methods that can better satisfy those 

(Bhidé, 2008; Norman & Verganti, 2014). Moreover, incremental innovation is used to 

assure that a new technology or invention has an appropriate market fit.  

  

It is impossible to determine the demand for a good or a service in advance; therefore, the 

intended customers have a vital role in the innovation’s success (Ngo & O’Cass, 2013). 

Customers are an essential source of information when it comes to their needs and 

preferences and it is, therefore, critical to include them in the process (Bhidé, 2008). This is 

the main reason why incremental innovations have a higher success rate than radical 

innovation. However, when solely focusing on customers, it will only result in incremental 

improvements which according to Ashwin (2016), usually offers only a short-term 

competitive edge for the innovating company. The main reason for this state of affairs is 

that customers are concerned with improving existing products rather than imagining a new 

future (Christensen & Bower, 1996). Therefore, incremental innovation in contrast to 

radical innovation mostly uses existing technology to upgrade a company’s existing goods 

or services (Ashwin, 2016). In the food industry, the prevailing form of innovation continues 

to be incremental innovation due to the companies’ close relationships with customers and 

suppliers (Khan et al., 2014). While these strategies are sufficient to meet current customer 

needs, they lack the potential to forecast future needs (Gehlhar, Regmi, Stefanou & Zoumas, 

2009). 
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2.1.5. Summary of the Product Innovation Process 

To sum up, the product innovation process pans out differently depending on which 

strategies a company decides to adopt as well as on the characteristics of the firm and the 

resources that are available. Moreover, firms in the food industry need to move away from 

relying solely on internal resources and capabilities and also engage in a more interactive 

approach to innovation by building relevant networks and relationships as well as accessing 

relevant skills from a variety of skill pools (Svetina & Prodan, 2008; Acosta et al., 2015; 

Triguero et al., 2013). Collaborative innovation strategies can open up for new opportunities 

regarding access to external knowledge and capabilities (Procopio Schoen, 2017). This is 

particularly important for smaller companies that have more limited skills, resources, and 

knowledge inside the firm. In this regard, networks and innovation systems can play an 

essential role in facilitating access to external knowledge, resources, skills, and capabilities. 

Science Parks are initiatives created with the express purpose of promoting the emergence 

of such networks (Phan et al., 2005; Albahari et al., 2018). The following subsection 

presents the concept of Science Parks and what implications it may have for the process of 

product innovation. In combination with the already discussed literature, this will be used 

as the foundation for the analysis of the empirical data we have gathered.  

 

2.2. Science Parks  

2.2.1. Defining Science Parks 

The phenomenon of Science Parks goes back to the 1950s and has since then become a 

much-researched topic as well as a popular initiative used worldwide for regional 

development (Lecluyse & Knockaert, 2019). There exists a multitude of definitions of 

Science Parks in the current literature (e.g. Löfsten & Lindelöf, 2002; Phan et al., 2005; 

Vásquez-Urriago, Barge-Gil & Rico, 2016). This is further complicated by different terms 

being used to describe similar institutions. Innovation Center, Research Park, Company 

Park or Cluster Organization are just a few of these, however, for simplicity reasons, we 

will continue to use the term Science Park throughout this paper. Firstly, the term is used 
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widely in existing literature and secondly, it describes best the case that we research. The 

UKSPA summarizes the role of a Science Park as 

  

“A business support and technology transfer initiative that: (1) encourages and 

supports the startup and incubation of innovation-led, high-growth, knowledge-

based businesses; (2) provides an environment where larger and international 

businesses can develop specific and close interactions with a particular center of 

knowledge creation for their mutual benefit; (3) has formal and operational links 

with centers of knowledge creation such as universities, higher education institutes, 

and research organizations” (UKSPA, 2020). 

  

Phan et al. (2005) and Albahari et al. (2018) stress the fact that these parks focus on business 

acceleration through knowledge and resource sharing. Furthermore, organizations within 

these parks sit close to each other and mostly work in related industries (Beaudry & Breschi, 

2003).  

  

2.2.2. Why Science Parks Exist 

Besides the difficulty of defining a Science Park, multiple reasons for the existence of such 

agglomeration initiatives have been suggested. It has been argued that Science Parks 

promote productivity and industrial development in the areas they are located in (Appold, 

2004) since the agglomeration of firms holds both demand- and supply-side benefits (see 

Table 1, adopted from Baptista & Swann, 1998). On the demand side, this refers to lower 

search costs for consumers, which is especially important for small businesses. Furthermore, 

by clustering in related industries, local demand can be accessed and exploited (Beaudry & 

Breschi, 2003). On the supply side, specialized labor pooling is stressed most often, meaning 

that companies clustering in the same industry create a pull effect on skilled labor in that 

field (Baptista & Swann, 1998). Because of the physical proximity of tenants, complex 

social networks can evolve (Stopczynski, Pentland, & Lehmann, 2018). Building a 

favorable environment and facilitating networking is therefore one of the main functions of 

Science Parks (Koçak & Can, 2014). By receiving support from the park’s management as 

well as benefiting from other tenants in the park through knowledge spillovers or 

collaboration, weaknesses can be overcome (Phan et al., 2005; Tsai, 2009). This is seen to 
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be especially important in early innovation processes where the rate of failure and 

uncertainty can be high (Omta & Fortuin, 2013). Finally, Science Parks are created on the 

notion that innovation stems from basic research and that a park environment could turn this 

research into commercially viable products (Westhead, 1997; Siegel, Westhead & Wright, 

2003). 

 

Table 1: Benefits of Science Parks. 

 (adopted from Baptista & Swann, 1998) 

Demand Side Benefits Supply Side Benefits 

Sophisticated users Knowledge spillovers 

User-supplier interaction Skilled labor and specialized inputs 

Informational externalities Informational externalities 

 

 2.2.3. Science Parks and Innovation 

Nonetheless, studies, trying to assess the value added of a Science Park, show mixed results 

when it comes to product innovation. The main studies of relevance for our own study are 

summarized in Table 2 (adopted from Vásquez-Urriago et al., 2014). Some scholars 

question the success of added value for tenants through Science Parks since no differences 

were found amongst firms on-park to firms off-park (Westhead 1997; Colombo & 

Delmastro, 2002). Indeed, early studies in the United Kingdom who studied the effect of a 

park on new products or patents of tenant firms found no significant effect (Monck, Porter, 

Quintas, Storey & Wynarczyk, 1988; Westhead, 1997). However, a later study by Siegel et 

al. (2003) did find a positive effect of parks on product innovation when looking at new 

products and patents. Also, several studies of Science Parks in Sweden found positive 

effects on product innovation (Löfsten & Lindelöf, 2002, 2003; Lindelöf & Löfsten, 2004). 

A recent study of a large sample of Science Parks in Spain also finds positive effects with 

an increase in sales of new products as well as an increase in the innovation probability 

amongst companies located in a Science Park (Vásquez-Urriago et al., 2014).  

  

The reasons for these different findings are relatively straightforward. First, some studies 

used a simple methodology, not controlling for endogeneity problems (e.g. Westhead, 1997; 
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Löfsten & Lindelöf, 2001; Lindelöf & Löfsten, 2004). For example, there could be different 

motivations for being located in a park. Second, the indicators that were used to measure 

innovation differed among the studies. Finally, the heterogeneity of Science Parks accounts 

for these mixed findings, concerning its implications for product innovation (Vásquez-

Urriago et al., 2014). In a comparison between Science Parks in Belgium, Spain, and 

Denmark, it was found that Science Park objectives and setups differ across countries 

(Lecluyse & Knockaert, 2019). As an example, while Danish Science Parks are mostly 

private limited companies, Spanish and Belgian Science Parks are often foundations or an 

integral part of a university. Therefore, a closer look into the characteristics that impact 

innovation is called for. 
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Table 2: Studies Measuring the Effects of Science Parks’ on Firms. 

 (adopted from Vásquez-Urriago et al., 2014) 

Study Country 

Sample: 

on-park 

firms 

Sample: 

off-park 

firms Method 

Main Result 

Variables Results 

Monck et al. 

(1988) 

UK 183 101 Matching growth 

(employment), links 

with HEI, patents, 

new products 

No significant effects 

Westhead 

(1997) 

UK 47 48 Matching Scientists and 

engineers, R&D 

expenditure, radical 

new research, 

patents, copyrights, 

new products 

No significant effects 

Löfsten & 

Lindelöf 

(2002) 

Sweden 163 100 Ordinary Least Squares growth 

(employment-

sales), profitability 

effect (+) on growth. 

No significant effect 

on profitability 

Colombo & 

Delmastro 

(2002) 

Italy 45 45 Tobit Matching growth 

(employment), 

research personnel, 

use of TICs, 

external R&D, links 

with HEI, public 

financing, patents 

effect (+) on growth, 

inputs innovation.  

 

No significant effect 

on patents 

Siegel et al. 

(2003) 

UK 89 88 Negative Binomial, Two Step 

Negative, Binomial Stochastic 

frontier 

new products, 

patents, copyrights 

effect (+) on new 

products and patents. 

Löfsten & 

Lindelöf 

(2003); 

Lindelöf & 

Löfsten 

(2004) 

Sweden 134 139 Matching Factor Analysis growth 

(employment-

sales), links with 

HEIs, profitability, 

product innovation, 

patents, motivations 

of location, 

strategies, Facilities 

Management 

effect (+) on growth, 

links with HEIs, 

proximity to 

universities, product 

innovation.  

 

No significant effect 

on other aspects. 

(proximity-university, 

customers, 

competitors-

infrastructure, cost of 

facilities) 

Vásquez-

Urriago et 

al. (2014) 

Spain 653 39069 Mix of statistical and 

econometric methods (e.g. 

Rubin Causal Model, 

Neyman-Rubin 

Counterfactual framework, 

Tobit Matching) 

Turnover from new 

products 

effect (+) on turnover 

from new products 
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 2.2.4. Park Characteristics Impacting Innovation 

Even though the impact of Science Parks in various dimensions is a much-researched topic, 

the literature that focuses on the impact of its different characteristics on innovation 

performance is less extensive. Nonetheless, in a study from 2018, Albahari et al. found that 

differences in innovation performance depended on the age and size of the park, park 

management and the location of the park. Park age had a nonlinear relationship regarding 

sales of innovative products. For new parks, there is a short-term positive effect for 

companies emanating from the publicity and respect they get from being located in a 

Science Park. Positive effects from older parks derive mainly from long-term accumulation 

of knowledge as well as from positive learning effects for the park management to better 

manage and assist tenants (Liberati, Marinucci & Tanzi, 2016). Middle-aged parks, 

however, underperformed since the positive reputational effects received from joining a new 

park are only short-term, and the middle-aged parks had yet to benefit from the long-term 

effects (Albahari et al, 2018). Additionally, it is generally accepted that larger parks 

outperform smaller parks (Squicciarini, 2009; Albahari et al., 2018). This can be explained 

by agglomeration economies; the larger the park, the larger the knowledge stock and 

spillover effects (Beaudry & Breschi, 2003).  

  

The park management also impacts innovation. Albahari et al. (2018) found that the 

management size is positively related to innovation performance, specifically to more sales. 

It is argued that a larger management team is better at facilitating collaborations and 

networking between the tenants and therefore positively impacts the product innovation of 

the tenants (Siegel et al., 2003). However, size itself is not a sufficient condition, since the 

authors discovered that services provided by the park management had no significant effect 

and might even be negative. Therefore, services, such as the provision of facilities or events, 

have to be relevant and geared towards their area of operation to be of value for the tenants 

(Lecluyse et al., 2019; Ng, Junker, Appel-Meulenbroek, Cloodt & Arentze, 2020). 

Furthermore, the management of the park must have appropriate expertise and experience 

in areas of relevance for the firms they are hosting (Löfsten & Lindelöf, 2003). Finally, the 

location of Science Parks in less technologically developed regions has a stronger effect on 

firms' innovativeness than in more technologically advanced regions since Science Parks in 
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effect are enclaves of innovation (Felsenstein, 1994). In more technologically developed 

regions, there are more alternative options available for firms (Albahari et al., 2018).  

  

2.2.5. Firm Contingencies on Innovation Impact 

While the park setup influences the innovation performance of tenants, firm size and a firm’s 

innovation capabilities (Vásquez-Urriago et al., 2016), the relatedness of the tenants to each 

other also plays a crucial role. Vásquez-Urriago et al. (2016) focused their attention on the 

firms located in Science Parks and found that all companies benefit from the location in a 

park. However, the effect is stronger for smaller firms than for larger companies. This 

supports the findings from Ferguson and Olofsson (2004) who found that smaller firms 

benefited more from the park’s reputation and university collaborations than larger firms. 

Furthermore, positive outcomes can only be accomplished if the companies have so-called 

innovation capabilities, that is, that they are already innovative (Vásquez-Urriago et al., 

2016). This is mainly related to in-house R&D capabilities (Lecluyse et al., 2019). Here 

again, smaller firms, with limited R&D capabilities, gain more in terms of innovation 

performance from being located in a Science Park relatively to firms with larger R&D 

capabilities (Huang, Yu & Seetoo, 2012). Nevertheless, firms that do not make any 

innovation efforts do not benefit from being located in a park (Corroche, Lamperti, & 

Mavilia, 2019). This is also found by Beaudry and Breschi (2003) who show that clustering 

itself may not be beneficial for innovation activities; instead, it may have negative effects 

such as causing congestion. They argued that to gain value from spillover effects or 

knowledge sharing, the tenants have to come from the same or related industries.  

  

2.2.6. Science Parks Geared towards the Food Sector  

In the food industry, research concerning the impact of Science Parks on the innovativeness 

of their tenants is practically non-existent. On a broader level, some research exists that 

focuses on the role of innovation intermediaries in the food sector (Klerkx & Leeuwis, 

2008). Innovation intermediaries have been coined as “an organization or body that acts as 

an agent or broker in any aspect of the innovation process between two or more parties” 

(Howells, 2006, p. 720). Therefore, Science Parks fall under this category. However, 

consultancies and internet platform portals are also included (Klerkx & Leeuwis, 2006). The 
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role of innovation intermediaries has become more relevant following changes to a more 

competitive global agricultural market. For the food sector, Klerkx and Leeuwis (2008) 

established three functions that innovation intermediaries fulfill: demand articulation, 

network brokerage, and innovation process management. Demand articulation is needed to 

identify needs and gaps in the current market. Network brokerage refers to linking different 

actors together and making relationships available. Lastly, innovation process management 

is seen as the facilitating role between the two first functions, fulfilling multiple roles such 

as knowledge brokering or optimizing interactions between the different actors. By focusing 

on these functions, Omta and Fortuin (2013) studied their impact on the Dutch Food Valley 

and found that the networking function was valued most by the member companies whereas 

demand articulation and innovation process management were deemed less relevant.  

  

2.3. Section Summary 

To summarize, our review of the literature in this section shows that the process of product 

innovation is increasingly dependent on external factors and on the ability of companies to 

exploit relevant knowledge and resources external to the firm. Especially in the food 

industry, which is known for having a low innovation rate, initiatives that simulate 

innovations are needed. Hence, it can be argued that innovation intermediaries in the food 

industry could fill that void. Therefore, an explicit understanding of how specific 

intermediaries, such as a Science Park, work and how they impact innovation would be of 

great value. Because of the multiple contingencies that impact innovation processes, from 

the setup of a Science Park to firm specificities, it can be concluded that if we want to 

understand how these initiatives can be effectively used to promote innovation, it has to be 

studied on the micro level. Based on the positive effects of Science Parks in other industries 

and the positive impact of innovation intermediaries in the food sector, shedding light on 

how a Science Park impacts the product innovation process for firms in the food industry 

can add new insights as well as practical implications for future development for both 

management and companies operating in that industry. 
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3. Methodology 

In order to develop acceptable results when investigating the research question, we needed 

to make certain methodological choices to ensure the validity of our study. For this, we used 

the framework of the research onion that is presented by Saunders, Lewis and Thornhill 

(2009), to help us develop our methodology. Moreover, it will also be applied as the 

structural guideline for this section. The section will start with a discussion on the 

underlying assumptions and approach of this study, which is followed by the practical 

implications of the research referring to research design, strategy and method for collecting 

and analyzing data. The adapted framework from Saunders et al. (2009) is visualized in 

Figure 1 below: 

 

 

Figure 1: Authors’ Research Onion. 

(adapted from Saunders, Lewis, and Thornhill, 2009) 

  

3.1. Research Philosophy 

The first layer of the onion is concerned with the research philosophy. When it comes to 

research, we have to make assumptions on what constitutes reality (ontology), what is 

acceptable knowledge (epistemology), and what role values play in research (axiology). 
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This step is relevant in the beginning since there is no one correct way to conduct research 

but it rather depends on what phenomenon you are studying. Furthermore, researchers 

naturally have different opinions about nature and how knowledge is created. Therefore, it 

is up to each researcher to make a case for the appropriate research philosophy for their 

specific study. Saunders et al. (2009) distinguish between four distinct research 

philosophies: positivism, realism, pragmatism, and interpretivism. As a positivist, the 

researcher puts him- or herself in the shoes of a natural scientist, viewing the world 

objectively and focusing only on observable data that can be generalized into law-like 

relationships. The realist’s scientific approach is fairly similar to that of the positivist; 

however, the realist also takes into consideration the context as well as the human 

perspective. Therefore, a realist will study not only what we see but also how we perceive 

it. A pragmatist uses more of a ‘mix-and-match’ approach, choosing from different 

methods, arguing that adopting multiple perspectives will help to answer the research 

question. This would mean, for example, using both qualitative and quantitative data. 

Lastly, an interpretivist, as opposed to the positivist, tries to understand the differences 

between humans as social actors. Here, the research focuses more on people rather than on 

observable and quantifiable phenomena. The argument for this view is that the world is too 

complex to be understood solely by law-like generalizations. Hence, we deem that an 

interpretivist perspective of the world is the most appropriate one to study such a complex 

process as innovation. This conclusion was made from different ontological, 

epistemological, and axiological views of the researchers, which will be outlined in the next 

sections.  

  

3.1.1. Ontology 

Ontology is “the researcher’s view of the nature of reality or being” (Saunders et al., 2009, 

p. 119). Hence, it is concerned with what constitutes nature. Two differing aspects of 

ontology can be described: objectivism and subjectivism (Saunders et al., 2009). 

Objectivism refers to the belief that social entities exist independently of social actors, 

therefore canceling out feelings or emotions. On the other hand, subjectivism, argues that 

social actors constantly influence social phenomena and therefore concerns itself with the 

meaning's that individuals attach to them. Hence, feelings and emotions would be 

considered in that view. Since this research is concerned with a socially constructed concept, 
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namely a product innovation process in the context of a Science Park, a subjective 

perspective of the world is likely to offer rich results. 

  

3.1.2. Epistemology 

Moving on to epistemology or “what constitutes acceptable knowledge in a field of study” 

(Saunders et al., 2009, p. 119), subjective meaning instead of observable phenomena are 

considered. We want to understand the impact a Science Park has on tenants' product 

innovation process. Therefore, we want to understand what tenants think and perceive in 

this regard. We want to, for example, thoroughly explore the motivations of tenants to join 

the park and uncover details on how it affected the product innovation process. 

  

3.1.3. Axiology  

Finally, axiological assumptions or “what roles the researchers’ values play in the research 

choices” (Saunders et al, 2009, p. 119) need to be mentioned. In line with the interpretivist 

perspective, the researcher cannot be separated from the research since research is value 

laden. Already by choosing a subjective approach through interviews, we show already that 

we value social interaction over an anonymous questionnaire. The influence of our values 

will be especially obvious when sampling and interpreting empirical results. Nonetheless, 

we aim for transparency throughout all stages of the research as well as considering the 

integrity of the interviewees and firm-specific information. 

  

3.2. Research Approach 

The layer after the research philosophy in the research onion is the research approach, which 

concerns the link between theory and research (Collis & Hussey, 2014). According to 

Saunders et al (2012), there are two basic research approaches: the inductive and deductive 

approach. The deductive approach may be described as a top-down approach, where the aim 

is to test postulated theories. The approach is useful when the aim is to identify causal 

relationships between variables or confirm (or invalidate) proposed theories. The deductive 

approach is often associated with a quantitative study using a large set of empirical data to 

be able to generalize results; however, it may as well be used in qualitative research. 
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On the other hand, inductive research is aptly described as a bottom-up approach since it 

instead focuses on establishing new theories through the analysis of empirical data. The 

researcher exploits collected data to identify phenomena and patterns, which in turn results 

in new theories and/or creates a theoretical framework. In other words, the empirical data 

provide the basis for the subsequent theory-building. The conclusions of the research are 

not formally tested and the findings are not aimed to be generalized. Instead, the aim is to 

create an understanding of the observations. Compared to the deductive approach, it has a 

less rigid methodological approach, which allows for alternative explanations of an 

identified phenomenon. Moreover, an inductive study is affected by the context from which 

the data are collected; hence, also smaller samples may be appropriate. 

  

This study contains features from both a deductive and an inductive approach. The research 

is grounded in previous research and partly aims to confirm original theories by bringing 

together previous research on Science Parks and the process of product innovation. 

However, as the aim is also to explore how being a tenant of a Science Park affects the 

product innovation process for companies operating in the food industry, it also follows an 

inductive approach. Moreover, the purpose of this research is not necessarily to validate 

previous literature nor are we researching a completely new phenomenon, but rather we aim 

to establish a deeper understanding of the relationship between innovation and Science 

Parks. Through that investigation, the aim is to identify new themes and patterns concerning 

the impact. An inductive research approach is considered to be appropriate since it allows 

the inclusion of contextual aspects and the exploration of the phenomena that are the product 

innovation process and Science Parks. Hence, our research is grounded in a combination of 

a deductive and inductive research approach, also referred to as an abductive approach 

which is when the researchers are moving back and forth between theory and data (Alvesson 

& Sköldberg, 2009). Moreover, the abductive approach allows us to move from the already 

identified relationship between Science Parks and innovation to a more profound and 

developed conception of it (Richardson & Kramer, 2006). 
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3.3. Research Design 

The third layer of the research onion concerns the research design, i.e., how the research 

question is transformed into a research project.  

  

3.3.1. Nature of Research Design 

After defining the research philosophy and approach, it is appropriate to clarify the overall 

purpose of the study. As explained by Saunders et al. (2009), research can be classified after 

its purpose, whether it is explanatory, exploratory, or descriptive. In addition, research does 

not need to be restricted to one single purpose but may involve characteristics from all three. 

Using quantitative data and statistical methods to test correlations between predetermined 

variables is typically associated with an explanatory purpose. Hence, when adopting an 

explanatory purpose, the intention is to verify and establish causal relationships between 

variables. 

  

On the other hand, if the research aims to explore and assess certain phenomena and/or when 

the intention with the research is to enhance the understanding of a problem, it is appropriate 

to adopt an exploratory approach (Robson, 2002). Moreover, as Saunders et al. (2012, p. 

171) state, an exploratory study is “flexible and adaptable to change” as new results from 

data emerge. Therefore, it is often associated with qualitative data, for instance, semi- or 

unstructured interviews. Descriptive studies are used if the aim is to describe events, people, 

or situations. It is typically adopted together with explanatory or exploratory research, either 

as a forerunner or as an extension. 

  

This study follows an exploratory purpose since it aims to explore the phenomenon of 

Science Parks and product innovation and to enhance the understanding of how the former 

impacts the latter. However, it also employs descriptive characteristics, referred to as a 

descripto-exploratory (Saunders et al. 2009). Before answering the overarching research 

question, a description of the tenants’ product innovation process is performed. Moreover, 

the study aims to add to the existing research by providing valuable insights regarding how 

product innovation processes can be stimulated for companies operating in the food industry 

and particularly what effects Science Parks may have. As the phenomenon of Science Parks 
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for companies operating in the food industry are quite understudied, we believe that it needs 

to be deeper understood in this context. Therefore, we judge that exploratory research is 

suitable to gain new insights and attain a deeper understanding of how a Science Park 

impacts on its tenant firms. Also, the flexible nature of adopting an exploratory purpose is 

seen as advantageous for the study as it allows for changes to be made throughout the 

process. 

  

3.3.2. Research Strategy 

The next layer in the research onion constitutes the research strategy. Saunders et al. (2009) 

maintain that the adopted strategy should be guided by the chosen objectives and research 

question, the extent of the existing knowledge, the time horizon and resources at hand as 

well as the researcher’s philosophical position. The authors present seven different research 

strategies, namely experiment, survey, case study, action research, grounded theory, 

ethnography, and archival research. To fulfill the purpose of this study, a case study is 

appropriate.  

  

This research uses the strategy of a single case study to perform an empirical investigation 

of a phenomenon in a specific context, a Science Park for companies operating in the food 

industry. For the purpose of our study, a deep contextual understanding is vital to understand 

how it impacts the product innovation process of the tenants, where a case study is 

appropriate (Saunders et al. 2009). While case studies help in providing a deeper 

understanding of the research object, their findings are often difficult to generalize since 

they are contingent to the case study specific context and not tested in a different setting 

(Flyvbjerg, 2001). Nonetheless, this is also not the aim of a case study. It rather aims to 

provide a closeness to real-life situations which is important in the development of a 

nuanced view of reality, for example, that human behavior cannot be understood as acts that 

are governed by certain rules (Flyvbjerg, 2001). Yin (2003) emphasizes that when 

conducting a case study, the boundaries between the studied phenomenon and the context 

is not entirely evident. This is true for our study since a Science Park for companies 

operating in the food industry can be seen both as a phenomenon per se and as the contextual 

setting. According to Saunders et al. (2009), a case study serves the purpose of bringing 

forth answers to the questions ‘why’, ‘what’ and ‘how’, and therefore seems suitable for 
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this study’s research question. Also, a single case study is adopted instead of a multiple case 

study since it represents a critical case, as Agro Food Park represents a Science Park geared 

towards the food industry that stimulates innovation amongst its tenants.  

  

3.3.3. Methodological Choice 

After the research strategy is decided upon, the next part of the research onion concerns the 

nature of the data to be collected. Saunders et al. (2009) distinguish between two types of 

data, namely quantitative and qualitative data. Quantitative data is used as a synonym for 

numerical data. By contrast, qualitative data refers to non-numerical data, collected through 

various data collection techniques, for instance, interviews, focus groups, and observations. 

To fulfill the purpose of the research, we adopted a mixed method by collecting both 

qualitative and quantitative data as it is assumed to contribute to fulfilling the purpose of 

our study (Saunders et al., 2009). However, qualitative research is the predominant approach 

in this study by collecting empirical data through interviews. The method allows for a more 

in-depth study which enables us to better understand and interpret the phenomenon of 

interest (Lichtmann, 2014). In particular, it enables us to investigate how the product 

innovation process of the tenants is affected by being a part of Agro Food Park. Moreover, 

quantitative data from secondary sources is used to complement and enrich the collected 

empirical data through semi-structured interviews. The adopted techniques of collecting 

empirical data are described below. 

 

3.3.4. Time Horizon 

The following layer of the research onion before reaching its core concerns the time horizon 

of the research. It should be emphasized that the time horizon of the research design is not 

dependent on what strategy is pursued or what method is adopted. Instead, it depends on the 

resource constraints and the research question. The time horizon can either be cross-

sectional or longitudinal. Longitudinal studies focus on development and changes that occur 

over time, whereas a cross-sectional time horizon shows a snapshot of the current situation 

(Saunders et al., 2009). When investigating a process, a longitudinal focus is often adopted 

since it is something that changes over time (Van de Ven, 1992). However, because of the 

time-constraint and lack of resources we decided to adopt a cross-sectional research design. 



 37 

Therefore, to investigate and understand the tenants’ process of product innovation and how 

it is affected by being a member of the park, we make use of their narratives and descriptions 

of how the process comes about and changes over time. 

  

3.4. Data Collection 

The innermost layer of the research onion concerns data collection as well as the analysis 

process. The previous layers of the framework impact and guide the adopted techniques and 

procedures (Saunders et al., 2009). The following subsection presents the choices at the 

center of the research onion which is impacted by the study’s philosophical assumptions, 

approach to research, and research design. 

  

3.4.1. Population and Sampling 

This study’s population constitutes all tenants of Agro Food Park in Aarhus, Denmark. 

Despite that it would have been possible to interview the whole population of firms at the 

Agro Food Park, the time and resources constraints precluded data collection from the entire 

population of over 80 tenants. According to Saunders et al. (2009), there are two major 

methods available when sampling a population. First, representative sampling, also called 

probability sampling, refers to when the sample is randomly selected and all elements in the 

population have the same probability of being selected. Second, a judgmental or non-

probability sample is when the units are not selected randomly but instead in a subjective 

manner. Moreover, because of its subjective nature, it is impossible to generalize from a 

population when using judgmental sampling. Nonetheless, it is a commonly used method in 

case studies since it enables a collection of in-depth and rich empirical data. Following the 

purpose and research strategy of this study, a judgmental sampling technique was adopted. 

Furthermore, since this study follows an interpretivist paradigm the aim is not to generalize 

about the entire population based on results for the sample, which further justifies the choice 

of a judgmental sampling method.  
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3.4.2. Sample Tenants of Agro Food Park 

In particular, this study adopts a purposive sampling technique, which is a form of 

judgmental sampling. Kuzel (1999) states that it can be used when sampling to obtain 

richness and depth in the collected data. The intention of gathering primary data from 

tenants of Agro Food Park was to obtain an in-depth understanding of how their product 

innovation process was affected by being a member of the park. Moreover, we sought to 

capture the tenants’ opinions and perceptions. From an initial unstructured interview with 

the Community Manager of Agro Food Park, Søren Madsen, we understood that the tenants 

differed with regards to what extent they utilized the services and support structure of the 

park as well as the extent to which they interacted with other tenants. Therefore, we asked 

Søren Madsen, who is highly knowledgeable about the tenants, to provide us with a list of 

the companies that he perceived were actively involved in the park. The companies that 

Søren Madsen proposed together with online research of different tenants in the park, a 

sample was generated. Hence, with purposive sampling, we were able to identify a highly 

relevant sample. 

  

We targeted tenants based on various characteristics that are aligned with the purpose and 

the research question of the study. In addition to the criteria that the company needs to 

operate in the food industry, be a tenant of Agro Food Park, and be an active member of and 

utilize the services offered by the park, the sample of firms has other certain characteristics 

in common. Vásquez-Urriago et al. (2016) found that firm size influences the innovation 

performance of tenants. Therefore, we decided to include both larger and smaller companies 

in our sample to investigate whether there are different implications for the product 

innovation process depending on the size of the firm. Moreover, we understood from the 

interview with Søren Madsen that the startups in the park are also part of an incubator that 

offers an extra layer of services. Therefore, the companies were divided into three 

categories: startups, SMEs, and larger companies. 

  

Moreover, the relatedness of the tenants to each other play a crucial role (Beaudry & 

Breschi, 2003). All the firms in Agro Food Park operate within the food industry but our 

sample consists of tenants representing differing good or service categories. The aim is to 

investigate if this still makes them related to each other as well as whether the implications 
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are different depending on whether they offer a good or a service. Our sample includes 

tenants operating within food production, foodtech, recruitment, food consultancy and 

communication. While the distinction between what constitutes a product is often blurred, 

a common distinction is that tangible products are referred to as goods while intangible 

products are referred to as services. We adhere to this distinction in our study as well. 

Nonetheless, we are not trying to exclude any type of company, rather we will use these 

categories to help structure our sample and data. 

  

Patton (2002) claims that heterogeneous samples enable unique insights that could have 

been lost in a more homogenous sample, which justifies the selection of tenants from various 

product categories as well as different firm sizes. Finally, we wanted to see if the time in 

park has an effect as well since trust can play a crucial part in knowledge exchange and this 

is usually established through repeated interactions (Ring & Van de Ven, 1994). Therefore, 

we wanted to see whether tenants that had been in the park for a longer time period, had a 

greater benefit with regards to knowledge exchange and their innovation process. Hence, 

we tried to include tenants that were part of the park since its initiation, that had been in the 

park for more than five years and tenants that recently joined (defined as within the last one 

or two years). 

  

This study’s sample comprises nine companies where all the interviewees are highly 

knowledgeable about the product innovation process of the company. For the startups and 

the SMEs, the interviewees were either the founder or CEO of the company and for the 

larger ones, it was a company representative holding a high-level position in the innovation 

department. Besides the tenants, the sample consisted of two experts, namely the Site 

Manager of the park’s incubator, called Agro Business Park, and Agro Food Park’s 

Community Manager. The aim of expanding the sample by adding two experts was to get a 

more holistic view of how the product innovation process of the tenants was affected and 

how they perceived the park's overall impact. 

  

3.4.3. Primary Data 

As emphasized in Saunders et al. (2009), primary data can be collected adopting various 

data collection techniques, notably through questionnaires, observations, and interviews. 
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First, when undertaking an explanatory or descriptive study, questionnaires are commonly 

used as an effective method to collect responses from a larger sample. Second, if the 

intention is to fulfill the research purpose by observing people’s behavior, observation is an 

appropriate method. Finally, when undertaking an exploratory study, interviews, as the 

method for collecting empirical data, allows the researcher to gather expert knowledge and 

in-depth information from incumbents and experts in a certain area of expertise. In addition, 

it holds the benefit of gaining detailed and in-depth answers to questions. The aim of this 

study is to understand how the process of product innovation is undertaken by the tenant 

firms and, in turn, how the innovation process is affected by being a member of Agro Food 

Park. Consequently, we assumed that interviews would provide the necessary in-depth 

insights and understanding to answer the research question and are therefore selected for 

the collection of primary data.  

  

As asserted by Saunders et al. (2009), interviews can differ in their structure depending on 

the purpose of the research. They can be highly standardized where all interviewees are 

given the same questions independent of their previous answers. But, they can also pan out 

like unstructured talks of a more informal character. Depending on the structure and level 

of formality, interviews can be categorized as structured, semi-structured, or unstructured 

interviews. Semi-structured interviews are characterized by being non-standardized and are 

referred to by King (2004) as qualitative research interviews. Following this structure, the 

interviewer holds a list of themes to be covered, but the questions asked may vary across 

interviews. In a less structured interview, the interviewer is able to ask the interviewee to 

further elaborate on and explain specific issues that come up. In addition, it also allows for 

follow-up questions on previous answers when the researcher sees the need for more in-

depth exploration. Hence, when conducting an exploratory study, less standardized 

interviews are advantageous (Cooper & Schindler, 2008), and was therefore the adopted 

structure of our interviews. Moreover, the flexibility that the structure allows for, enables 

the discussions to move into topics and areas that have not previously been considered by 

the researcher (Kvale & Brinkman, 2015).  

  

To structure the interviews with the tenants, we conducted an initial interview with the 

Community Manager, who has been affiliated to Agro Food Park since its initiation, to get 
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an understanding of the structure of the park as well as on the impact it is expected to have 

on the tenants. Based on the previous research, presented in the literature review, together 

with the insights from the initial interview an interview guide for the tenants was 

constructed. Nine semi-structured interviews with representatives from nine tenants were 

conducted. How the sample was selected was outlined in subsection 3.4.1 above. In order 

to schedule the interviews, we reached out to the potential interviewees through email 

together with a brief description of the research project as well as our expectations of the 

interview. Saunders et al. (2009) emphasize that if the aim is to obtain in-depth answers and 

reflections, it is important to establish personal contact. In addition, when addressing 

complex topics, face-to-face interviews are beneficial (Collis and Hussey, 2014). Therefore, 

all interviews with the tenants were conducted face-to-face at Agro Food Park (Table 3). 

  

Table 3: Interview Log. 

Position Company Date and Location 

Community Manager Agro Food Park 6/02/20 at Agro Food Park 

CEO Foodjob Nordic 26/02/20 at Agro Food Park 

Executive Director, 

Innovation SEGES 26/02/20 at Agro Food Park 

Founder and CEO Sweetkynd 27/02/20 at Agro Food Park 

Founder and CEO 

Cath Mersh 

Communications 27/02/20 at Agro Food Park 

Founder and CEO Innova Consult 27/02/20 at Agro Food Park 

Innovation Manager Arla 28/02/20 at Agro Food Park 

Co-Founder and CEO DeliDrop 28/02/20 at Agro Food Park 

Co-Founder and CEO Tracezilla 28/02/20 at Agro Food Park 

Co-Founder and CEO NaturemBioscience 28/02/20 at Agro Food Park 

Site Manager  Agro Business Park 11/03/20 via Skype 

 

All interviews with the tenants are structured around three main themes: the firm’s product 

innovation process, collaborations and network, and Science Park impact (Appendix 1). 

According to Saunders et al (2009), it is of high importance that interviewees are aware of 

the study’s purpose. Therefore, before the interview started, the purpose of the research as 

well as what was expected from the interviewee was explained. Moreover, our adopted 

definition of the product innovation process was presented. To ensure that the participants 
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understood our adopted definition of the process in the same way, we made a visualization 

that they could use as a reference when walking us through their process (Figure 2).  

 

 

 Figure 2: Visualization of Product Innovation Process for Interviewees. 

 

Because of the exploratory character of this research, the pre-formulated questions were 

used as guidelines, and follow-up questions were asked on an ongoing basis. To ensure that 

all interviews generated sufficient empirical data, we made sure that the important themes 

were checked off as they were covered by the interviewee. The interviews with the tenants 

lasted between 40 to 90 minutes. All the interviews were recorded and transcribed afterward 

in order to ascertain quality and facilitate further analysis.  

  

An interview with the Site Manager of the incubator, that four of the interviewees are a part 

of, was also conducted. Through the interviews with the tenants, we understood that the 

tenants, which are a part of the incubator, are offered a different supporting structure 

compared to the other tenants in the park. Therefore, to get further insights into how being 

a part of the incubator in Agro Food Park affects the process of product innovation, we 

found one additional interview to be appropriate.  
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3.4.4. Secondary Data 

Secondary data refers to data that is collected by someone other than the user for another 

purpose. It can be used in both quantitative and qualitative studies but is most commonly 

used for descriptive or exploratory research, often as a part of case studies for survey 

research strategies (Saunders et al. 2009). Saunders et al. (2009) developed three sub-

categories of secondary data, namely; survey-based data, documentary data and those 

compiled from multiple sources.  

 

According to Ghauri (2005), the main advantage with using secondary data is that the 

researcher saves resources, for instance, time and money. Consequently, there is more time 

to analyze the potentially larger data set and to contemplate theoretical aims. Moreover, it 

can provide a larger sample than the researchers would have the possibility to obtain 

themselves (Saunders et al., 2009). For this study, survey-based secondary data is used to 

complement the primary data collected from interviews to enrich our research further 

(Bryman & Bell, 2015). The secondary data source consists of a survey that was conducted 

in February and March 2019 by the park management with all the tenants in Agro Food 

Park. The results are based on answers from 62 out of the 80 firms in the park. The data is 

used to measure and assess the primary data by placing it in a broader and more general 

context. (Saunders et al., 2009). Moreover, it is used, when possible, to strengthen and 

validate specific tenants in Agro Food Park it includes a good coverage of our studied 

population. Saunders et al. (2009) claim that it can be difficult to assess the quality of 

secondary data, therefore, these data sources must be carefully evaluated. The secondary 

data was acquired from the park management. Therefore, it is seen as a reliable source being 

the ones who conducted the survey. Moreover, the respondent rate of 77.5 percent is 

considered high and therefore allows for a good representation of the population. 

 

3.5. Data Analysis 

Before presenting and analyzing the empirical results derived from the conducted 

interviews, we needed to structure and code the gathered data. To facilitate that process, we 

used the coding software Nvivo to group the data in different categories. The theoretical 

propositions from our literature review were used here to conceptualize an initial framework 
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(Yin, 2003). Following our abductive research approach, we used template analysis for 

qualitative data analysis (King, 2004). Here, predetermined codes can be adjusted or added 

while analyzing the data. In comparison to grounded theory which stays more prescriptive, 

this approach allows for more flexibility in identifying themes (King, 2004).  

  

Our data went through two coding rounds. We established our first template by using the 

literature review as a framework as well as our interview guide to establishing higher and 

lower order codes (Appendix 3). Hence, before we started to code, a framework on how to 

approach the data was already established. Nonetheless, we used two interviews – one from 

a startup and one from a larger company – to test the robustness of our template. We then 

adjusted the template based on the example interviews and rearranged and added some 

codes before individually processing the data to discover relevant quotes (Appendix 3). 

Researchers, especially with qualitative data, might interpret data differently and develop 

different codes from the same data set (Dey, 1993). Therefore, we independently went 

through the data to ensure also that we did not miss out on important findings and quotes. 

Halfway through the data, we compared nodes and codes to see if we had to align our 

template. Since we allowed for new themes to emerge, new codes had been established. 

However, while the naming was different amongst us, the content stayed the same. Hence, 

we finished the coding separately and merged our findings in the end, adjusting also the 

different naming of codes. 

  

We then discussed and together validated the final coding scheme. We found that network, 

external resource acquisition, interactive features of the park, park management, and the 

incubator had evolved to important themes, having gathered the most references. We then 

printed the different code files to lay them out separately and discuss relationships before 

bringing the findings together in the section where our findings are presented.  
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4. Results 

In this section we present the empirical findings of our study. In the first subsection, the 

case description of Agro Food Park is presented. In the second subsection, we present the 

tenants in the sample as well as their product innovation processes. In the final subsection 

we present our findings with respect to the park's impact on the tenants. 

  

4.1. Case Description 

Agro Food Park is Denmark’s largest Science Park geared towards the food sector. Agro 

Food Park was established in September 2009 and started out with only one organization, 

the Danish Agricultural Advisory Service. The vision was to create an innovation ecosystem 

for the food industry. Today, the park hosts around 80 companies including large companies 

such as Arla and SEGES as well as SMEs and startups. These companies employ 

approximately 1,100 people working in the agriculture and food sector. Agro Food Park 

also hosts innovation and network institutions such as Future Food Innovation, Væxthus, 

Midtjylland, Invest in Denmark, and the Danish Food Cluster. The park is located just 

outside the city lines of Aarhus and stretches over an area of over 100 hectares. Together 

with the Food Valley in the Netherlands, Aarhus Business Region is one of the two top 

hotspots for food innovation in Europe, hosting a variety of important players in the 

agriculture and food industry such as DuPont and Arla. Furthermore, this region produces 

around four percent of the world's food ingredients. 

  

While Science Parks are often state-funded or established through a university’s effort 

(Lecluyse & Knockaert, 2019), Agro Food Park is, up until today, privately owned by the 

Danish Agriculture and Food Council (DAFC). The DAFC is a non-profit membership 

organization of Danish farmers and other actors in the food industry, hence, making the park 

a non-profit organization since any profit generated from the park is distributed back to its 

members. The park is run by a small management team, composed of four members, 

including CEO Anne-Marie Hansen, Community Manager Søren Madsen, Secretary 

Manager Katrine Friis Østergaard and Financial Manager Thomas Funch-Hansen. 

Furthermore, the park hosts an incubator of around 25 startups which is operated by Agro 

Business Park. Agro Business Park also operates incubators in three other locations around 
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Denmark, specializing in entrepreneurship and idea development in food and bio economy. 

Kathrine Vejgaard Stage is the Site Manager for the incubator in Agro Food Park. 

  

The park aims to promote research, development, and innovation, specifically within 

agriculture and food. Therefore, the eligibility criteria for joining the park is that companies 

have to operate in the agriculture and food sector. Furthermore, the focus of the park is on 

knowledge creation; hence, companies are not allowed to produce on-site. Agro Food Park 

has developed and implemented a strategy which they refer to as a M3 Strategy, offering 

services in three dimensions. First, it offers the tenants fundamental facilities such as office 

space, a canteen, and meeting rooms as well as personal services such as hairdressers and 

dry cleaning. Second, the strategy contains a social dimension, offering social events for all 

employees in the park such as Christmas parties and football tournaments. Third, the park 

management organizes business-related events in the park, for instance, workshops, 

seminars, networking events, and presentations by invited speakers. According to an annual 

survey among the different tenants from 2019, 53 percent of the Agro Food Park companies 

have increased their turnover (Appendix 4). Moreover, the survey showed that 75 percent 

of the companies introduced new products in the previous year and more than 80 percent of 

the companies collaborated with one or more tenants in the park. Almost all tenants believed 

that the park had a positive effect on their firm’s development. 

  

4.2. Empirical Findings 

During the interviews with the tenants and the representatives from the management of Agro 

Food Park and Agro Business Park, our aim was to investigate how the process of product 

innovation for the tenants comes about and how the innovation process is affected by the 

fact that the interviewed tenants are members of the park. In the following subsections we 

present the empirical findings of our study. This presentation is divided into two 

subsections. We begin by presenting the tenants in the sample as well as their product 

innovation process. This is followed by a presentation of the results where we specifically 

focus on the question how the park may have an impact on the tenants’ process of product 

innovation. These findings are categorized into themes that were identified and derived from 

the interviews. To strengthen and validate specific findings, the empirical findings are 
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complemented with the results from the survey conducted in 2019 by the park management 

with the tenants in Agro Food Park. 

  

4.2.1. Presentation of the Tenants in the Sample 

Table 4 lists the nine park tenants included in our study. Besides a company description, the 

table showcases the firm size, product type, year of joining the park as well as the motivation 

to join.  

 

Table 4: Presentation of the Tenants in the Sample. 

Company 

Company 

description 

Firm 

Size 

Good or 

Service 

Year of 

joining 

the Park 

Motivation to join 

Park 

Arla 

Produces dairy 

products 

Large 

Company Good 2017 Business 

SEGES 

Research and 

Innovation 

house 

Large 

Company Service 2009 Business 

Foodjob Nordic 

Recruitment 

Company SME Service 2009 Individual/Business 

Innova Consult 

Sensory Science 

Consultancy SME Service 2012 Individual 

Cath Mersh 

Communications 

Communication 

Service SME Service 2012 Individual/Business 

NatuRem 

Bioscience 

Produces fungi 

and micro algae Startup Good 2019 Personal/Business 

DeliDrop 

Delivery system 

for food startups Startup Service 2019 Business 

Tracezilla 

Offers an ERP 

software Startup Service 2018 Business 

Sweetkynd 

Produces wine 

gums Startup Good 2019 Business 
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The firm size of the tenants is categorized in startups, SMEs and large companies. We have 

used the European Commission’s (2020) definition of large companies and SMEs. 

Accordingly, two companies are categorized as large firms having more than 250 

employees, and three companies fall in the SME category of having less than 250 

employees. The remaining four companies belong to the startup category, following Blank 

and Dorf’s (2012) definition of a company that is looking for a scalable and repeatable 

business model. Furthermore, these four companies are part of the incubator which 

specifically focuses on startups. 

  

When it comes to the area of operations, the companies work in different fields along the 

food supply chain, from production to consultancy to software development. Nonetheless, 

the sample can be divided into three companies mainly offering goods while the remaining 

six companies offer a service. 

  

Companies also differ as to when they joined Agro Food Park. Two companies have been 

part of the park since its initiation in 2009, three joined in the next few years. Even though 

Arla moved in officially in 2017, they have been planning and developing its innovation 

center in the park since 2013. The four startups in our sample are very recent members of 

the park; all of them have less than two years of residency. Finally, while most companies 

joined the park for business-related reasons such as getting closer to the food industry, three 

companies also stated individual reasons such as personal connections in the park. Only 

Innova Consult mentioned purely individual motivations for joining the park. 

  

“And then my brain functions in a strange way sometimes, but the reason why I actually 

moved here now was because an office became available, where the view was fantastic. 

That's it.” – Lisbeth Ankersen, Innova Consult.  

  

4.2.2. Product Innovation Process 

When it comes to product innovation, it was investigated through the process presented in 

Figure 2. Hence, it is compartmentalized into the three phases derived from the literature 

review, namely, idea generation phase, development phase and ready-to-launch phase. 

However, there are certain differences among the tenants in how the process comes about 
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and what inputs are needed in what phase. This subsection will focus on presenting these 

differences, hence, also describing the product innovation process of the tenants. 

Consequently, the first sub question of our research question will be answered.  

 

o What does the product innovation process look like for the tenants?  

 

4.2.2.1. Innovation Methods 

The large companies in our sample have devised a specific process that they follow when 

pursuing innovation. These processes are established to synchronize the efforts of the 

various people involved in the company in order to ascertain the efficiency of the innovation 

process. Furthermore, both SEGES’s and Arla’s time horizons go beyond one year when it 

comes to their development phase. The long time span obligates them to formulate clear and 

well-structured processes. While SEGES uses Design Thinking and other iterative methods 

for specific steps within the process such as qualifying ideas, their overall process follows 

a rather linear setup. This is also the case for Arla, who mentions agile working as an 

approach; nonetheless, their ambition to double the impact of their innovation while cutting 

development time by half is very much influenced by the Stage-Gate model. 

  

“As everyone else in product development and in the innovation department at Arla Foods, 

we are vaccinated with the Stage-Gate model.” – Peter Sinding, Arla.  

  

The smaller the company, the less structured the innovation process, and in some cases there 

does not even exist any clearly formulated process. Instead, their product innovation hinges 

on opportunities that open up along the way. Cath Mersh Communications mentioned that 

“by muddling through, things kind of happen by coincidence” or DeliDrop stated that “you 

can stumble across different solutions and one thing often leads to the other.” Thus, the 

process is more iterative with inputs from different actors guiding the development in new 

directions. Especially startups include their external network to test and sample ideas. 

  

“So, we don’t have a really structured process on how to do that. For me, it’s really a lot 

about sampling.” – Rasmus Linnet, DeliDrop. 
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4.2.2.2. Top-down versus Bottom-up 

Since only the large companies formulated clear processes with regards to their innovation, 

only SEGES and Arla have an organizational setup with respect to the management of their 

innovation activities. Both companies employ a top-down structure and strategy for their 

innovation process. As an example, Arla has different initiatives, called Smart Start or Dairy 

Hack, which they implemented to generate ideas for new products. SEGES as well has 

defined a clear structure with different stages in the innovation assigned to different 

employees.  

  

“And then we have a process here where we have some of our employees, especially trained 

in using different innovation models. We call them innovation masters.” – Lisbeth Shooter, 

SEGES 

  

When it comes to intellectual contributions to the innovation process, both companies 

include a bottom-up approach, mainly at the beginning of the process when it focuses on 

idea generation. 

  

“The pipelines of ideas that we have, every project list of the ones that we are going to 

launch is mostly created locally.” –  Peter Sinding, Arla. 

  

“We ask farmers, we will ask veterinarians, we would ask advisors, companies, ourselves, 

colleagues.” – Lisbeth Shooter, SEGES. 

  

4.2.2.3. Resource Acquisition 

With regards to acquiring the relevant resources needed for the innovation process, different 

approaches can be found amongst the tenants. Resources that are important in the process 

include ideas, expertise, or knowledge within the development phase as well as physical 

resources. Furthermore, human resources such as suppliers, specialized workforce as well 

as customers are needed. For idea generation, larger companies try to include as many 

people as possible, externally, and internally. Once it comes to developing the idea, they 

tend to turn inward. 
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“All ideas can be started wherever there is a brain. So, whenever there is a brain, we can 

have an idea and we have a lot of initiatives.” – Peter Sinding, Arla. 

  

“When we collect ideas, it can be from all sorts. But how to build a project from an idea, 

that is SEGES’s domain.” – Lisbeth Shooter, SEGES. 

  

For the SMEs and startups, the initial idea usually stems from within the company or from 

experience.  

  

“But most of it is like my own idea and I see something lacking in the market at present.” – 

Michelle Ngoc Le Kynde, Sweetkynd. 

  

However, when developing products, the startups and SMEs include external partners and 

customers to a large extent. In addition, access to customers becomes especially important 

once companies reach the ready-to-launch phase in their process. 

  

“At a very early stage, we got involved with a handful of companies that gave us a lot of 

input, and some of them even ended up being customers, and even contributed more to 

developing the solution.” – Katrine Søndergård, Tracezilla. 

  

All companies involve customers in their process. However, the involvement occurs at 

different stages. While larger companies use customers especially in the idea generation 

phase, startups and SMEs tend to involve customers to a greater extent in the development 

of existing ideas. Here, the customer is used as a source of knowledge that helps in 

improving solutions. Besides the knowledge gained from customers, knowledge is also in 

some cases derived from scientific research. Only a few companies in the sample include 

scientific research to a greater extent when developing their product besides using 

customers. NatuRem Bioscience product is based upon scientific research with the aim to 

radically innovate the food ingredients market. 
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“Then we have many students involved at KU (Københavns Universitet)… they do research 

in the strain itself, but also testing the biomass in food applications.” – Christian Kjølby, 

NatuRem Bioscience. 

  

Arla focuses on scientific research as well to ensure that they stay on top of the game 

regarding what is currently possible in the dairy product industry and to be able to react fast 

to changes in consumer demand.  

  

“So, we are spending quite some money in research year by year … to make sure that Arla 

is on the cutting edge.” – Peter Sinding, Arla. 

  

For SEGES and Innova Consult, science builds the basis of the service that they are offering; 

hence, they both are involved to a certain degree with scientific research.  

  

“Everything we do is more or less research projects.” – Lisbeth Shooter, SEGES. 

  

“I don’t know that much about sales because it is not what I was trained in. I am more on 

to the scientific part.” – Lisbeth Ankersen, Innova Consult. 

  

Concerning resource acquisition, it is apparent that it is dependent on company size. The 

large companies rely mainly on their internal resources, owning physical resources such as 

machinery as well as having the brainpower in-house. Arla mentioned that they have a 

critical mass when it comes to employees with which they can cover all relevant areas in 

which they want to conduct research. Furthermore, they own state-of-the-art technology and 

facilities. The same applies to SEGES, which employs around 650 employees who are 

mostly technical experts in their respective fields. Smaller companies are not as resource 

heavy, which forces them to access resources externally to a larger extent. This is true both 

for startups and SMEs. Foodjob Nordic reported that when they recruit internationally, they 

work together with partners who take over the process locally in the respective countries, 

so recruits do not have to fly to Aarhus, for example. Also, when it comes to physical 

resources such as production facilities, external partners are accessed as Sweetkynd 

explains: 
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“I started looking for a company … and found a company in Germany, which is now 

producing it for me. So it was actually together with this company that I developed the 

recipe.” – Michelle Ngoc Le Kynde, Sweetkynd.  

 

4.2.2.4. Goods versus Services 

Categorizing the tenants by their product offer, if they either offer a good or a service, minor 

differences with regards to their innovation process could be established. Both goods and 

service companies include customers in their process as well as scientific research when it 

comes to idea generation or development. Generally, knowledge is accessed both internally 

and externally regardless of goods or service offer. Also, linear or iterative processes are 

represented in both categories. Nonetheless, the need for physical resources such as 

production sites or machinery is higher amongst tenants offering a good then tenants that 

offer a service.  

  

4.2.2.5. Challenges in the Product Innovation Process 

 

Table 5: Main Challenges in the Innovation Process by Company Size. 

 

Resources Commercialization Management 

Future 

Development  

Startup X X   

Big Company   X X 

SME No clear pattern could be established. 

 

When it comes to challenges pertaining to the product innovation process, Table 5 shows 

what differences we have identified in the type of challenges that relate to firm size. The 

main challenge for the startup firms seems to be the acquisition of sufficient resources. Time 

is mentioned most often, followed by physical resources such as money and the right people. 

Also, the commercialization of goods or services often poses a barrier because of a fierce 

competition in the market or a poor product-market fit. By contrast, for the large companies, 

resources and commercialization are not considered to be challenges. Rather, the 
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coordination and management of a large company as well as future development challenges 

regarding sustainability and novel idea creation, were mentioned.  

  

“Then, of course, there is the sustainability challenge. … And here in Denmark, the 

government has decided to spend around a billion Danish kroner on research and until the 

19th of March, we have to come up with ideas to reduce carbon emissions in the agricultural 

area.” – Peter Sinding, Arla. 

  

“Our main challenge is still to actually get enough, how to say, innovation height, enough 

of these more out-of-the-box thinking projects.” – Lisbeth Shooter, SEGES. 

  

However, amongst the SMEs, no clear pattern could be established. While one tenant 

mentioned time as an issue, one referred to management issues based on the fact that the 

company is run by only one person, and finally, another SME did not recall any specific 

challenges. 

 

4.2.3. Park Impact  

After having presented the results of the product innovation process for the different tenants, 

this subsection will focus on the findings on how the park impacts the tenants’ product 

innovation. The results are categorized into the following themes identified based on the 

interviews: network building, resource acquisition and increased awareness.  

  

4.2.3.1. Network Building 

First, the park impacts network building. The management of Agro Food Park explained 

that they pursue an intensive networking strategy. This is also one of our most apparent 

findings. Furthermore, there is also an agreement among the tenants that the networking 

opportunities that arise more or less spontaneously in the park, are of greatest benefit to their 

product innovation process. Thus, the following subsection presents the findings of how 

being a tenant of Agro Food Park affects network building.  
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4.2.3.1.1. The Network of the Food Industry 

The findings show that the food industry in Denmark is a network-intensive industry, where 

it is important to have a strong network.  

  

“Everything in this industry tends to be established through networks, so you know most 

cases because someone knows someone who knows someone.” – Lisbeth Shooter, SEGES.  

  

Five of the tenants as well as the representatives from the management team of Agro Food 

Park and Agro Business Park mention, despite the size of the industry, the network in the 

food sector is rather small, where everybody knows each other. 

  

“We are a giant ecosystem, it’s 150 years old, 140 years old, and everybody knows each 

other.” – Mads Kinch Clemmensen, Foodjob Nordic.  

  

The findings show that this is also apparent in the park itself, where personal relationships 

have contributed to the establishment of the park. Foodjob Nordic, which was one of the 

first companies to join the park, affirms that they thought that it sounded like an interesting 

initiative, but that they probably would not have joined if the Managing Director did not 

know the park’s Community Manager Søren Madsen from before. 

  

“I would not have moved here if it wasn’t for Søren, because I knew Søren from Arla.” – 

Mads Kinch Clemmensen, Foodjob Nordic.  

  

Furthermore, the management's extensive network and previous experiences in the food 

industry have contributed to the acquisition of important industry players such as Arla. 

  

“He (Søren) was actually a butter specialist at Arla Foods before. So, I know him very well. 

Of course, we have a common interest in developing this center, so that it becomes an 

attractive place.” – Peter Sinding, Arla. 

  

Besides having attracted large food companies such as Arla or Chr. Hansen, the park hosts 

influential organizations in the food industry, for instance, the Danish Food Cluster and 
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Future Food Innovation. These organizations have an extensive network in the food industry 

and support businesses in identifying opportunities in the food sector. Therefore, referring 

to the network-intensive industry, it becomes relevant for any company operating in the 

food sector to establish good relationships that reach into the core of the food industry. This 

is emphasized by NatuRem Bioscience: 

  

“So, if you want to try your product, it is very important that you get into the core of this 

network, because when you go deeper into it, you see that it is often the same people you 

meet. It is often the same decision-makers that are, you know, sitting in the innovation fund 

programs, giving input, and deciding. It is crucial that you create awareness in this inner 

circle.” – Christian Kjølby, NatuRem Bioscience.  

  

The empirical findings also show that the prerequisite to join the park, that the firm needs 

to be operating in the food industry, increases the relevance of the network that they can 

access through the park. 

  

“Because I could have chosen any other office space environment as my brother did, but he 

didn’t get any benefits from his. This is more specialized in Food Innovation, and it really 

helps to build your network.” – Christian Kjølby, NatuRem Bioscience.  

  

4.2.3.1.2. Network Facilitated by the Management 

The findings demonstrate that a contributing factor to how new relationships are established 

between the tenants in the park as well as relevant actors outside the park is dependent on 

the available services as well as the management’s role in facilitating it. 

  

“When you are a very small company at a very early stage, it is difficult to convince other 

people, other companies to engage with you, and this is where having an environment like 

Agro Food Park and the incubator is so valuable.” – Katrine Søndergård, Tracezilla.  

  

The way through which the park actively facilitates network building is threefold. First, it 

is done by the management of Agro Food Park. Second, the incubator facilitates network 

building, although exclusively for the startups that are a part of it. Last, there are networking 
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institutions inside the park that offer network possibilities within the industry. We will 

present the findings following that order.  

  

Søren Madsen, Agro Food Park’s Community Manager, explains that the park is pursuing 

a network-intensive strategy. The aim of the park is to create a network with a variety of 

possibilities and relevant opportunities for the tenants to tap into. He explains that the 

management is always happy to assist in connecting people and facilitating the network 

building of their tenants. Still, he also emphasizes that they are not interfering with how the 

tenants are running their businesses, but rather opening up possibilities.  

  

“We try to create the framework and network, the possibilities, relations...We offer these 

square meters and the services, social events, and the business events, and then it's up to 

people to meet and connect and do business.” – Søren Madsen, Agro Food Park. 

  

Søren Madsen has extensive knowledge about who is in the park and therefore knows which 

tenants could be relevant for each other.  

  

“So the role of Søren… he talks to every new tenant, and then, when he gets the time, he 

tells you “you might want to talk to these guys” and then he connects you.” – Mads Kinch 

Clemmensen, Foodjob Nordic.  

  

When the park management identifies synergies between tenants, they encourage them to 

connect in the hope of achieving a valuable exchange. 

  

“So why should not Katrine have lunch with Anne, one of the CEOs of ISI Food 

Production… I am sure that Anne could give Tracezilla and Katrine at least eight to ten 

leads.” – Søren Madsen, Agro Food Park.  

  

There is a common agreement amongst the tenants that the management team is a useful 

tool for finding relevant tenants inside the park.  
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“I ask Anne-Marie, is there anything, anyone who works with this and the other, if there are 

any new tenants, we are trying to find out if they do something that is relevant for us… just 

generally sort of try to see who could be interesting for us to know a bit better.” – Lisbeth 

Shooter, SEGES.  

  

Furthermore, all tenants except one express that the actors proposed by the park 

management often generate value in some sense and that they, therefore, are open to meet 

the ones that they get recommended. 

  

“For example, if Søren recommended me to talk to you and have a cup of coffee – certainly 

I would say yes.” – Mads Kinch Clemmensen, Foodjob Nordic.  

  

The purview of the management is not limited to facilitating network building between 

tenants, they also offer connections to relevant players outside the park and there are many 

organizations that are tied to Agro Food Park without being tenants. 

  

“A lot of companies are linked to or have some kind of relation to here. Also, many of the 

organizations here have a very strong network.” – Katrine Søndergård, Tracezilla.  

  

In addition to the strategy of actively connecting tenants, there are many different types of 

events taking place in the park, for example, presentations, seminars, network-events as well 

as social events. The management explains that the idea of these events is to bring people 

together, both from inside and outside the park. 

  

“There are a lot of tenants in Agro Food Park that don’t know each other or don’t know of 

each other. So it is really good that they provide these events to the employees from all 

companies.” – Lisbeth Shooter, SEGES. 

  

The survey shows that 88 percent of the respondents find the business events valuable. 

However, the findings are split concerning how frequently the tenants attend these events 

and how valuable they find them when it comes to contributing to the development and 

expansion of their network. The SMEs find them valuable for getting in contact with people 
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and establishing new relationships. The startups do not use them as an opportunity to 

network, but rather attend the events if they deal with a topic of interest to them and their 

business. The larger companies support the initiative but do not mention any particular 

benefits in terms of networking.  

  

4.2.3.1.2. The Role of the Incubator 

Another network facilitator in the park is the incubator, Agro Business Park. The incubator 

operates to some extent as an independent ecosystem within the park. The startups agree 

that most of the perceived benefits are generated from being a part of the incubator and not 

necessarily from Agro Food Park as a whole. This is also a concern that was brought up by 

Søren Madsen: 

  

“It is very important that the incubator is not just the incubator area, but that it is an 

integrated part of the whole ecosystem.” – Søren Madsen, Agro Food Park. 

  

The findings demonstrate that the incubator offers greater support for the startups when it 

comes to network building. The management of the incubator takes a more active role than 

the management of the park in connecting the tenants with relevant actors that they believe 

could add value to their business. Furthermore, the startups often turn to the incubator’s 

management team to see if they might have someone in their network that could be of 

relevance.  

  

“So, I see the incubator as a network facilitator. A network creator, that you have to spend 

resources to maintain your network, because you have a tendency to focus just on the 

product and getting it ready to launch… This is why the incubator is very useful: for the 

network.” – Christian Kjølby, NatuRem Bioscience.  

 

In addition, DeliDrop explains how the incubator itself creates a valuable network for its 

tenants. 
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“It is the network within the incubator. The structure of how the incubator is working has 

been facilitating the network. So that is kind of where some of the synergies have been 

discovered.” – Rasmus Linnet, DeliDrop.  

  

Moreover, the incubator offers a weekly event that they call the Tuesday Talks, where any 

one of the startups presents their business or external actors from the industry are invited to 

have a presentation. In these events, the startups participate on a regular basis, but they are 

also visited by tenants outside of the incubator as well as by external actors. Agro Business 

Park explains that it aims to invite external actors which are believed to be of value for the 

startups to connect with.  

  

“So the Tuesdays are very good for networking and getting to know who else is here or if 

you have something you need help with, you can always ask, and I’m sure that there is 

someone who knows who to talk to.” – Michelle Njoc Le Kynde, Sweetkynd. 

  

Tracezilla, Sweetkynd, and NatuRem Bioscience are all new in the food industry and they 

state that the incubator has helped them to identify key connections. 

  

“Because we did not know the network. So, through the incubator, we have learned more 

about the key persons and the important network, for sure.”– Christian Kjølby, NatuRem 

Bioscience.  

  

The findings show that the startups have less knowledge about who else is in the park than 

the SMEs and the larger companies. However, according to the survey, this seems to be a 

general issue since 90 percent of the tenants say that it would be valuable from a business 

perspective if the knowledge about the other companies in Agro Food Park was greater. 

Nonetheless, the management of Agro Food Park and Agro Business Park work together to 

match tenants inside and outside of the incubator that can potentially get a valuable 

exchange. 
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“So, what we do, is to find out: so what do you need? And then if we get an impression that 

the issue could be solved by one of the tenants in Agro Food Park, then it will be Søren 

Madsen that matches that.” – Kathrine Vejgaard Stage, Agro Business Park.  

  

Kathrine from Agro Business Parks also asserts that she sees greater potential in their 

collaboration and that it would be beneficial to pursue it to a greater extent. However, she 

argues that this is not possible at the moment because of the limited resources that they get 

from the park. 

  

4.2.3.1.3. Further Networking Institutions 

Apart from the facilitating role of the management of Agro Food Park and Agro Business 

Park, there are other supporting organizations that the tenants use for network building. 

These network institutions are solely focused on the food industry and are therefore able to 

offer the tenants opportunities to connect with relevant actors. 

  

“There is also the Danish Food Cluster, based here. And they are sitting just over there. 

And they are very active. We’ll be going to the general assembly next week in Copenhagen, 

so they have a huge network. They know everyone in the Danish food industry.” – Christian 

Kjølby, Naturem Bioscience.  

  

These institutions facilitate connections for tenants with actors that they believe could be 

relevant, in a similar way like the management of the park. 

  

“But sometimes it is the people in Future Food Innovation that know that somebody is 

interested in making, for example, a bugotto. So that was that somebody knew me and knew 

her and said you should talk about it.” – Lisbeth Ankersen, Innova Consult.  

  

4.2.3.1.4. Interactive Features of the Park 

The tenants agree that Agro Food Park has an open environment that invites for interactions 

amongst the tenants. However, concerning whether the tenants are easy to approach and 

connect with, the results are split. There is an agreement among the startups that they do not 
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feel comfortable approaching other tenants if they do not know them from previous 

interactions or have a common reference person or event that ties them together. However, 

this is not the case inside the incubator where they find it more natural to initiate 

conversations with people that they do not have any previous relationship with. Hence, the 

startups agree that they find it easier to connect with people inside the incubator than with 

tenants from the park as a whole.  

  

“We don’t have very much contact with people that are not part of the incubator or that 

come to some events with people in the incubator… Primarily, it has been Agro Business 

Park, providing a network to companies outside of Agro Food Park.” – Katrine Søndergård, 

Tracezilla. 

  

However, Innova Consult, Foodjob Nordic, Arla, and Cath Merch Communications agree 

that the other tenants in the park are easy to approach and that people, in general, are open 

towards networking.  

  

“Generally, you just meet people here, people are very friendly and open, so it’s easy to 

talk to people.” – Cath Mersh, Cath Mersh Communications. 

  

The continuous interactions amongst the people working in the park contribute to making 

them more approachable. 

  

“But here, when we meet all the time it is more like we are just eating lunch together or we 

just meeting at the coffee machine, the guards are more down. I also do not feel like I have 

to make a good impression, it is more relaxed. I really like that.” – Lisbeth Ankersen, 

Innova Consult.  

  

How the networking between the tenants pans out is affected by the size of the company. It 

is apparent from the data that larger companies have a lower desire and willingness to 

interact compared to SMEs and startups. 
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“There are some companies that are obviously bigger and more self-contained, and they 

don’t have such need to be sociable with everybody else, but I would say in general people 

are extremely open.” – Cath Mersh, Cath Mersh Communications. 

  

This is further emphasized by DeliDrop: 

  

“You have really big companies like SEGES and Arla which are kind of their own closed 

ecosystem, so it becomes sort of like an ecosystem that doesn't rely much on the outside.” – 

Rasmus Linnet, DeliDrop.  

  

Another point is the impact that the physical design of the park has on network building. 

The findings show that the communal canteen is a key location within the park that invites 

for interactions between the tenants and the tenants mention it as a great place to 

spontaneously establish new relations. 

  

“Actually, in the canteen, it is a very great place for talking to different people.” – Cath 

Mersh, Cath Mersh Communications.  

  

However, six out of nine tenants state that the design of the park restrains the scope for 

establishing new relations with other companies. The tenants in the park are spread out 

across several buildings. Apart from the startups inside the incubator, the companies are 

often seated in closed offices and some of the larger companies, such as Arla, even have 

their own buildings. As a consequence, apart from the canteen and the incubator, the park 

setup does not offer an environment that facilitates spontaneous interactions between the 

tenants.  

  

“That it's really difficult when you get here, to understand how it is working, and you kind 

of sense it when you walk around here, it's like a maze, and it's not really, it's not logic.” – 

Rasmus Linnet, DeliDrop.  

  

This is a contributing factor to why, for instance, the startups are lacking knowledge about 

the other companies in the park. 
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“And it's that the people who sit here in Agro Business Park, they don't really know that 

many people from the other companies and institutions here.” – Søren Madsen, Agro Food 

Park. 

  

Moreover, even if there is a potential for forming new and valuable relationships among the 

tenants and other actors, the possibilities for tapping into the network are dependent on 

personal effort. The SMEs and larger companies state that you have to be proactive and to 

actively identify and pursue opportunities to get to know certain people. As Mads Kinch 

Clemmensen from Foodjob Nordic states: 

  

“So, this is not a collaborative atmosphere in terms of being promoted by Agro Food Park. 

But since we are here together it enables you to do that. But it is on your own personal 

initiative, and you have to figure out a way to get there.” – Mads Kinch Clemmensen, 

Foodjob Nordic. 

  

Nonetheless, this is also something that is mentioned as a critique by Foodjob Nordic. The 

park lacks formalized systems to come in contact with the other tenants and they believe 

that the potential of the available network is not fully utilized.  

  

“So I think what Agro Food Park is today is a framework with a lot of opportunities you 

have to tap into. But there is no push. It is all up to you to take these opportunities.” – Mads 

Kinch Clemmensen, Foodjob Nordic.  

  

Also, six out of nine tenants mention that the time-constraint is an issue and that the 

workload limits them in exploring potential possibilities in the available network. Therefore, 

there is a tendency that people only reach out to actors where they are certain that they could 

be relevant for them instead of engaging in activities and interactions that might result in a 

valuable exchange. In other words, they do not search for new relations that can result in 

possibilities that they were not aware of beforehand. 
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“We tend to join forces with companies in the house when we see a specific opportunity.” 

– Lisbeth Shooter, SEGES. 

 

4.2.3.1.5. Location of Aarhus 

When it comes to the geographical location of Agro Food Park, all companies independently 

of each other mention the Business Region Aarhus as a beneficial location when it comes 

to any sort of food-related business in Denmark.  

 

“80% of the food industry is 100 kilometers from here. So the location is great, in terms of 

being close to the industry and being close to most of Denmark.” – Mads Kinch 

Clemmensen, Foodjob Nordic. 

 

Arla even mentions that when they decided to build an innovation center, they researched 

worldwide and chose Denmark since it belongs to the top three centers for food development 

in the world. Hence, by being located in Agro Food Park, all tenants in the sample assert 

that they become close to their customers, suppliers, employees, and other relevant partners. 

Furthermore, the survey indicates that 90 percent deem that easier access to these actors 

impacts positively on their performance. It further shows that 71 percent maintain that the 

Aarhus region offers a good supply of specialists in the agricultural and food industry and 

38 percent say that some of their most important and sophisticated customers are located in 

the area. 

 

“The benefit is that we're closer to our customers, which is basically farmers or small 

farmers in Denmark.”  – Lisbeth Shooter, SEGES. 

  

4.2.3.2. Resource Acquisition 

The previous subsection explained how networks are established between the tenants in the 

park, as well as how it facilitates getting in contact with relevant actors outside Agro Food 

Park. This subsection will focus on how the tenants acquire resources through these 

networks. Resources are categorized into two categories based on the results of the empirical 

data. First, knowledge which concerns relevant knowledge for the development of the 
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product and knowledge about the industry. Second, physical and human resources which 

include funding, technology, facilities and personnel. 

  

4.2.3.2.1. Knowledge Acquisition 

The findings exhibit that knowledge is the primary resource that the tenants are able to 

acquire from being a part of Agro Food Park. The tenants are in agreement that relevant 

knowledge is easily accessible.  

  

“Because that is the value for us being here, we have all this knowledge accessible, and it 

is not something that we have to pay for.” – Mads Kinch Clemmensen, Foodjob Nordic.  

  

Agro Food Park has made it a prerequisite for joining the park that the companies are open 

to interacting with the other tenants to share knowledge. However, this is not formalized in 

a contract. 

  

“But we really try to ask new tenants if they are interested in being part of the community, 

if they're interested in participating in relevant drop-in meetings, maybe they want to host 

a drop-in meeting … But we don't have a questionnaire.” – Søren Madsen, Agro Food Park. 

  

4.2.3.2.1.1. Type of Knowledge 

All tenants except one report that the network acquired through the park has facilitated 

access to relevant knowledge. This has helped them adjust their products. For instance, 

Trazecilla explains that the inputs from case-companies accessed through the park 

contributed to the development of their software. Furthermore, for Foodjob Nordic, the 

park’s network helped in providing a stronger questionnaire for the recruitment process 

based on insights such as ‘what is an appropriate salary?’ to ‘what are the current trends?’ 

Since all companies work in the food sector, the shared knowledge is more valuable and 

relevant than if the park would have hosted tenants from several different industries. This 

has been especially of value for smaller companies to gain insights into areas where they 

are lacking knowledge.  
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“So, we would like to have green logistics… Here in the house we have a company called 

Green Pallets… doing economic sustainable pallet solutions… So we would have a talk with 

them.” – Rasmus Linnet, DeliDrop.  

  

Furthermore, the events organized by the park contribute to providing knowledge on 

specific topics. The impact of these events for the tenants hinges on the relevance of the 

topic to the company.  

  

“It is at the end of the day, one hour and there is some input, something that I can learn 

something from, a company telling about how they work or a scientist will tell about some 

new research. If it is something that is relatable to my work field, I’ll go there.” – Lisbeth 

Ankersen, Innova Consult. 

  

Nonetheless, it also gives them insights into current trends in the food industry. 

  

“But then there are relevant theme days with relevant programs. We get a sense of which 

direction new products are going before we would see it if we were living in another office 

space somewhere else.” – Rasmus Linnet, DeliDrop.  

  

Additionally, the park organizes lunch events for people with similar specializations, for 

instance, network meetups for people working within marketing. Generally, the 

interviewees stress that these events are of great value in that they provide ample 

opportunities to discuss issues they grapple with and share knowledge amongst different 

companies. 

  

“So, I'm part of a marketing network, and there's also a data network. So of course, this is 

good to have some interaction between companies. So yeah, they do something to hook us 

up with, and give us the possibility to be part of and to meet companies with similar issues.” 

– Katrine Søndergård, Tracezilla. 

  

Finally, the incubator offers knowledge through consultancy services and provides the 

startups with advice. The services help them gain valuable insights into areas where their 
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knowledge is lacking. The startups agree that being a part of Agro Business Park contributes 

to relevant knowledge-acquisition through the network that they provide. Kathrine from 

Agro Business Park argues: 

  

“So because we employ 29 people that know a lot of people in the industry, we can always 

point you to some clarity, you need to solve a specific task. So the fact that we bring in a lot 

of network possibilities, that makes them move faster from A to B… They move faster 

because they have access to people.” – Kathrine Vejgaard Stage, Agro Business Park.  

  

Regarding larger companies, the empirical data shows that they do not necessarily turn to 

the park when seeking specific or expert knowledge.  

  

“But if you look at a specific new product that we want to launch, maybe say, we need some 

help, I don’t think the first names where we would go would be here. Because the world is 

speaking, and how come that the biggest expert in a certain field should actually sit right 

here?” – Peter Sinding, Arla. 

  

SEGES states that for idea generation, it sometimes uses the network of the park but that 

the company mainly seeks input from other sources. 

  

“Some of our employees will seek some of the input from the network that we have here in 

Agro Food Park when they have to bring ideas to the table. The majority of ideas we 

probably obtain from some of these, some of the other parts here (refers to aforementioned 

inputs outside the park).” – Lisbeth Shooter, SEGES. 

  

4.2.3.2.1.2. Access of Knowledge 

One way of accessing and acquiring requisite knowledge is through interactions and 

informal collaborations. For instance, it could be over lunch, at organized events, or a 

spontaneous talk in the hallway: 

  

“Because there are also other companies, sitting here working here that are in the same 

business, I talked to a person who knew about organic food and the rules about how it 
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works…. We were just talking and she said something about remembering that they are 

strict about how you put the flag on the packaging, there are some certain rules.” – Michelle 

Ngoc Le Kynde, Sweetkynd.  

  

Moreover, the knowledge is easily accessible since the relevant institutions or actors sit 

close to each other.  

  

“Then here in Agro Food Park I have the head of veterinary science in poultry, he is just 

right over there in the red building. So if I want to learn more about it: okay why is this 

legislation being passed, can you tell me about the veterinary reasons… I don’t have to do 

phone calls and write emails. I can just walk out the door and build a personal network.” – 

Mads Kinch Clemmensen, Foodjob Nordic.  

  

Furthermore, the network also facilitates the establishment of partnerships with actors that 

contribute expertise that is lacking inside the company, as well as the acquisition of new 

customers. The results from the survey show that 68 percent of the tenants have accessed 

new partners or customers through Agro Food Park.  

  

“We have a very strong partner strategy, which means that we get involved with accountants 

and food consultants and other kinds of process consultants and so on, and we get access 

to them because we are a part of this network here.” – Katrine Søndergård, Tracezilla.  

  

However, there seems to be a difference in accessibility between companies that have been 

part of the park for a long time compared to companies that joined the park more recently. 

There needs to be some sort of relationship established between tenants for knowledge 

exchange to happen. While newer tenants mentioned the park as being a maze and difficult 

to understand, tenants who have been part of the park for a longer period reported that once 

you have had the initial introduction to a company, it is easier to access knowledge, for 

example, by just knocking on somebody's door. Furthermore, longer relationships help in 

establishing trust among tenants that knowledge sharing is mutually beneficial, meaning, it 

is a win-win activity. 
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“People are willing to help me with that because they know I’ll come back to them once I 

have been there and tell them what is going on.” – Mads Kinch Clemmensen, Foodjob 

Nordic.  

   

4.2.3.2.2. Access to Physical and Human Resources 

Concerning the access to physical resources, it is evident that the startups acquire them 

through the park to a greater extent than the SMEs and larger companies. DeliDrop, 

NatuRem Bioscience and Tracezilla have all accessed funding by using the network of the 

park. Tracezilla explains how they got in contact with a soft funding company through a 

Venture Academy that was organized on-site, which generated a round of investment in 

their company. Furthermore, NatuRem Bioscience emphasizes that the management of the 

incubator had an impact on them in accessing funding: 

  

“So, one thing is that we just received another grant of 100,000 Euros for research, and it 

was them, they came to us and said why not apply for this program here. I think that is a 

big, big impact on us getting there.” – Christian Kjølby, NatuRem Bioscience.  

  

Another example of how physical resources are acquired by startups through the park is 

when Sweetkynd needed a kitchen.  

  

“I asked her if she knew any possibilities (referring to Kathrine) of renting a kitchen here 

in Aarhus. And yes, she said that is possible to borrow some kitchen place and she gave me 

a phone number.” – Michelle Ngoc Le Kynde, Sweetkynd. 

  

Also, DeliDrop got its ERP system through Tracezilla. Both companies are part of the 

incubator.  

  

“So, we have the ERP system which we found here. And I don't think that we would have 

been able to find that if we were on the outside, then we would have chosen something that 

was more compliant with our software platform than our product base.” – Rasmus Linnet, 

DeliDrop. 
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However, there are also examples of the larger companies acquiring physical resources from 

the network in the park. Søren Madsen explains: 

  

“Between Arla and ISI Food Protection, for example, they have a contract that Arla can 

use some of their lab space because it is very expensive and complicated to do that on your 

own. Why would they build their own, if the highest classified Danish lab is just close by?” 

– Søren Madsen, Agro Food Park.  

 

Nonetheless, physical resources in the form of space are brought up as a restriction by 

several tenants. Sweetkynd and DeliDrop mention the need for a warehouse that is not 

available since production on-site is not allowed. Furthermore, the office space itself is an 

issue since both tenants and park management pointed out that more rooms and offices are 

needed. 

  

“The challenge again is space; we don't have any place to move them. And I don't have an 

office, Anna-Marie and I, we don't have an office, we sit in a corridor and now we have to 

move again because this Visitor Center is going to be set up where we have our desks, so I 

don't know where to sit in a month.” – Søren Madsen, Agro Food Park.  

  

Concerning resources in terms of people, the proximity to Aarhus Business Region 

facilitates the access to employees and other relevant partners. Furthermore, there is a 

tendency of employees to switch companies within the park.  

  

“We see a lot of people moving from one company to another. Lisbeth… She had a student 

that is now working for Arla Foods. We have a satellite office for Chr. Hansen and our 

contact person for them suddenly were employed by Arla.” – Søren Madsen, Agro Food 

Park. 

  

4.2.3.2.3. Collaborations and Resource Acquisition 

Collaborations enable the tenants to acquire new knowledge as well as physical and human 

resources. According to the results of Agro Food Park’s survey, 84 percent of companies in 

the park have concrete projects or company collaborations with other companies in Agro 
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Food Park. When looking into formal connections between tenants in the form of 

collaborations, the impact of time in park becomes apparent. Especially companies that have 

been longer in the park, which are larger companies as well as SMEs, have more formal 

collaborations than the startups. Sweetkynd is the only startup with no formal collaboration 

at all with anyone in the park. For the SMEs, the collaborations are mainly in the form of 

clients that they do projects for in the park.  

  

“Yeah with many actually. I wouldn't say half of the companies, but a lot of companies, 

between five and ten.” – Lisbeth Ankersen, Innova Consult. 

  

Cath Mersh claims that she was not even looking for new work when she joined the park; 

however, she is now working together with, for instance, the Danish Food Cluster and ISI 

Food Protection. Foodjob Nordic has several clients in the park as well as formal 

collaborations with other tenants and institutions. Furthermore, the company points to the 

importance of formal collaborations where the terms are clearly spelled out in a contract; it 

encountered a problem regarding intellectual property rights when co-developing a Case 

Competition together with the Danish Food Cluster. The large companies have many formal 

collaborations with other tenants in the park. SEGES, for example, works together with 

other actors on research projects.  

  

“We work with the Institute of Technology. We have close collaboration with them in terms 

of some of the crop research… It has been a long-standing agreement. So that has been for 

years and years and we have a contract with them.” – Lisbeth Shooter, SEGES. 

  

Arla also has several collaborations with other tenants in the park, where some of them 

concern projects that have a more political agenda. The company mentions that the focus is 

on developing the park to become an attractive destination for people in the food industry. 

Finally, the startups rely mostly on informal connections and when these connections 

become more formalized, the collaboration is usually with other startups. DeliDrop uses 

Tracezillas software, for example, and NatuRem Bioscience joined forces with other 

startups for a funding application.  
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4.2.3.3. Awareness 

The findings indicate that the park creates awareness about the companies that reside in it. 

This holds especially true for the startups and the SMEs which state that being located in 

the park increased their visibility. Sweetkynd recalls being contacted to take part in a fair 

solely because the company was found through one of Agro Food Park’s communication 

channels. Furthermore, NatuRem Bioscience reports that they have been featured in 

different news outlets thanks to the facilitation of the Danish Food Cluster and the incubator. 

Both companies agree that this would not have happened if they had been located in a 

different place. In addition to awareness, especially for the SMEs in our study, the park has 

enhanced their credibility when they conduct business. 

  

“Um, I think it's given me a bit more street cred, to be honest, that I got this address. Of 

course, now I can invite people here for meetings to lunch. So yeah, I think, it's been really 

good for me.” – Cath Mersh, Cath Mersh Communications.  

  

“Because then I'm sort of leaning on a giant, right. It's not a university. So it gives some 

kind of credibility. And it also makes it easy to ask the clients to come here, instead of me 

having to drive to them.” – Lisbeth Ankersen, Innova Consult. 

  

“There is a great branding effect, about being here to say okay, it creates legitimacy to be 

in Agro Food Park – it sounds good. Not only here in Denmark, but also if you look at 

external partners in the States or in Asia. As a small organization, it makes them take you 

more seriously, to say okay we're part of this environment and a part of a food cluster. So 

that's very positive.” – Mads Kinch Clemmensen, Foodjob Nordic.  

  

Having awareness also within the park helped tenants to be introduced to new potential 

partners as well as to new customers. Lisbeth Ankersen from Innova Consult mentions that 

she established a huge collaboration with the Danish Supermarket when they visited Agro 

Food Park. While they were there for a meeting with the Danish Food Cluster, one of the 

network institution representatives knew Innova Consult and therefore suggested meeting 

each other. This resulted in a long-term collaboration between the two companies. 

Furthermore, DeliDrop also notes that thanks to being located in the park, they have gotten 
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some leads to producers. The awareness power of the park comes partly from hosting 

influential industry actors, such as Arla and the Danish Food Cluster. These companies add 

attraction power and bring awareness to the other tenants. This is emphasized by the results 

of the survey which indicates that 80 percent of Agro Food Park’s tenants agree that the 

larger companies in the park contribute to making the environment attractive. Furthermore, 

Søren Madsen asserted: 

  

“If we hadn't succeeded with Arla Foods and their Global Innovation Center, Agro Food 

Park would never have been bigger than this.” – Søren Madsen, Agro Food Park.  

  

By investing in their brand awareness, Arla invests indirectly, but also directly in raising the 

awareness of the park. There are synergy effects between Agro Food Park and Arla; by 

investing in raising the attraction of one, the other benefits, and vice versa.  

  

“And then of course, this center here attracts people from all over the world and I merged 

with Anne-Marie and Søren … Of course, we have a common interest in developing this 

center so that it becomes an attractive place. So, if you look at the employees that we have 

in our company, diversity is very high. I think we are nearly 20 different nationalities.” – 

Peter Sinding, Arla. 

  

This investment also goes beyond the Danish borders, where Arla has established a 

collaboration with the Food Valley in Wageningen, in the Netherlands, to raise awareness 

of Arla and Agro Food Park alike. By taking turns in hosting a major event in each location 

every second year, the two regions try to feed off each other’s attraction power. It also puts 

them on the international scene. However, Søren Madsen asks himself whether the attraction 

power of Agro Food Park is already so great that further effort to make the park known may 

be superfluous. 

  

“But when exactly this kind of attraction power becomes so strong that you don't have to 

do anything and people just come to you, maybe we are not there yet.” – Søren Madsen, 

Agro Food Park. 
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4.3. Section Summary   

To sum up, network building is actively facilitated by the management, the incubator and 

other networking institutions. Furthermore, the industry focus, interactions between the 

tenants as well as the geographical location with proximity to customers, suppliers, 

employees, and other relevant partners, adds to the establishment of valuable networks. 

Through these network opportunities, created by being part of Agro Food Park, the tenants 

acquire resources that can be used in the process of product innovation. The primary 

resource is knowledge which is derived either through access to industry networks, 

interactions and informal collaborations, or through more formalized partnerships and 

projects between the tenants and other institutions. Also, physical and human resources can 

be accessed to some extent by relying on the network, collaborations as well as the services 

provided by the park. Because of the strong industry focus, it adds to the relevance of the 

resources that can be accessed through the park. Moreover, since Agro Food Park is an 

influential player in the industry, hosting large and well-known players in the food sector, 

it benefits the smaller tenants by facilitating access to industry networks as well as 

enhancing their awareness. While the park influences tenants' product innovation process, 

the investigated firm characteristics time in park and firm size yield differences in the 

impact. However, if the firms offer a service or a good does not imply any differences in 

the impact the park has on the product innovation process to a larger extent. In the next 

section, these findings will be discussed together with the literature, presented in the 

literature review, to provide insights into where and how the park is affecting the product 

innovation process of the tenants.  
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5. Discussion 

In the previous section, the empirical findings were presented and categorized. The findings 

were split into two subsections where one described the product innovation process of the 

tenants, and the other subsection presented the impact that the park has on that process. This 

study aims to investigate how certain inputs that become available when being a tenant in 

Agro Food Park, affect the output (Mohr, 1982), which in the case is referred to as the 

process of product innovation. Referring back to the definition of Elert and Henrekson 

(2020), we view the process of product innovation as starting with identifying a potential 

opportunity (idea generation phase) which the entrepreneur or company strives to develop 

into an innovation (development phase) that can be introduced to the marketplace (ready-

to-launch phase). We will follow this structure in the next subsection to discuss the findings 

together with the literature presented in section 2. We will analyze where and how the park 

impacts on the tenants in that process. Having described the product innovation process of 

the tenants in the previous section, this section will specifically address sub questions two 

and three. Hence, our overall research question will be answered. 

  

RQ: How does being part of Agro Food Park affect the product innovation process of 

tenants?  

  

• Sub questions 

o What does the product innovation process look like for the tenants? (see 

subsection 4.2.2) 

  

o How do the different features of the design of the park affect the product 

innovation process of its tenants? 

▪ Industry focus 

▪ Management – services that the park offers to its tenants 

▪ The incubator (for the startups) 

▪ Interactive features between the companies 

▪ The geographical location 
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o How is the impact on the innovation process influenced by the 

characteristics of the tenants? 

▪ Product category (good or service) 

▪ Firm size (large firm, SME, or startup) 

▪ Time elapsed since joining the park 

  

5.1. Idea Generation Phase 

The generation and identification of viable ideas is the starting point for innovation (Elert 

& Henrekson, 2019). Idea generation, in this case, refers to the phase where ideas are 

identified, accessed or generated, to later be developed into a product that intends to be 

introduced to the market. We were not able to identify that being a tenant of Agro Food 

Park affected this phase to a great extent. For the tenants in the sample, ideas are often 

generated internally from in-house knowledge and previous experiences or before the 

tenants joined the park. Nevertheless, some implications generated from the park were 

identified in this phase.  

  

Chesbrough (2003) asserts that firms can access ideas externally through open innovation 

which is when companies commercialize ideas from other actors that seek to bring their 

ideas to the market. A company utilizing open innovation has a more external focus and 

screens ideas and opportunities that fall outside its current business. The findings do not 

show that tenants identify and adopt novel ideas generated by other actors in the park. As 

of now, there is no framework or process in place in the park that facilitates the sharing of 

ideas between the tenants. However, this can be referred back to the park’s strategy where 

it only aims to stimulate and create opportunities for new connections, but does not interfere 

regarding how the tenants run their businesses. Still, in some cases, tenants seek knowledge 

that serves as inputs and inspiration for their idea generation process. 

  

There are a few examples from the findings where collaborations, established in the park 

between actors, co-developed ideas for new products. For instance, Foodjob Nordic teamed 

up with the network institution Danish Food Cluster to co-develop a case competition by 

drawing on their respective expertise, knowledge, and networks. Another example is when 
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Cath Mersh from Cath Mersh Communications intended to start a podcast channel about 

the ingredient industry and interviewed in-park companies. In that case, through inputs as 

well as identified needs of the interviewed tenants, the idea was transformed and turned into 

a product that was sold as a marketing tool for companies where firms place orders on 

podcasts. 

  

As the examples illustrate, the findings show that some companies utilize the network to 

identify and generate ideas that can potentially be turned into new products. It can be argued 

that this is a result of the proximity to relevant actors derived from the park’s industry focus 

(Beaudry & Breschi, 2003). However, the time in park also needs to be emphasized here 

since both tenants in the examples have been in the park for more than seven years. 

Therefore, they have been able to build a stronger network and attain a greater awareness 

of the other tenants and network institutions in the park than more recent members. As a 

result, it enhances their innovation network, which facilitates the process of coming up with 

new ideas (Rothwell, 1994). 

  

It was further found that the impact on idea generation depends to a certain extent on the 

size of the firm. However, conclusions could mainly be drawn for startups and larger 

companies. Concerning the startups, we could not identify that they turned to the park for 

the generation of new ideas. A startup typically revolves around one single idea which is 

intended to be brought into the market as an innovation (Blank & Dorf, 2012). Therefore, 

startups do not need to identify additional ideas but rather focus on developing the one that 

constitutes the business. All startups in the sample already had their idea in place when 

joining the incubator in Agro Food Park. As emphasized by Kathrine Vejgaards Stage, 

incubators focus on facilitating the tenants efforts of turning their idea into a viable product 

that can be introduced into the marketplace. Hence, one might argue that a contributing 

factor that prevents the park from contributing to this phase for the startups is because there 

is no need for it. Thus, the focus is rather on the development of ideas than on finding new 

ones that could potentially be turned into innovations. 

  

The larger companies get some input to ideas from the park through collaborations with 

other tenants and events organized on site. However, the representatives from Arla and 
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SEGES emphasized that they mainly either draw on internal knowledge and personnel or 

turn to other external actors outside the park when identifying and generating ideas. Because 

of their size, they have extensive expertise and knowledge in-house (Cabral & Traill, 2001), 

which is in line with Huang et al. (2012) who say that companies with large R&D 

capabilities do not benefit as much from a Science Park compared to companies with limited 

resources. Nevertheless, it could be argued that the park could offer a greater potential for 

the tenants when it comes to idea generation. Björk and Magnusson (2009) argue that the 

more innovators are connected and interact with their network, the higher the quality of the 

ideas. Moreover, this notion is enhanced when the firms are operating in the same industry 

(Lefebvre et al., 2015). However, it is difficult to draw any conclusions on why the larger 

firms do not capitalize more on the park when generating ideas. Whether it is because of a 

strict internal focus, lack of knowledge about the other tenants, or whether the larger 

companies do not perceive the network – accessed from the park – as relevant for generating 

ideas, cannot be concluded.  

  

In sum, the idea generation process is not impacted to a great extent by being a tenant of 

Agro Food Park. Even though there are examples where new products were co-developed 

between actors in the park, for the most part, idea generation happens through inputs outside 

the park or through the company’s internal network. We could argue that time in park, 

relatedness, and proximity of companies to each other are supporting prerequisites for 

tenants concerning idea generation. However, these factors only become effective if the 

tenants take an active role and are motivated to engage with other tenants in the park. Once 

ideas are generated, we can see a greater impact of the park when it comes to the 

development of these ideas. 

  

5.2. Development Phase 

The development phase refers to the development of an adopted idea, which can be a new 

good or service or changes to an existing one, towards commercialization (Buijs, 2003). In 

the development phase of the product innovation process, we can see that the park impacts 

the most. First, it helps firms to access resources through network building and facilitation. 



 80 

Second, it speeds up the process of product innovation. The two types of impact will be 

discussed in the following subsections. 

  

5.2.1. Network Building 

Successful innovation depends increasingly on the ability of companies to access external 

knowledge and other resources to complement areas where they are lacking (Rothwell, 

1994). To be able to access these resources, researchers agree that efficient networks need 

to be in place (Prahalad & Hamel, 1990; Teece & Pisano, 1994, Aken & Weggeman, 2000). 

An innovative network is composed of customers, suppliers, and other firms that help 

companies overcome complexities with regards to their goods or services (Rothwell, 1994). 

However, Beaudry and Breschi (2003) point out that a network by itself is not enough; 

actors within the network also need to be related to one another. By being located in the 

Aarhus Business Region, the park sits close to important players in the Danish food industry 

such as suppliers, experts, specialized workforce and customers. The proximity to these 

players makes it easier and faster for tenants to access this network outside of the park. 

Furthermore, Agro Food Park hosts only companies that work in the food industry to create 

an innovative environment also inside the park. In addition, we find that tenants get greater 

benefits from being clustered within a related field if network building is facilitated.  

  

5.2.1.1. Facilitation of Network Building 

The likelihood that firms exchange knowledge and work together increases when a 

commonly known third party is involved (Ring & Van de Ven, 1994). Agro Food Park has 

different facilitators or third parties that connect the tenants. One facilitator is the park 

management. By offering various social and business events, lunch meetings, and other 

networking events, they help companies build new relationships and expand their network. 

Furthermore, the management actively connects tenants when they believe that there is 

potential for valuable exchange as well as helps connecting them to partners and other actors 

outside the park. Phan et al. (2005) and Tsai et al. (2009) stress the importance of a park’s 

management to help build networks. However, our findings indicate that the impact of the 

park’s management on the network building is more important for SMEs and larger 

companies while it is less impactful for the startups. Instead, the startups’ network building 
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emanates almost exclusively from the incubator in the park. The incubator plays another 

facilitating role in the park, however, solely for the startups. It takes on a similar role as the 

park’s management in actively connecting startups with relevant partners inside and outside 

the park as well as offering events specifically geared towards startups. The startups report 

that the events organized by the incubator are more relevant than the activities offered by 

the park’s management. This is consistent with Lecluyse et al. 's (2019) findings that the 

relevance of the services is important and that this is likely to differ depending on firm size.  

  

It is not possible to conclude whether the network building for the startups is solely impacted 

by the incubator and that there is no influence from the park. Our findings do not allow us 

to argue that without the incubator, the startups would potentially use the park’s offering 

more or find them beneficial. Still, based on the literature, we can argue that the current 

management team of the park is not large enough to efficiently facilitate network building 

amongst all the tenants. Albahari et al. (2018) assert that the larger the management team, 

the better the facilitation amongst tenants. The current management size of four people, with 

Søren Madsen and Anne-Marie Hansen being the only ones involved in facilitating the 

network, seems to be too small. Furthermore, understanding the needs of the different 

tenants is necessary in order to create valuable connections (Löfsten & Lindelöf, 2003). 

From our data, we find that the incubator does a better job than the park management in 

fulfilling that role for the startups. Even though Søren Madsen has extensive knowledge of 

the food industry, acquired through experience, the incubator offers extended facilitation, 

being not only specialized in the food industry per se but also in the development of 

startups.  

  

Further facilitating institutions such as the Danish Food Cluster or Future Food Innovation 

are also relevant when it comes to network building. These institutions have well-

established connections within the food industry. They therefore complement the park 

management’s efforts by creating synergies and offering access to valuable networks. 

Amongst the tenants, these institutions were seen as a valuable complement to the 

management when it came to building networks. Hence, it is not necessarily solely the 

management that impacts the facilitation of networks. Rather, the management can be 
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complemented by institutions focusing on a specific firm type (such as the incubator) and 

area of work (network institutions in the food industry) that help create relevant networks.  

  

Hence, we can say that while facilitation plays an important role in network building, this 

task does not rely exclusively on the park management but can be complemented by other 

institutions. Typically, the other institutions become relevant when the management team 

of the park is too small and therefore lacks resources, especially time. Furthermore, they 

can substitute for missing expertise of the management with regards to industry knowledge 

or firm size. However, having different network facilitators poses a threat of creating 

separate ecosystems that do not interact. This is arguably the case for the startups, managed 

by the incubator since they all asserted that while they knew the other startups in the 

incubator, they did not interact or know the other tenants in the park more than superficially.  

  

5.2.1.2. The Role of Trust 

A further point worth noting when it comes to network building is the role of trust. Trust, 

which is an essential mechanism for knowledge exchange, is strengthened through repeated 

interactions between entities (Ring & Van de Ven, 1994). It builds the basis of durable 

relationships which Capitanio et al. (2010) argue to be a driver for a competitive product 

innovation process. Hence, while facilitators help build a network, the previous 

relationships that tenants in the park have with other firms, as well as the frequency of 

interactions, need to be considered. Since the representatives from Arla, Foodjob Nordic 

and the park management knew each other from past employment at Arla, they had an 

already established relationship when joining the park which arguably impacted their 

network building.  

  

Concerning the frequency of interactions, the physical layout of the park has to be 

mentioned as well. Since there is only one canteen in Agro Food Park, it creates a space 

where it is easy to approach other tenants and have a chat. Furthermore, tenants sitting in a 

shared office building reported more interactions with other companies than the ones 

occupying a whole complex. Hence, part of the network building effects can be traced to 

the physical design of the park. Furthermore, since larger companies and SMEs both have 

been in the park for a longer period than the startups, the network between these tenants 
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could be stronger just based on the fact that they have had more past interactions with each 

other (Ring & Van de Ven, 1994). This is also supported by our findings that the SMEs and 

larger companies in our sample have more formal collaborations with tenants in the park 

than the startups. For formal collaborations to establish, trust again plays a crucial role since 

such collaborations require stronger commitments and contributions from each party. As 

mentioned before, trust generates an improved knowledge exchange and access to 

information which positively connects to innovation (Jones et al., 1997). 

  

In conclusion, all the aforementioned factors help tenants to expand their network and 

establish new relationships, be it through the location itself, facilitation, past relationships 

or interactions with other tenants. Therefore, the park influences network building, which 

Omta and Fortuin, (2013) also found to be most valuable for food companies studied in the 

Dutch Food Valley. The network becomes especially relevant in the development phase of 

a good or service when companies need to access external resources to complement their 

internal capabilities (Mowery, 1989). The resources accessed through the network will be 

discussed further in the next subsection.  

  

5.2.2. Resource Acquisition through Networks 

While the facilitation of network building derives from different entities, the implied impact 

mainly concerns enhanced access to knowledge and other resources. Network resources that 

come from inter-firm relationships, extend the opportunity set of the firm as well as increase 

the likelihood of accessing valuable resources (Gulati, 1995; Demirkan, 2018). 

Accordingly, through the network of the park, tenants can access resources such as funding, 

warehouses, production facilities or a laboratory to test. But most importantly, it enhances 

the possibilities for the tenants to access relevant knowledge that helps them in improving 

or adjusting their current offers. Knowledge has been considered increasingly relevant to 

gain a competitive advantage (Aken & Weggeman, 2000). All interviewed companies 

maintained that if they had not been in the park, they would not have had access to that 

particular knowledge, which further supports Maskell and Malmberg’s (1999) point that 

tacit knowledge remains locally bounded and certain types of knowledge can only be 

accessed by being physically present.  
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However, the tenants that benefit the most from access to resources are startups and SMEs. 

All startups receive support from the incubator in regards to business development. 

Furthermore, they mention that they either get access to physical resources, such as a 

warehouse or funding, or access to knowledge in the form of customers or clients that help 

improve their goods or services. The same holds for the SMEs that state that they can adjust 

or improve their current product offering through knowledge exchange from the park. These 

findings support previous research that smaller firms with fewer capabilities gain better 

innovation performance relative to larger companies in Science Parks (Huang et al., 2012). 

Nonetheless, these types of companies are also the ones that have the greatest need to access 

resources externally due to their small size (Cabral & Traill, 2001).  

  

When it comes to the larger companies in the park, they also benefit from it in terms of 

resource acquisition, while the impact on their product innovation process is less apparent. 

Because of their size, they mostly own the necessary physical resources such as facilities 

and technology and therefore are less motivated to look for them externally (Cabral & Traill, 

2001). While they use the park when it fits their needs, they do not rely on it as much as the 

other company types do. Since they already have a well-established network, they can 

acquire resources without relying on the park (Hoegl et al., 2008). Nonetheless, through the 

park, the larger companies get an opportunity to complement existing resources, which 

speeds up their innovation process. This aspect will now be discussed at some length.  

  

5.2.3. Increased Speed of Innovation Process 

Greater opportunities for external resource acquisition through extended networks results in 

increased speed in the development phase of the product innovation process. By being 

located in the park, the companies can speed up their process, regardless of company size. 

Speed is an important factor in the innovation process because it relates to developing 

capabilities faster than the competition (Aken & Weggeman, 2000). Through 

collaborations, time-to-market can be reduced due to shortened innovation cycles and 

fastened resource acquisition (Chesbrough & Bogers, 2014). This was found to be especially 

apparent for the startups which had shorter innovation cycles since they got faster access to 

relevant customers, knowledge, and physical resources through the park. These findings are 

in line with Damanpour (2010) who found that startups are faster than larger companies in 
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implementing and adapting changes. Furthermore, since all companies in Agro Food Park 

operate in the food sector, the available knowledge in the park is of high relevance for the 

tenants. Thanks to the proximity to each other in the park, it speeds up the access to 

knowledge; the tenants can just walk down a hallway or go over to another building. Also, 

by being located within the Aarhus Business Region, the tenants can access their suppliers 

and clients faster.  

  

Furthermore, by collaborating, resources can be accessed at a faster pace. While all tenants 

except one have collaborations with other tenants in the park, larger companies and SMEs 

tend to have more formal collaborations than the startups. Collaboration increases the access 

to complementary skills which in turn positively affects the probability of success 

(Johansson, 2009). Agro Food Park shares examples of these types of collaborations. For 

instance, Arla as well as Innova Consult work together with ISI Food Protection. Hence, 

they did not have to build their own lab. Since formal collaborations are more result-

oriented, they can help speed up the process of product development (Dahl & Pedersen, 

2004). Furthermore, they have a clear structure and a contractual agreement (Aken & 

Weggeman, 2000). This can be crucial for knowledge sharing and intellectual property 

rights as we could see in the case of Foodjob Nordic’s co-developed case competition with 

the Danish Food Cluster. Nonetheless, the more informal collaborations that are found 

amongst startups, help in getting access to knowledge faster since they are established more 

easily and are flexible concerning where in the process they can be used (Aken & 

Weggeman, 2000).  

  

5.2.4. Summary of the Development Phase  

Based on our analysis of the development phase, we argue that the park impacts the tenants 

most in that part of their innovation process. The park has several facilitators that help the 

tenants in building new relationships and expanding their networks. Through these 

networks, they can access resources, both tangible and intangible. The relevance and 

potential of the resources are enhanced by the fact that all tenants operate in the food 

industry. Also, being located in the Aarhus Business Region the tenants sit in close 

proximity to experts, suppliers and a specialized workforce. These factors contribute to a 

faster product innovation process for the tenants. However, the effect is greater for the 
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smaller than for the larger companies. In addition, companies that have been in the park for 

a long time, have more established networks and more formal collaborations, that is, the 

time spent in park plays an important role.  

  

5.3. Ready-to-Launch Phase 

The scope of our study spans from the identification and adoption of new ideas until the 

product is ready for commercialization. Thus, the ready-to-launch phase is the final part of 

the process covered by our study. In this subsection we will discuss the phase when a firm 

has developed a product that is ready to be launched to the market (Roozenburg & Eekels, 

1995). The ultimate goal of innovation is to put ideas into commercial practice (Schumpeter, 

1934), making the acquisition of customers a quintessential part of the process. It is apparent 

from the findings that the park contributes to the acquisition of customers through access to 

industry networks as well as increased awareness which is derived from being a tenant of 

Agro Food Park.  

  

Vásquez-Urriago et al. (2016) find that firms located in a Science Park benefit from the 

location in a park. However, the effect is stronger for smaller firms than for larger 

companies, which is in line with our findings. The findings demonstrate that the effect is 

twofold, generating both increased credibility and increased awareness. Agro Food Park is 

a credible actor in the food industry. This partly results from the fact that it hosts leading 

industry players as well as influential institutions in the food industry. Therefore, being a 

part of Agro Food Park helps tenants to gain credibility among other players in the industry. 

Moreover, it may potentially boost the reputation and general awareness more broadly of 

the tenants. As a consequence, it contributes to lower search costs for customers (Beaudry 

& Breschi, 2003). These effects are more apparent for the SMEs and startups. The larger 

companies are already widely recognized and are well-known players in the industry. This 

is consistent with Ferguson and Olofsson (2004), who find that smaller firms benefit more 

from the park's image than larger firms. 

  

Since Agro Food Park clusters firms in one single industry, the tenants can access and 

exploit the local demand of the park as well as access other actors through its networks 
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(Beaudry & Breschi, 2003). Since the network revolves around actors operating in the food 

industry, the tenants have easier access to potential customers that might be interested in 

what they offer. The findings do not indicate that there are any differences when it comes 

to the acquisition of customers between firms that offer a good or a service. Rather, the 

difference lies in who the intended customer is. Firms that offer a B2B product benefit more 

from the park than those offering consumer products since the customers can also be tenants 

of the park in the former case. The location of Aarhus is also beneficial in this regard since 

it is a hotspot for companies operating in the food sector and the B2B firms are therefore 

closer to potential customers. Here again, speed can be mentioned since the proximity to 

relevant customers and clients speeds up their process of going-to-market (Dahl & Pedersen, 

2004). 

  

Up until commercialization, we could not observe any difference in the impact of the park 

on tenants offering a good or service. Once the tenants that produce a good, reach the 

commercialization phase, the setup of the park becomes critical since the park does not 

allow production on-site or offers sufficient warehouse facilities on site. This is not a 

problem for larger companies. Because of their size, they can focus solely on innovation 

activities in the park, having their production and warehousing located elsewhere. However, 

for smaller companies, this is not always economically viable, making it difficult for them 

to stay in Agro Food Park when they reach the phase of commercialization. Hence, for 

smaller production companies, the impact of the park ceases when they are ready to embark 

on commercialization.  

  

In sum, being a tenant of Agro Food Park facilitates the process of accessing new customers 

through increased awareness, credibility, and access to relevant industry networks, 

especially for startups and the SMEs. It should be noted that the commercialization of the 

innovation was outside the scope of our study, which is limited to the process until the point 

when there is a product ready-to-be-launched to the market. Thus, we cannot rule out that 

the park further impacts on the commercialization phase of the product innovation process 

as well. 
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5.4. Controlling for Tenant Characteristics and 

Features of the Park 

When discussing and analyzing the findings it becomes apparent that the different features 

of the park yield different implications for the product innovation process of the tenants. 

Furthermore, the impact that the park has on the tenants, differs depending on the 

investigated firm characteristics. These implications are summarized and presented in the 

following subsections.  

 

5.4.1. Features of the Park 

Regarding the different features of the park, constituting the second sub question of the 

overall research question, differences in impact was identified. Figure 3 visualizes how the 

different features of the park impact the process as well as the dynamics between them.  

 

 Figure 3. Visualization of Impact by Different Features of the Park. 

 

Concerning the industry focus, clustering companies, network institutions and other 

organizations operating in the food industry adds to the relevance of the available networks 

and gives rise to a super additive interdependence of resources. Moreover, the management 

facilitates network building by organizing events and actively connecting tenants when they 
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believe that there is potential for valuable exchange. In addition, it helps connecting them 

to partners and other actors outside the park. The role of the incubator is similar to that of 

the park management, but it also offers consultancy services and expert knowledge. The 

interactive features of the park, such as its physical design, further contribute to network 

building by facilitating interactions between the tenants in Agro Food Park. The 

geographical location in the Aarhus Business Region entails proximity to the relevant 

industry networks. The main effects of the network are three-fold. First, the tenants can 

access resources, mainly knowledge. Second, it facilitates the process of accessing 

customers by exploiting the local demand in the park and the industry networks. Third, 

suppliers, a specialized workforce, and experts can be accessed through the networks. 

  

The idea generation phase is partly impacted through access to knowledge which can be 

used as inspiration when generating new ideas. The development phase is impacted by 

resources, customers as well as suppliers, specialized workforce, and experts. Here, their 

inputs speed up the development phase as well as improves product offers. The phase when 

the product is ready to be launched is positively affected by the ready access to customers. 

Consequently, as Figure 3 demonstrates, the greatest impact occurs in the development 

phase. 

  

5.4.2. Firm Characteristics  

Our third sub question concerns how the intensity of impact that the park has on the tenants’ 

process of product innovation, differs depending on the investigated firm characteristics. It 

can be concluded that firm size produces the largest difference in impact amongst the 

tenants. Even though the park does not substantially influence the idea generation phase for 

any firm size, we find that SMEs and larger firms are more likely than startups to benefit. 

Moreover, the park’s services in the development phase are especially valuable for the 

SMEs and startups. They utilize the network accessed through the park for acquiring 

resources more intensely than the large companies. In line with Cabral and Traill (2001), 

we argue that this can be explained by the greater need for smaller firms to access resources 

externally since larger firms have more knowledge and resources internally. In addition, 

SMEs and startups access suppliers, specialized workers, experts, and customers to a larger 

extent through the park than their larger counterparts. While larger companies already have 
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an established customer base and are well-known players in the industry, startups and SMEs 

gain awareness and credibility by being part of Agro Food Park. Therefore, also in the ready-

to-launch phase, startups and SMEs are benefiting more from being located in the park than 

larger companies. In general, the findings are consistent with the previous literature that 

smaller companies benefit more relatively to larger companies (Vásquez-Urriago et al., 

2016). 

  

How long the tenants have been in the park has also shown to influence the impact. 

Tenants that have been longer in the park, have larger and more firmly established networks. 

This may be attributed to greater trust between tenants fostered by past interactions (Ring 

& Van de Ven, 1994). Consequently, it impacts resource acquisition positively since trust 

yields more valuable knowledge exchange (Jones et al., 1997). Moreover, the longer the 

tenants have been in the park, the more formal collaborations with other tenants and 

institutions exist. Therefore, time in the park is positively related to resource acquisition, 

affecting mainly the development phase but also partly the idea generation phase. However, 

it is difficult to conclude if this is because of time in park or firm size since all of the SMEs 

and larger companies have been in the park for a longer period than the startups.  

  

The last investigated characteristic concerns the product offer We are not able to draw any 

conclusions if the impact differs for any phase of the process depending on the product offer. 

However, this is in line with the existing literature that tends to find many similarities 

between goods or service development (Nijssen et al., 2006). We have only been able to 

identify a challenge for smaller tenants that offer a good when reaching the ready-to-launch 

phase. Here, the park does not offer the possibility to produce or have warehouse facilities 

on site which urges such companies to move out of the park. 

  

5.5. Section Summary  

Being a tenant of Agro Food Park allows for a more external approach to innovation through 

access to industry networks, resources, customers, collaborations, and tacit knowledge. This 

would have been difficult if the firms were located elsewhere. Hence, the tenants are able 

to utilize the network to acquire and explore new knowledge (Hirsch‐Kreinsen et al., 2006) 
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as well as to adopt a more interactive process of innovation (Chesbrough, 2012). Moreover, 

since Agro Food Park is geared towards the food industry the inputs acquired from the 

networks are amenable to generating improved product offerings for the tenants. Due to the 

aforementioned need for companies in the food sector to increasingly supplement internal 

resources with knowledge and resources acquired outside of the firm (Svetina & Prodan, 

2008), the benefits of the park tenancy are significant. Furthermore, as successful innovation 

requires increased external knowledge and resource acquisition, which can be achieved 

through efficient networks (Teece & Pisano, 1994; Aken & Weggeman, 2000), the impact 

that Agro Food Park has on the product innovation process of the tenants, has the potential 

to contribute to successful innovation. Nonetheless, while the park allows for a more 

external approach to innovation, the impact on the process is dependent on the firm's 

motivation and efforts to tap into these opportunities. In this regard, we find that especially 

larger companies are less prone to capitalize on the potential opportunities that their park 

presence provides. While this can be attributed to their larger in-house resources, it may still 

be argued that they miss out on opportunities that could have a positive effect on their 

innovation activities.  
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6. Theoretical and Managerial Implications 

6.1. Theoretical Implications 

Although there exists previous research on Science Parks’ impact on innovation, our study 

still adds to the literature and yields certain theoretical implications. Previous research 

uncovered the positive impact of Science Parks on innovation performance (e.g. Siegel et 

al., 2003; Löfsten & Lindelöf, 2001, 2003; Lindelöf & Löfsten, 2004; Vásquez-Urriago et 

al., 2014). While these studies found out the answer to ‘whether’ these parks impact 

innovation, our study focuses on the ‘why’ and ‘how’ the park impacts product innovation. 

Furthermore, through our case study, we are able to outline the specific factors and 

relationships of a Science Park’s impact on the product innovation process which holds 

managerial implications and helps to understand the phenomena that are Science Parks and 

innovation. Hence, we are bringing this research closer to real-life situations (Flyvbjerg, 

2001).  

  

Specifically, our study supports previous literature focusing on the different factors that 

impact product innovation (Vásquez-Urriago et al., 2016; Beaudry & Breschi, 2003; 

Albahari et al., 2018). While our study finds support for the importance of industry focus, 

the role of management and location, we also add novel dimensions furthering our 

understanding. Here, the facilitation, carried out by multiple actors and not solely the 

management, established itself as a new theme. While past literature argues that the larger 

the management team, the better the facilitation (Siegel et al., 2003), our study shows that 

it is not solely a matter of size but rather having complementing institutions represented in 

the park. Additionally, our study introduces the tenant’s time in park as an important 

variable to consider since network building depends on past relationships and interactions 

(Ring & Van de Ven, 1994; Jones et al., 1997). While Albahari et al. (2018) stated that older 

parks benefited from positive long-term learning effects, such as accumulation of 

knowledge, these effects may arise also as a result of stronger and more trusted relationships 

between the park’s tenants. Furthermore, building on the impact of location (Albahari et al., 

2018), we find that being located within a geographically important area of the industry 

benefits the product innovation process through greater accessibility of customers, experts 

and specialized workers.  
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Finally, our study adds to the literature by shedding more light on Science Parks geared 

towards companies operating in the food sector. Even though Science Parks were originally 

established for nurturing innovation in high-tech industries and/or manufacturing (Beaudry 

& Breschi, 2003; Koh et al., 2005; Yang et al., 2009), our findings demonstrate that they 

may also be beneficial for the food industry. By creating possibilities for resource 

acquisition through network building, Science Parks support the increasing need for food 

companies to acquire resources externally to become more innovative (Acosta et al., 2015). 

Hence, Science Parks hold the potential to function as innovation intermediaries in the food 

industry (Omta & Fortuin, 2013). 

  

6.2. Managerial Implications 

The results of our study have implications for the management of Agro Food Park in 

particular. However, it can be argued that these implications may apply to Food Science 

Parks in general to some extent, if there are similarities in setup and vision. The results of 

our study contribute to a deeper understanding of the park impact on the tenants’ product 

innovation process. Therefore, it can be used by the park management to identify how the 

park can be adapted to enhance its impact and improve the innovation ecosystem.  

  

The park management plays an important role in facilitating the evolution of value-

enhancing networks in a Science Park. Albahari et al. (2018) mention the size of the 

management team and Löfsten and Lindelöf (2003) bring in expertise as important 

variables. Our study adds a novel perspective on the issue of multiple network facilitators 

and the risk of the creation of isolated sub-ecosystems in the overall ecosystem. In the case 

of Agro Food Park, it can be argued that the development of the incubator runs the risk of 

becoming an isolated ecosystem since the startups interact very little, if at all, with the 

tenants outside of it. Hence, we suggest that the management needs to establish more 

structures and processes to organize the coordination both within the incubator and with 

firms and other external stakeholders. Closer collaboration between the management of 

Agro Food Park and Agro Business Park’s incubator is needed to contribute to an improved 

integration of the startups and the tenants outside the incubator. In conclusion, while 
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expertise and size of the management can be complemented by other institutions, processes 

and structures need to be in place to ensure that they collaborate rather than work separated 

from each other.  

  

We argue that more formalized structures for connecting tenants could create benefits with 

regards to network building and resource acquisition. Currently, there are no formal 

structures in place when it comes to the facilitation of relationship building between the 

tenants and relevant actors outside of the park. Instead, it is done randomly when the 

management identifies needs or synergies and is mostly based on existing relationships 

between the tenants and the management as well as on ad hoc personal motivation and 

initiatives. Furthermore, the findings indicate that the management, especially the 

Community Manager Søren Madsen, has extensive and highly specific information about 

the tenants, including valuable personal relationships with several actors which contributes 

to more effective network facilitation. Thus, in the event of a change in management, 

information and relationships will be lost because they are tied to specific people and are 

not codified in established frameworks and structures. Moreover, more formalized 

processes, concerning facilitation, hold further potential to increase awareness among the 

different tenants residing in the park. 

  

While clustering companies, organizations, and supporting institutions operating in the 

same field enhances the possibilities for valuable knowledge exchange, trust is a crucial 

aspect that cannot be overrated. In line with the previous literature, the findings demonstrate 

that when trust is established between tenants as a result of innumerable past interactions, 

the level of knowledge exchange increases (Ring & Van de Ven, 1994; Jones et al., 1997). 

Hence, it can be argued that tenants that have been longer in the park hold greater potential 

to benefit from the park’s accumulated knowledge. From the perspective of the park 

management, interactions between the different actors should therefore be encouraged and 

supported. Also, it seems beneficial for the innovation environment that new players receive 

more facilitation from the management in regards to network building compared to 

companies that have been in the park for a longer period.  
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7. Conclusions  

7.1. Limitations 

The methods of this study have certain limitations which will be discussed in this section. 

Starting with the research philosophy, due to our interpretivist worldview, we value 

subjective meanings over quantifiable data (Saunders et al., 2009). Here, bias is more 

difficult to avoid compared to a positivist view. For example, insights and responses derived 

from interviews are impacted two-fold. The interviewees’ current emotional state, when the 

interview was made, and recollection ability impact the interviewees’ answers. Likewise, 

the interviewer’s emotional state, time of interview, and ability to comprehend influence the 

understanding and interpretation of the answers received. We did our best to reduce these 

shortcomings of the method by being aware of them as well as preparing ourselves and the 

interviewees for the interviews. Moreover, the researcher’s bias also comes into play in the 

data analysis. Here, past experiences and knowledge influence how the collected material 

is understood. Again, being aware of this bias is the only way to reduce its impact on the 

study. 

  

Continuing with the research strategy, certain other limitations need to be reflected upon. 

Case studies are criticized for being a method that does not produce results that are 

generalizable (Flyvbjerg, 2001). Strictly speaking, the findings are therefore only applicable 

to Agro Food Park and cannot be said to apply for Science Parks in general. For the purpose 

of our study, a deep contextual understanding was necessary and a case study was therefore 

considered appropriate. The setup and design of Science Parks are heterogeneous; therefore, 

the implications for the tenants may differ across parks. Hence, to understand the working 

of a particular park and the implications of the findings for the park, one has to study the 

park in question more thoroughly. It could be argued that it would have been beneficial for 

the study to compare the case with a similar Science Park to ascertain the validity of the 

findings. However, due to resource and time constraints, we were not able to extend our 

study beyond one single park. 

  

We acknowledge that certain limitations concern the time horizon of the research. When 

investigating a process, a longitudinal focus is preferred since a process changes and evolves 
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over time (Van de Ven, 1992). Thus, it can be argued that adding a time dimension would 

have yielded more comprehensive and unbiased results. By making multiple observations 

spread out over time, i.e., studying the process as it evolves, it will be possible to capture 

aspects or details that might get lost in a one-time snapshot. However, because of time 

constraints, it was not possible to conduct a longitudinal study. Hence, a cross-sectional 

research design was adopted, studying the process based on retrospective narratives of the 

representatives from the firms in the sample as well as the management of the park. 

Moreover, our findings are based solely on one person’s perception and experience of how 

the process is conducted and evolves in their respective company. Therefore, we made sure 

that the representatives of each company worked in the innovation department and thus had 

in-depth knowledge about how the process comes about. Moreover, we informed the 

interviewees beforehand about the topic, giving them time to properly prepare for the 

interview.  

  

The study’s exploratory nature gives rise to some further limitations. Semi-structured 

interviews were utilized since it allows for in-depth insights. However, it may also reduce 

the reliability of the research (Bryman & Bell, 2015). Since the interviews were semi-

structured, the findings are less stable and may not be strictly comparable across 

interviewees. If the study were to be repeated in a different setting, it might allow for new 

themes to arise, thus taking the research in a new direction. To increase reliability, two 

interviewers conducted the interviews together and used checklists to ensure that all topics 

were covered. Furthermore, by choosing an in-depth approach, we were able to create a 

deeper understanding of product innovation in the context of a Science Park in the food 

industry. 

  

Concerning the sample, we are aware of certain limitations. The sample consists of nine 

tenants of Agro Food Park as well as two representatives from the management team. Given 

the resource and time constraints, we judge that the sample is sufficient and appropriate 

since it allowed for in-depth investigation. Still, it could be argued that a larger sample size 

would have increased the robustness of the findings. The findings show that the park impact 

mostly differs when it comes to company size and to some extent, how long the tenants have 

been located in the park. However, it is difficult to determine whether these differences 
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could be caused by other factors, where a larger sample size could have given more clear-

cut and reliable answers. Nonetheless, it is consistent with previous literature claiming that 

smaller firms benefit more than larger ones from being situated in a Science Park (Vásquez-

Urriago et al., 2016). Additionally, certain investigated characteristics of our study 

overlapped, which made it difficult to determine the exact source of impact. For example, 

the startups were also the tenants that had been in the park the shortest amount of time. A 

larger sample size that included more larger firms or SMEs that just joined the park could 

have mitigated that problem.  

  

Finally, the sample is very heterogeneous, containing firms of different sizes, ages, product 

offers, and company structures. Heterogeneous samples makes it possible to gain unique 

insights that would not be possible, had the sample been more homogenous (Patton, 2002). 

However, it makes it more difficult to differentiate whether certain effects on the process 

are caused by being a park member or because of particular firm characteristics. In a more 

homogenous sample, similarities and differences would have been easier to identify and 

stronger conclusions could have been drawn.  

  

7.2. Future Research 

The research literature on Science Parks in the food industry is limited, and more research 

is needed to improve our understanding of the phenomenon and its implications. Our study 

raises many new questions that we believe deserve to be addressed in future research. While 

our study found that network facilitators play an important role in the innovation process of 

the tenants, the startups relied mostly on the incubator in that regard. Hence, it is difficult 

to argue that the fact that the incubator is located inside a Science Park, implies greater 

impact concerning network building than an off-park incubator. Therefore, a suggestion for 

future research is a comparable case study investigating startups within an incubator located 

in a Science Park compared to startups residing in an incubator not tied to a Science Park. 

It holds the potential of increasing our understanding of the extent to which the impact can 

be attributed to the Science Park or the incubator, respectively.  
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Furthermore, a comparative study of similar companies inside and outside the park could 

add insights regarding the effect of Science Parks in the food industry. Here, companies that 

work in the same field of operations, are at the same stage in their life cycle, are of similar 

size, and have a similar market share are important features to consider. Also, a before-and-

after study of a company holds similar benefits of uncovering the impact of such parks 

specifically on a firm’s innovation process. Finally, a comparative study involving different 

Science Parks in the food sector will enhance our understanding of the importance and 

impact of such initiatives. Since our study used a single case study in Denmark, the findings 

are contingent on this specific case, which makes it difficult to generalize (Flyvbjerg, 2001). 

Therefore, as a next step, comparing different Food Science Parks across Europe, for 

example, could be a promising avenue for validating our findings. 

  

Besides a comparative study, future research that uses a larger sample size could be 

conducted. Our study was not able to establish differences in park impact depending on 

whether they offered goods or services. Here, a larger sample size might uncover 

dependencies. Also, a larger sample size holds potential in presenting further firm 

characteristics as well as Science Park characteristics, impacting the product innovation 

process. Furthermore, the food industry is diverse and consists of a wide range of different 

company types. Therefore, focusing on a specific area of operation, for instance, food-tech, 

food production, or packaging, might reveal company-type-specific dependencies more 

effectively. In a more homogenous sample, similarities and differences are easier to identify, 

therefore, stronger conclusions about the impact of the park can potentially be made.  

  

Science Parks usually host or have close collaborations with institutions of higher education 

such as universities (Lecluyse & Knockaert, 2019), which have been shown to impact 

positively on innovation (Westhead, 1997; Siegel et al., 2003). While some tenants in Agro 

Food Park have collaborations with universities, the University of Aarhus just opened up a 

new food institute inside the park. Therefore, the impact that the presence of the university 

has for product innovation for the tenants in Agro Food Park is yet to be researched. Based 

on our study we would argue that the new connection to a university holds potential with 

regards to more radical innovations by turning research into exploitable products 
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(Westhead, 1997). However, only future research and development will tell whether this 

will materialize.  

  

Finally, due to the scope of our study, we did not specifically research the park’s impact on 

the commercialization process of tenants. While we were able to identify potential through 

our investigation of the ready-to-launch phase, we argue that further research, specifically 

focusing on different commercialization strategies and market dynamics, will extend the 

findings of our study.  

  

7.3. Conclusion 

This case study has examined, through interviews and secondary data, how being a part of 

Agro Food Park affects the product innovation process of its tenants. The aim was to 

investigate the already proven relationship between Science Parks and innovation (Löfsten 

& Lindelöf, 2002, 2003; Lindelöf & Löfsten, 2004; Siegel et al. 2003; Vásquez-Urriago et 

al., 2014). Here, we add to the existing literature by delivering an enhanced understanding 

of how a Science Park, geared towards the food industry, impacts the process of product 

innovation of its tenants. The main finding of our study is that Agro Food Park impacts the 

tenants' product innovation process by facilitating access to relevant networks. Our study 

uncovers that this is accomplished by a mix of factors including a strict industry focus, 

network facilitators (management, incubator, network institutions, and interactive features), 

and being located in proximity to important players in the respective industry. This allows 

tenants to acquire resources and access customers, suppliers, specialized workforce, and 

experts. As a consequence, the tenants can speed up their process and produce more 

competitive product offers. When looking into the product innovation process, these 

impacts cause the most prominent effects in the development phase. Furthermore, the impact 

is especially salient for startups and SMEs while it is less strong for larger companies. Also, 

the time elapsed since joining the park has a positive relationship with park impact since 

trust derived from the frequency of interaction contributes to more valuable knowledge 

exchange.  
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Looking into the challenges that the food industry is facing, Science Parks with a similar 

setup as Agro Food Park, can play a role in addressing them. The complexity of innovation 

is argued to be of hindrance to innovation activities within the food industry (Capitanio et 

al., 2010). Since Science Parks specifically focus on network building, this complexity can 

be reduced through access to relevant inputs and knowledge sharing through the network. 

Moreover, firms operating in the food sector have mostly relied on internal resources and 

capabilities in their innovation processes. This contributed to the low degree of novelty in 

food product innovations and the high failure rate of new products (Khan et al., 2014). 

Hence, increased opportunities for accessing resources externally through relevant networks 

can impact the novelty of innovation and the success of new products. Furthermore, this 

speeds up tenants' innovation processes, which also prepares them to react faster to changing 

consumer demands and pressures of the industry (Santoro et al., 2017). Concluding, 

concerning the need for innovation intermediaries in the food sector (Klerkx & Leeuwis, 

2008), we propose Science Parks as suitable initiatives to fill the gap.   

  

As an outlook, we want to outline a potential pathway for the future development of a Food 

Science Park. Currently, Agro Food Park, as our case for a Food Science Park, mainly 

promotes incremental innovation of its tenants. Incremental innovation is the prominent 

innovation form in the food industry (Khan et al., 2014). However, considering long-term 

challenges of the food industry, such as world hunger or climate change, more radical 

innovations are needed. It is arguable if the current setup of Agro Food Park allows for such 

innovations to flourish. The membership of Agro Food Park mainly yields an impact that 

results in incremental improvements to already existing goods and services (Norman & 

Verganti, 2014). However, radical innovation stems from breakthrough technologies 

building on existing state-of-the-art or past technological developments (Kelley et al., 

2013). Hence, to promote such innovation, the park would have to stimulate technological 

development and scientific inputs to a larger extent. Also, a stronger impact on sharing and 

co-creating ideas amongst tenants would benefit such development. With the new university 

building and extensive plans to expand, the future of Agro Food Park might uncover the 

potential for more radical innovation. This would excel the innovation power and 

importance of the park for the food industry.  
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Appendix 1: Interview Guides  

Interview Guide Agro Food Park 

Themes Questions/Outline 

Administration • Thank you for participating 

• A brief outline of the research 

• Confidentiality 

• Rules of the interview (right to not answer 

questions, length, recorded) 

• Sign of consent form? Is it necessary? 

Opening Questions • How long have you worked with Agro Food Park? 

Have you been here since its foundation? 

• Can you describe for us the role you have and 

what you do on a daily basis? 

• What is your favorite thing about working at Agro 

Food Park? 

• What makes Agro Food Park special in your 

opinion? 

In the following, we are interested specifically in the 

activities, etc. happening at ABP in AFP 

Agro Food Park  

–  Big Picture 

• How does Agro Food Park operate? 

o What is the intention behind Agro Food 

Park? 

o Who owns Agro Food Park? 

▪ Are there any financial incentives 

that you need to take into account? 

o What is Agro Food Park’s goals and what 

is the outcome that you aim to achieve? 

o How big do you want to make the park?  

• Why is the Park located in Aarhus? 

o Possible follow-up question: Are there any 

benefits with Aarhus compared with, for 

example, Copenhagen? 

• What makes Agro Food Park different from other 

Food Parks/Science Parks? 

• Who do you think is your competitor, if any? 

• How do you choose the companies for the park? 

o What are the criteria for companies to get a 

place in the park? 

o Do companies usually approach you or is it 

you that approach companies that you 

believe would fit in the park? 
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o How high is your retention rate? How 

many companies have left the park? Are 

companies encouraged to stay their entire 

life at Agro Food Park or just for a specific 

time period? 

Agro Food Park  

– Daily Operations 

• How much is Agro Food Park involved in the 

daily activities of the companies? 

o What are you doing? What services do you 

offer? How do you facilitate… 

o If not involved: why not?  

• What services do you offer the companies? Are 

they separated in categories (for start-ups, for food 

production, for tech, etc.?) 

o How does the incubator work? How close 

are the startups to the companies that are 

outside the incubator? Do they interact? 

• Do incumbents meet regularly? 

o Do they sit in open co-working spaces? Or 

where do they interact on a daily basis? 

Agro Food Park  

– M3 Strategy 

• How do you perceive the presence of the 

university affecting the companies’ product 

innovation process, does it have any influence? 

• How does being in the incubator affect the 

collaborations with firms or other external partners 

off-park? For example, customers, investors, 

suppliers, etc. 

Collaborations & Open 

Questions 

• What processes are in place to facilitate the 

knowledge exchange between the tenants? 

• You say on your website that the companies 70% 

collaborate with other companies, is the 

collaboration facilitated by the park or how does it 

usually play out? 

o Is collaboration usually between smaller 

and bigger firms? Small and small firms? 

etc.  

o How do you facilitate collaboration? Do 

you collaborate with external partners such 

as universities, the region Aarhus, outside 

companies, etc? 

o How is their collaboration with 

universities? Do the companies collaborate 

with them directly or is it indirectly 

through the park? 
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o Do you work with other external partners 

except for universities? In that case, who, 

why and how? 

• You say on your website that you work with Open 

Innovation, can you elaborate? 

o How does it work in practice at Agro Food 

Park? 

• 80% of the companies introduced new products or 

services in 2015, that is an impressive number, 

why do you believe that is? 

• On your website and the video about the future of 

Agro Food Park you talk a lot about innovation, 

how would you define successful innovation? 

o do you consider ecological and social 

benefits besides economic benefits 

successful? 

End • Thank you for taking part 

• Possibility of follow up questions through phone if 

needed at a later point 
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Interview Guide Tenants of Agro Food Park 

Themes Questions/Outline 

Administration • Thank you for participating 

• A brief outline of the research 

• Confidentiality 

• Rules of the interview (right to not answer 

questions, length, recorded) 

• Sign of consent form? Is it necessary? 

Opening Questions • Tell us briefly about your company and the 

product/service that you offer 

• How old is the company? 

• How many employees do you have? 

• What is your position in the organization and how 

do you see your role in the firm? 

Product Innovation 

Process 

• Can you please walk us through the process of 

coming up with new products or 

improving/changing existing ones? 

o What are the different steps of the process 

from idea creation to having a ready-to-

launch product? 

▪ In other word, products/services 

come about (invention) and not the 

commercial aspect of the 

process/bringing it to the market 

o What inputs do you think that you need to 

be able to invent a new product/change an 

existing one? 

o Where do you acquire these required 

inputs? 

o Who is involved in the process, inside and 

outside of the company, and during what 

steps are they involved in? 

o What are the largest challenges with the 

process? What goes well?  

o How is the product innovation affected by 

your firm size? By the characteristics of 

the product/service that you are 

producing/providing? 

[Areas to keep in mind while 

investigating PIP] 

Incentives • Why did you choose to join Agro Food Park?  

o What did the process of you joining the 

park look like?  
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o How did the fact Agro Food Park is 

situated Aarhus impact your decision? 

o How long have you been in the park? 

o If relevant: How has the process 

changed/been affected since you joined the 

park? 

Collaboration/Network • Have you had any partnerships or collaboration 

with other tenants in the park? 

o If yes can you walk us through, how 

collaborations usually pan out? 

▪ How did these collaborations 

establish? What is the character of 

the project, are they more informal 

or formal? 

o If not, why do you think that is so? 

• Do you perceive Agro Food Park as having an 

open and collaborative atmosphere or do 

companies focus more internally? 

• Do you interact with other people from other 

companies on a daily basis? 

o If so, where does the interaction happen? 

• How do you perceive that the other companies in 

the park affect your product innovation process? t 

• How do you perceive the competition between the 

different tenants in the park?  

External Partners • How do you perceive the presence of the 

university on your product innovation process, 

does it have any influence? 

• How does being in the park affect your 

collaborations with firms or other external 

partners off-park? 

M3 strategy - services 

offered by the park 

• Søren - manager of the park/community 

manager 

o How is your relationship with Søren? Do 

you have contact with him on an ongoing 

basis?  

o How does he impact the process of product 

innovation? 

 

• Social activities offered by the park 

o How engaged are you in the social 

activities taking place in the park? 

▪ Does your company have a 

representative in the social 

committée 
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o Do you have relationships on a more 

personal level with many of the people 

working in other companies in the park? 

 

• Business activities offered by the park 

o How do you utilize the business activities 

offered by the park? 

o Do you perceive them as relevant for your 

business and what is the impact that you 

are able to perceive? 

• Fundamental basics offered by the park 

o How do you utilize the services that are 

available in the park, for instance, canteen, 

meeting rooms, yoga classes laundry 

service? 

o How does the presence of these services 

affect your daily activities? 

 

• Incubator (only for startups) 

o How do you perceive the service and 

support that is offered by the incubator? 

o How does your interaction/collaboration 

differ between the startups inside the 

incubator and the companies outside the 

incubator? 

o Have you been a part of other incubators 

before? 

▪ If yes, what are the differences 

between being in an incubator that 

is inside a park? 

o How has your business changed from 

before you joined the incubator until now? 

Science Park Impact • Broadly speaking, how has being a part of Agro 

Food Park affected your business product 

innovation process? 

• What do you believe is the greatest benefit of 

being a part of Agro Food Park? 

• What is the biggest downside with the park, if you 

have to choose something? 

• How can the park be improved? What is missing? 

End • Thank you for taking part 

• Possibility of follow up questions through phone if 

needed at a later point 



 7 

Interview Guide Agro Business Park 

Themes Questions/Outline 

Administration • Thank you for participating 

• A brief outline of the research 

• Confidentiality 

• Rules of the interview (right to not answer 

questions, length, recorded) 

• Sign of consent form? Is it necessary? 

Opening Questions • Tell us about Agro Business Park? 

• What is your position in Agro Business Park and 

how do you see your role? 

• How long has ABP been part of AFP? 

• Why did Agro Business Park decide to have one of 

their incubators in Agro Food Park? 

In the following, we are interested specifically in the 

activities, etc. happening at ABP in AFP 

ABP in AFP • What is Agro Business Park’s vision for its 

startups? What is the goal?  

• What type of startups can become part of Agro 

Business Park? 

• How involved are you with the startups on a day to 

day basis? 

• What are your perceptions are the biggest 

challenges for startups operating in the food 

industry when it comes to product innovation? 

o What are your main challenges with the 

startups that you have currently? 

• How do you believe that Agro Business Park 

impacts the product innovation process of the 

startups?  

o How do you see your role in this? 

• How is your relationship with the companies in the 

park that are outside the incubator? 

• What is your relationship with Søren? Do you 

collaborate a lot or work independently? 

Collaboration/Network • Is it common that the incumbents of the incubator 

have partnerships or collaborations with other 

tenants in the park?  

o If yes can you walk us through, how 

collaborations usually pan out? Giving 

examples of collaborations 

▪ How did these collaborations 

establish? What is the character of 
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the project, are they more informal 

or formal? 

▪ Are the collaborations often 

between the firms inside the 

incubator or do they also happen 

with larger firms outside in the 

park? 

• Do you perceive Agro Food Park as having an 

open and collaborative atmosphere or do 

companies focus more internally? 

• Are the companies interacting with each other on a 

daily basis, if so where and how do the interactions 

happen? 

• How do you think the companies in the park affect 

each other’s product innovation processes? 

• How do you perceive the competition between the 

different tenants in the park?  

External Partners • How do you perceive the presence of the 

university affecting the companies’ product 

innovation process, does it have any influence? 

• How does being in the incubator affect the 

collaborations with firms or other external partners 

off-park? For example, customers, investors, 

suppliers, etc. 

M3 strategy - services 

offered by the park 

 

• Social activities offered by the park 

o How engaged are the tenants in the 

incubator in the social activities taking 

place in the park? 

 

• Business activities offered by the park 

o Do you perceive the business activities 

taking place in the park as relevant for your 

tenants and what is the impact that you are 

able to perceive? 

 

• Fundamental basics offered by the park 

o Do you perceive the fundamental basics 

(meeting rooms, laundry,  canteen, etc.) 

offered by the park as relevant for your 

tenants and what is the impact that you are 

able to perceive? 

Science Park Impact • Broadly speaking, how do you believe that being a 

tenant of Agro Business Park affects their product 

innovation process? 
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• How is the incubator in AFP different from the 

other ones that are run by Agro Business Park?  

• How do you believe that the location of Aarhus 

impacts the tenants? 

• What do you believe is the greatest benefit for 

companies of being a part of Agro Food Park? 

• What is the biggest downside with the park, if you 

have to choose something? 

• How can the park be improved? What is missing? 

End • Thank you for taking part 

• Possibility of follow up questions through phone if 

needed at a later point 
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Appendix 2: Transcripts of Interviewees 

Interview: Agro Food Park Management 

Conducted: 11th of February 2020, 9:30AM • Duration: 1:22:00 

Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Søren Madsen, Communtiy Manager @ Agro Food Park 

 

Is it okay if we record? 

 

Yes. There was one company here called the Danish agricultural advisory service. But also 114 

hectares of land around us which is owned by Agro Food Park was owned by that company. But 

there was a managing director, CEO of the company, he was called Frank, and he had this vision of 

“if it was possible to invite other companies and institutions and create what he called a company 

park.” He had some architects making some initial drawings and it was actually called a Agro Food 

Park. He saw with the launch of the university hospital up here, it's actually the biggest in 

Scandinavia and with the city tram and a new highway that was just finished out there, with the 114 

hectares of land, that it might or could be an attractive place in the future to locate if you were within 

the agricultural and food value chain. But he didn't know how to come from a vision and into 

practicality. So, he called me more or less out of the blue. I knew that they were building here but I 

didn't even know which company was inside. But anyway, he called me and asked if I could come 

for a meeting and that meeting was about his dream. 

 

 

What were you doing back then?  

 

 

I was working with regional development and large projects. In the triangle region, it is a 

collaboration between municipalities around Zealand actually, so I was working with something 

else. clusters and bigger projects across the municipalities. One example is Lego. It is a very 

attractive company, but the whole area, Billund, is not a very nice place to live if you come from 

Milan or Los Angeles and you want to work for Lego, it's not very nice, so one of the projects was 

to create new environments for expats. Anyway, we met just sometime in December 2008. And he 

ended up persuading me spending half a year investigating if that vision was a good idea. And I 

talked to a lot of people, spend a lot of time during that six month also trying to see if there were 

similar company parks in Denmark or outside Denmark and put everything in a report. And we met 

again, beginning of August 2009. And he said, it looks very interesting. And could we open very 

quickly, in a few weeks because he had this idea of 09/09/09. That would be a very good day to open 

which was for five weeks after that meeting. So, we cleared a corridor over there, so the people from 

that one company, they had to move a little bit closer together. And then you could actually start 

moving in and be part of Agro Food Park. Then we made this extension building, then Arla came, 

then we sold the old farm that the land originates from, it's down there, to a company called Viking 

genetics and they, instead of the old manor house, they build a new kind of headquarter for their 

company. And very lately Aarhus University over there, they have opened their new food Institute 

here. The food Institute has been split on three different locations. But now, so for the first time, 

Michelle, who is head of the Institute, she's from New Zealand, it's the first time that her employees 

are in the same building. So, from that one company and about 500 people back in 2008, we are 
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maybe 81 or 82 different companies and about 1200 people, now. We are owned by the Danish 

agriculture and food Council which is a membership organization and the members are the Danish 

farmers and the Danish food industry. It is this very traditional way of organizing agricultural and 

food companies and organizations in the Scandinavian countries such as Arla Foods being owned 

by their farmers. So, their joint organization is also owned by the farmers and the industry which is, 

in many respects, a good way of thinking because the revenue that that we produce every year in 

Agro Food Park goes in principle back to the Danish farmers and the Danish food industry. 

 

 

How do you make revenue? Does it cost for the companies to have a space here? How does it work? 

 

 

The red building and the grey building are owned by us and there is of course of revenue every year 

because people pay rent like you do for your apartment or whatever. So, they pay a rent and it's a 

fairly good revenue every year. So, it's true that the business model we have is split into two. It is 

continuous revenue from rent every year. And then from time to time, we sell a building plot. So 

Arla has a building plot, the university has a building plot which is a complex city because then you 

have to have some kind of land owner association. We discussed a lot with Arla if we should invest 

in that building and then they should rent it but it's such a specialized building and it wouldn't really 

make any sense. So, the deal was with them that they buy a building plot and invest in their own 

global R&D Center. 

 

 

Did you approach Arla and the companies to come to Aarhus? Or did companies approach you?  

 

 

It is a very interesting process because also, back in 2008 and 2009, there was a global financial 

crisis. So, there were people who felt it was a little bit optimistic to believe that within 10 to 15 

years, there would be this amazing innovation system here a little bit outside the city. Arla was the 

first company I visited. I visited my old boss at Arla Foods who is the present CEO of Danish Crown. 

So, I knew that Arla was looking for a new location for their R&D Center. But it's it was a very long 

process. It started in 2009. And the building opened in 2016. It's really a long journey. And it's the 

same with the university. It started maybe a year after in 10 or 11. And they just moved in. So, these 

projects are very long term, not like in China where you build a Corona Hospital in 10 days. Its very 

long processes. It's very long processes and with Arla, we looked at many different locations, in the 

Copenhagen area, in Stockholm where Arla also already has R&D facilities. We looked at London, 

the turnover in England is far much bigger than in Denmark. So why not in London. We looked at 

Paris and Hamburg and we looked quite open, trying to benchmark the different locations and many 

parameters, infrastructure and knowledge and skilled people. How strong were the local kind of 

cluster? I think it was in October 2013, we had a press conference here, it was the present CEO of 

Danish crown, saying “we have been looking at all these locations and we have chosen Denmark, 

Aarhus and Agro Food Park.” But it was a long process. Today it's a little bit different. We have 

more requests from companies who want to locate here, and I have said no to 50 or 60 different 

companies in the last four years. But now we are in a process of planning and new, fairly large 

building here. Again, being a kind of multi-tenant building for many companies because Arla and 

the university, it is a one company building.  

 

But when exactly this kind of attraction power becomes so strong that you don't have to do anything 

and people just come to you, maybe we are not there yet. With Arla and the university, this attraction 
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power has for sure increased and I would almost say if we haden't succeeded with Arla Foods and 

the Global Innovation Center, Agro Food Park would never have been bigger than this. But the next 

step is very interesting. I think because you could also say that with a new building, it's going to be 

8000 square meters, with the new building have we then taking all the easy wins? I can't imagine 

that a company is moving from, no matter how attractive this is, from Copenhagen moving to 

Aarhus, this stupid selfishness there are in capitals, we do not move out of capitals, you move into 

capitals. So, the next step is maybe international and how to do that? Because it doesn't really make 

sense either to move large companies from the north or west or south of Aarhus, but what we see is 

some kind of satellite offices here. We have in the red building, very close to the reception, we have 

a company called HK scan. It's the old Roche poultry. So, they produce chicken and chicken 

products. And they have their very large factories, chicken slaughterhouse at the Danish West Coast. 

But you can get a CEO or a project product manager or marketing manager or financial managers, 

you can attract them to the west coast, so the headquarters are here. So, they have a satellite here 

with all the management team. 

 

 

I am thinking that you had to say no to some companies. Are there any criteria that you look for in 

a company? How do you choose which companies that you want in the park? 

 

 

In the last couple of years, it has been very easy because we don't have an office space. But in the 

beginning, Agro Food Park is, first of all, only for companies who have their main part of the 

business within the agricultural and food chain sector. And we don't want production here. We want 

things to be more like a canvas, we don't want trucks coming in and out. Also, the land is too 

expensive if you are a logistic company, you should buy cheaper spots somewhere else in Denmark. 

And then I was thinking very hard on why should companies move out here when it looked like this 

and the attraction power of this company? Well, it was not that great. And at the same time in this 

more southern part of Aarhus, the rent of square meters was much cheaper than I anticipated in the 

budgets that I tried to construct back in 2009. So why on earth should companies move out here and 

it's not really, it's not a brilliant nobel price thinking. But one day, when I was running in the woods, 

I was thinking, we simply need to add more than just square meters. Because if you're only looking 

for square meters, you will probably choose more cheap square meters in the southern part of the 

city. So, we need to add a new dimension to just renting a certain amount of square meters. And 

then I thought, well, what is a new dimension to two square meters? Well, square meters are this, so 

a new dimension is up. And then the idea of this cubic meter concept came about. I was trying to 

figure out what is in the concept of cubic meters? And we still call it cubic meters. And the idea is 

to, first of all, offer a lot of fundamental, basic things to the tenants. We have a reception and we 

have a canteen, we have meeting rooms. And we offer so many services. You can have your clothes 

cleaned, you can have your hair cut, you can buy food to take home. We have so many services on 

this more fundamental basic level. You can eat, you can go have yoga classes, you can go do outdoor 

training. So, when you move into Agro Food Park, the only thing you actually have to concentrate 

on is on your business. So that was the more fundamental thinking in our cubic meter idea/concept. 

The other is social activities, social events. We do quite a lot. We have kind of inspirational talks 

we have, later this month, we have a bingo. Which sounds a little bit ridiculous, but the traffic is 

helpless if you leave here at four. So, we have a lot of the social events between 16 and 18 o clock. 

Wine tasting, inspirational talks about how you can have a good life - work life balance, many things 

like this. We have a football team and we have a table football tournament. So that's another level 

of our cubic meter activities which is all the social activities that make people meet across the 

different companies and institutions here. 
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And you facilitate that? Or is that one of the main tasks that you do on a daily basis, putting these 

events together and scheduling and all? 

 

 

We have what we call the community forum. So, I think it's 16 people from different places, different 

companies. So, we discuss these social events with our community forum. So, we normally do what 

they suggest. We have a Christmas market, for instance, where people, because we are in the 

agriculture and food business, meaning that some people here, they have their own private farm, are 

selling meat or vegetables, they bring them to the Christmas market. Some produce honey at home 

in their garden and so people are of course more interested when they work here. And some brew 

their own beer. But we discuss the social activities we do with our community forum.  

 

 

How is the community forum set up? Which companies are represented?  

 

 

We have actually picked them. I'm trying to be a little bit representative. Some come from the red 

building. Some come from the grey building, some people in the community, they come from a bit 

larger companies, some from a small company. So, we have actually picked who we thought would 

be good people and representatives to have in our community forum. Then we do the business events 

and that's the last part of our cubic meter concept. We do quite a lot of business events, trying also 

to make companies that are not based here to come to Agro Food Park to get new inspiration, new 

ideas. So, we do for five, six large events every year and then we do 10 times per month, we call 

them drop in meetings. It is a business events but it's on a certain topic. It's always from three to 

four, and then some networking afterwards and it's for companies here and for friends and companies 

and interested persons outside Agro Food Park. And I'm planning a very large event in June. Next 

month, we have a large opening event of something called the Food Nation Visitor Center. So it's a 

very nice facility that will be built up in March where you can see that there is something at Axlborg 

in Copenhagen called Food Nation Denmark. They have a visitor center, so international delegations 

can visit them and see some of the strength that we have in the Danish Food sector, it is very 

interactive, it's very fancy. And they will make a kind of satellite here and we will have a fairly large 

opening reception for this. Every year. We have a career day where we invite companies, some 

again, some from here, some from outside and students from the University and many other 

institutions. So, we do a lot of these smaller and larger business events. So, the whole cubic meter 

idea is all the basic service at a high level, the social and the business activities that we do. And for 

some reason, it seems to, to work for us. 

 

But why we actually made it from that one building to what it is now, I think, it's a little bit more 

complex. I don't think that there is one explanation, but I think, it has been very wise for us to stay 

only in one sector or one value chain. You can see many examples of business packs and initiatives 

that maybe started as a vision, if you go to Silkeborg about half an hour from here, there is a very 

nice area where they wanted to build something like this. And it was before Agro Food Park but 

within water technology and they thought they could build companies around that. But it didn't work 

for them and then they start taking in companies from different other sectors and now it's just a mix 

of everything and no interaction between companies. So, I think, we did right by sticking to one 

sector. And then of course, it's about finding the right people and good timing. 
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But even in the food sector, there are companies, that do food tech, some that are doing more 

products and it also can be very different. How do you choose there?  

 

 

Yes, we have everything. Everything that is related to the production value chain of food. So, we 

have very advanced companies who are looking at the satellite data and trying to convert that into 

something that pharma can use. We have Agro Intelle out here. They produce robotics. And last 

season they had robotics on three test fields in Denmark. So, the robots, they did everything in the 

field so no people in the field only robotics. We also have Fermenish, which is a Swiss food flavor 

supplier. So, they work with food flavors and specialized in this, we also have ISI Protection, they 

have the highest classified, Danish laboratory when it comes to microbiology, we have a research 

company… We are a little bit stronger on the agricultural side then on the food side but for us it is 

the whole value chain. 

 

 

Some companies produce a product though, but since they cannot produce here, why do you think 

they still have an office here?  

 

 

That goes for several companies. The HK Scan that I mentioned, they have the factory at the West 

Coast, but we also have a company down there called Lab Lab. Their production is about 50 

kilometers from here. But they are here because the environment stimulates to new thinking. Pure 

Shots, maybe you know them, they have their lab downstairs but again the bottles are produced 

elsewhere. 

 

 

So then is it more about knowledge sharing? 

 

 

Yeah, it's for knowledge, not for production. And this area that is our incubator there are 25 

companies in our incubator. Tuesday's is the best day because there are some smaller events in here 

and there is always breakfast. So, we meet every Tuesday at 9:30 here. The story behind the 

incubator goes six years back. We started to have some special requests on if we offer special 

services for startup. And we didn't even have specific experience in that. So, we made a deal with 

Agro Business Park. It has over the years been a little confusing with the name. Nevertheless, we 

have been very pleased because Agro Business Park, they are also the project manager of many of 

these soft funding programs that used to be in the regions. Now it's centralized, but they have been 

the project manager on many of them. So, besides being able to give business coaching to the 

companies that we're here, they could also attract some soft funding and they also have a network 

of business angels and venture people. So, they have actually been quite successful and after five 

years, they had actually attracted - which we try to keep track on it - there has been about 50 

companies, some of them have grown out, some have died. We have had a constant about 25 

companies that has been attached to Agro Food Park. 

 

 

The one that succeeds, do they often stay in Agro Food Park? 
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Some have, Agro Intelli, the robot company started here, and they grew very fast and there was a 

period where they employed one person every month. And since we didn't have any office space, 

which was a little bit of a nightmare, every month when they said, “well, we're going to employ 

another one. Do you have a suggestion on where the person should be?” And so, we decided to buy 

a pavillon for them because it's a very fascinating company and the CEO was nominated in 2018 to 

be the most innovative person in Denmark, so we didn't want to lose them. And another company 

decided to go from consumer products also into feed and then they needed to take a kind of 

production farm, it's an old chicken farm not so far away from here, but we don't have any chicken 

farms and we don't want production, so they had to move. So, it's a mix actually. Pure shots started 

here but they moved downstairs, Smid innovation started here and they are still here. Another one 

started here, now they have a distillery in the city of Aarhus. So it's a mixture. Some die, some stay 

here, some move. 

 

 

I'm wondering, how does do the startups in the incubator interact with the larger companies. Do they 

collaborate or are they more isolated here? 

 

 

They interact, we try to follow it, every year. Actually, today we sent out our yearly survey to the 

companies here. It's a little bit difficult to say precisely because we ask if they don't have any 

business or project relations with others or if they have 1 to 2, 2 to 3, 3 to 5 or more than 5. So, if 

you say more than five, it's a little bit difficult to know if it's ten or seven. But it's funny that you say 

so because we also evaluate the collaboration agreement we have with Agro Business Park every 

year and we did that last Tuesday, and for me, it is very important that the incubator is not just the 

incubator area, but it's an integrated part of the whole ecosystem. So, I really try to stress that because 

we have, for instance, a company called Tracezilla. It's a success story, it started as one company, 

one person then it became two, then they had an investment from the Danish industrial funding of 

about 2 million Danish kroner, I think. And now they are four people and they make whole 

production systems for small food companies. 

 

 

We read about them. 

 

 

I run some lunch networks, for instance, one on business to business sales and marketing. Catherine 

which is one of the founders of Tracezilla is in that, because that is what they do, business to business 

sales and marketing of their production systems. And at one of the first meetings in that network, 

she was asking on how do the other people in the network, how do they use their network to get 

access to new companies? And suddenly I realized that well, Catherine, I could point out many 

people here that she should actually talk to, for instance, ISI Food Protection, which have their lab 

down here, because they do micro biological analysis for a lot of smaller and larger food companies. 

So why shouldn't Katrine have lunch with Anne, one of the CEOs of ISI Food Protection, a very 

kind lady, and I'm sure that Anna could give Tracezilla and Catherine at least 8 to 10 leads or when 

they have visitors mention that well, we also actually have Tracezilla up here. So, my little bit of 

criticism on the incubator is that it tends to close upon itself. And it's not that the people who sit here 

from Agro Business Park, they don't really know that many people from the other companies and 

institutions here. So, that is one thing that we will try to be a little more pushy on in this year. That 

you simply need to know and have a better understanding of the companies and institutions here, 

even if it is not relevant for them maybe. 
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How does a collaboration often play out? What is a typical collaboration? Do they approach each 

other or is it you that connects them? 

 

 

It's a mix of everything. They can meet at one of the social events, they can meet at one of the 

business events. Catherine and the rest of Agro Business Park, of course, know some of the people 

here. Sometimes it is me that connects people. And sometimes, some of the connections are also 

very old. Arla Foods, for instance, uses Foodjob Nordic a lot to recruit. They use Lisbeth from 

Innova Consult to put words on if they make a new cheese. How does it taste compared to all the 

other cheeses? So, some of the relations are very old, some of them are due to the activities we do, 

some are more person to person, say “well, I suggest you talk to this or this.”  

 

 

Why do you think that the incubator is not so involved at the moment? Do they not take part in these 

social events as much or do you keep track of that?  

 

 

I can't say one reason, it's just my feeling. They operate our incubator and of course, we have some 

goals that we expect them to reach. How much capital do you attract? How many business model 

canvas do you together with the companies? So, a lot of hard stuff. And if you have a contract, you 

tend to look at how can I quickest or easiest fulfill these requirements. And you don't really look up 

and say, what else is there and I have that feeling that this is what has happened over the last couple 

of years. Agro Business Park runs a number of different projects. And so they are I used to look at 

“well, this is my project, this is what I'm supposed to deliver and that's what I deliver.” You don't 

really look up and look at all the possibilities because you're so focused on the numbers and things 

you have to do in the contract or in the project. 

 

 

So, is the cooperation more between the bigger company now or is it a mix? 

 

 

It is a mix and we have a very good relationship and I have had one group of visitors this morning 

and Anne-Marie has had another one and we always pass by and people from Agro Business Park 

explaining what is going on in here… 

 

 

Do they have more pressure because they have to stick to certain contractual terms? 

[Quite, long pause. No answer] 

 

 

How long do companies usually stay? 

 

 

A challenge again for us is space because originally it was a kind of pit stop area for maybe two 

years and the first contracts we made we said “well in two years we expect you to be out.” The 

challenge again is space, we don't have any place to move them. And I don't have an office, Anna-

Marie and I we don't have an office, we sit on a corridor and now we have to move again because 
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this Visitor Center is going to be built where we have our desks, so I don't know where to sit in a 

month. So, the idea of the incubator being a pit stop was ruined because we don't have any where 

we can go. Agro Intelli, we had to buy a pavilion for them, but we don't have anywhere to move 

people. 

 

 

Is this also the goal or vision for the future to get more space?  

 

 

We believe that with a new building, we agreed together with Agro business park, that the area, if 

we could also supplement the area a little bit with large companies having students writing projects 

and so on, we believe it could be three times as big as it is today. We could do more activities, we 

could attract more companies. So, we actually believe that if we were just looking at the incubator, 

it could be three times as big as it is today. So, that's what we plan to do with the new building. Not 

to move the incubator there, but maybe move it over there in the red building because some of the 

companies in the red building is going to the new building. So, we really would like to make the 

incubator or that part of the ecosystem bigger than it is today and we believe there is a potential to 

do that. 

 

 

I have another question about the university, the knowledge institutions. Do the companies do 

projects with them?  

 

 

Yeah, Aarhus university is definitely another company here with more than five business relations. 

Just like Arla. 

 

 

Is it research or? 

 

 

Yes. I know they have projects again with Lisbeth, ISI Food Protection, Arla and SEGES, etc. They 

are involved in some of the soft funding programs where you need to have a university or an 

institution attached together with a startup. There are some funny constructions. So, they have many 

business relations and they also do kind of startup and entrepreneurial activities. The mealworm 

company, for example, came directly from the university and the university guided them directly 

from their activities into our business. 

 

 

So, is it more that they come with ideas to the companies or what kind of projects do they do? 

 

 

It's typical one to one projects, that I don't know the content. I just know they have many projects 

without Arla. They also have a project on farming with robotics with Agro Intelli, but what exactly 

it is, I don't know. I know Dieter, from ISI Food Protection is an associated professor at the food 

Institute. But what he teaches in, I don't know. In some cases, I know the content. Between Arla and 

ISI Food Protection, for example, they have a contract that Arla can use some of their lab space, 

because it is very expensive and complicated to do that on you own. Why would they build their 

own, if the highest classified Danish lab is just close by? And another contract between them is 
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about a new kind of project for the Middle East market with a much more extended shelf life than 

we know today. So, it's a kind of product development contract. So, in some cases, I know more or 

less what the collaboration is about but in many cases I don't. 

 

 

So, that is the main idea about Agro Food Park, isn’t it? Bringing companies together, etc. 

  

 

But we can only we can only try to stimulate and make the possibilities for the connections. We 

don't interfere in the innovation; we don't interfere with the way they do and run their business. We 

don't run any public funding programs. So, we cannot say to a company “well tap into this program 

and then you can have half a million Danish kroner for product development.” We try to create the 

framework and network, the possibilities, relations. But you have to run your own business or tap 

into what they can offer here at Agro Business Park or Danish food cluster or other fundings. We 

will always be happy to help to connect and to make sure that you know as many people as possible. 

We also every month go for one-hour walks with new employees, so they have a feeling of what is 

here. But we stop here. We offer these square meters and the services, social events and the business 

events and then it's up to people to meet and connect and do business. 

 

 

You write on your website that you apply open innovation, however there are different 

understandings of what it is. How does Agro Food Park define that?  

 

 

Do we say that? I do not write this stuff… 

 

 

What makes Agro Food Park different to other Food Pars out there. For example, to the one in 

Wageningen, in the Netherlands? 

 

 

Many of the International delegations who come here, they either have been to Regio Food Valley 

in the Netherlands or they are just going there. So, I believe it's this part of Denmark [points to 

Aarhus Business Region, 12 municipalities] plus Regio Food Valley [8 municipalities], that's the 

two hotspots in Europe when it comes to food innovation. 

 

 

What makes this region special? 

 

 

Aarhus Business Region together with Agro Food Park. If you look at the benchmark for food and 

agricultural universities, in all benchmarks, I know Wageningen is number one. The best in the 

world, Aarhus University and Copenhagen University, they are somewhere between 10 and 12. So 

they are really high-class universities, a bit behind Wageningen. But on the other hand, we have so 

many special technology and food technology companies, food ingredients companies. 4% of the 

world's food ingredients are produced here. And it's about 1 million people out of 8-9 billion people 

in the world. 
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Is what you are doing here then also supported by the municipality? Or are you working more 

independently? 

 

 

We are completely independent. No public funding at all. It is a completely private setup. But we 

have very good relations of course to the Business Region Aarhus, the collaboration. Also to the city 

of Aarhus, my day started seven o'clock at the City Hall. So, we do have very good connections and 

relations. Some of the delegations, they come via the City Hall or the Business Region and some 

write directly to us. What they don't have in Regio Food Valley is that there is nothing exactly like 

Agro Food Park anywhere. There are some initiatives globally, especially in Thailand, they have 

been here four or five to six times, something called Food Innopolis. They are in Bangkok. They 

have been very inspired by the cubic meter idea. But many of these very large initiatives in China, 

Saudi Arabia or Thailand, maybe they can make a very large investment, build a very nice building, 

put it in a very nice place, but they can't get attractive. They cannot make it work. That missing 

component is maybe this cubic meter thinking because we don't spend any money on sales or 

marketing. We have never done that. But they are in a different situation because it's a national 

initiative. There is so much national money, so much funding. And if you move as a food company 

into Food Innopolis, first of all, you don't have to pay tax for the next five years. Every BAT you 

spend on R&D, you can deduct it three times on your revenue, so crazy incentives that don't exist in 

Europe and not in Denmark. Everything here, it's on permission of the market. But there are some 

large initiatives out there, typically, national funded and with a lot of very crazy incentives to try to 

attract companies. And we have chosen this cubic meter idea instead. And again, it worked for us 

somehow. The national approach with a lot of money, I don't think it works very well in developed 

economies such as in the Nordic countries, even though Sweden has national cluster programs. 

However, It's constructed in a completely different way. And you see it in some of these countries 

that really want to diverse their economy but I really think they miss this cubic meter. 

 

 

But they have for these extra services, right? 

 

 

Yes, they have to pay for these services, car wash, etc. It is more the accessibility and possibility. 

Maybe, it's a Nordic thing, this cubic meter idea coming all the way back to this cooperative model 

thinking. Maybe, it's a cultural thing. 

 

 

Some of the tenants in the park must be competitors though. Can that be a problem with the 

knowledge sharing? 

 

 

Yes, but again, we don't interfere on how they run. There's only one company who have in their 

agreement that we will not have similar companies here or at least that we should contact them if 

we were interested in having a similar one come here. Otherwise it's well, clusters in general are 

both a combination of competitiveness and collaboration mixed together. And it's the same here. We 

see a lot of people moving from one company to another. Lisbeth, the taste expert, she had a student 

and now that student is working for Arla Foods. We have a satellite office for Christian Hansen and 

our contact person for them suddenly was employed by Arla. We have a guy from Arla who started 

his own business here, called clutch cognition. And Fie, from ISI Food Protection, is now employed 
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as a PhD student at the University. So quite funny to see how people stay here, but they move from 

one company to another. 

 

 

The future outlook then: You only look into if they work within food and agriculture and if they 

produce or not, but that’s it?  

 

 

Well, first if all, it is not open innovation. I don't know, we have apparently some stupid 

communication. But it's not open innovation. But we really try to ask new tenants if they are 

interested in being part of the community, if they're interested in participating in relevant drop in 

meetings, maybe they want to host a drop in meeting. Can we drop by with relevant people? Last 

week also, the Canadian Ambassador was here. And when I get a request like this, I think “well who 

is interested in Canada and then I try to make a route visiting companies. So, we as if can we drop 

by if we have a delegation from China? Are you willing to tell five minutes of what you do? So, we 

try to ask if they are really interested in being part of the community. But we don't we don't have a 

questionnaire. Some of the companies who contact us, we know very well and then we don't ask 

anything. But if there is a request from somebody, we don't know that well, we really try to figure 

out if they fit and we do that already with the new building that is being planned. It sounds a little 

bit stupid. But it's not a concrete waiting list, but we have around 50 companies and we really try to 

think about who we are very interested in having here and of course we contact them first because 

we know that they will fit in very well; they are exactly in the right value chain, we know they will 

be beneficial for the whole community. So we contact them first of course. If you look at it from an 

economical point of view, that's always a balance. Having a boring non complaining, stable tenant 

is a hundred times better than all these stupid offices and asking many different questions and not 

paying rent so if you look at it from an economical point of view, many of the companies in here 

they are a little bit irritating. 

 

 

So, having these very large stable tenants, it's much better. So, we really have to keep telling us that 

the way we think is that we want to create an innovation ecosystem not just a cash cow. But 

sometimes we have to remind Thomas about this, it is our financial guy. 

 

 

How is the financial pressure from the DAFC? How free are you?  

 

 

Anne-Marie’s reference at the DAFC is the financial guy, not the CEO. And it's a little bit unusual 

that an innovation ecosystem has a reference, in my perspective, to the financial guy, at least if Agro 

Food Park was really strategic, important for the Danish Agriculture and Food Council. Say, well, 

we also take care of how the whole sector should survive, so, we are actually engaged in Agro Food 

Park, I think it would be much more logical if Anna Marie had a reference to the CEO, instead of 

the CFO. And you cannot really blame him that he looks at how he can optimize the revenue. And 

so, he's thinking revenue up, risk low. 

 

 

Does it ever limit your operations? 
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Sometimes it does, of course.  

 

 

But you said that just by renting out the space, you are covering everything?  

 

 

It is a fairly good business model and I mean this is in principle a non-profit. I might have a meeting 

now actually. So, I better check now.  
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Interview: Foodjob Nordic 

Conducted: 26th of February 2020, 10:00AM • 1:07:00 

Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Mads Kinch Clemmensen, CEO Foodjob Nordic 

 

If you can tell us briefly about Foodjob Nordic and the service that you are offering? 

 

 

Of course. We are a 10 year old company. And we were actually the first people to move here. So 

we were actually the first inhabitants of Agro Food Park, to that extent. So I founded the company 

back in 2010 we were then called Foodjob Denmark , so we focused only on Denmark first. I have 

a personal background in market analysis. I have founded a market analysis company in the past and 

I worked only with the food industry at that time as well. So I brought that knowledge into this, and 

was intrigued by Agro Food Park's plan to build a food valley, as you might know the term from 

Silicon Valley, here in Aarhus, so we decided to partner up with that. We have partners in the UK, 

Germany, France, Netherlands and Poland. So we work across six countries, because the food 

industry is global. So when I recruit for Arla or the Danish Crown or for Christian Hansen or for 

Carlsberg, they don't care where you're born. They just want the best talent. Now we cover the 

Nordics, we have offices across the Nordics also in Stockholm and Oslo, and also our offices in 

Roskilde and Federica. So it should be nice and convenient for candidates to meet with us, but also 

if you're back in Germany and you want to meet face to face, then we have the opportunity to borrow 

a German partners offices in Berlin and Munich Frankfurt, so it makes it much more convenient. 

Also if you prefer to be interviewed in your own language, then our local partners can do that for 

us. So that makes us very flexible. And also what we do as a specialist recruitment agency only for 

food is that we focus a lot on talent attraction. So, graduates, in particular, because people like you, 

we, there is an ongoing war for talent, every industry wants to recruit the best. So every year we 

make a case competition for the food industry, where we have more than 3000 people around the 

world applying, where we invite 10 of our top clients to propose their own individual case. And then 

we create teams of five, that are employed by that company for a week. So you can try it out, you 

might never have heard of DuPont or Arla, or Danish Crown or Kristen Hansen or who might be, 

but there's this opportunity, both for the company and also for the graduates to, to see this could be 

something interesting. We participate in the biggest food-tech event we have in the Nordics which 

is called the Food-Tech, it's a fair, where we have normally 15,000 people come for a week long 

event, and then we are at the fair. So if there's something you don't know about the food industry or 

machinery or ingredients or whatever, we have that around us. So for something okay I don't know 

what they're talking about about raw materials, or if the case I have involved something about 

markets, you had the opportunity to talk to not only the company, but the competitors and all that so 

things are kind of cool setup, which is very popular we have more than 3000 applicants around the 

world to join it. And you also get everything paid for a week so why not. What we work with is 

around. 150,000 food clubs in Scandinavia. That's what we serve, which is jobs in the food industry 

that require an education, is not just people by an assembly line that are cutting up chicken. More 

qualified position, either a specialist or a manager. And into that regard we have around 150,000 

jobs to cater for, and what is unique here is that it is evenly distributed. So we have one third that is 

service jobs like ourselves you have five years of university or education. You deal with sales, 

marketing or business development, things that are academic, so yeah, roughly 50,000 of those. We 

have also 50,000 to the other end of it that is in production, raw materials and farming and forestry 
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at the fishing and you also have a lot of skilled personnel, and then also in the factories, which is the 

yellow part that is the industry, and it's quite unique to Scandinavia that we have this huge 

distribution, that we have one third of the service to one third that is industry and then one third that 

is production. When we talk about our partner countries, for instance in Germany, you have very 

little of this left. So almost no raw material production left, or in Poland, or from Czech Republic or 

whatever. So you still have the production and the service jobs, but almost no primary sector. In 

Poland we have almost only the processing and the primary sector, but there are very few service 

jobs. So this is quite unique for us up here in the North that I have to cover. 

 

So why are we in Agro Food Park? I think the food industry suffers a bit from being very old 

fashioned in the mindset, and particularly in Scandinavia because we invented mass production with 

the cooperatives in the 1880s. That's where the farmers went together to produce more than for the 

local market but instead also for the global market. So if you're talking about the food industry, we 

suffer from a lack of innovation because this model still works. You know we admitted it 140 years 

ago and it still works. We produce a lot of food and then we export it somewhere. And then that's, 

you know, kind of a sleeping beauty in the industry because it's so simple and it still works so why 

change it? Then we were the first here in Scandinavia to invent mass production and was also the 

first to invent food safety. So in terms of testing, making sure it's microbiology stable. You can 

export far away. For example the guys in here, if you're talking to ISI, and the sausage outside that's 

what they specialize in, applied microbiology. Will this last if we keep it on the shelf for a month 

for a year for seven years whatever, so that is their specialism. And it was something we invented 

in the 1950s here in the Nordics, to say okay we can give a certificate and say okay this is good 

quality and this will last. So we build our industry around producing a lot of food and making it safe 

to eat. So there's plenty of it and you don't die from eating it, that's two things, but now we're kind 

of in an identity crisis because what's next, because consumers not only want a lot of food and food 

that doesn't kill you. They want something else, they want something more. So that's why Agro Food 

Park helps. Also, since this industry has been going on for so long. Since that kind of the business 

model has not  changed, we haven't invented new things. We've just put a lot of new ends to the 

existing business model. So this is the simplest way that I can write Arla’s business model today. 

Basically what it says is just this. We produce some milk, we put it in a factory and then produce a 

product, but because 140 years has passed, we've had a lot of new models and new kinds of new 

thinking we've moved concerning this distribution system. We haven't innovated we haven't thought 

it over, we just put a lot of line extensions, a lot of duct tape on it and said okay it doesn't work then 

we add this new endpoint, and we put a lot of new things around it, but also what is challenging it 

is for the dairy industry,the most profitable product is not the dairy products anymore, it is the whey. 

It's a byproduct of cheese that you can use to put in a protein powder, and then make a shake, it's 

predominantly whey protein. It's what's left if you produce cheese.  

 

So it tastes horribly, if you take it in the kind of a native stance, but then you refine it and make it 

into a powder and you put it in a shake or in a protein bar or whatever that is what the consumers 

want. So what Arla is supposed to be doing is this (points at the whey) because this is what sells, 

and the cheese is a byproduct. But they haven't done a lot in the past. So basically what I'm about 

and what Agro Food Park is about is that… we as recruiters to today we are in a giant ecosystem, 

it's 150 years old, 140 years old, and everybody knows each other so my daughter, she's nine, she 

had to explain to her third grade what her dad was doing. And my dad in law lives in Africa. And 

she said, what my dad is doing is that his market is like the zebra migration in Kenya. We have 2 

million zebras, that is in the Ngorongoro, it's a volcanic crater, you can stand at the top and look 

down and look at the zebras. And what my dad is supposed to do is to find that zebra that is facing 

the other way. So I like what kids are saying, to say okay with LinkedIn and everything you know 
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it's not difficult anymore to just map out, whoever is working in the food industry. But we have to 

be part of an innovative environment, and a little oasis in this to find out okay if I'm asked to find 

somebody for Arla to redesign their supply system, and I have to know where they are. Basically 

we were a team of eight, that are in the office in Scandinavia, we use every opportunity to go out 

and network, to find out who people are and where they are and then we collect them, and then if 

we have a good challenge we have more than 500 clients, everything from, you can see it on the 

webpage so it's everything from global organizations right down to startups. We have a plant based 

data startup at the moment here in this building to say okay we're only five people, but we just landed 

a contract with Nestle. so we have to scale up to find somebody who understands our way of doing 

business. Who can function in the startup, but is cool enough to work with Nestle. Okay, I can tell 

you by name who it should be, so that that's how we work, just in short.  

 

 

So it's like everyone who is in Denmark sits in Agro Food Park? 

 

 

The problem about being in Scandinavia is that everybody thinks that we are world market leaders, 

that's the kind of self understanding you will find, that says that okay we are at least number three 

in the world. So, we don't benefit from cooperating with anybody because we're the best. Yeah. So 

that's kind of the challenge we've only been here since 2012. So the companies that see the value in 

that okay we sit together, we have our development or sales representatives together we meet in the 

canteen we will network we exchange ideas, but you still see in most of the organizations, you can 

see people that are a little bit reluctant to share ideas because somebody might steal them. And 

secondly, also the self understanding that you are the world market leader, that also makes you lazy. 

You know like: Why should we network with anybody? What can they teach us? So, what we usually 

see here is that we have the big guys and the small guys. The big guys, they're in a global market 

and we can't be the expert and gain knowledge within our own right, we have to network with people 

who can teach us new things, and the smaller they need the big guys as clients. So what we're missing 

right now is kind of the intermediate business, the family run businesses, family-owned by Trust 

Funds so you know the ones that are quite traditional. The entire industry, I think we cover quite 

okay but what we're missing now is this kind of the bread and butter companies, the ones that you 

see in the supermarket shelves, and they're not here yet. They show up for the events, they would 

like to participate in networking where we tell them things, for example, coming to hear about the 

recruitment trends, free of charge, or coming and hear about new modern methods for process 

engineering, people show up for that, but they don't invest in being here on a regular basis. So that 

that's kind of a challenge that the Park has.  

 

And then thirdly also you know the mentality in the Nordics and we're quite introverted. So why 

should we network if we don't know each other? So with new people we are kind of scared of that. 

And also you know if I had this great idea I would like to keep it for myself. Why should I share 

with somebody who might steal it or you might not open in that regard . Agro Food Park is a huge 

success, but what we're also seeing is that they are opening Food Innovation parks in Aalborg, and 

in Vejle and in Copenhagen. So this is Denmark. If something is a success then the municipality in 

Aalborg so that companies are moving there, we're losing tax income, we also have to build a Food 

Park. We are not good at centralization and we hate centralization, throughout Norway, Finland, 

Sweden, Denmark, if the hospitals close down and people protest that they won't drive three hours 

for a hospital even though you will get better treatment, and we will fly with a helicopter. That's 

much more if you look at our sister systems in Germany or the Netherlands, there is no problem 

about centralization. So what we're seeing now is that we could be much better at using resources, 
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if everybody pulled together. But what we're seeing now as it's growing and being a success, and 

some of the founding powers are actually starting to pull out because they're losing tax income, 

because from all of Denmark they're seeing okay our companies are moving here. And then, due to 

our tax system they've been paying their tax now, to the municipality here. So the people in 

Copenhagen are saying why should we support something that is draining us and that we are losing 

tax income on? So there are obviously some things to improve, but I think that Agro Food Park is a 

huge success already.  

 

 

That is a really good introduction again we're interested in understanding how you either bring 

forward new services or improve the ones that you already have. So if you could walk us through 

the process and the different steps that you undertake like from idea creation until you have the 

service. And we therefore have this little visualization, from the start to when you have a ready 

service. And what inputs, you use to develop it and also what people that are involved in the process 

both inside the company and outside the company? We are not so much interested in the 

commercialization and how that works, instead more about how do ideas come about and how do 

you change something and then how would it evolve to something that actually will then probably 

get applied? 

 

 

This is kind of our flowchart of our services that I made. It's not rocket science and everybody in 

my industry does it pretty much the same way. In terms of the basic layout. But normally for us the 

starting point is of course a brief after this meeting I'm driving off to the north of Denmark, to a 

poultry producer, because I don't know if you saw in the media but it has now been banned to use a 

specific species of poetry. The race grow from 50 grams to 2.2 kilos in 30 days. It's quite discussed. 

And if it lives longer than 20 days, their legs collapses because it can support its own weight. So 

we've bred that over 140 years. Chickens that's so efficient. And if it eats all the time, we inserted 

genes in it from other animals so it eats all the time. So, put on weight and 30 days from 50 grams 

as a small yellow chicken into the finished product you can slaughter in just 30 days. That's 

disgusting for consumers, but that's how it's done. Because we have to compete in the world maret, 

and there it's a commodity. You have to produce cheap and efficiently. So that's a brief to me get 

the goal outline. So in this case they said can you come up with a solution for this, we are gonna be 

in deep trouble now because this is now going to be banned and we produce 54 million of them 

every year. Denmark is the first in the world to ban it. It's used, and in America they don't talk about 

it, but there they grow in 23 days, because they can use growth hormones and we can't do that in 

Denmark. So, on the local market, but also in the European market, so from the company’s 

perspective they see it as an obstacle. It's holding them down they can’t grow, they can’t expand, 

but they also recognize that if the consumers are made aware of it they might make a more conscious 

choice. That's a call to say okay we have an introduction with our potential client. Then I talk to the 

hiring manager, and then I say okay what can I do to support you. And there already from the starting 

point with the introduction and then here in Agro Food Park I have the head of veterinary science in 

poultry he is right over there in the red building. So if I want to learn more about: okay why is this 

legislation being passed, can you tell me about the veterinary reasons for that as a bit, you know 

why you are doing this. Next to him is also the head of the section, in terms of the Danish Poultry 

Association, they've been the lobbyists. So have you followed this or have you actually pushed this. 

So I can I just walk 10 steps and then I'm talking to the head of the lobbyists. Then their main 

competitor is also placed here, so I can also talk to the competitors.  I have the opportunity to talk 

also to the Agriculture and Food Council in terms of saying okay to make this transition what have 

you heard from the EU is this something that's going to be pushed all over Europe or is this just a 
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Scandinavian thing, or whatever. I can also talk to the head of the organic production society because 

my client, potential client, they've been pioneers for organic chicken production, but they had to 

close down because it was too expensive. It can give the consumer the opportunity to buy at chicken 

that costs 30 crowns and the organic costs 150.  

 

They won't see the extra value. It's a goddamn chicken it's a commodity s why should I pay 150 even 

as a student if I wanted to, 150 iis just to of a high price. So in terms of creating value in our flow 

you know to prepare me to take that interview to me. And while I'm driving to talk to the client just 

for the introduction part I have everything just around me. I don't have to do phone calls and write 

emails I can just walk out the door and build a personal network. That helps me a lot, to get closer 

to, that first introduction, the football field where the flagpoles are, you know, what's legislation, 

what's the trends are, what will be the outline that makes me look very smart and told from my client, 

because I know all of that. But also for my own personal growth and also for our company, it also 

creates awareness within the veterinary industry okay these guys they're serious. They can also see 

their cause. Because they know okay we actually prepare, we really use a good network, we're not 

just you know hired guns that are generalists, instead we're specialists in this niche.  

 

 

Has that happened like already, can you feel that effect? 

 

 

We do that all the time, so we've done that from the start, because that's the value for us for being 

here is we had all this knowledge, accessible, and it's, it's not something we have to pay for. It's very 

well established in this building, based on trust ones that are here, you can just come and knock on 

the door and ask for a cup of coffee, people will give you knowledge, so that that's, kind of the 

inform a promise, obviously you have to pay rent and you have to be here but the second part that 

you have to promise if you hear that you're willing to invest in the community. Okay they help me 

but also I can also give them back in terms of saying okay Dannfoss has got this problem, and it's 

these guys, so obviously they asked okay who should I contact about veterinary problems, then I 

know who to refer to. Yeah. So the community is very strong already. It's not formalized and that's 

a problem. It's not a contract that you sign, there is kind of a phone book in the building but you 

have to go out and explore for yourself. Like I said, because we are introverted.There is no formal 

thing about in the house and you cannot go and ask the receptionist or whoever it might be, you have 

to go out and find for yourself, you have to build a network yourself. But our benefit is that we've 

been here since the building opened in 2012 and this part that we are sitting in was added in 2016. 

So it's very new, but we are kind of the old guys here, we had the opportunity to get a good overview, 

we know who's coming in and who's leaving and from being here. So it's informal but it's very 

helpful to us to boost our product and our innovation process. The second, I have two hours with a 

client today defining, okay my job is to find people. So I have to set up an actual job assessment, 

what is the client's need. So first I understand the pain and then I need to figure out what is the 

need.In terms of mapping that out with the client, and of course we have different questionnaires 

and there's things that they can prepare for in the beginning, to do that, but also I can draw on the 

people that I've spoken to, at my introduction, because obviously what should I ask for, if I don't 

know. You know it helps me define questions of things that I am unaware about. So that helps me a 

lot to also define my questionnaire. And also share that input with the people to say, okay, this is 

what I think I'm going to ask them, is there anything I missed? And people are willing to help me 

with that because they know I'll come back to them once I've been there and tell them what's going 

on, because the veterinarians, their problem is that they're not an authority. They don't know things, 

because nobody tells them, because they're afraid to report them. 
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So every practical knowledge from the ivory tower that I can bring to them they will love that. And 

also I tell the company that I am recruiting for that  I'm telling them, because I would shoot myself 

in the foot, because I have to work with discretion and also we can't kiss and tell that we have to all 

the time, be aware of what information do we put were in the network. But for my need-assessment, 

I need the input from a network here to strengthen that that I asked the right questions. But also once 

we do job profiling and say okay if we look at your organization, and see okay what kind of role 

should we create to target this should this be veterinary person who looks at all the breeds out there 

and find the right type of chicken or should this be more of a commercial person who looks at okay 

we actually have an organic version that we can use to replace and make the entire production 

organical, where should we go between these two extremes, you know, a commercial person with a 

commercial education such as yourself more innovative, or veterinary farmer profile, what in 

between where should we put that we put also being realistic okay what can we attract. Back to my 

zebra model to say okay which people are out there.And in the park we are 3000 people So it's pretty 

easy for me to map out okay it could be Eric, it could be Peter, it could be Sarah, because I know 

that from being here because they are potential candidates for me. 

 

So that also helps also in my promotion and search once we've done the need assessment, got that 

signed up with the client and say okay what kind of drop profile we're looking for in terms of me 

actually finding and attracting potential talent. I can make that long list within a day. Based on the 

network I've got here, because people are sitting here also got international connections. I can also 

grow on now, global partners that we thought about soaking into similar hubs and clusters in the 

Netherlands and in all in the UK and France, doing the same thing in their networks, so it makes it 

really easy for us to make a long list of potential candidates, and also once to talk to declare to the 

candidates I can also get a real time reference check. Okay, I have this opportunity to talk to Hedvig 

but since I've spoken to you, I know that you might be too junior. 

Now, I can then call you and say okay I think you have a great background. But in terms of what 

we're looking for here, what I hear from the network and my client, that you might be too junior, 

what do you think about it? So we can also use it for reference checks in terms of strengthening, our 

process and they're also once had interviews with potential candidates and we do presentations of 

those candidates. Again, my questionnaire to those candidates is much stronger because I've used 

Agro Park and the community here to help me. What should I ask for? If you have had a similar role 

and you have a big failure, that's not something you put in your resume. But it's important for me to 

know, and then I can just quietly before we meet the client just get this straight now you had a launch 

of a chicken filé back in 2008 that failed, what went wrong? And then the candidates are quite 

impressive and ask: how do you know that? Nobody's actually offended by it, instead it's a chance 

to defend yourself, because it's much easier once it's on set. You know, and then they get the 

opportunity to explain themselves. Also when we do the assessment and the documentation about 

the client and finding out if it's a fit. Also, benchmarking you know what kind of salary is 

appropriate. If I know people here at Agro Food Park I can get the salary benchmark to: do things 

suitable if we should find a chicken production expert in Northern Jutland is 50,000 enough, is it 

60s and 70s? You get this kind of benchmark also once we negotiate a contract, together with the 

client, and then the candidate, then we can support both of them. So, this is in terms of what the 

market is offering. And also for the first year, once we do recruitments we follow with both the 

company and the client and the candidate. You know, how's it going? Does it fit the scope? Is the 

job position good, because all the roles that we do is something that we create. So it is also very 

important market input for me to say okay what you're experiencing and what we promised you, is 

not the same or is it different. You were told that you are going to substitute this whole race of 

chicken, but they're still doing it. They don't want to. They 've seen the legislation change that they 
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have this transition phase it's five years. So now they're not going to do anything. I'm just here as 

greenwashing, and that we've hired somebody because of the stock market. So I'm just being used, 

they just used my resume to tell the stock market that we're doing something and that we're looking 

into it, but in reality they're doing nothing. They just want to wait out the five years, and see if other 

countries across Europe follow it. Otherwise we'll just close out production and move it to Ireland. 

That's how big the companies think, I've seen that a lot. We create kind of a first mover production. 

Yeah, and CSR, and Zero emission or whatever and then we find out six months later, nothing's 

happened. They just want to put the news out there that we hire somebody and we're looking into it, 

but inte reality they are doing nothing. If I get somebody excited and I feel empowered and then also 

I'm actually being put in here, because my network recommended me to take this role and and I feel 

it's very professional. And then we also of course, if we look at we have to pay back to the 

community say okay this this was a mistake. So we will also honest about it, don't go there. The 

plant based department of Arla that is just green washing. Don't go there. They sit and do trials, but 

they never launched anything in the market. So that's basically how it works.  

 

 

What do you think are the largest challenges that you have with the process? 

 

 

Time, Time, speed. This takes a lot of time. So normally our time to market I think it's relatively 

fast. It's four to six weeks. We would label that fast. But if you look at how it's perceived by the 

company's because we've been in this industry for 10 years and we've done this a lot, we're good at 

it. If I, if I'm honest with you I could do this in two to three weeks. If I just put the foot down and be 

a bit pushy with people. So that's our biggest challenge, because the companies they want, the news 

broke yesterday that this is going to be banned - we want the solution now. So they, I would think 

from all you know, we're doing serious professional process. But companies, they know me now, 

before when had my company in market analysis, and that's kind of my DNA even though we are 

three partners and three co-owners but they know if they talked to me today that I could... We can 

just skip the meeting and the process and I can just give them the two people that they want. 

Honestly, I could tell them okay that I know that one guy over there, and the head of the chicken 

welfare in this company - it's probably going to end up with those two people anyway. If you are 

really harch this might be in vain. You don't need all of that, just give me the two bloody CVs, tet's 

get them interviewed and then close it on Friday. And then they can start in a month from now. If 

you use four to six weeks they won't be here until June. So why should we wait for all of those Agro 

Food Park nonsense, you have to talk to people and gain knowledge and then be inquisitive. Just 

give me the two people that you know will work. 

 

 

So, what's the incentive for your process? 

 

 

The incentive for the processes to be thorough and not just give them what they want, you know the 

old Henry Ford saying if I asked the market they would just have asked for faster horses. Then I 

wouldn't have invented the car. Maybe we should have stuck with faster horses. Today we know 

that, but you know that it's kind of the methodology to say okay if you look at it. I'm a statistician, I 

haven't mentioned that a master's degree in statistics and one in history. So that's what you get from 

living in a country where education is free. Yeah. And so I have a dual master's degree one of 

statistics and one history. And what that gives me personally is that we track everything we're doing. 

And we can just see that our accuracy rate and how pleased client and the candidate is it drops 
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significantly if we're not thorough. So if I just do that if I caved in. And just gave them the two CVs 

and we have interviews tonight. I could call them because I know them, I am eating with them in 

the cantine every day. So, drop everything you've got and come with me to two Aalborg. And then 

you have a second interview with the CEO tomorrow and then we'll hire you on Friday. If I did that, 

three months from now, I'm taking a serious risk. Because we haven't done our homework, it's so 

important that we talked to the stakeholders. Make sure the candidate is actually motivated. This 

goes too fast. Every experiment and every empirical data that I can find and that I have track over 

the last 10 years I can give you the basic facts if we, if we do it faster than four weeks, then what we 

measure is if the candidate is still in the role in two years, or in the company might be in a different 

role, but still in the company and satisfaction presenters is over 9 on a 10 scale. So that that's our 

quality paramitas, and the same for the company. If we do it in less than four weeks then our success 

rate is only 70%, but if we do it in more than four weeks, then it's over 95 %. So it is a significant 

difference, but the trend in the corporate world right now is that they don't care and think that 70 is 

quite good compared to that we get a solution, two months from now, they think that it is worth the 

risk. It's all about the governance.  As a manager, my clients are the senior hiring managers, it's in a 

bonus system. It's in their balance scorecard that they have to fill those vacancies. And the faster 

they can fill it, the better because then it's, check done. Yeah, I can get my bonus we move on from 

it. We've got somebody. And also with the cost of hiring. That person will unless it's a complete 

idiot, which isn't with the network, we've got. But until we find out that this person is dissatisfied 

we go through a mediation process, and an individual leaves the role it takes more than a year. And 

with the average tenure of a senior manager in the food industry, I’m probably gone. I'm in another 

role I'm in with another company, 12 to 18 months from now, so no problem. So we what we actually 

see now is that we actually counter our clients now to say okay, they just want the fast solution but 

we have to make sure we're not producing a product that's too good for the market. 

 

 

Coming back to the network that you pick from, it's very informal, can you maybe explain the 

process there, how do these informal relationships build up or how do you, per say go by creating 

them? 

 

 

Well, this is basically telling about how Scandinavia works, we are Hobbits. We like to drink coffee, 

we like to fika we like to hang out with people in an informal way. “But I don't just meet up with 

you I have to know somebody that we know in common”. So that's a way to build a network. For 

example if Søren recommended me to talk to you and have a cup of coffee - certainly, 99% will say 

yes. And we have the work life balance that everybody can just step out and have a cup of coffee, 

unless in a meeting, so it's very simple, find somebody to recommend you like you did when you 

wrote to me - to say okay you talked to Søren and he said that you might be interesting for us. Then 

most people will say yes based on that. Instead if I just went in cold canvas and say okay we don't 

know each other, then it would be an uphill battle, maybe only 60%. I used to own a call center 

when I was a market analysis, so I know all the facts and how we did it in those days, the dark side 

of this, how you get people to talk to you on base on cold chemicals. But I think that in this kind of 

informal network, it's important that you have this common reference person, an event, an interest 

field. And then it makes it difficult for people to say no, I'm here I'm standing at your door, could I 

have a cup of coffee with you now or tomorrow? And that's where most people fail. A lot of people 

will since we introverted in Scandinavia can make that first introduction. But if people don't have 

the time right now you don't follow up. You have to be quite pushy in order for this to actually 

happen. If they don't have the time then we have this kind of “we will see each other sometime - 

let's keep in touch” And that never happens. You have to follow up with a specific date when, where, 
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it's important to do that. It would have been much easier if it was more formalized. If we had this 

kind of index or director where you can find out okay these fields of expertise they're here and it 

was mapped out. But we haven't done that, people have actually resisted. Because you're afraid that 

too many people will call you. 

 

 

Do you have any more formal collaborations or partnerships with someone in the park or is 

everything more like you're talking about this like knowledge-sharing?  

 

 

That is again done bilateral, where we formalize and say okay we then we have to have an actual 

contract, also for IP reasons. For instance, our Case Competition is done together with the Danish 

Food Cluster plus. We co-developed that. And then we also saw the value of having a contract 

because then they made their own case competition, because obviously that was easier and cheaper, 

because they didn't have to share the income. So, that's also, kind of the limits with it, that if you 

make some co-creation actually together that produces more formalized product, we're at an age 

where you have to define IP and ownership. And that's the danger of the informal network Agro 

Food Park today and where you feel when I'm listening to the lead pipes and some of the grape wine, 

what is irritating people today at this side is that there's too much of that people stealing ideas from 

each other. In the network we can talk informally about things but then people do something that, 

okay, this was initially my idea, and we had kind of aspiring. I'm still at the development phase but 

you went all the way to commercialization for me. Yeah, that's a risk in some network. And people 

also asked for the community and for Søren on and for. But the Agro Food Park Secretariat today 

they are, that is renting out the buildings, and not interfering about of exchanging, they're arranging 

meetings and and doing events, but they're not regulating this. 

 

 

For example when you did this case competition with Agro Food Cluster, like how did it, how was 

it initiated and like how did you? 

 

 

We've done it since 2012, and then two people from the Danish Food Clusters went up to us at the 

fair and said okay this is cool. We thought it would be an idea, not only to work with the students 

but with professors as well. So we, we would like to suggest that we put a level of, that we don't 

only have the students but we also have some experts. So could you be interested in having that add 

on, because we actually know the university, quite well. So we only use the universities to recruit 

the students. We hadn't thought about okay but for the companies, and for the students add value to 

have some mentors. And it was a great idea and we sat down and co-developed the concept to say 

was, We had a food-tech student challenge, and they had something called innovative food experts, 

and then we mixed it together as one event, and we did two times that was a huge success with co-

developed the concept. And then once we were supposed this fall to do a third version. Then, 

communication with them was dead, they said that they were busy you know, I tried seven eight 

times to go down and say okay when should we start you know time is ticking we have to build a 

steering committee and get ready because it's, it's in November. 

 

 

Yeah. 
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And then we found out in July through a press release that they were doing Innovate Food Experts 

with the student part as well. That's very sneaky. To a degree but also we can look at it okay we co-

developed something, and then you and on paper, it's only Innovate Food Experts, but you still have 

the students that's our part. So if I didn't have the contract then I'll be... We can't do anything about 

it so. Obviously I had to upscale the conflict to go to the director and say okay Lou, the CEO of the 

Danish Food Cluster and the board as well to see okay. This has been your most profitable event. 

We co-developed this together and yeah what got me really on a personal level offended was in the 

press release stated had something that they develop exclusively. So they didn't mention us at all. 

You know, I would have reacted less harsh. If we were mentioned in the press release and if they've 

done it the right way. What was the word with them, you know, yeah, it was one project manager 

who thought it might be a way of cutting costs, and she was unaware of maybe the consequences of 

that, but I think that's a key learning point in terms of the value between, you know the informal 

networking and draw on people and get some inputs for free. But if we go to, co-develop something 

concrete, that is not just to strengthen my own product. If we do something that's a joint project. We 

have to have some paperwork. We have to have some rules and contracts. Yeah, because conflicts 

will arise. To possible against human nature. 

 

 

Do you perceive like the environment at Agro Food Park is it a collaborative atmosphere between 

the companies or are companies more focused more internal or how is it in general? 

 

 

It's not a collaborative atmosphere in terms of how people just knocking you don't say hey we're 

here, what can we do now again we are in Scandinavia. You have to come and say hello. Don't 

expect... that there's not a formal introduction nobody walks around. This is Naturli Foods and they, 

they would like to talk to you, nobody introduces you, you, the tenants, you have to follow the 

newsletters okay these guys interesting I'll go and say hello. Or if they do it it's on your own personal 

initiative. 

 

 

And if you take that initiative. How is it perceived by the tenants in general? 

 

 

If you don't have the common agenda or a person in common or what I just said. Then you will be 

seen as a lunatic. Why are you coming here you just taking my time. It's the same here if you talk to 

people at a bus stop in Scandinavia, they would think you're crazy. We're the worst people to sit on 

the Intercontinental with and fly with somebody from Scandinavia because we just keep a distance. 

You know, you don't. In Germany, France, the UK you talk to people around you and it's impolite 

to not greet people even though you're standing in it, and the payment line and have to pay it at a 

cash register you talk to the people at the cash register. Here you just say, this is the money and then 

you swipe the credit card and that's it.So, this is not a collaborative atmosphere in terms of it being 

promoted by Agro Food Park or something with a cluster. But since we're here together It enables 

you to do that. But it's on your own personal initiative. And you have to figure out a way to get there. 

 

 

Yes you like mentioned you need to have kind of like this personal connection before or know 

someone that like connected to the company. And then, as we understood from Agro Food Park’s 

side, they don't interfere directly but they organize the events. How does that work? 
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We have a steering committee for everything here. So, every company has a representative in the 

steering committee. And then you can nominate events or ideas, social events, professional events, 

for example we'd like this about Brexit: what's the new regulatory standards, what's the new BSc 

standard for food. And then if there's enough people that want it then Søren and his team will 

organize it. 

 

 

Okay, so that's cool.  

 

 

That's really cool. But, If I have a project with Campina and I have to like to know a bit more about 

process technology in the dairy industry, because they want to do a new innovative soft drink. If I 

just went out to Arla, and talk to the reception I will say Campina they will kick me out. But because 

I know that the head of project engineering and that he was up there. I will call him and say okay I 

have something that's a little bit in the gray zone, but I'm working for a competitor. So if I tell you 

what Campina is doing, would you give me a tour of your pilot plan. 

 

 

When you have, besides those business events, like the social events, for your project specifically, 

have their networks developed through them or was it mostly through well you said that you were 

one of the first ones,  you saw the new people moved in and you asked Søren…? 

 

 

Well it is spirals, so once you started it it's a snowball effect. So once you started to make these 

introductions obviously you build some ambassadors, and people will also start seeing you. So, right 

before I meet with you guys I talked to somebody who wanted to do a cold fermented soft drink, 

based on kombucha. And he knew that up and working love fermentation products. Right, so I used 

an hour with him. Just to give them market insights to see okay we actually have another company 

are doing the exact same thing. Because Agro Food Park did not tell him, you can’t just walk in here 

and know that, for example in the end of that building there is a company called LapLap, you know, 

what do they produce. They produce the same product that you want to do you and that you think is 

highly innovative and creative but it is already there. So that's what we are missing. You know that 

kind of, you know, collaborative atmosphere saying okay that there is somebody from the 

community, introducing you and helping you to get in here. We also see companies coming here 

and failing because they don't have the time or the personalities to do so. 

 

 

I'm wondering, since when we talked to sign it seems like he has a pretty good relationship with all 

of you. He is a one man band. How do you think Søren’s role plays in all this for you with the 

connections?  

 

 

He is the father right, he's the founding father I actually. That's why I wouldn't have moved here if 

it wasn't for Søren, because I knew a sound from Arla. So when Søren said okay I'm working for the 

Agriculture and Food Council and I'm a sucker for the same model. So when Søren called me say 

okay, I've been asked to build this food cluster and build an Agro Food Park for the Danes 

Agriculture and Food Council and I don't have any tenants. Okay, sign me up. I will help you Søren, 

because when you  got that first tenant it's, it's an easier sell because will ask  people do you have 
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an tenants? No. Or instead do you have any tenants? Yes I do I've got these and these and it's going 

to be great. Then I helped him out. It is so much easier for him to sell the ideas to others. So I suffer 

from the same disease to that extent. When he phoned me up and asked that question. And then it 

was delayed for two years. We were supposed to move in in 2011. But we didn't move in until 

January, 2013. So I sat around in the red building. I wouldn't have kept that if I did not know Søren, 

then I would just have cancelled. I am not gonna wait for this, I'm going to move somewhere else 

with the organization. So that's what's good about this place is these personal relationships. 

 

It's to do what's good about the informal stuff is that you know you can make some mistakes, you 

can do some things and it's accepted. But if it was more formalized and you had a contract, and they 

were just putting together people because of a match like you like cats and I like cats. Good we meet. 

You like Komboucha and I like Komboucha. Okay then, then the potential, there's no relationship 

of this being a great match from the beginning, it's lower than  if we actually have something come, 

we know already. So the role of Søren, he is a one man band because he talks to every new tenant, 

and then when he's got the time, he tells you “you might want to talk to these guys” and then he 

connects you. But it is also up to you once you pass him on the every day to say okay Søren I'm 

struggling with this you know everybody, you know, empower I'm a little bit. You know everything 

good. You know the model. I'm a salesman, basically. So you start by praising him and say okay 

Søren you know everybody you're great I love you. I have this problem with the chicken factory. 

Do you know anybody that might help me? But if I don't do that, and if I just pass him talking on 

the phone and walk into my office then nothing happens. 

 

 

So it's not about like being interactive... 

 

 

Yes, nobody will go and seek you if you don't seek them. Right next to our office we have two 

engineers who are placed here by a company that is owned by Agra, that is one of the biggest 

American companies out there in the agroindustry. And you can totally see that they're just placed 

here, two development engineers from headquarters. We say hello at the coffee machine, and then 

they just walk into their office. They don't gain any value of being here, they don’t give any and they 

don’t receive anything. We tried to and asked do you want to come out for cake? But they are 

engineers, they want to sit with their three screens and draw and do calculations. They have the day 

job, they come here two to eight, and then they leave two to four. It's kind of an eight to four work 

mentality and they don't engage in anything socially, not to point fingers at them, but that's an 

example. But we also have companies like that they've heard about Agro Food Park they want to be 

part of and that it could be a huge opportunity, but for these guys I assume they won't, I mean when 

the contract runs out at. In July, I think they're not going to renew it. Because when they ask these 

two employees what did you gain from being here, they will probably say nothing and that it was 

far away from headquarters and that they miss the other engineers. 

 

 

So you say that it is a lot of social activities going on that you can take a part in 

 

 

Yes, it's on the internet it's communicated every Monday what goes on, but again it's up to personal 

initiative 
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How is the engagement level, high or how, Like how is it in general with them? 

 

 

I think we're reflecting society. Looking at statistics, 6 out of 10 they will just ignore it. It's a new 

thing, let's see if it catches on, I won't be the first mover. And 60% of the population will do that, 

they wait and see. And then we have 20% who are interested but don't show up. It's like Facebook, 

I'm interested, and then we have the last 20, it's always the same people, when we have events. This 

is laughable. It is the same 40 people as you're basically everywhere. We have a yoga class twice a 

week or power walks when the weather gets better, and it went from five people to 20 people to 100 

people. So the engagement is there, but if we didn't have these pioneers, it would be difficult. But 

this kind of environment attracts pioneers. The ones who are not pioneers, they leave, because Okay, 

it is annoying to get all these emails and why should I take a yoga class with people I don't know 

from other companies. What would I gain from that, etc. So we need those pioneers. So I think what 

Agro Food Park today is it's a framework with a lot of opportunities you have to tap into. But there's 

no, there's no push. It's all up to you to take these opportunities. And I think it is pretty much a 

reflection of Scandinavian society, it's the same. If you move here as an expat nobody takes you by 

the hand and says I welcome. I lived in the states I lived in Sweden I live in Germany and the UK 

it's so depressing to come home, because the neighbors that don't come and knock and say okay 

here's a cake and who are you. Nobody does that here. No, you have to find out everything yourself. 

How do I get registered in society where are the unions that I can join with the sports club? You 

know, the opportunities are there but there's nobody helping you. And also it's very hard to get in if 

something is formalized, if you are a newcomer, it's very hard for you to gain access to these 

networks. 

 

 

Okay so the networks are a bit unformally closed in some way? 

 

 

I think we have the biggest event we have is the Career Networking day which is held in September, 

where we also the co-organizers of. And now it's the third time that we're doing it. And we had the 

municipality joining in and saying okay we might have some opportunities and some things to do 

and some things to add. And then we say no thank you, this works with success now. We actually 

don't want the input of others. So that's kind of where we are now after eight years out here, or ten 

depending on how you calculate it, some would like to calculate from 2010, once Agro Food Park 

was established, but the buildings haven't been here for more than seven years. But I think we were 

starting to get a bit fat and lazy ourselves. You know the things that we have is established, we have 

this once a year in September. It's so convenient, you know, we know each other now we've been 

together for so many years we've done this before. So why, should we add a new partner when this 

works. I think it's just basic human psychology. If we don't have something formally supporting that 

we should always be open to new inputs, we kind of close around ourselves. Also if we have a new 

tenant, it's kind of the same. For example the building over there, it's been basically the same 

companies since the start. So if we had a new company coming there then I think a lot of the 

companies around would back off a little bit. Who are these guys. We also had a new tenant once 

that one of the other company complained about and physically made them leave. Because they 

thought they were untidy. They shout and they put things in the hall and then we don't want that 

here, it's kind of an adult area, so we don't want this new company, so they went to complain to 

management, saying this is annoying. They put roll-ups in the hallway and they don't close the door, 

they shout all the time - so it's not always that welcoming. On the positive side, obviously it is 

handled well by the management. Søren said: have you talked to them? And then they said no and 
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that they just wrote a complaint. You see that also where you live, you don't go knock the door to 

your neighbor and say you're too loud. Okay, sorry. Most people would not do that, you don't want 

to talk to them directly instead you write a complaint to management, you don't engage in a dialogue. 

And I think this will work better if Søren was giving us resources. But Agro Food Park is owned by 

the Danish Food and Agriculture Council, and they're seeing this more and more as an income 

stream, because it's highly popular to be here. It is fully rented and a lot of people want to go here, 

there's a waiting list. So if it works why should we invest in it and make it better and improve it if it 

is already a success. So what we're actually seeing now is that Søren as a one man band. So, I think 

that that's a real danger for the future.  

 

 

Interesting. Move to something completely else. The location of the park, how do you think the fact 

that it is situated here in Aarhus, how did that impact you, does it give any benefits or is it could be 

situated somewhere else? 

 

 

80% of the food industry is 100 kilometers from here. So the location is great, in terms of being 

close to the industry and being close to most of Denmark, it is such a small country but also very 

regional. So the location in terms of being close to the industry if you map out where the hubs are. I 

think Søren has maybe shown you that slide of where the biggest concentration of food companies 

are, it's ideal. What's not ideal is that we are out in the middle of a field. In terms of the infrastructure, 

you have to have access to a car, you have to fly into the world’s smallest airport. You experience 

that yourself, you have to leave at the crack of dawn to come here, and that is true due to lack of 

funding. You know, we had to choose the most inexpensive piece of land to build it. So infrastructure 

is the biggest obstacle at the moment. 

 

 

Do you think that being part of the park has affected your collaborations with external partners off-

park or like relationships to companies or other external partners that are not in the park but that you 

get access through being in the park? 

 

 

There is a great branding effect, about being here to say okay, it creates legitimacy to be in Agro 

Food Park - it sounds good. Not here in Denmark, but also if you look at external partners in the 

states or to Asia. As a small organization it creates a lot of, it makes them to take you more seriously, 

to say okay we're part of this environment and a part of a food cluster. So that's very positive. Just 

to support the message that we food industry specialists and we live in an Agro Food Park that's 

pretty much living.  

 

 

You already kind of mentioned it but if you were able to choose now, like, is there something to 

improve with Agro Food Park like what would that be for you? 

 

 

The community, the community part, you know, especially when we were kind of with the old guys 

around the block, but especially for new people coming here, to support more what Søren  is doing 

because he's a one man band, if we just gave him four interns that will mean a lot. Just helping 

people to get integrated into these informal networks, but also strengthen the formal things that goes. 

It's not a critique against Søren, it's pretty much just stating the obvious to say okay he's been cut 
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down by resource, he used to have these four interns, and I can I'm old enough to remember what it 

was lik for new companies to come here: Welcome to Agro Food Park here is an introduction breiflet 

with all these opportunities, but then you left yourself to exploit them, I can come to the event I can 

start from scratch knowing people but it's no fast track. You have to build relationships one by one, 

and since the 3000 people here it takes a hell of a lot of time. 

 

 

Another thing I'm thinking about, you mentioned it a bit before but the exchange of ideas and 

knowledge is it any competition between the different companies? Since some are doing the same 

things and having the same customers and do this competition affects the process of collaboration? 

 

 

We don't see that as much. There are very few direct competitors here. So what we're most seeing 

here is that when we have been developing something together, sparring about things that are 

successful. And my story about the conflict of interest about the IP side, I can give you other 

examples from the buildings above that. To say that that's. It's not from a direct competitor kind of 

angle it's more that if we work together and it just grows and as a success. Know who owns it. That's 

the biggest potential conflict that we've got in here. It's not a lot of competition holding people back 

from doing it.  
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Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Lisbeth Shooter, Executive Director Innovation @ SEGES 

 

 

Thank you for taking part in our interview. If there are any questions you don't want to answer or if 

there's anything you don't like you just let us know. All right, and maybe in the beginning, you can 

tell us maybe briefly about like, the company and product/service that you are offering? 

 

 

Well, we obviously are the technical part of the mother company, the Agro and Food Council in 

Copenhagen and in SEGES, our main goal is to provide farmers with knowledge. And so we range 

from dairy to crop, pigs. We do a lot on climate environment, etc. We don't do a lot on chickens, 

and we don't do fur or meat production. But apart from that, we have any other species in house. 

Right. We run about 650 employees and primarily technical experts within their field. And our main 

activity is really to run projects, either on farms or our test centers, and where we produce a range 

of results that we turn into tools, publications, apps and digital applications and so on for farmers. 

 

 

And what's like, what's your position in the company like what's your role? 

 

 

My role? My role is that I am the director of innovation. So I'm one of four directors in the business, 

and we have our septic officer and then we'll have the three of us, covering different aspects in terms 

of business development. So, my role is really to facilitate innovation processes in house, so how 

we work and how we build our projects, bringing new ideas and tools and methods and think of new 

sort of problems or challenges that we need to address in terms of the agriculture industry. 

 

 

Building on this right away. So, since we're interested in the product innovation process and 

specifically in the one from, kind of like the start, the idea generation of either a new product or 

service or improved product towards a ready to launch product. So, the process we're looking at is 

from where does the idea generation come from and what are the steps towards a ready to launch 

product, however not so much interested in the process of commercializing that product. And then, 

we are very much interested in what inputs are needed in the different steps and also what people 

are involved internally and externally. And if you also want you can use pen to write down stuff.  

  

 

So, the way it works in SEGES is that around about now we will typically try and figure out what 

we need to be working with in 2021. So we are a year and half behind, you know we started in, we 

started last autumn in terms of building our portfolio for 21. And this is partly to do with that we, 

we are funded by production fees, and they, they are administered in several big pots of money and 

you can sort of apply in the various times during the year but typically it's in summer time we have 

to apply for money for 21, which means that the whole process up to writing applications needs to 

be obviously before. So, typically we'll start this, so this say this is for… We will have something 
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ready into 2022, let's say this is a sort of timescale we start around about 2019/2020. So, this is 

where it starts for this situation, or this product, and with that, it really begins. The way we do it is 

that, obviously we, we need a lot of, we need some ideas. And these ideas can either be generated 

from workshops and meetings, we have 

 

 

with internal people or? 

 

 

both. So, this is internally, or external, so these are both. A lot of our employees, they are outsourcing 

ideas and we then, you know, collect them more, in various. 

 

 

Is it ideas in general or do you have common, specific themes or categories that you want or that 

you decide beforehand? 

 

 

The way it works is that in SEGES, we have five sectors. So, the five sectors that we sort of primary 

provide is dairy. It's pigs, economics, it's organic and its crops. These five here, they have a strategy 

with a range of focus areas. So, say for the pigs and dairy a focus area could be antibiotics, or 

antibiotics users. So, what we do at this stage is really sort of linking up to what to these strategies, 

the focus areas and the strategies and we will go out and we ask farmers, we will ask veterinaries, 

we would ask advisors, companies, ourselves, colleagues. And if we have a focus area that is on 

reducing antibiotics users in dairy farms. And how could we perhaps do that? Any suggestions. So, 

this is brought into one big pot of ideas. And then we have a process here where we have some of 

our employees, especially trained in using different innovation models. We call them innovation 

masters. And they work with their colleagues, so I think there's seven or eight of them. They work 

with their colleagues in SEGS on qualifying ideas through what we call the Double Diamond, you 

probably know that one. We use design thinking. And we are currently working on structuring and 

facilitating co creation. Basically, these guys here, they are very very busy in this period of time 

where they are, you know, trying to figure out these ideas; are they actually viable and can we 

actually test this in practice or can we build a project all around it. Then, this will be around about 

August time. We will send our applications. Because this process here is obviously leading up to the 

actual applications that we will send for funding. And round about Christmas, we will find out if we 

are funded for the following year. 

 

 

for a specific project? 

 

 

Yes. I think innovation … my three areas where I have the responsiblity is pigs, dairy and crops and 

environment. I think they have roundabout 200 million Danish kroners that we innovate for every 

year. And then on top of that we have a lot of other activities in terms of developing digital products. 

And, and then you're here in 2022, and this year here, it's full of project management, carrying out 

the project. But obviously in this period here, people will also be working on projects, it's not that 

they only doing this, because while they are doing applications, they still need to work on a project. 

And then they have about half a year peace here, get to the autumn in 22, have to think about 23 

whilst finishing off the projects. 
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The project formulation is done with the application more or less? 

 

 

Yes, there will be some sort of validation or revalidation of it here. The application is not the full 

project descriptions. Never build on those before they start the project. 

 

 

What's the biggest or main challenges or what goes very well in that process? 

 

 

I think this process here now, where we are identifying what we would actually send in for the 

applications. It used to be quite unstructured, but we have used these guys, the innovation masters, 

to implement some new techniques and some new, you know, structure on it so that's seems to be 

working quite well now. We use regular pitch ideas and we use that to selected and deselect. Identify, 

for example, this could be interesting and get this out of the way because it's pointless. 

 

 

And how long have you been working with the innovation masters? 

 

 

Since 2017. 

 

 

Okay so quite recently. 

 

 

Yeah. Before that we had several, various, more or less unstructured processes in each of the five 

departments and this has given us so much more efficiency. 

 

 

And what's still a challenge in the new process? 

 

 

The challenge is still that when we get to the stage here, and we basically have selected the projects 

that we need or would like to apply funding for to work on in the following year. Our main challenge 

is still to actually get enough, how to say, innovation height, enough of this more out-of-box thinking 

projects. In the portfolio, we tend to basically just extend the world a little bit. So we want to know 

a bit more about what we already know. So yeah, incremental innovation, whereas we need more 

radical innovation. We should be more brave. 

 

 

Just to get your business model, then you at SEGES work with these projects. For example, if the 

result here would be like a new product can do you continue working with it, like long term or would 

you give it to the company? 

 

 

It depends. At the end of 2022, some of the projects go on for 2, 3, 4, 5 years and some could end 

up in a product or an application or something, by the end of the year. And most of the time we tend 
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to keep them to ourselves, it's quite rare that we actually hand over or sell products to commercial 

companies, it's not that we don't want to we just haven't had the tradition for doing so.  

 

 

And when did you join Agro Food Park? When was that? 

 

 

Oh, we've been based here in forever. I'm not entirely sure of the year but before we, SEGES, has 

changed our name a few times, but the original research center or knowledge center for agriculture 

was based here in SEGES as well. I can find out for you, who came here but we've been here for 

decades.  

 

 

Do you remember what the reason was or why they joined Agro Food Park? 

 

 

I'm not entirely sure about the history, to be honest, and again, I can find that out for you.  

 

 

That would be interesting to see what the reason was for joining back then. And have you had any 

partnerships or collaboration with other tenants in the park? 

 

 

Yes, we have. We work with the Institute of Technology. We have quite close collaboration with 

them in terms of some of the crop research. And, there's other activities, but this is sort of the primary 

one really with them. Agro Intelli. Have you spoken to them? 

 

 

The robotics company? 

 

 

Yeah, they are launching today. We don't have a direct collaboration project, we have quite a you 

know a good, interaction with them, and the same with [FORCE TECHNOLOGY?] as well. I don't 

think at the moment, we have a direct project, but we have had in the past.  

 

 

For example, your collaboration with the technological institutes. how does the collaboration usually 

pan out? Is it long term or is it more formal? 

 

 

It tends to be around a project but with the Institute of Technology it has been a long-standing 

agreement. So that's been years and years and we have a contract with them because they are so busy 

contracted to help us with some services. So, but apart from that, we tend to join forces with 

companies in the house when we see a specific opportunity. 

 

 

Was it, for example, in the case of Agro Intelli that you joined forces with them in a certain way, 

even though it's more informal or how did that collaboration pan out? 
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I think with Agro Intelli, it has been more informal whereas with [FORCE technology?] we've been 

in projects with them. 

 

 

How did these informal networks establish? 

 

 

Everything in this industry tends to be established through network, so you know most cases because 

someone knows someone who knows someone and “oh, you know I know that”, that kind of stuff. 

But what we do like with Agro Intelli and companies is that they develop things that are quite 

forward thinking. Whereas we in SEGES innovation, a lot of what we do is to is either to make sure 

the farmers have license to produce in Denmark or to optimize productivity. So, these quite radical 

innovations, it's quite difficult for us to get funding to through the funds we apply for money. And 

these guys here they basically see us as a bit of something, they put it on the market, it might work, 

it might not. And we'd like more of that ourselves but the way our structure or our foundation base 

is put together, it's not really possible. 

 

 

It is difficult I guess to apply for something you cannot prove works? 

 

 

Yeah. 

 

 

But do you perceive though that being at Agra Food Park, the network is very important? 

 

 

Yeah. 

 

That you benefit from that? Being at Agro Food Park, because it has so many food companies 

clustered together, or what would you say? 

 

 

Yeah, absolutely. I mean there are lots of smaller startup companies in this environment now and 

the university of Aarhus is coming out to live next door. So definitely, you know, this needs to be 

sort of the agriculture and food hub in Denmark. I'm totally, you know, supporting that plan. 

 

 

But now for SEGES specifically, does it impact your way of working or does it like help you in the 

process, for example, coming up with new ideas, being here in in the park or is it not so much 

actually relevant? it's more about, I don't know, the image? 

 

 

Yeah, I mean, there are some of our collaboration partners in house, which is very useful. And some 

of our employees will seek some of the input from the network that we have here in Agro Food Park 

when they have to bring ideas to the table. The majority of ideas we probably see from some of these 

other parts here.  
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Yeah. 

 

 

I mean there's still a huge gap between some of the companies and us, because they're so food 

focused, whereas our is still, you know, primary an agriculture production. 

 

 

Okay. Does it influence you, for example, now, that the university is here? Do you collaborate with 

the university? 

 

 

Yeah, definitely. We collaborate with the university and the department that's moving out here so 

that's really good. So, we have it much easier, you know, to go for meetings. 

 

 

Are there certain research projects? 

 

 

There are research project, everything we do is more or less research projects.  

 

 

And then, I guess you also know Søren, the community manager. How is the relationship with 

Søren? How do you have contact with him on an ongoing basis? 

 

 

To be brutally honest, I don't have that regular contact with him, more with Anne-Marie.  

 

 

And how does having a park management, either Anne-Marie or Søren, on a daily basis, impact your 

process of working? 

 

 

Not really. Primarily, when I speak to Anne-Marie, it is about practical things, for example, if we 

need more office space, so more practical.  

 

 

Agro Food Park also offers this m three strategy which includes social events and business events. 

Is SEGES also taking part in these events? 

 

 

Yes, a lot of our employees participate in them. 

 

 

How does that impact you, per se, that this is offered to you?  

 

 

Well I think it's really good that they do this sort of social events because Anne-Marie and I talked 

about the other day that there are a lot of tenants in Agro Food Park that don’t know each other or 
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don’t know of each other. So, it's really good that they sort of provide these events to the employees 

for all companies. So, somehow, I'll say that employees will turn up if they find it relevant or it could 

be a new angle on their sort of work. 

 

 

Do you also take part in them? 

 

 

A while back. I mean, I've been in here for five years and I seem to remember there was a while 

back where we were part of it but it's, it's more based on network in terms of getting new or smaller 

companies to show what can they do. 

 

 

So not lately, not really anymore. So, it used to be? 

 

 

No, no they still do it but we have not been a part of it for a while. 

 

 

Where is SEGES located? 

 

 

In number 15. 

 

 

Okay, do you interact with or meet employees from other tenant companies regularly? 

 

 

Not really because people tend to stick to themselves. Number 15, we have other tenants as well. 

But it's not that we have a huge interaction between our employees and others. 

 

 

When you do these collaborations, for example, are tenants in the park generally open for 

collaborations, or do they tend to focus more, internally. Is your perception that people seek 

collaboration or stay more to themselves? 

 

 

it depends. It's sort of purpose driven. So, if there's a purpose and they can see a benefit in 

collaborating with people from Agro Food Park or any other place, they will take contact, but they 

don't seek people and ask, is there something we could do together? 

 

 

And is that based on personal network? 

 

´ 

Yeah. 
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Broadly speaking again, so how has been part of Agro Food Park now affectedyou, how you go 

about business? Has it at all or, not really? 

 

 

I mean in my new role because I've only been director of innovation since November. It's made me 

have a bigger outlook on things. And I'm seeking more new opportunities. Before I came to this role 

where I am now, I was working in the pig department, focusing very much on the pig industry, and 

therefore really only sourced that information that was relevant for me in that specific situation. But 

because my role is now to drive innovation and to look at new opportunities, I am also curious about 

what's actually happening in the house.  

 

 

How do you think that Agro Food Park is situated in Aarhus? How do you think the certain 

geographical location? Do you see any problems or benefits? 

 

 

The benefit is that we're closer to our customers, which is basically farmers or small farmers in 

Denmark, in Copenhagen, for example. We still have a small group of people in Copenhagen and 

Axlborg. I think that's maybe 20 or 30 people that are working for SEGES. I think with Aarhus and 

the boat and easy access from the motorway and stuff, it's a fairly good location. I think when you 

work for the farming industry you are supposed to be where they are. And that is here in Jutland.  

 

 

Does the location make it easy for you to access other external partners? 

 

 

Easily, yeah. Companies, vets, advisors. The primary proportion of them are also based in Germany.  

 

 

Now that you are the director of innovation, you need to kind of seek out more these opportunities. 

How do you go about that? how do you seek out these new opportunities? 

 

 

For example, I ask Anne-Marie, is there anything, anyone who works with this and the other. If there 

are new tenants, we are trying to find out if they do something that is relevant for us. And, yeah, just 

generally sort of try to see who could be interesting for us to get to know a bit better. 

 

 

Has that worked out already? Did they bring in new ideas, as you said, such as looking into other 

tenants like Agro Intelli, for example, and then you approached them and then there are certain 

inputs that you get. Has that worked out and then maybe, as an example case with Agro Intelli, can 

you explain a little bit more how that specifically went about? 

 

Basically, I've just pass it on to my head of department. Say you know, I'm gonna have a chat with 

them, find out what this is, if this is of interest to us. And to be fair, this is the first of idea phase I'm 

gone, I haven't really seen the product of it yet. 
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So, because now you are part of this Food Park, if you were able to change something, what would 

that be? 

 

 

Innovation rooms, where you have, you know, big, bright rooms where you can, you know, build 

things and you know stick things on the wall and draw on the wall, you know, try and inspire yourself 

and your colleagues. We have a lot of single offices in number 15 which is good because a lot of 

our experts are, you know, highly skilled knowledge people, they prefer to sit in the single offices, 

compared to a double office or a large room with several others in. However, because of the design 

is an old building, it is quite dark and small. So, I don't think they actually are providing the best 

environment. 

 

 

And then on the other hand. What's the biggest benefit that you have now being a part of the park? 

 

 

I think, it is our location, compared to the industry. Being close to the farms and the companies and 

you know all the external partners that we work together with. 

 

 

So, it's more the geographical location than the actual Park, really?  

 

 

To be honest, I'm not personally and mega fond of, you know, the way you actually road structure 

to get into the park and it's been improved a lot over the years. I think for me the primary thing is 

location in terms of our external partners. But I do appreciate that it's very, very good to collect 

companies working within the same sort of field with a short space of area. 

 

 

What do you think is the greatest benefit with gathering all the food companies? 

 

 

Again, collaboration projects because it's easier to just walk down the door, just walk down the 

corridor and find someone to work with instead of a Skype meeting or, alternatively, drive 200 miles 

to find someone to speak to. 

 

 

The business events going on here, smaller and bigger, is that something you take part in? 

 

 

I don't personally take part but I know that some of my employees sometimes turn up to these events. 

 

 

Yeah. Do you know if they find them useful? 

 

 

I think so. I think they do find them useful. I think most of the events and stuff they arrange in Agro 

Food Park, people find them quite useful. 
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So, I just want to go back to this one again when it comes to knowledge, inputs and people inputs 

like so it's mostly the people internally to the firm or also external? 

 

 

When we collect ideas, it can be from all sorts. when we get the idea yes but how to build a project 

from an idea, that is SEGES. 

 

 

Okay. That's the innovation Master, you said? 

 

 

They're method people, but these method people are facilitating processes where we will get our 

knowledge experts, you know, to build projects. These experts are incredibly knowledgeable on say 

pesticides. But in terms of building a project with the best and most effective model is not necessarily 

the competencies. And that's why we've got innovation masters to try and facilitate that the structure 

of the project is the best possible. 

 

 

The knowledge experts are then kind of what SEGES needs to develop great projects. Is there any 

difficult in accessing that knowledge? 

 

 

We recruit them through various databases, LinkedIn and so on. Some come to us when they are 

students, and we basically let them write their thesis with us and then they stay with us. 

 

 

You are quite a large company. How do you think that the size effects this process? 

 

 

I think that because we've structured the process so hard in the more recent years, it's become a lot 

easier. Before you know we are kind of a big lump of people, we were not really in sync. But we are 

synchronizing more and more, which I think is good. And it's easier to work for everyone, it's easy 

to work in a more synchronized world. 

 

 

And coming back, right now it seems it's more about incremental innovation that you're doing. But 

you would like to have more of the radical innovation. Is there, some sort of way how you want to 

become that way? 

 

 

The radical innovation, I think it equates to about 7% of total, you know project portfolio and, you 

know, yes, double that would be good, but I think we need to be looking down the digital innovation 

road. So it'll be there will be focusing on developing sort of more radical projects. 

 

 

So there is no clear, like strategy, in that sense how to shift to a more radical innovation? 

 

 



 47 

We are going through a digital transformation process in sales, which is supposed to really sort of 

facilitate lifting up the innovation to either provide outputs in a more digitally based way or develop 

digital data science projects that are supposed to lift us further from where we are today. And that's 

radical innovation because data sciences, it really is sort of a black hole. 

 

 

Yeah, and then just for my understanding, again. So, you apply for a project, and then you get 

funding for it and then you then internally develop, if it for crops, for example, then it's internally 

developed or do you outsource it to a company who does it and you kind of work with them? 

 

 

In most in most cases, we will run the project and develop the output. The output is not always a 

product, it can also be a publication, it can be a, you know, some sort of management tool… 

 

 

And you have the resources all in house for that? 

 

 

Yeah. And sometimes we will co create with a company. And you know develop a product, and 

particularly they will take it to market then.  

 

 

I think that's it. If we would have any follow up questions, if needed, is it possible if we could reach 

out again? 

 

 

Yeah, just contact me via email.  

 

 

Thank you for taking part in our interview.  
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Interview: Sweetkynd 
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Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Michelle Ngoc Le Kynde, CEO Sweetkynd 

 

And as we wrote in the email we are broadly interested in the product innovation process, and then 

also how being a part of Agro Food Park specifically has had an impact on that. So that's the outline. 

Yeah. And if there's any points or questions you don't want to answer you just let us know and if 

you want to leave the interview as well. Hopefully not. But, yes, just like the practicalities now. But 

other than that, we will just dive into it right away. Maybe in the beginning you can tell us briefly 

about the company itself and like the product that you are offering? 

 

 

Yes, we are a company that is called Sweetkynd, Denmark, We offer rosé wine gums which are 

wine gums made of rosé wine. And it's organic and vegan. Well, I started here in Agro Food Park, 

first of January so it's not been that long. And that was when I had gone full time into my business. 

Before that I actually had another job working, and did this at home in the evening. Yeah, so actually 

much of the product development and all the ideas and plans have been before I started here. So I'm 

not sure how this leaves your assignment but yeah I think it's okay. Well, yeah, so actually I haven't 

been working full time at my company, it's only been two months. But my background is, I have a 

marketing background so actually my company is founded on my passion for sweets, I love sweets. 

And well it was. I didn't find anything on the market that was similar to what I have. So I started 

looking into what we have when it comes to quality candy in Denmark and more specifically wine 

gums because personally I like all kinds of sweets and cake, chocolate, but there's a lot of all of this, 

and for wine gums, I did not find very much. So I began to look into how you produce it. Yeah, and 

I stood in my kitchen at home, making my own wine gums. So actually, I was doing it myself and 

in the beginning. But also I thought I could have a production facility and where I was making my 

own wine gums. But maybe that was a bit naive in the beginning, not knowing how much work there 

was, yeah, producing it. So I did it at home and I made not that many only a few hundred grams. I 

could see that it was a lot of hard work and you actually needed the machinery to do the forms yeah 

I have like, I have a diamond shaped wine gum I have a rose, flowers, so for me it's important that 

the wine gums have like the visual. They are specific, I don't want the gummy bears or the candy 

for kids, it's for adults. So it's a more exclusive kind of candy. It's because it's also a high end brand 

so it's not supposed to, you're not gonna eat it like the blend yourselves candy. You cannot actually 

you cannot compare to that because my candy is much more expensive. You can maybe compare it 

to Johan Bülow, the licorice luxury brand. So aiming more at that target group. And also the stores 

that I am looking into are also more into high end stores, so you're not gonna find it in the normal 

supermarket. Maybe in Magasin and some of the expensive stores.  

 

 

How old is that like two months here in agriculture but like how old, would you say is the company? 

How long have you been working on it? 

 

 

I think I've been working on it for a year. So, yeah, I think it's actually a year. I've been doing most 

of it at home. In the evening and yeah and it was actually I'm doing this alone, so much of the ideas 
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and the concepts, I have developed myself and of course I have talked to friends and family and my 

husband to get some feedback. But most of it is like my own idea and I see something lacking in the 

market at present, so. Yeah. So it's not that I have not used a specific model or, I don't have an 

innovation background but it's more like from a consumer point of view. Yeah, what do we need in 

the market? 

 

 

Okay. But it's interesting, actually going to see, even though there's no official or process that you 

might have used, but back to maybe the idea creation and maybe you can elaborate a bit more how, 

we made this little visualization just to. So what we are interested mostly is the process from, in your 

case now the product, from how the idea came about to becoming ready to launch product and not 

so much in the commercialization afterwards is more about like, how did the idea come about how, 

and then the steps towards it and what inputs were needed. And then also, who was involved. You're 

very welcome if you want to use the paper and a pen if you want to like to write something or 

visualize something while explaining?  

 

 

Well, the internet has been a huge inspiration, Instagram. So I have. I think that the idea started when 

I was on maternity leave with my boy and a lot of time when you're home and taking care of a little 

one. So, I always wanted to start my own company and have been looking for something. But, I 

have never found the idea that I thought this should be it. But randomly I just think being on the 

internet and seeing something I think I think maybe we are missing this one in Denmark, in 

Scandinavia and in the Nordic. So, I think the Internet has a big impact on it. And I started looking 

into the area, and us Danes we eat a lot of candy. And I also found some statistics about how many 

kilos we eat, and the market potential.  

 

 

How many kilos do we eat? 

 

 

It used to be more, like seven to eight kilos per person per year. It has dropped a bit though. I have 

read some analysis about it, it is because consumers want to buy higher quality. So that is why the 

kilos have dropped a bit but I think in, I could imagine in money wise it is maybe the same. Yeah, 

so, um, but I think in general in Denmark and perhaps also in the whole Nordic, we have all these 

gourmet restaurants and we have so much attention for high quality food, and 10 years ago there 

was not that same interest. So, I think, in general, there has been a shift towards more quality in 

food, and also at home in my family, buying more organic, and also eating more vegan, trying to 

skip some meat days. So that has also been some of the factors. When I looked into this I think I 

would like an organic product and also a vegan product because I see the tendency going that way. 

I could not find any products like that on the market, having those to the vegan and organic 

parameters. Yeah, so those have been like, Yeah, two things that have looked at. In the beginning, 

and has been, like, the foundation of to build the concept upon. Yeah, and the input here has been, I 

think, mostly me looking into the internet trying to find information about things but also when, 

when we go grocery shopping. I also see that the food that we are buying at home is all organic and 

shifting away from the more low quality and instead spending more money on high quality, 

especially after starting a family and kids. We also spent more money on quality food. So, I was 

thinking that we are perhaps not the only one thinking like this, I think many people wouldn't when 

they have kids or something, they use more money to buy quality food. Regarding people in the 

process it has mainly been my family and friends. Mostly my family actually, because it has been 
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like at nighttime. So, I haven't had the daytime to talk about this because I had another job to take 

care of. Not that many people have been involved. Maybe the first one when I was maybe five 

months in the process, I started contacting something called the Startup Aarhus that is an 

organization that is helping. And I think that was the first time I talked about the project concept 

with someone I didn't know personally. So, actually it was also a consultant in Startup Aarhus who 

recommended Agro Food Park to me. I actually did not know about it, I have heard the name but I 

thought it was something else. I did not know what it was. But he said that there was an incubator 

for startups, doing things within food and she thought it would be interesting for me to talk to Katrine 

who's the team leader. And, yeah, sorry, it was actually that way I was introduced to Agro Food 

Park. 

 

 

So you explained how you got the idea and also that you did your first production at your home, like 

how did you come up with, with the recipe for the candy, the wine gum? 

 

 

Well it actually was when I was at home and doing it and I found out I cannot do the amount I 

wanted to do and then I started looking for a company to help me. So I looked first in  Denmark to 

see if there are any production companies who could help me. But they were too big and they're not 

organically certified, so then I started looking abroad and found a company in Germany, who is now 

producing it for me. So it was actually, together with this company that I developed the recipe.  

 

 

Sorry it was just by googling or how did it work? 

 

 

I spent a lot of time Googling and I was writing to different companies. I was like this Desktop 

project, you can say, having an idea and just researching a lot. So yeah it was actually by googling 

and writing to them and having a dialogue with them that I found his production company. And of 

course, first of all they sent samples, they already are producing wine gums. They already have a 

production. Because when you make the wine gums you need the machinery and you need drying 

rooms, and I found out that you need to have this equipment. You cannot do it, like the shapes, 

because there are different types of wine gums, depending on how chewy and how you want it. So 

I start talking about it, because they have a big variety of different kinds of wine gums. And actually 

they sent me all of what they have. And we talked about whether we want A-B-C-D essence so they 

could make it all. So we develop a recipe based on one of their main basic products. So it was not 

from scratch. So it was taking one of the products and like building upon it. It was necessary, of 

course, that they had a basic product that I like, because that was like the first gate to go through, it 

was to have a wine gum that I liked. So when I waited for the samples to arrive I was like nervous, 

because that was, it could be a deal breaker. If I did not like what we have in the current assortment, 

I would not go further with that. So luckily they have that, because they sent everything to me what 

they have. So luckily I have a lot to choose from, and luckily I found something that I liked. And 

then we just worked. Put some development on their product and developed my product. 

 

 

What would you say was like the biggest challenge so far in the process of developing? 
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Well I think it's difficult to have all these ideas in your head to get them out and have another 

company producing it, not knowing if they'll understand where I want to go because they do not do 

something similar they make the more classic wine gums for kids or something like that. So I was a 

bit nervous about if they understood that I would like a diamond shape because I want to make 

something more elegant, because it should be for example for if you're having a party or a wedding 

or something. These products could fit into that setting. So I think just the basics about detail 

understand what my needs were. And could they fulfill it. Luckily the wine gum is not that it's not 

that complex to make. So we luckily found a solution. 

 

 

This is a bit off topic but I am interested, you said I don't have any, what is it called in English? 

 

 

Gelatin Yeah. From the pig.  

 

 

Yeah, so what do you use instead? 

 

 

Cornstarch.  

 

 

So, you found a producer in Germany, but where can you buy it or do you have a reseller or how is 

that? 

 

 

I'm just at this part, ready to launch (pointing at the drawing). So I have been active on, I've made a 

website, and been active on Instagram, social media and luckily there were some stores who found 

me, actually through Instagram. So I've been contacted by a few stores and I think one or two weeks 

before I can launch I'm still waiting for products to be fine to the market but yeah so when I have to 

move to the classic sales, just going by some stores and products.  

 

 

You got the connection through friends to the incubator. Why did you choose to join Agro Food 

Park in the end? 

 

 

Well I had a good talk with the team leader continuously and she told me about what they could 

offer. Besides the desk and you can say the physical They also offer guidance, consulting. So, when 

you rent a desk, you can approximately get three hours per month, you can have guidance. 

 

 

It's something that the incubator offers? 

 

 

Yes, it is. The incubator and it is run by Agro Business Park business, so confusing. You don't know 

what the difference is to start with But yes, two different things so yeah so by joining, I could have 

meetings with some of the people that could help and actually the incubator environment also 

introduced me to some persons that I would not have known if I hadn't joined.  
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Inside the park or like outside people? 

 

 

Outside. Okay. For example, I needed a kitchen where I could, because I have my wine gums coming 

home where I needed a kitchen where I could sort the colors, because when I'm getting them home 

here the first time I didn't have to. Because they are like mixed together. So I have actually been 

hand picking. And they have something on the other side of the road, and they offer something like, 

they wanted to help entrepreneurs, for free I could borrow a kitchen there. 

 

 

So are they off-park? 

 

 

I think it's owned by Landebruger and Fødevarer. 

 

 

Okay, so it's inside Agro Food Park? 

 

 

I'm not sure if, maybe they are. I think it's when you look at the map, I think  it's part of the Agro 

Food Park. So I think it is. Because I needed this kitchen, I could do all things there so it was very 

positive to hear that I could borrow that kitchen. So that was also like a factor. I thought it was a 

good idea to come out here.  

 

 

You were situated in Aarhus before but how do you perceive that Agro Food Park is situated in 

Aarhus, how do you think that is beneficial for your company to be here or do you think Copenhagen 

would have been a better place for example? 

 

 

I live here in Aarhus, so it's natural. Well I was approached by a small company here in Aarhus who 

was doing, you know, Spot Festival, the music festival. They're doing something for the Spot 

Festival and the “Musikhuset” so they need some entrepreneurs, they're looking for 10 to 12 

entrepreneurs who have a green or sustainable profile. And they contacted me and asked if I would 

like to be one of the 10. Come and have a booth there and some samples and talk about the company. 

And I asked her, how did you find me because I'm also curious about is it Instagram or is it how it 

was and she said it was through Agro Food Park so I think it was maybe their Facebook or their 

webpage or something. So that I say okay so there has been a person contacting me to hear my 

company wants to be a part of this Spot Festival. So, yes, I think there have been some benefits of 

being like part of a food pack. Because if I had been in another place I would maybe not have been 

contacted. 

 

 

Have you taken part in events only within the services that the incubator offers or as well as what 

Agro Food Park offers as well? Is it mainly the incubator and the startups there? 
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Yeah I think mainly in the beginning it has only been the incubator. I cannot remember if I have. I 

think I've been to one event when I started, which was for the whole house. “Nytårskål” I think was 

called, you had a glass of champagne. But not, the park as a whole, have not been that much of using 

some of that a lot, but they offer a lot of services here, cleaning of the car and all sorts of things. 

But, no actually not, I have bought something in the cantina. Yeah, but not yeah. But the facilities 

like this room and above where I'm sitting there's also like meeting rooms, and I think it's very nice 

that you have access to meeting rooms. 

 

 

So if you already mentioned a bit about having access to the kitchen now, like how has your business 

changed since you, I mean, now you're also working full time but since you moved into Agro Food 

Park? 

 

 

Well, because they're also also other companies, sitting here working here who's in the same business 

or doing something like I talked to a person who was, she knew a lot about the organic, the rules 

about how it works. And she actually, we were just talking and she said something about, remember 

that they were strict about how you put the flag on the packaging, there are some strict rules and. 

So, yes, I'm so happy I actually did some modifications to my packaging, because we did not fully 

follow the rules, exactly at that time. Because she mentioned it and said you should remember to 

check up on this. So, yeah, so, so you're, you're talking to people who know… that has good 

knowledge. Yeah, so that has helped me. 

 

 

How do you for example, this woman who told you that like, did you meet this randomly in the park 

or how? 

 

 

It was also in the incubator office, and every Tuesday we have like bread. And that's like a gathering. 

And, you can talk so it's like it's like a good way to talk to some of the people. Because usually 

people just sit  by their desks and are maybe not that accessible but but like these Tuesdays morning 

when we have the bread. It's very good, because sometimes there's people from outside. For 

example, MitJylland, Væxtfonden. So the incubators are contacting relevant people. And they're 

coming in and telling you about - you can apply for this or you can do this. But I think it's the 

incubator, who's doing that and not Agro Food Park. I think it's Agro Business Park. 

 

 

Do you know if it's also to this Tuesday mornings, if companies are outside the incubator also joining 

the meeting or is it only external? 

 

No, it's a mix, it's a mix, but mostly it's like people having some some connection to the house, they 

know like Tuesday's is a good day to come because there's more people now, and that's this Tuesday 

Talks, and actually, usually there is like a person or company, telling about their company. So it's 

already in plan for every week, so you can see the list of who's coming. So, yeah, so the Tuesdays 

are very good for networking and getting to know who else is here or if you have something like, I 

need help with this  you can always ask, and I'm sure that there's someone who knows who to talk 

too. So I think it's very when I started out here, I found it very comforting knowing that I could 

always ask someone and I think someone would have some sort of answer that could help me in one 



 54 

way or the other. So that was also something that I found very valuable. Because I'm alone in my 

business so it means a lot that I have some people that I can go to. 

 

 

Building on that, is your experience so far, do you perceive it here as being an open and collaborative 

environment or is it like people more focused on themselves, the companies, how do you perceive 

that?  

 

 

I actually find them very open. 

 

 

Is it more in the incubator or do you see that also in the whole park? 

 

 

I think not mostly in the incubator because the whole park is so big. So it's not like when you're 

walking down the corridor that there are some people like some stopping up and asking: are you 

new or something because we are so many. So I don't think people are noticing who's new and who's 

not because it's a growing environment and there's a lot of guests in this house. So, yeah, so people 

just think they are looking more into it than in their own office. 

 

 

So in the park you interact more with the other startups? 

 

 

Yeah. There are some events here in Agro Food Park, trying to connect people. So there are these 

drop-in presentations and a lot of different activities, training I think or yeah I know there are. But I 

have not attended because when you start up you're very busy doing all this on your own, but I think 

the people working here appreciate it a lot, because you have so many offices. 

 

 

How long are you like planning on being in the incubator, how does that work and how? 

 

 

I think that there's no limit, but I think for natural reasons you grow and, somehow you outgrow the 

frame so yeah it's possible to talk to the rent office. So, I think it's more a question of economics, 

that a big office here is maybe I think it's expensive, I actually don’t know the price. But at the 

moment when you only one or two do I think it makes good sense to be here but one day if the 

company's three four or five people, I think it would be expensive because to pay per person here in 

the incubator. Because the benefits is that there is a desk here and you don't have to buy this, it's 

included. So if you go out and rent an office, usually it's empty so you have to. So you have to buy 

all these things. So, yeah, so I think a couple of years maybe. 

 

 

And the plan would not be to stay necessarily here in Agro Food Park but finding an office or? 

 

 

I think I would like to have a warehouse close by. So it depends, I know that they offer it to some of 

the tenants here. So I think it will depend on if  I grow and I would need some warehousing, do they 
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have some agreements or could they offer something interesting that would make me stay because 

I have a to look at the total cost, if I rent my own warehouse well as an office that's cheaper and 

somehow more easier because you have all in one place. Yeah, then I think I would, would move. 

Because now I go out to my warehouse and I go here so it's a lot of driving. So in the long term I 

think that, of course I would prefer how we get one place. 

 

 

How do you perceive any sort of competition within the incubator? Everyone works more or less in 

the same field here, do you perceive any competition in that sense as well? 

 

 

Not from my company is that that's not like something similar. So not here. I think this because 

there's not a company, looking like mine.  

 

 

I don't know if this is too early, but because Søren told us that Aarhus University has a collaboration 

with Agro Food Park if they have in any way affected you yet or if you have been in contact with 

them in any way? 

 

 

I had a student contact me. Yeah, looking for an internship or something. But also I haven't been in 

contact with them. So, but it's because I'm not like I'm not a production company and it's really 

small. So maybe when I'm when it grows.  

 

 

Can you maybe go back to like the incubator, you said that they offer a lot of help in the  beginning. 

What sort of help was that specifically now for you in the case that helped you in the process? 

 

 

Well, they have like a consultant, who's like an expert in, go to market strategy and pricing. So, I 

had a good meeting with him talking about the prices and how you should calculate the product. In 

general, when you are a startup and have not tried to go to market, before it's good to have a person 

who has done before coming with input. And he also helped me with some calculations for the 

product and how that  should look like. It is  me and the stores and then that's the end consumer and 

how that adoption should be, and it's all different depending on the business. Like grocery shopping, 

the profits are very low, and it’s higher when you go to specialty stores. And also if you're dealing 

with the big supermarket, it can be difficult to get in there. So there were also a lot of talks about 

what you should be aware of when you're small and if you were interested going into the big 

supermarkets who could you talk to who has an entry into the big super markets. Yeah, so it was 

valuable to have a meeting with him and they also said that I should book another meeting just to 

keep momentum on the go to market. So, yeah, so it's not like just one time I can do that. That's 

good.  

 

 

Also Katrine who is running it, what is her role. Like your relationship, how does that affect your 

business? 
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Yeah. She's like the team leader of the group, and usually on the Tuesday Talks, she's like, 

introducing who's coming in and ensuring that there's someone who's talking. Coming in and 

introducing the company. Making sure that there is an agenda or something. So it's not just eating 

bread. But also if I have any questions. Last week I had a call from Israel, there was an innovation 

boot camp I think. I think also they found me via Agro Food Park, interested in food startups and 

wanted me to come to Israel. You have to pay for it, a fee for for attending, but they wanted me to 

come and join the bootcamp and, yeah, but I was, I was not sure because it was a whole week and 

you have to pay for flight and hotel and then I talked to Katrine and said that I'm not sure what this 

is, is it real or should I put time and money into this or what do you recommend me to do. And she 

said in Israel, they are doing a lot of help for food-startup but she also said that because she knows 

where I am inte the process and she said that where you are now I would recommend you to focus 

on the sales and getting your product on the market. Not because the other things are not good but 

maybe it's much to spend the whole week or five days in Israel. When you are like a critical moment 

at the beginning of your launch, it's more important to get out there and do a lot of sales. So, it was 

her advice, and though it was some of the things I also thought myself but I was not sure if it was 

stupid to say no. Yeah, so it was nice with a second opinion, it was nice to have her opinion because 

I did not feel for it, but I thought if it was once in a lifetime, you should go for it. 

 

 

Is she also the one who connects you to like this external place where you have the kitchen, was that 

also her that you have the contact with? 

 

 

Yeah I asked her if she knew any possibilities of renting a kitchen here in Aarhus. And yes, she said 

that it's possible to, to borrow some kitchen place and she gave me a phone number. Yeah, so it was 

also her. 

 

 

I don't know if you have had the time, but these social activities that's going on like have you attended 

them or engage in them yet? 

 

 

I have not actually that much. The social activities are more when we go to lunch and talk. But, it is 

mainly just so much work in the startup so actually I have to focus on that. I also have two small 

kids. So I do a lot of work and then around three o'clock I look at the watch and I think I'll have to 

go pick up my kids. So it's not, I cannot hang around here around four or five, it does not work 

because my kids are so small. 

 

 

So Søren Madsen who is the Community Manager, do you have any contact with him or is it more 

Katrine? 

 

 

It's more Katrine, but I have been told, he knows like every company here. So if I need to, like if I 

was in the situation I was looking for someone to help me this or this, he was the go to guy. But 

because I have developed so much of the concept and product before I started here. It hasn't been 

relevant for me. But, I have been told that he's the go to guy and that he knows a lot of the companies. 
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So a bit conclusing, so broadly speaking like how joining the park, how it has affected and what are 

the biggest changes from before? 

 

 

I think it's the network and the contact to relevant people that I have gained access to, and that I 

would not have known if I had not been out here. So I think it is mostly that part. But I also think 

the meetings I have had with the people like the go to market strategies has helped me a lot. I also 

find that very valuable. Because the people in my own network have not worked with food that 

much so they don't know, a lot of the things I have to have in mind when it comes to developing 

food products. And so I think there are a lot of people I can talk to and get relevant answers. 

 

 

The people you've talked to mostly so far though were the ones that were inside the incubator, or 

has it been also outside, and also within Agro Food Park, which company was that? 

 

 

Well, I think on the Tuesday Talks some of the companies, not being part of the incubator but 

because they know that the Tuesday talk, they also join and just say hello and to hear what's up. And 

sometimes I talked to some of the companies there who're not a part of the incubator, but to have 

offices here and then come and join us. So, yeah, so what is more of like a friendly talk or something 

not not something helping me develop the company. I think it's because I have been so far into 

development when I started out here that I have not, like, used more of the knowledge and the people 

here out here. 

 

 

If you had to choose what is the biggest downside with the park? If there's any being here. 

 

 

Not that many downsides No, no. I think. 

 

 

There is no something you are missing here? Specifically, now for your company, something that 

would be nice if they had.  

 

 

Actually if I had had a warehouse. I cannot say, I just have not thought about what the downsides 

are. 

 

 

That is all the time that we need and thank you so much for taking your time.  
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Interview: Cath Mersh Communications 

Conducted: 27th of February 2020, 2:45PM • Duration: 41:00 

Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Cath Mersh, CEO Cath Mersh Communications 

 

As we wrote in the e-mail, we are broadly interested in your product innovation process and also 

how the park influences that and if you have any questions beforehand, before we start, otherwise 

we would jump right into it. In the beginning, can you tell us briefly about you, the company and 

the service that you offer? 

 

 

My name is Cath Merch, and I have been based here in Agro Food Park for about seven and a half 

years now and I am a journalist by trait and I work with communication tasks, primarily for 

ingredient companies, but also for some of the umbrella organizations like the Danish Food cluster 

is here, and Food Nation in Copenhagen. So, they're kind of like the umbrella organizations, the 

Danish food cluster in terms of trying to support and promote innovation, Food Nation exists to 

support exports, so they are also a more international facing organization. My role is: I write a lot of 

articles for the ingredient companies, I do a lot of writing of articles for trade magazines, I do 

sustainability reporting, press releases, all kinds of different communication tasks that could be 

related to not only just communication but also some marketing work as well. So, if a company is 

going to go to a trade fair and they need to have material to take with them, then I would help them 

with that and everything I do is in English, because I'm British by birth, so it's my native language. 

In the last few years I've also started to work on podcasts. So that's kind of my new thing. So, that's 

basically what I do, and I've been freelancing for about 29 years now. So, a long time. 

 

 

So, do companies often hire you on a one time basis or is it more long term? 

 

 

It is long term. It is rarely a one off. Occasionally, I have that, but most of the companies I work for, 

I have worked for a long time. Some, I have worked for almost as long as I've actually been 

freelancing.  

 

 

Was it always within food or ingredients? 

 

 

No, it wasn't actually no. I was a journalist working on newspapers before I moved to Denmark. 

And then when I can came here, I obviously wanted to continue working as a journalist. And this 

was kind of my way of doing it because obviously everything was very kind of for pre globalization, 

so companies, there weren't so many of them in Denmark that actually had English as the company 

language. So, anything they needed in English, they tend to write it in Danish and then get it 

translated. When I started, I was basically happy for anything at all that meant that I could do 

something journalistic. So, I was working in in various fields, in the wind industry and stuff. And 

then it kind of gradually evolved, so you get a job with one company, and then somebody from that 

company moves to another company, or they hear about that magazine that I did. So, it kind of 
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spread around, and it was only actually about the time that I moved out here that I thought “right 

now, I've got so much work that's food oriented, I'm just going to go for food.” So, it's kind of 

developed over the years, and of course, the more you work in an area, the more expertise you get. 

And as I said I work for a lot of the ingredient companies, so you can build up some knowledge; 

superficial knowledge about when they're telling you about something. You kind of know a little bit 

about what they are talking about, so it's a bit of a head start. So, I think that's basically it. 

 

 

That's nice, maybe then towards the process that we would like to look into. The process that we 

want to research is “How do ideas for your product or service offerings come about and then what 

is the process to a ready to launch product? What inputs are needed and who is involved internally 

and externally?”  

 

 

Okay, I mean, I've never really had a process and basically, I've kind of offered what people have 

asked for. And then of course I come with my own ideas. But with the podcasting, as I mentioned, 

I could probably say that there has been a process, so I could use that as an example, if you'd like? 

 

 

Yeah, if you could elaborate on that.  

 

 

I've basically always been a journalist, with the written word, so I've never worked with sound. But 

I mean, one of the issues you have, one of the challenges you have when you're working 

independently like I am and you're on your own is this about upgrading your qualifications from 

time to time. A few years back, I kind of hit a wall. So, I took a master in corporate communications 

so that gave me some additional skills and interest and knowledge of different things. That was when 

I actually started working with sustainability communications. So, I would probably say, the same 

happened when I started working on the podcasting. I follow a journalist High School and what 

courses they're offering. And I just happen to notice that they had one on sound stories. So, having 

already opened myself up to these inputs from different possibilities to upgrade my skills. I thought, 

well, I've never worked with sound, I didn't know anything about it. But I do know about telling 

stories because obviously I was writing these articles, so I actually went on this four-day course. 

And that was the start of my podcast journey. During the course of the four days which was very 

much about telling stories as I said, one of the things that really interested me and one of the things 

that really interested me about the ingredient industry is that when you look at what they are 

producing, a lot of it is powders. So, if you actually see their products, they look like a powder. They 

look all more or less the same. And what you don't know is the story of innovation behind those 

powders. You don't know about the passion of the people who work with them or how they develop 

them and why and what drives them, and they're all sorts of reasons why they'd be doing that. 

Obviously, because there's a need somewhere in the market for what they're producing, but also 

because they are generally passionate about making a difference in some way. So, of course in the 

food industry now we have these megatrends which are health and sustainability. People want things 

to be more natural and that kind of thing. So, for me, when I was working on this course of these 

sound stories, I thought about all these people that I've interviewed over the years. And you're always 

constrained in an article because they normally don't want them to be very long, sometimes in a few 

hundred words. If I'm lucky it's for a magazine where they'll give you 1500 words, but you never 

really get an idea of the personality of the people. And you never ever get to hear their passion. So, 

this is what I thought you can maybe start conveying in these podcasts. So, the people themselves 
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could tell the story of, how they got the idea for working on this particular project, why they're 

passionate about it and why they think they're making a difference. And these people and these tales 

of innovations are the ones who I felt have these amazing stories to tell. That I think were interesting 

to all people not just people working in the industry, it could be anybody. I mean, it's all about food 

and we all eat. That's when I started thinking about making some of these podcasts, so I actually 

started by approaching some of the companies that I was already working with and I'd already 

produced some written articles about some of the stories gave me an idea and I said, “How would 

you feel about me, interviewing these people and producing a test podcast?” So, of course they were 

happy for me to do that because it didn't cost them anything. I was basically learning the trait, about 

how to make a podcast, how to do the interviewing, where you're recording it, how to use the editing 

software so you can actually put it all together? And just shortly before I went on this course, I spoke 

to this guy who works with graphic design but also with audio branding. And he was a freelancer 

like me, and he was trying to expand his network. And we just drank a cup of coffee one day. And 

when I was starting to think about these podcasts, I thought maybe I'm going to contact him and see 

if he's interested in making some of the music. So, I spoke to him, and it turned out he was quite 

keen to invest some hours in this as well. So, he actually produced some theme music for the podcast, 

so the jingle and the music that I could use sort of as underlying music all the way through. And 

that's what I mean by muddling through, things kind of happen by coincidence. Then somebody 

else's who works here. His son has married a you American woman and he said, “Would you meet 

her and talk to her about how she can maybe get her foot on the labor market over here?” 

 

So, I said, “Of course I would.” So, she came out and had a cup of coffee. It turned out that she's 

really keen on podcasts. So, what happened was, she ended up having a three-month internship with 

me. And because of her coming to work with me for those three months, she did all the research 

about how you do this and finding a hosting platform for marketing and branding the podcast and 

all that. So, between the three of us, we put together this podcast platform. And then we started 

uploading these podcasts, that were test podcast on this platform. And then trying to sort of talk to 

people about whether or not we could get anyone to sponsor them and to actually turn that into a 

business. What happened was I never managed to turn it into a business; that particular platform. 

But some of the people we talked to, because the food industry tends to be quite conservative, 

nobody had ever really thought about the idea of doing podcast before, even though it was something 

that was gradually gathering pace in Denmark at the time. And obviously outside Denmark when 

you go to the States, the UK, where it is already quite big. And so, it took them quite a while to 

warm up to the idea but the ones that did interviews, some of them actually put them on their website, 

so they put our podcast on their website, and now, two of the organization's I work with actually 

placed orders of podcast. So it not actually on my own channel, not as I initially hoped, but they 

want their own podcast, their own channels. And that is how it finally came to product launch. It 

also comes down a bit to luck and things just having to collide at the same time. 

 

 

In general, in your process besides the podcasts now, what's the biggest challenge in that process?  

 

 

Well I mean the podcast is obviously a product that I produce. Making it sound nice. And being able 

to record my speak without hearing all my saliva, so technical challenges. But when I'm working 

with other things, I guess my biggest challenge is maybe not being part of the process always. 

Because since you write stuff, you are often brought in at a later date, so that sometimes can be a bit 

frustrating, of course, that many decisions have been already made before. Or maybe they take what 

you've written, and then you've been through the review process and they said, it's great. And then 
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sometime later you see it's been published online and they've changed it. So that's a personal 

frustration more than a challenge I would say. And, of course, when you're working independently 

like I am, you have your ups and downs. Sometimes you have way too much to do, yet sometimes 

you have maybe way too little. And the challenge is to try and keep it on an even level. I guess that's 

probably a similar challenge that anybody would face, also when they're working for a company, 

but when you're working freelance, as I am, you're working for several companies, and they're in 

principle, not interested in each other. So, it's a bit difficult to sort of keep everyone happy. So, 

sometimes you're really juggling with the different companies that you are working for. I guess 

what's my biggest challenge. 

 

 

What was you reason then, to join Agro Food Park? 

 

 

Well, my children were grown up. So, I'd work from home until then. So, I was looking for a place 

where there was a good network, where I could have my own bit of office space, where there were 

people I could eat lunch with. I guess that was what drove it really. It was basically getting out of 

the house, seeing some different people.  

 

 

Was it you that approached the Park or how did it come about? 

 

 

Actually, it was one of the people that I worked for their company. I think I told her about that I was 

looking at shared office space, and she knew somebody who just moved in. Okay, so that was where 

I got the idea from and I contacted them. As luck would have it, another company had just dropped 

out; a big company that was going to take a lot of space just dropped out so they some spaces 

available. So, I was able to take that. Again, luck. 

 

 

So, the company was also located in the park? 

 

 

She was not in the park, but she had a previous colleague who was at the time freelancing who had 

an office at Agro Food Park as well.  

 

 

Did any company you have worked with before had offices in the park at that time and how is it 

now that you have been in the park for quite a while? 

 

 

There weren't any when I moved in. That wasn't actually my motivation to move. I didn't actually 

move here to get more work. I moved here to be in the environment, in the food environment. That 

was what I was really looking for at the time. But now I do have companies I work with. So, I work 

with the Danish Food Cluster on a very regular basis. So, I have one day a week, where I'm working 

for them. Also, for Agro Food Park itself and ISI Foor Protection. And then one other company that 

I did a few bits and bobs for as well. 
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How did these collaborations come about? 

 

 

Through getting to know people here really. Just because after a while people get to know that there 

are other people here that can provide some of the services they're looking for. Generally, you just 

meet people here, people are very friendly and open, so it's easy to talk to people and of course I've 

been to a lot of events and conferences and I have proactively gone after getting to know certain 

people as well. So, I'm thinking, there could be some work opportunity and while you are here, it is 

great, of course, if you can get some work out of it. 

 

 

So, do you feel that there is a very open collaborative atmosphere here or are people more focused 

on their work and are more internally focused? 

 

 

Yeah, I mean, obviously, that's because that is just me. There are some companies that are obviously 

bigger and more self-contained, and they don't have such a need to really be sociable like everybody 

else, but I would say in general, people are extremely open, yes. And there is Agro Business Park 

and their incubator environment where you can get free coffee every Tuesday and have a chat. That 

is always been a good place for catching up with people. Actually, in the canteen, it is a very great 

place for talking to different people. It depends on the company, I would say. 

 

 

Is there a big difference between bigger or smaller companies? 

 

 

Yeah, I mean the companies that have more people, obviously it's more relevant to get to know their 

colleagues. So, you know, I think it's natural that they would maybe be more self-contained. But 

there are quite a few companies and organizations where they're a smaller group. So, you know, it's 

kind of easier to just sit down and have a chat with them Maybe, they are a bit more open to others. 

And also, it may be part of their work to be more open to that. Certainly, I mean if you're talking to 

Danish Food Cluster or Agro Business Park, I mean that's what they do is, is networking and drawing 

new people in and establishing new innovation projects.vAnd also, I think, on the corridor that I am, 

we are smaller companies, so people do tend to socialize a bit more together. 

 

 

So, you have some more formal collaborations or work relations. Do you have any sort of informal 

collaborations where you like help each other out with people in the park? 

 

 

Yes, I would say so yeah. My next-door neighbor certainly saved my life the other day with an Excel 

problem. So, it does happen yeah, when people just give each other a hand or give advice.  

 

 

Are there a lot of people sitting in your complex because SEGES and Arla have their own buildings? 

 

 

Yeah, I mean, at the moment, actually we've got quite a bit of empty office space where we are. But 

there are about six companies on my corridor right now. Several of them just one-man bands like 
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me. And then there's another one where they are probably about five people. They are the biggest 

on the corridor. 

 

 

And then, coming back to the events that the park offers, the social, business events, for example. 

Do you participate in them? 

 

 

Yeah, very regularly, I participate in these end of days meetings where they just have somebody 

come in and they talk about something, very many of them are interesting topics, for example, one 

about invasive species such as the Pacific oyster and what can we do about these and get rid of them 

by, for example, eating them. But Søren Madsen is brilliant at arranging things like that and he does 

that on a regular basis. He also works with Business Region Aarhus. So, they had, over the last 

couple years, several company visits. So, you could sign up to go to a company. And then you get 

an introduction to that company and there will be various other speakers there. It was also an 

excellent way to get some insights into things that are happening in the food industry, but also to 

network. And, of course, the more you go to these events, the more people you're going to meet that 

you already have spoken to. So, it becomes actually quite sociable. 

 

 

Is it more or less the same people that go to these events? 

 

 

There are some people that you see a lot. But there's always new people. And I mean my experience 

is that people are there to network. So, they are there to talk. So, there is no problem in coming into 

contact with people 

 

 

You mentioned Søren Madsen. How is he affecting your work? 

 

 

He's a fantastic man, he is also very, very modest. But he's just the hub of networks, any connection 

really runs through him. And he is the one who arranges these events that we can go to. He also 

organizes these business-to-business network lunches on different things. So, I'm in one for people 

working with communication and marketing. He is just about to establish one for people working 

with human resources. I think he has one also with digital IT or something like that. So, he's all 

about bringing people together. 

 

 

Coming to these business-to-business lunches. Are you the only one working in communications or 

are there more companies? 

 

 

No, there is a PR bureau. And they produce some weekly news. And there is another freelance 

person in the incubator, who's working with communications. He's heavily involved in an EU project 

which takes up all his time. But then, of course, there are people within the companies that are 

working with communications and marketing. 
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Do you feel some sort of competition because of the closeness? 

 

 

Absolutely not. I am the only one working in English. So, I have not experienced that. Even if there 

were some, there's room for everyone. There's no way that I, one person, could take all the work. I 

mean, it's just not going to happen. Imagine, even though there was another person like me who 

moved in, I can't imagine it being a problem. I think that we were more likely to collaborate, than 

keep secrets from each other. 

 

 

Did the park also affect any collaborations with external partners off the park? 

 

 

Um, I think it's given me a bit more street cred, to be honest, that I got this address. Of course, now 

I can invite people here for meetings to lunch. So yeah, I think, it's been really good for me. 

 

 

Did you also find some collaborators or external partners or customers?  

 

 

Yes, I would say yes because I've met so many people through these events. 

 

 

Are there a lot of external people coming to the events that are hosted here?  

 

 

Yeah, yeah, yeah. Most of the events are free. Some of them you have to pay for, but it is a symbolic 

amount, if anything. Now, that the university is here, you also get invited to things over there. So 

that's another possibility. I mean I think they have a few people who are completing PhDs, where 

we've been invited over to hear them as well. I have not been there for an event, but they also have 

not been around for long. I was shown around though. 

 

 

Broadly speaking, how did being part of Agro Food Park affect your business? 

 

 

Well, I mean, as I said I have got a few companies that I work for right here. That's really started to 

take off in the last year and a half maybe. I don't know if it had a huge impact on the business before 

then. I mean, on the podcast, there were also people here that helped me out. There was a guy from 

the Danish Food cluster who became a sparring partner for the podcasts, also Agro Business Park 

agreed to participate in a podcast and gave me some contacts. So, I think from a sparring perspective, 

it has always been very useful. I mean it has definitely helped my business over time, but I would 

say for the first few years, less so. But as I said, again, that wasn't my primary motive for moving 

here, to find business. It was to be around people who are working in a similar field. 

 

 

And what do you believe is the greatest benefit now being in the park for you? 
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Definitely the network. 

 

 

And if you had to name a downside of the park, what would that be? 

 

 

Probably the lack of vegetarian food in the canteen. That's about as awful as it gets. I mean, I don't 

really have anything. So, it's nothing negative to say, to be honest. That is my only complaint. Please 

publish that. 

 

 

Are you from Aarhus or did you have to move? 

 

 

No, I live really locally, because initially I was actually looking for an office space in Aarhus. But 

this is just for working, more convenient, it's easy to get to. And also, you don't have to pay the car 

park. Because if I was going to have an office space in Aarhus, it's both the rent plus the car park. 

So, it's extremely convenient for me to come here. 

 

 

Do you think that Aarhus is a good location for Agro Food Park, in comparison to Copenhagen, for 

example?  

 

 

And that's probably the downside. I mean obviously I do not have very far to come. But, if you're 

coming out here and you're relying on public transport, that is a challenge. There are some buses, 

but it is still quite a trick to come here. And they wanted to build some foot path to the station but 

there was protective nature or something, so that did not happen. So, I would say if the public 

transport options would be better than it would be perfect. 

 

 

Is your plan to stay?  

 

 

My plan is to stay here, I have no plans to leave. 

 

I think that's what we wanted to know. Thank you for taking part in our interview.  
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Interview: Innova Consult 
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Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Lisbeth Ankersen, CEO Innova Consult 

 

As we wrote in the e-mail, we are broadly interested in your product innovation process and also 

how the park influences that and if you have any questions beforehand, before we start, otherwise 

we would jump right into it. In the beginning, can you tell us briefly about the company and the 

product that you offer? 

 

 

Yes. My background is that I'm a chemist from Aarhus University. And I'm also what you call a 

super taster. So, I have extra taste buds on my tongue and a bit more extra in the nose for smelling 

and tasting. And I've always been interested in food and taste. So, that's what I built my company 

around. So, I am working with sensory science and also help people with product development. So, 

like today, a big bread factory, they are delivering some new types of bread so that I described them. 

And I will say how does it taste, what's the texture like and that is one thing that I do. Other times 

they would ask me to help optimize a product and other times I give talks or lectures or seminars, 

about taste.  

 

 

That is super interesting. How old is the company? 

 

 

10 years. 

 

 

And is it only you or is there someone else? 

 

 

I'm the only full time person and then there are some part time workers. 

 

 

Can we go a bit into how does the process come about? What we want to see again is, how do new 

ideas for your business come about? From the idea generation, if people approach you, how you go 

about these project and then how they evolve to a ready to launch product or service that then is 

commercialized? We're not so much interested in the commercialization itself but more in the 

process before and up until then. What kind of inputs are needed, and the people internally or 

externally needed in the process? Can you walk us through that process? 

 

 

Generally, sensory science is something that's been around for many years. So, making a description, 

the way that I do, builds on the sensory science that's already an accepted part of product 

development. What I do in a different way is that I use my chemical background to make a more 

justified description. For example, I say that “oh, this cheese has a note of pineapple, for example. 

It smells or tastes a bit like pineapple.” Then I can qualify this statement by saying, “and this is 
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because it contains this chemical substance which is often found in a pineapple.” I thought that was 

something that was just interesting that there's a reason why things taste like they do. And I used my 

chemistry background to understand it more in depth, how taste flavor is composed like a symphony 

of multiple chemical components. For me that was a way of understanding the world but now it's a 

something that gives credibility to specifically this way that I work with sensory descriptions. It's 

difficult to say what comes first, but now, it adds up to something that gives credibility and that also 

inspires me to always investigate further in depth and the more I understand why they taste like they 

do, what is the chemical background of how taste is made up, then I can easier understand and 

investigate in the final different note and explain it to other people, and also explained how should 

they optimize their product. For example, if I know that in a process if you heat up the product A, 

this type of flavor molecules will be formed, then I could say, “actually keep the temperature down 

because you would want to avoid these flavor notes, or you should increase the temperature because 

then you get the flavor notes.  

 

So, basically, my company, the services that I provide are very much driven by my own curiosity to 

understand what taste is, what flavor is? And then it shows that actually, there's a need for somebody 

who understands flavor in depth and at the same time can work on market terms. I'm not a university, 

I have a background from a university, and I am very scientifically minded, but my company works 

on market terms. If there's no need for it, if nobody wants to pay for it, then the service is not 

interesting. So, but it seems that this is a nice fit between this way of working and the things that I'm 

interested in. It's quite complex, in itself, the subject that I am working with. But in a way I found 

out that my background, my experience, my educational background, my work experience, my 

personal experience because I always buy different things when I'm traveling, I always order the 

most strange things on the menu when I'm in a restaurant, I always go to food markets or pick plants 

in the forest and then my lucky physiological way of being, with the extra taste buds, it adds up to 

what I do. And then it shows that there's a market for working with exactly this. I feel that I've ended 

up, as we say in Danish, on the right shelf. If you do something that you really enjoy and that you 

are good at, then it's easier to find a niche where people appreciate what you do. 

 

 

That's so interesting also with the extra taste buds… 

 

 

It's not so interesting in itself, it is not like Superman you have superpowers because it's not that 

uncommon to be a supertaster but what I have extra is that I've used 25 years to build up here in this 

part of my brain a memory of taste and scent or smell impressions. And then I've connected that to 

my center in the brain where you vocabularies. And that's the connection between memory and the 

input from your senses and your talking center. These are not really well connected normally, but 

this is what I've been training, training, training. 

 

 

Wow, very cool. What would be the biggest challenge though in your business, in the service that 

you're offering? 

 

 

Luckily, I have such a short term memory, so when things are going well I can't remember it's been 

challenging. But of course, it's not an easy company to scale up, for example, and I'm also not really 

interested in doing so, because I like to work with the things that I'm working with. If I was 

employing 10 people, I would be an administrator and I would be the one that needs to find jobs for 
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everybody else. If it's going very well and I am making too much money I can just take some more 

vacation. And when I do that, I end up reading a book about food and starting to experiment and 

traveling and buying new ingredients, so I ended up working anyway. So, I'm not interested in 

scaling up. 

 

 

When did you actually join the park here? 

 

 

I think it's seven or eight years ago. 

 

 

And what was the reason back then why you joined the park? 

 

 

Yeah, I knew a guy who was working here. And he said, this is exactly for you. You should come 

and see it. And then I saw it, and it is nice but I had an office where I lived, just 10 meters from my 

house. And I thought, why should I move here? And then my brain functions in a strange way 

sometimes, but the reason why I actually moved here now was because there was a room that got 

available, where the view was fantastic. That's it. There was a huge move for a startup incubator and 

they were supposed to be 10 desk, and I said, I want this desk with the best view, and if I don't get 

this desk, I don't move here. And they said, Well, this is already promised to somebody else. And 

then I said, Okay, I want this desk and then I got this desk. And now my company has grown a bit, 

so I have my own office with a fantastic view as well. 

 

 

How do you think your processes, the way of doing business has changed since before you joined 

the park until now? Do you see any differences? 

 

 

It's difficult to say what based on the fact that I'm here at Agro Food Park and what's based on the 

fact that my company's older and experienced. But I'm sure that a lot of synergies or collaborations 

happen because we meet all the time. So that blurs out a bit this client, customer salesman position. 

If I was to do what we call cold canvasing and call companies and ask if you'd like to hear about my 

services, then I'm a salesman. And the person on the phone is a customer. And I don't do that. It's 

not something that I have ever worked with. But,of course, I have met people at the conferences or 

expos and there, it is still customer and salesperson relation when you start talking to people. I want 

to tell a story and I want to get them interested in what I'm doing. But here, when we meet all the 

time, it's more like we're just eating lunch together or we are just meeting at the coffee machine, the 

guards are more down. I also don't feel like I have to make a good impression, it is more relaxed, 

and I really like that. This fits well with this long-term relationship building and the way that I sell 

my services. Luckily, most of the customers come back. And so, it works. And I don't know that 

much about sales because it that not what I was trained in. I am more on the scientific part. But I 

know it from experience and so, the long-term relationships, that's what I'm interested in. This, I 

need to make a sale fast typ of pistol to the head selling, it doesn't fit for my business. 

 

 

Did you have any collaborations or partnerships with companies here in the park? 
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Yeah with many, actually. I wouldn't say half of the companies but a lot of the companies, between 

five and 10. 

 

 

Can you give an example of how a collaboration can look like and how they usually establish? 

 

 

I think the first time I actually got a job from Landbrug Fødervaren, they had a huge exposition, and 

somebody was making a lecture on sensory science. And I said to them then after this lecture “I was 

really looking forward to that but sorry, I could do that better than you.” And then they said “okay, 

you do that next year.” So, instead of getting offended, we had a nice talk. So, sometimes, I just 

come up with some suggestions for improvements and then say, that's a good idea. Also, another 

really nice story was a Lone from the Danish food cluster, which is situated right here. She 

sometimes brought in people for a tour. And then she would sometimes advise me and say “okay, 

would you like to talk to somebody from the Danish supermarket, which is a supermarket 

organization here in Denmark.” And I said, “sure, bring them in.” And I spent five minutes talking 

to them about what I am doing and then they said “we can use that” and that created a huge 

collaboration. It took a year or so before it actually started but that was the seed that created a really 

nice collaboration with the Danish supermarket. So that was some random idea from Lone, to bring 

somebody in and say hi to this person. And actually this collaboration, today, after people know that 

I've done this long term work with the Danish supermarket where I have made sensory descriptions 

of all of their vegetables and fruits in the supermarket. They are now using this information also 

when I cooperate with Landbrug Fødervaren. We're doing this project where we're looking into all 

these old data and see how can we utilize them in new ways, because everybody's looking at how 

can we reduce the consumption of meat and increase the consumption of plants, what are the 

possibilities in plants? So one project sometimes leads to another. 

 

 

Are they usually long or short term these collaborations? 

 

 

If you can compare it with a university project, where it is maybe half a year, three year or five year, 

then it's a short-term project. Some projects are one month or one week. 

 

 

Is that common? 

 

 

Yeah, it is common in my area. There are no other companies working in this area. So, I don't have 

any direct competition. I also don't have anybody paving the way for me. Advantages and 

disadvantages to that. In universities, they do some sensory science, but it's a bit different because 

they have a different time horizon than I have. And I need to give value for money, because it's 

primarily private companies or organizations which pay for their jobs. So, I cannot say that this will 

take three years, and there may be a conclusion then. I cannot come up with such an answer when a 

private company asked me to work. I have to say, okay, we find the solution within these limits. 

How much money do you have? When do you want the answer? And then I'll do my best within 

these limits. 
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So you give lectures about sensory science, you also help develop products and describe how 

products taste. Can you give another example? How do they approach you? 

 

 

So, three words. I describe, I develop and I tell. So, sometimes when the companies send a product 

to me, I make a sensory description for a product. How does it taste, how does it smell, what is the 

texture and also the visual appearance of it, how does it look? So, I describe. For that, I use my 

senses. And I also use data bases the information about the chemical composition of this product 

from databases. I do not do chemical analysis, that makes it very expensive and very time 

consuming. And then my market would leave me. So, that's one way I try to optimize it. If I can find 

it and it's already investigated, that speeds the process and that makes it less expensive. And then I 

spend much time on describing and using my senses.  

Develop. That's where I help develop or optimize product. And tell or talk about. That's where I give 

a lecture, workshop or seminar. An example of a development project. For example, right now, we 

have two wonderful projects which are funded by FFI, which is sitting up here. That's fantastic the 

customers on one corner and the money to be found on another corner. One of the projects is 

developing the risotto, which is a bugotto, which is with mealworms instead. So, what I do there is 

sensory descriptions. How does it taste, how's that texture and also come up with some suggestions, 

if you use this kind of grain instead of rice, you can use this kind of grain because it has apparently 

the same texture, but it also has a nice taste. So, sometimes it's in the concept part of making the 

product, sometimes its sensory description to just adjusting a product a bit more.  

 

 

So interesting. Back to the collaborations, who puts you in contact, what is the starting point? 

 

 

The majority of my clients are somebody that I've done some things for before. Around 60% are 

somebody that I've already worked for. But sometimes it's the people in Future Food Innovation 

(FFI) that know that somebody is interested that in, for example, making a bugotto. So, that was that 

somebody who knew me and knew her and said, you should talk about it. And sometimes they have 

heard about what I do from my clients. So, that's really nice. When they recommended me to 

somebody else. That again makes it credible. It has been a long time that I have been actively 

searching. But sometimes I do go to expos. Some years ago, I walked around and talked to some of 

the exhibitors at the food Expo which is a huge food expo in Herning which is every second year. 

For example, I went and talked to a company where the owner was standing and presenting the 

product and I would say “aah, this one is interesting, but I would maybe twist it in a way with some 

beverages.” Try not to offend him but at the same time being constructive in my criticism of his 

product and then I gave him my business card and then they contacted me afterwards and said, 

“could you help us with the optimizing of the product.” So that was nice. So, that would be a more 

aggressive way to try to get new clients. 

 

 

And to the connections here in the park. Were these because you knew them before or who 

introduced you there?  

 

 

Because I work with something so strange and funny and it's easy to describe what I do in a way so 

that people think that sounds interesting. If I was making some high tech thing for measuring 
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something that nobody was interested in, but maybe made a lot of money and was very important, 

that would be difficult for people to understand. But this is very communicable. And it has this X 

Factor value, so when I am with some new people at a party or something, people usually go “wow, 

supertaster, that sounds so cool.” And I really love my job but it's also just hard work, because, 

yesterday I was preparing some meat and I had to describe the taste of this meat. And it feels like 

when I was a student and going for exams, every time, because am I able to get into this flow where 

it is “Yeah, yeah, I found that note, oh and there is this note”, so you have to perform. But it's also 

really interesting. So, what I wanted to say with all this talk, was that most people in Agro Food 

Park know who I am.  

 

 

I am thinking about your relationship to Søren Madsen, does he have any impact on your business? 

 

 

Yeah, definitely. I'll say, he is the most humble, but really cool person. He's really good at connecting 

people. And he does it very quietly. He's good at arranging events where people meet each other 

now. I'm really happy that he exists. 

 

 

Do you just do you take part in these events as well? In the social events and network, business 

events, like any of these? 

 

 

There are some meetings, we call them “go-home meetings”. It is at the end of the day, one hour 

and then there is some input, something that I can learn something from, a company telling about 

how they work or a scientist will tell about some new research. If it's something that's relatable to 

my work field, I will go there. And he's also sometimes, I read something called speed dating, speed 

networking where you meet a lot of people. And you may only have three minutes to talk to them 

but that's enough to say I do this, I can do this and I am so. Yeah, so, I really like these kind of 

things. 

 

 

Do you also get access to other external partners through these events, through the Park? That are 

outside of the Park?   

 

 

One of my biggest clients is Ferrero in Italy, but they contacted me before I was in the Park. But 

being a small company, it gives some kind of credibility that I'm situated in Agro Food Park. Because 

then I'm sort of leaning on a giant, right. It's not a university. So it gives some kind of credibility. 

And it also makes it easy to ask the clients to come here, instead of me having to drive to them. 

Sometimes I can sound like a prima donna. I don't want to haha. I can get them to come here, then 

it's perfect. I guess it saves me time, I can spend reading my books and going into my databases. 

Reading scientific articles or tasting things. So, it is actually much easier to get people to try here 

and have meetings here because we have the meeting facilities and they may also have other 

collaborators in this building or in this area, so I almost never have to try anywhere. 

 

 

What other great benefits do you see here being at the Park? 

 



 72 

 

Somebody's cleaning for you. Somebody is taking care of you, because when you have a small, 

strange company like mine, it is really nice because privately, I am a single mom. I take care of my 

son. He's 18. So, he's taking care of a lot of things himself. So, I am the responsible person at home. 

I'm also the responsible person at work because it's my company, nothing happens if I don't make it 

happen, right. So, it's really nice to just lean back sometimes and say “okay nice, somebody arranged 

a Christmas party for me. Somebody serves lunch for me and somebody cleans the windows here, 

somebody is arranging events where I can participate for free. I wouldn't say it is a struggle to be an 

entrepreneur or have a small company but sometimes it is. Sometimes, you have to figure out how 

to do everything right. So, it is really nice if there is somebody that is making the printer work, 

somebody makes the internet work, somebody makes a lot of things work. So, it takes a lot of stress 

from the stress load that you already have. It is something that I'm really happy to pay for. It is really 

worth the money being here. It costs around 5000 a month here and if I give a lecture and I charge 

them 10 or 15000 for half an hour, then it is three months rent. A lot of people say that being an 

entrepreneur is about time and money. That's the limitation that you have. But it is not. It is energy 

and it is happiness. If you have enough of that, then you are fine. 

 

 

Since you are under time pressure, thank you so much for taking part in this interview, it was very 

insightful.  

 

 

  



 73 

Interview: Arla 
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Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Peter Sinding, Science Director Arla Foods 

 

As we wrote in the e-mail, we are broadly interested in your product innovation process and also 

how the park influences that and if you have any questions beforehand, before we start, otherwise 

we would jump right into it. In the beginning, can you tell us briefly about the company and the 

product that you offer? 

 

 

Arla food is a co-op. So, it is owned by the farmers. There are roughly maybe a thousand farmers. 

So that is a farmer democracy. One farmer, one world and you know, same price all over either you 

are in Germany or in UK or Benelux or wherever you are. They get the same mild price. And all the 

electives in our different ports they are elected for two years, two years at a time. So, if they don't 

deliver, they are thrown out and then a new one steps in. So just that you know that it is a farmer 

democracy. And every dime we earn is sent back to farmers, of course, we can consolidate but its 

farmers who decide whether we should consolidate and how much we should consolidate. So, the 

year’s profit is paid out to the farmers. So that’s a co-op, that is for milk. It's based on that. 

We process the milk for the farmers to the highest possible price. And we have an overall KPI saying 

that we are supposed to pay at least 3% more for the milk, then our peer group. So, we have some 

of the dairies that we are competing directly against. There is the big Dutch one, the 

FrieslandCampina, the biggest German one, there are the Northern ones and then there's the UK 

ones. I don't think there is one in Sweden. And then we compare that, and we have promised our 

farmers that we can pay at least 3% more. So, what are we doing? We are sort of two companies in 

the same company. We are Arla food amba that is the co-op with no, not full responsibility. So, it's 

not a total co-op where you know the bank to go to his farmer and just take the farm if they want 

more money. This is a more restricted co-op. 

 

The co-op produces consumer products, then we have a subsidiary called Arla foods ingredients and 

Arla foods ingredients makes proteins, functional proteins, for the food industry. and their raw 

material is whey, you know, whey from the cheese production Yeah. So in the whey from cheese 

production, there are proteins and these proteins are highly valuable, they can substitute women's 

milk and they are very popular and we are one of the companies who have started this journey many 

years ago. So, we are also front runner in this game. And we collect all the whey from, from 

Scandinavia, also from Scotland, from northern Germany, etc. So, we are sort of collecting all the 

whey in Northern Europe, I would say. And then we do this protein and we sell the protein for either 

functionality so that you can put it into our food, other foodstuffs or like as nutritional ingredient. 

We put it into sports nutrition or infant formula or whatever. So, we are actually two companies, we 

have an arm's length. So that means that the Arla food ingredients, they have an innovation center, 

150 kilometer west of here, and they are actually building a total new one that is maybe a bit bigger 

than the one we have here. So, you can see they're highly profitable and they spend a lot of money 

in innovation. The center where I am, this is consumer products. So, consumer products, the 

traditional consumer product is milk, yoghurt, cheese, butter, spreads like brigotte, it can be powders. 

So, that is the traditional way of looking at it. You could say today, the modern consumers, they're 

more looking at, what can I get when I'm on the go? When I'm in the gym, or I go to Starbucks or 
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wherever I go, where's there some sort of milk proportion that I can use here now and maybe not in 

the fridge. So, of course, there are new milk formats. Instead of drinking milk, can you eat milk in 

the way that you get the same nutrients and so on. So that's one thing. The other thing is, of course, 

that we can do products in a range, you can do organic range. We can do animal welfare range, we 

can do the dirty cow range we can do on the go meals. So, let's say the borders between the different 

categories are sort of leveled out so that it's more that we're looking at consumers, children. So, there 

are the young ones from up to two years. What kind of milk proportion can we give to toddlers and 

then to youngsters? So, that's how we sort of separate it. So, I don't know if you've got some sort of 

idea of what it is. We have a turnover of 10 and a half billion euro. We are 18,000 employees and 

there are 11 thousand farmers in seven countries.  

 

 

How many employees are here in the Innovation Center?  

 

 

We are 130. But when we organize our innovation, then at our innovation center, we do the more 

basic stuff. So what we do up here is we do research. And if we want to do a completely new 

flexitarian meat replacement for McDonald's which we just launched this week, then we don't do it 

local, we do it here because it's very basic. We have never done it before. But out in the different 

markets, we also have NPD, people sitting out there that can react much faster, more API to local 

requirements. The pipeline of ideas that we have, every project list of the ones that we are going to 

launch is mostly created locally. So, the Swedish market, they have their launch list, the finish 

market has their launch list and so on. Because we have to react to local competition, so if ICA in 

Sweden get an offer from Nordbakken mejerier, then we have to match that offer. We cannot sit 

here in Aarhus and match that offer, so we have people sitting locally and we have people sitting 

central and we even have pilots at small scale dairies out local as well. Here in our Innovation Center 

we have the basic stuff, we can do all kinds of dairy products. We can do it small scale, bigger scale 

and nearly operation scale, for some of it. 

 

 

Where does the input… 

 

 

There is one thing that I forgot. We have some global brands. For the global brands, we control it 

here. So, the global brand, first of all, is Lurpark. That is, I would say our only really global brand. 

And then we have what we call Castello, that is specialty cheeses. This is cheese if you want 

something fancy. So, we have this fancy assortment. We even have something called Unika. That is 

for top chefs. And we have stores in Copenhagen, in Aarhus, in Stockholm where we sort of have a 

show house where you can come in and taste cheeses that are top of the top. Then we have the Arla 

brand. So, when we are commercializing across Europe for instance, we use the Arla brand as an 

umbrella brand, but most of it is driven locally. And then in the Middle East, where we are pretty 

strong as well, we have a brand called Puck. So, coming back to your question, if this is done locally 

what then? 

 

 

What is then developed here?  is that also brought to the local market? So is that and yes, 
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So yes, but first of all, what is innovation? Innovation is of course a new product. When we look at 

innovation, we look at it from a consumer perspective. So, we ask you, do you find this an 

innovation? Or is it just a duplicate of what we have? If you feel that this is something new, then it's 

innovation for us. So, for instance, if we have launched a product on the Swedish market and that is 

doing pretty well, and we decide to roll it out - market rollout - in other countries, and these other 

countries are saying: Oh, that's nice. Then it's innovation, it counts as innovation as well. So, the 

market rollout. In Europe, they sort of control their pipeline of projects, say to me. So, once a month, 

they look at the pipeline of projects, and they say…  and they have a separate KPI where they're 

looking at more than one markets roll out. So, if they can develop a product for a particular market, 

but at the same time, roll it out in three or four markets. Because if you look at the European 

consumers, they are not that different. comes to me. If you go to the shelter, you can see it's filled 

up with Dutch and German products. With low prizes. And that is what people are. So, I would say 

that there is some sort of European standard because dairy in Europe is more or less mature market, 

it has slight growth. But compared to what happens in the Middle East, in in Africa, there we have 

at least two digits growth in everything that we do, and it's also a sort of criteria that if we cannot 

grow two digits, then we don't want to go for it. So, the rest of the world where the new population, 

the new global population is going to be and where the middle class is growing, and where people 

would buy more proteins and more dairy. That is not in Europe. And of course, there's also a trend, 

especially in Sweden, I think Sweden is the one where we see it mostly, it is that the young 

consumers, they go for plant based.  

 

 

So, the same in Denmark or is it more in Sweden?  

 

 

It's more I think in Sweden, Sweden is in front here. And maybe UK is the same. But we see quite 

a big decline in milk, in milk consumption. But then there are other products such as yoghurts, for 

instance, or Starbucks, chocolate milk or a coffee drink or whatever, and they grow. So, when we 

look at it from a dairy perspective, then we see growth. When we look at milk specifically, then it's 

not the sexiest thing for young consumers really, to go into a supermarket and buy one liter of milk 

and say: “I bought milk today”. I don't think that would be impressive. So, of course, we are also 

moving into what we call milk-based beverages. So, we are the ones who are developing the 

Starbucks brand. So, we have a 21-year contract with Starbucks that we are doing all their innovation 

in Europe. And I think in some other countries as well, not in the US but in Europe. And we also 

have other brands, we have something called Cocio in Denmark and others as well. So, we can see 

a very high degree of increase in those types of products that are the on-the-go products. 

 

 

Can we actually go back to the innovation process? You said already that the consumer is the main 

focus. And what we specifically want to look in in our thesis is how does the process go from “where 

does a new idea come from for a product or like an improvement for an existing product that you 

have” and then “what is the process from that point until it would be a ready to launch product”, not 

so much in the commercialization of the product, and then “what inputs are needed during that 

process and also who is involved people wise, externally or internally and in that process?” 

 

 

From here, all ideas can be started wherever there is a brain. So, whenever there is a brain, we can 

have an idea and we have a lot of initiatives. So, we have something called Smart Start, we have 
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something called Dairy Hack, we have all these fancy ways of generating new ideas; this is one of 

the instruments that we use.  

 

 

What is Dairy Hack, for example? 

 

 

Dairy Hack is a very short process that is, specified. Get an idea, describe the idea, describe the 

advantage with the idea and how to produce it and the potential and so on. So, that's is a description 

but what we normally do once a year is that we do a competition. So when this Dairy Hack is there, 

we get at least 100 ideas. 

 

 

Is it external people? 

 

 

No, internal people. That is people from their region, from markets, from everywhere from Arla. Of 

course, some of the ideas could maybe be inspired from a supplier of goods or ingredients or 

whatever, so we don't care. As long as it's an idea. Then we evaluate it and then there's a competition 

up here and the top 10, they are celebrated and they get a medal. And then hopefully, we put some 

of them into action. But that's more the gimmick part of it. We have something that we call a pipeline. 

And I'm actually measured on that, that's one of my KPIs. And I get paid according to that. So, we 

are supposed to generate a pipeline of ideas. Because our overall goal is what we call innovation 

rate. The innovation rate for Arla, the goal, is 15%. So that means that 15% of our turnover should 

be created from a product launch from the last three years. That is the ultimate KPI. But you can 

imagine, if we do pretty good the next two month, you can actually not see it because it's diluted 

over three years and another thing, if we were really launching a lot of stuff three years ago, and you 

know, past the limit where they are three years and one month old, they get out of the list. So of 

course, we have to strong all the time to do the list. And what we do with the list is, of course, we 

have something called Power BI. And that's an instrument where I can go in and see how many ideas 

are for Germany, how many for the different sites, what about the category, how much in butter? 

So, I can go in and evaluate how many ideas there are and what the potentials are. What we also put 

in here is some sort of reality affect where we evaluate the realism. So, is there a 50% chance that 

this will succeed, or you know, a lot of the ideas you will say: aargh, come on? And of course, then 

we need to challenge them, and they have to go back and maybe do a business case or whatever. So, 

we have an overview of our pipeline. 

 

 

So, the ideas have come from employees in the firm, whoever wants to? Or do they come from a 

special group that generates these ideas? 

 

 

No, no. If you go out locally, and you look at the marketing department in Stockholm. Then they 

have yearly meetings with the sales organization and with the key accounts for the different retailers. 

And then you say, we need a portfolio of so many yoghurts and this customer would like this or that. 

And of course, if you can do that, not only for 20, but maybe also for 21. And also, kind of ideas for 

what will 22 be all about? Because if you're launching a flexitarian in McDonald's, and you can see 

that this is taking off, then you know immediately that the organization will say we need a new one, 

we need another variant, we need one with chili, can we also get not the food service variant, can 
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we also get a retail variant. So, you know a lot of dynamics in the list is actually created locally. So, 

to make sure that if they see growth, if they see potential, then we need to have something out there. 

In the marketing departments that are these concept creators and whatever they are. 

 

All the developers, all the ones who know how to do dairy products. They are managed centrally. 

So, if Sweden says: “Yeah, we have these lists and we have these products. We will need 10 people 

to do that. Then we will go back and say which people and where do they sit and whatever, so that 

we can make sure that the resources, the dairy brain resources are allocated correctly. So, of course, 

by doing that we can also sometimes see there's an idea in Sweden, they're doing exactly the same 

in Germany, so come on guys, could we do that sort of together. 

 

And it is a dynamic list. And there are many hundred projects ideas, the list is maybe a five-year 

portfolio list, a pipeline list as we call it and of course, everything for 2020 is already populated. 

Because the products that we have to launch in September, we have already done shelf life testing. 

So whenever there is a project that is evaluated that we want to start and they have got the go, there's 

these local portfolio teams where they say, we don't want to go for this, we want to go for that. 

 

 

So, you here go through the list and then it has to also be approved locally? 

 

 

Yeah, so the local list is the local business that sort of says yes or no. Of course, if it is Lurpark 

(global brand) if they have three different Lurpark projects, then we will say no stop guys. We are 

doing one for UK and you, the two other markets, you have to adjust accordingly. And then there 

are different ways to come from here to here (Idea to ready to launch product). You know, the old-

fashioned way, that is the Stage Gate model. And every one in PD and in the innovation at Arla 

Foods, we are vaccinated with the Stage Gate model. And we are developing in that along the way 

because, you know, we learned that maybe we can do this, maybe we can do that, at the moment we 

are actually optimizing it, removing one of the stages so that we become more efficient so that we 

don't have so many stages. So, that we maybe have three stages that we have to pass. That is one 

way of doing it, but there's also something called Sprint. There's something called agile. And of 

course, we have tested all these ways of doing things as well. There are pluses and minuses in 

different ways of doing things. We have an all over Arla ambition, that is double the impact, half 

the time. So, what we're looking at is how much value do we create? Can we double this value over 

the coming years? And can we do it half the time? So, we have an ambition to do it faster. 

 

If you are doing a yoghurt, with a new fruit married, we have so much experience in doing that. So, 

I would say a new yoghurt variant could be done in weeks. That's more packaging design is ready 

and customer has accepted and so on. But if you are doing a new bubble yoghurt, I don't know how 

long time that took. A lot of the ideas that are these bubble yoghurt, is things that the supplier of the 

ingredients and the machine comes and say “we have you know competences and this could that be 

an idea?” and then show it to the marketing people and they say “we bought that”. But anyhow, we 

are following up whether we are successful in the innovation rate whether we have enough projects 

in the pipeline. If you know which one had high priority, medium and low priority and the low 

priority will actually be delisted and maybe postponed. So, we, from my position, where I'm sitting 

in science where we do more basic stuff, of course, we need to think much more long term. But we 

also have to make sure that all the contributions that we had to deliver into the different projects that 

they are there in time. So that's what we follow up on as well. 
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Can you explain, again, what is the basic that you provide? What would that be, for example? 

 

 

We have seven basic knowledge areas in our area. The first three of them are in my department. And 

that is what we call science, and that is chemistry, physics and microbiology. So what’s very much 

connected to microbiology is the bacteria that we put in and the ones we don't want. And can we do 

more gut health? Or more nutritious product or whatever? So, that's one area that we are looking 

into. Long shelf life; can we actually launch a product out-of-fridge for Africa, 40 degrees with one-

year shelf life without putting preservatives or anything into it, is one of the challenges that we are 

faced with. Then the physics, that's is it more liquid, is it shiny, what is the color, what is the 

consistency, how is it in the mouth and so on? and then chemically is how much fat, how much 

protein and so on? Then there is the nutrition part. So, we know all the components in milk, and we 

know what they bring to your nutritious life. So, we are talking about what we call sustainable 

nutrition. Because if you drink one liter of soymilk compared to one liter of cow milk. Then you 

would see that cow's milk contains a lot of nutritious calcium, vitamins, whatever, compared to the 

other one, or maybe the double amount of protein and so on. So, of course, we know that by drinking 

milk or drinking/eating milk products, you get more value for your stomach. Then we are also 

looking into packaging. We're looking into consumer science. We're looking into taste, taste profiles, 

and we have teams up here that taste products every day. Sustainable packaging is one of them at 

the top of the line as well. So, we have all those and also sustainable farming. Sustainable circular 

farming is the new black in the industry, because 90% of our carbon emissions comes from farming. 

So, if we can solve that, hopefully. Of course, there's a lot of focus on that as well. 

 

 

So you develop the basics here, meaning that if a market goes “Oh, we want something that tastes 

like this or that because we have a surge in that area”, then you can provide them with all the basics 

already and they develop…. 

 

 

The NPDs, the new product developer, they will normally have a time horizon of one year because 

they have a launch plan and they need to stick to that because the customers are waiting. They may 

be already prepared where in the self they want to put it in so you need to keep the timeline, so the 

NPDs, they're like a clockwork and that's also why the Stage Gate model, have we proven the 

different gates, are we ready? that still needs to be there. When we talk about the future of dairy. 

What is happening today after tomorrow? We have a team that is looking at that and then my team 

that designs we look at the more basic stuff. How do they treat their proteins, how high do they heat 

them, and which effect does that have on nutrition or consistency or whatever? So, we are the more 

basic guys and then Arla foods has quite an extensive research program at universities. 

 

 

So Arla farmers are creating foundations and these foundations support researchers at universities 

around the world. 

 

 

So, we are spending quite some money in research year by year and Aarhus university has just built 

their new facility next door. We also have the Copenhagen University, the Technical University in 

Copenhagen and then in Sweden, they are two, they are what we call rise, in Göteborg and in Lund. 

We have one in the Netherlands. Wageningen University, we have a couple in Germany so we have 
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connection to the top researchers around the world. We have more than hundred research projects 

running currently. So, every scientist, the ones who have a PhD and is expert in calcium or in 

microbiology, they are supposed to have contact to the top researchers within their area to make sure 

that Arla is up front. We are invited where it snows. It is not snowing here, but anyhow. So just to 

say that we are working very much on that and our farmers they are patient guys. We have something 

in Sweden called LAF, they are also funding millions in Sweden. Then of course, we are gearing it. 

We say, we are spending nine, who else could spend? and we are getting a lot, making sure that we 

get value for money.  

 

 

What would you say is the biggest challenge in the process that you have? 

 

 

Yeah, one challenge could be let dairy travel, that is maybe a little fancy word, but we are producing 

products for Northern Europe. It's chill distribution, it is eaten within a few days, it is fresh. And 

then suddenly, Arla has just bought a dairy in Bahrain. That's a huge facility and we want to become 

the number one in the middle east on processed cheese and different cheeses in the middle east. How 

can we make sure that there are no cows down there? At least we don't have any. There is a prince 

down there. He has some stables where there is air conditions, whatever, we don't have that. So, we 

need to send mild powder and butter and different things down there and then recombine it and then 

make fresh dairy products out of them. So, this, about making products travel to the countries, 

because where the population are growing, that's not where the cows are. So, that's one of our 

challenges. 

Then of course there is the sustainability challenge. I would say it's very much centered about 

sustainable nutrition crop exiting the farm. And here in Denmark, the government has decided to 

spend around a billion Danish kronor on research and the 19th of March we have to come up with 

ideas to reduce carbon emissions in the agricultural area. I think the bottleneck will be do we have 

the researchers; do we have the brains. But just to say, this area has exploded over the last one to 

two years. And, of course, Arla has made a sustainable strategy that we launched a year ago that we 

want to be carbon neutral and I think every company today has that obligation. And that's quite a 

journey. 

 

 

We are understanding a bit the process now. What was the reason that you joined Agro Food Park? 

Why did you join it? 

 

 

Historically, we had a couple of innovation centers because Arla is a merger of a lot of companies, 

because every time we merged with one, there was an innovations center. So, at the end of the day, 

we ended up having three Innovation Centers. We had one in Stockholm, we had one here in Aarhus 

in Brabrand, and we had one out in the west. The facilities in Stockholm and in Aarhus were 

outdated. And in Stockholm they moved into a 10 story building and how can you build a dairy in a 

ten story building so then we decided that we needed to build a new innovation center. And there 

was a lot of research around that, so we are looking at what we call food clusters around the world. 

And we can see that Denmark is top three food cluster in the world. So, if you look at Tetra Pak, if 

you look at Christian Hansen, if you look at a lot of different suppliers to the food industry, they 

have quite substantial facilities here in in Denmark. And all the farmers are here. All the 

infrastructure around that is huge. So, we could maybe go to London, or we could go to Food Valley 

in the Netherlands, but the most obvious for us was to place it here. There's only 7-8 kilometers to 
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our head office. And we are, you know, in the middle of the epicenter here at Agro Food Park, with 

about 80 companies and the ambition to grow more. So, if we look at the inputs, of course, there are 

lots of, not lots, but there are inputs from this house. 

 

Yesterday I had meetings with Mejeri Foreningen. So, they are the ones who help us fund some of 

the projects. They are the one who helps with the EU funding with you know, all the political stuff. 

And then there are some institutions, for instance FORCE, where they have something they can 

offer. There is ISI Food protection. So, we have said to ISI Food protection: we're not going to build 

a lab for, you know, harmful bacteria, for the ones that you can get ill. Yeah, you do that. And we 

pay you a rent every month so that we can use your labs. So, even Foodjob Nordic, in the past, I 

used him quite a lot if I needed to get a specialist and cannot find one, then he can help me out. And 

then of course, this center here attracts people from all over the world and I merged with the Anne-

Marie and Søren. He was actually a butter specialist at Arla Foods before. So, I know him very well. 

So, of course, we have a common interest in developing this center so that it becomes an attractive 

place. So, if you look at the employees that we have in our company, diversity is very spread. I think 

we are nearly 20 different nationalities. Different educations and different ages and history and so 

on. And that gives a lot of dynamic to the organization; that we come from everywhere. It is also 

free seating, so, you know, I can come, and I can sit wherever I want. And the one sitting in front of 

me is coming from Italy, and one from Greece. There's one from Brazil, there's one from Iran and 

so on. It's fantastic. 

 

 

So, you already mentioned the different partnerships here in the park. How did these collaborations 

or partnerships establish?  

 

 

When we wanted to build our center, we did an investigation of what is already out here? 

 

 

When was that? 

 

 

We moved in in 2017. So we started investigating in 2013. In how to design the center, we sort of 

considered that we do not want any meeting rooms, because there are meeting rooms here, we do 

not want an auditorium or canteen because we can get that at Agro Food Park. So, you know all 

these considerations. Are there synergies by being here? But I would also say that we have some 

sort of critical mass, because we are 130. The other thing is that we are a very popular place for Arla 

people to come. So, of course we invite salespeople, we invite Marketing people, whenever the CEO 

invites customers, instead of bringing them into the head office where there is only office space, you 

bring them here. So, every day, there is a tsunami of people coming in. For instance, today we have 

school children coming there, learn about milk, do their own milk product, make their own 

packaging. A three-hour session where they learn about milk and so on. So of course, we profile the 

company very much. I am also sitting in a committee together with Anne-Marie and Søren, where 

we have all the mayors from 13 kommune in Eastern Jutland and that is called Business Region 

Aarhus. And someone months ago, we actually participated in the travel to food valley in 

Wageningen, to see how they do it. And all the mayors were there, so that we could sort of have a 

discussion with them. How do they do it? What are they doing? Are they more successful than us? 

What can you do? So, we have also sorts of collaboration with local community on how to make 

this as attractive as possible. And even before I came here, I had a discussion with one of my team 
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leads where we were discussing what we call diversity and inclusion. Because there are sometimes 

also conflicts when you have people with different nationalities. So, hitting the right communication 

and expectations and all that stuff. 

 

 

Since you worked also in the old innovation center. What has changed from the old innovation 

process to the one here now? If anything?  

 

 

Yeah. It has not happened from one day to the other. Because there is also frustration. We went to a 

new house and installation doesn't work. You know, you can ask the ones in university up here. I 

think that they're sitting up to here at the moment because they moved in a couple of months ago, 

and a lot of things do not work yet. But anyhow, after people suddenly got used to that they don't 

have their own office. That they're sitting in these rooms. And if you are noisy, you have to go into 

these quiet rooms. And you know, there is a lot of behavior on how we work in these environments. 

I would say I've been Arla for 40 years, and I've worked in innovation and production and a lot of 

different places also a lot in Sweden. So I have seen things changing every now and then. I think 

that we have the most fantastic facilities. But when you talk about innovation facilities, that is only 

one thing. Because we can do double as many innovations but if people don't have the capacity to 

sell it and if the customers are saying, stop, stop, we don't have the shelf space. You cannot launch, 

we need more in our supermarkets. 

 

 

I am thinking not just the facility but the location in the park, has that impacted anything compared 

to before?  

 

 

In daily life, we live in our city. But every week, once or twice we get a mail from Agro Food Park 

about what is happening. They have also social events and so on. Of course, we attend meetings that 

are interesting and so on. Whenever they have visitors that have an interest for us as well, they go 

and we connect with those as well. And they are also allowed to open the door, take their guests in 

and show them around at the first floor, without asking. So, we have found some sort of balance in 

how we do it. I hope in the future that there will be even more collaboration. If I'm looking at all the 

supplying industries, let's first take Christian Hansen. They have an office with one or two or three 

people here. They have their innovation center in Northern Copenhagen. And of course, they would 

never move their innovation center to here. But anyhow, the idea should of course be that all the 

major suppliers, they should have some sort of presence here. And even the universities it would be 

nice if Copenhagen University or Wageningen had a space here, they could even rent an office space 

at our side, so that there would be a lot more of sharing and transfer of knowledge. Because this 

speed, half the time, double the impact, that is important.  

 

 

How did you get to know, for example, about Foodjob Nordic then? 

 

 

Because you know, he's sending out notes every now and then. If I go to a conference, there is this 

big exhibition in Herning, where all dairy people and even some years, all food related companies 

in Northern Europe, they are there. And that means that all the ones who deliver into that, they are 

there as well. And you can imagine besides this exhibition, you can taste 1500 different cheeses and 
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so on and there's a competition you can win, you know, the Nordic Championship in cheese and so 

on. Then they also a lot of smaller conferences and of course, Foodjob Nordic, they also have things 

out there when they do session with young schoolchildren or university people where they should 

do innovation for some of the companies. So, we as a company can say, could you give us an idea 

to what is a new plant based in Sweden, and then this team would sit for three or four days and 

working day and night for us to come up with an idea. That is that is, you know, Mads Clemmensen 

(Foodjob Nordic) who is doing that. And he's also a very nice guy to meet. And he can sort of figure 

out what it is that we need. 

 

 

So, that is how you got to know each other? 

 

 

I have known him for 15 years. 

 

 

Has the park affected also collaborations with firms outside of the park? 

 

 

What you would say is that if you're traveling around the world and see what other companies are 

doing, then you can see that they are scaling every part of innovation, the bigger ones, they're scaling 

their innovation up and they are merging. Last time I was in Holland, we visited two companies, 

they had the same solution in two different ways. Then two months after we were told, now they are 

merged, now they are one company and they are more than thousand in their innovation center. The 

same with NovoScience who are doing enzymes and when we do plant based, we need enzymes. 

Novo Science is expert in that. They are 1400 in the Innovation Center. And they have just built a 

brand new one. There is a trend at the moment towards more plant-based products, that say we are 

sustainable, and we don't use pollution and water and we don't fart. And they only doing it small 

scale so far. There are only a couple of start-ups, 50-100, out there. And there is a lot of fuzz around 

them so they can get a lot of venture.  

 

 

Is that something that Arla is looking into as well? 

 

 

We are looking into it, yes. But I don't think we will start up here now. Even the plant based, you 

can imagine a farmer saying, but Arla is here to collect my milk and give me the highest value for 

my milk and then suddenly, we would say: we don't like your milk, we would prefer to have soy, 

soy beans from Brazil. That's not something that they can recommend. So, of course, what we are 

building on is that if a farmer has 100 acres, we can say take some of your cows out and then the 50 

acres you can grow oats. You could grow oats and then we can do oat based. So, of course, what we 

would like to do is this circular economy where there are local Danish or local UK farmers that are 

producing and they are Arla farmers that are producing into us and we are doing plant based and 

whenever there is a ferment afterwards we can send that to a buyer plant and the rest product from 

the buyer plant could be sent to the fields and so on so that we can show that there's circularity in 

the business and that is of course, what we're looking at very closely at the moment. 
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Back to the park again and idea generation: Do you think this is mostly generated internally or do 

ever use the park and the different companies?  

 

 

No, no, I would say suppliers, yes. So, it could be people from here. Mostly very short term. So, if 

we need a solution for Finland for this or that, for example, and then we ask different bacteria 

suppliers to come in and then we choose the best. So, that's very opportunistic. When it comes to 

long term, we do not have that many, let’s say, research projects with suppliers. And when it comes 

to startups, we have an organization in Arla where we take care of startups. And we have these 

sessions, where we have a challenge and we bring them in, and we do the pitches and we choose 

some. At the moment, I think we have two or three or four. But with these startups, we need to find 

a new way to do that. What I think would be nice, in my opinion, is that if there is a startup or a 

smaller company that has an idea that fits into what we're doing, and there are maybe already 10 

people in that company, then we go in and buy it. Of course, we need a bigger checkbook. So that 

they are integrating into what we are doing. 

 

 

On another note, the park offers a lot of events, from social to business events. Are you taking part 

in these? 

 

 

Yes, we have the invite as everyone else. So, if there is a social event, there are some people from 

our center that take part in that. If it is more scientific, we from Arla have actually pushed to bring 

more seminars like that here to Aarhus together with Wageningen. We actually made an agreement 

with Wageningen and us that we will collaborate. So, every second year, they would have a big 

event in Wageningen and every second year we will have a big one in Aarhus. So, we will try to put 

it on the landscape. And my idea is, of course, that when a student in microbiology or in dairy is 

sitting in Munich, or in Reims, in France or in Wageningen, and they are saying what should I do 

when I finalize my study, where should I go? I want the most interesting company I think I will go 

for Arla. So, of course, we need to be visible, we need to be there, and I will also say when we are 

asking for new scientist, we have 150+ applicants. 

 

 

Broadly speaking maybe now, how has being part of Agro Food Park affected your product 

innovation process? 

 

 

Not directly not directly. of course, ISI Food protection because we see them as part of ours. And 

then, of course also on the political level where we have Landbrug Fødervaren, Mejeriforenigen, 

Anne-Marie and Søren. There is the political part where we sort of align and make sure that if we 

want to attract resources, we have a lot of partners who have the same interest. But if you look at a  

specific new product that we want to launch, maybe say, we need some help, I don't think the first 

names where we would go would be here. Because the world is speaking. And how come that the 

biggest expert in a certain field should actually sit right here. But, of course the day when they are 

3500 people here because that's maybe the mission, if it is still, then it could. Even in Wageningen 

where I'm seeing that the universities there, they have so many students, then next door you have all 

these institutions and innovation centers and they are constantly adding new tenants to it. So, I think 

that there's something about scaling. And then of course, at the moment we are adjusting our research 

strategy and when we do our research strategy, we are not keeping it secret. We are actually 
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communicating it so that will be official. So, everyone in this house would know what Arla is 

focusing on at the moment, flexitarian or whatever. So, if there are people who say we know 

something about that, then they will of course contact us. 

 

 

Is there anything in the park that you think could be improved? 

 

 

No, I think, I'm discussing a lot with the Anne-Marie. And we are discussing what to do. We are 

looking at what are other doing, Copenhagen University or DTU. And I'm saying you're doing all 

the right stuff. There's only one way ahead. That's forward. So, getting more people in, getting more 

tenants. Raising the economy of scale. And also, if other companies that are a bit more reluctant to 

here, because they think that's in the outskirts or there is no airport, if they suddenly realize that all 

their meetings, collaboration partners, etc. will be here in Aarhus and not in Copenhagen. We always 

invite the professors from DTU or Copenhagen University to come here because we have the room 

and they can meet the scientists here. They have a chance to see the facilities, etc. 

 

 

I think that's it. If we would have any follow up questions, if needed, is it possible if we could reach 

out again? 

 

 

Yeah, just contact me via email.  

 

 

Thank you for taking part in our interview.  
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Interview: DeliDrop 
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Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Rasmus Linnet, CEO DeliDrop 

 

As we wrote in the e-mail, we are broadly interested in your product innovation process and also 

how the park influences that and if you have any questions beforehand, before we start, otherwise 

we would jump right into it. In the beginning, can you tell us briefly about the company and the 

product that you offer? 

 

 

Yeah. So we are starting up a company and currently, we have like a proof of business for the 

company and we are conducting tests of the company and the concept of the company is that I have 

a background from food production and from the startup community, and I've been involved in a 

couple of food startups. I've also been involved in a couple of companies that are dealing with 

marketplaces in online food services. And that combination of working with online food, and 

working with food production as a startup has, you know, inspired the idea to do DeliDrop. And 

what I've seen is that is when you have a food startup and you are building a new food production 

company, you spend a lot of time figuring out what is your product and how should it taste, how 

should it look, what is your target group and all that. And you typically end up spending a couple of 

years doing all that research and doing questions, trying to figure out how the product should be. 

 

And once you have you've conducted a lot of testing and you figure out how you should produce 

your product, then you end up with a product that's ready for the market. But you don't have any 

idea of how you should approach your market. So, in my perspective, a lot of food innovation 

actually ends up in the graveyard, a lot of the food startups end up putting a lot of energy into the 

product development, but they never get that successful go to market because the people that are 

doing the Food Innovation and the product development are not the same people that are good at 

selling the product since you have a whole range of new tasks and new competencies you need in 

order to go out and market and sell your product. And that's typically not something that you're good 

at, when you are also really good at developing the product. And typically, that's not the field of 

interest for the food producers. So, they are really passionate about the product, but not so passionate 

about selling the product.  

 

And even if they are passionate about selling the product, a lot of them have this vision that “we'll 

just go and sell or just go to some of the big retail chains in Denmark or we can just market our 

products in the supermarkets and then it won't be a problem because it's a super good product”, but 

then you find out that the pricing is all wrong. It's way too expensive. The supermarket won't take a 

chance and they already have all of the products they need from Nestle and from Fizer, or maybe 

there ain't even the shelf space available for your product. So, the market research has not been done 

right.  

 

Then they try to go to the wholesalers, hotels, etc. And the typical answer, unless you have a really 

commercial and attractive product, then the typical answer would be: “It's a great product, but you 

don't have any customers and I have 20,000 items in my product database. And if I just add your 

product, and it's a completely new vegan something category within beverages that is rich in fiber, 
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for instance, nobody's going to find your product and even if they find it, it will still be really 

expensive, and we're not able to market your product. And those types of wholesalers don't have any 

field agents. Maybe they have on their really big accounts like Tivoli. But, in general, they're not 

able to make that grind, that kind of service to their customers, because it's really a big business and 

it's all about volume.  

 

So, that is the field that we're operating in. We're trying to take that type of producer and link them 

to the market. We are a wholesaler, but we are within food startups, so we help to bring the food 

innovation to the market. So, where the typical producer is doing the actual food Innovation, we 

help to bring that Food Innovation to the market. And we are doing that by trying to group together 

a bunch of really good food startups that have new products and the restaurants and cafes, hotels; 

there's a market for that, and the market is asking for products that can help them to differentiate 

themselves from the restaurant next door, because everybody has access to the same 20,000 items 

right. So, they're really trying to have something local, something new, something that's unique, the 

trend to have something to offer to their customers that is a unique experience and that also has some 

kind of a story, attached to it. And that's typically from the smaller producers. So, we're trying to get 

those stories and trying to get those products and those products innovation across from the 

producers to the, to the market. So, that's kind of what we're doing. 

 

 

Is it only a platform that connects or do you also do the distribution? 

 

 

We also do the distribution. We are a kind of a combination of two different business models. You 

have the old type of wholesaling type of company that has every item in stock. So, we are able to 

deliver day to day. That's the old type of company, and that type of company also traditionally owned 

their own last mile distribution of logistics, so they have their own cars, their own drivers. So, I go 

to one of the wholesalers, I find my item, I order and then it's the same driver that was at my address 

last time. He knows his way around my kitchen and maybe has a chip for my front door, whatever 

right. We're a combination of that type. So, we have all product items in stock. But we're also doing 

it in the new kind of online food style, that is more platform where we're taking a commission. It's 

a commission-based fee model that you know from JustEat or Wolt. So, it's kind of a combination 

of those two. Some of the new platforms are much quicker and much more agile. They're doing, for 

instance with JustEat, you could order pizza and then you could go in two hours and pick it up, or 

you could have it delivered within two hours and so it's really the way that they're using the 

technology and driver hubs, you're able to get something on demand, really quick. So, we're trying 

to take that kind of a framework, and then apply it on top of having everything in stock and owning 

our own distribution. Today, JustEat, they have a couple of cars that are their own. But normally, 

what they do is that they outsource all of the logistics to international students that are biking around 

with the Wolt delivery for instance, so they don't own the logistics and have contracts with the 

people, they are just tapping into some of the other social platforms within delivery for instance in 

Copenhagen.So we're trying to own our own logistics, have a stock and conduct business the old 

fashioned way, but at the same time provide the framework of ordering and the ease of business and 

also the business model from some of the new. So, it's kind of a mix between those two. 

 

 

How many employees are you? 
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We are only three at the moment. 

 

 

And it's you, and  

 

 

It's me and then there's Inge, the co-founder. I founded the company last January, in 2019. I had an 

investor at that time, and we were actually going to do the project, just him and me, but he was an 

investor within tech in a lot of different companies, and eventually the issue was that he didn't have 

the time to participate. But we spent the first two quarters of 2019 doing all of the platform 

development. So, having all of the IT and all that stuff's specified and started doing like small scale 

testing in the summertime. And then we've been actually testing ever since and at some point, it was 

apparent that he couldn't invest any time in the company, only invest money. And I really was hoping 

and looking for a co-founder and a partner in the company and then, I was out in my network 

searching. And I searched for a lot of former food startup personalities, but it was really difficult 

because everybody has something to do. If you come across a person that doesn't have anything to 

do. Usually this is not a good thing. 

 

But I so I didn't have any success, but I found Inge through my network and Inge had just quit her 

job at Lego. She had done a career and ended up as a vice president at Lego and she was really tired 

of all that corporate life and couldn't feel the connection anymore, between Lego and the kids. So, 

she was in that phase of her business career that if she was going to do something new and tried to 

start a company from scratch, then the time was right for her now. So, she got in the company in 

December and she's full time in the company with me now. She's my co-founder and then we have 

at the moment one driver. Our market strategy is, we are starting by targeting HORECA, which is 

hotels, cafes and restaurants. But it's not exclusive to that segment. We would also like to conduct 

b2b business. And maybe eventually do kind of like a b2c channel with some of the products. So, 

it's not exclusive to HORECA but that's just where we started out, and we started out by doing all 

of our sales to Aarhus, so we started here locally to obtain all of the knowledge, to have all the inputs 

and have small feedback circles.  

 

And then the go to market strategy is to only roll out our own logistics in the biggest city so it's 

Aarhus now, then it's our plan to move to Copenhagen at the end of this year and beginning of next 

year. And then within three years also have opened in three additional cities in Europe, our strategy 

is like Hamburg, Stockholm and so on. So, we're not quite there yet, where we figure out exactly 

which European cities it should be, but that's the strategy. And the reason to only do our own logistics 

in the bigger cities is obviously that you could operate by being a nationwide wholesaler, where you 

provide your services to everyone. And then you have a really thin market strategy. Or you could 

have a more local geographical but thicker market strategy. And when you are doing the type of 

business that we're doing. It's really building a logistics company. So, everything's really evolving 

around the logistics and how to get the prices right for the logistics and the consumer don't want to 

or the restaurant don't want to pay any drop price; they expect free shipping. So, we need to put the 

shipping within the prices. So, there's a lot of “how do we bring the logistics costs down to like 50 

or 60 kroner per drop, in order for us to be able to sell at the pricing points where it makes sense. 

And that's really the difficult part of this business. Whereas if we were going to do a nationwide 

distribution logistics, then we would see prices that would be like 200 or 250 kroner to do our 

logistics and then we would need to sell pallets at the time. And then the type of products that need 

pallets, pallets are okay when you're dealing with Coca Cola. And when you're dealing with that 

small special product, then it's sometimes a little bit too much. So, that's my strategy. 
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Now we understand more or less the strategy and service. We are interested how these changes in 

services or how the service itself came about? Specifically, we have this drawing that show the 

procdss from idea generation to a potential ready to launch service. What inputs are needed in that 

process and who is involved internally and externally? Maybe you can walk us through a process or 

a change in the service? 

 

 

So, for instance, we would like to do a green last mile distribution. So, we would like to have green 

logistics. And the starting question is, is there anybody that's willing to pay for this? Will this add 

any value to our company to implement this? is obviously like the crucial first step. But if we 

conclude that there would be interest for our company to have a green logistics profile. Then how 

could we do that? And that's really the start, so we would go out and we would ask people. 

 

A good friend of mine that's doing a lot of CSR, trying to do CSR strategies for big companies, and 

we would we would get ahold of him and ask him you know do you have you heard anything or do 

you know any companies, that's doing this. Here in this house, we have companies called Green 

pallets, for instance, green pallets are doing economic sustainable pallet solutions. Instead of them 

being made out of wood, they're made out of some kind of recycled plastic, you take the plastic from 

the ocean or all of that stuff right and then it's safer for food. So, we would have a talk with them. 

And most of the time. If you start looking for green solutions that has something to do with logistics, 

then you start seeing, you can stumble across different solutions and one thing often lead to the 

other. So, fairly often, that's how I get my input. So, here we would stumble across green pallets, 

then we would say “okay, we know that there's electrical cars, are there any electrical wagons?”, so 

we would call some car companies maybe we would conduct some search online and we will see if 

we can find any other company that's been doing this already and how are they doing it. Then we 

would say “okay we know there's an electrical car, but it could also be really nice for the local small 

deliveries, if we could use bikes!” So, we sample something from some of the other platforms that 

are in the market. So, we look at what is Wolt doing and say “okay what they're doing is actually 

pretty clever they're taking a bunch of international students that needs to have a minimum of work 

hours in order for them to get their SU.” So, that is kind of the business model and maybe we could 

tap into some of this, maybe there's a green scooter. So, we look at what are other green solutions, 

what are they doing? And then we start to talk to people that we stumble across, somebody may be 

in our network, like my friend, maybe green pallets, we take a talk with them and then typically they 

can point us in another direction. In terms of Agro, how they are able to help in a process like this 

is that we could go to Danish food cluster, for instance, that is situated here and in Agro and then 

we could go to the cluster and ask: “do you know of anybody in your cluster that is doing anything 

with green logistics?”, and then maybe they would say, “we don't know anybody that is doing green 

logistics because that's still really too expensive and it's a little bit too early. So, none of the bigger 

players, but we know somebody that's doing great green packaging.”  

 

Now we have pallets and we have green packaging and we have maybe an idea from Wolt and we 

have found a car dealer, that has an electrical wagon that they could lease to us. And that would be 

enough for us to say okay, let's try to see if we can get some funding for this maybe there's some 

soft funding, so we would take it to the Green Tech Center. We would ask them if they have a 

program that could soft fund the development of green logistics. And then we will just start to 

conduct test to see how much does the price differ? Does it work with the bikes, for instance, is too 

heavy? Is it dependable enough? All of those types. And then we will get the input and maybe the 
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bikes do not work, but the electrical scooters do. Or maybe the bike is working fantastic now, and 

the scooters are working fantastic now, but in the summertime the scooters are way too hot. So, that 

wouldn't be a solution. So, trying to create like a quick test environment.  

 

 

And then what's the biggest challenge you usually encounter within your processes? 

 

 

Price! You know, people really want innovation, but they don't really want to pay for it. And that's 

also true for our producers. So, are we able to do something new where the price of innovation 

doesn't ruin the business case? So, what are people willing to pay? And, for instance, for green 

logistics, people won't be willing to pay anything. People would like for the logistics chain to be 

green, but they wouldn't really want to pay for it. But maybe they would prefer a hotel with green 

logistics over one that doesn't. But they wouldn't pay extra. Unless they really have a profile where 

it's really important. So, that could be a company like VESTAS, then this might have like a political 

agenda to say, “okay, we need this company because it really taps directly into our company 

strategy.” But, for the normal restaurant, it wouldn't be an added value for their customers, because 

they're not telling their customers that this soda actually was delivered by green logistics, but the 

purchaser in the restaurant would still have maybe more sympathy and you know with somebody 

that's doing something environmentally. So, we don't have like a really structured process on how 

to do that. For me, it's really a lot about sampling. Seeing, what are they doing in other businesses, 

how can we do some of that, taking some of the knowledge and maybe something that you picked 

up at some point early in your career and then trying to create a quick and cheap test environment 

where you can easily come to the test face. So, that's the way I usually do new projects. Not trying 

to have a R&D team, sitting down and researching in a year and maybe in product development, 

that would be more fitting but in my type of company (service), we really need to test things really 

quick to see if it's sustainable or not. So that could be an example. 

 

We have a similar thing with AI now where we are in the process of trying to figure out if we could 

add kind of a layer of doing some of the machine learning things and integrate that into our business. 

For instance, machine learning would be really good at spotting the food trends, it would be really 

good at providing information to the restaurants about how is the allergies in the products. So, there's 

a lot of information that we could make available by introducing a chat bot in our company. And 

maybe you have what is trending on Instagram at the moment, doing like hashtag food startup, which 

other words are trending in that context. Maybe AI would be able to pick up some trends before to 

give us some insights on what are the products that we need to look after in the market now. So, is 

it still gluten free next year or what is it right? That could be another area and then we really need 

to go out, talk to some of the people that we have in our network or have somebody in our network 

that can point us at the right people that are in the AI houses, etc. And then see “Is this useful to 

anyone in the restaurants, for instance, that they could use our platform, not only to get products that 

is new, but also to get knowledge, for instance, would that be helpful, too?” 

 

 

A bit away from now the process of innovation towards the park here. Why did you choose to join 

Agro Food Park? I guess you are in the incubator. And have you been here since you started the 

business?  
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No, I started the business where I was just sitting at home, actually. At the very beginning I was 

sitting at home. And then I had rented an office space at the people that I was working with for the 

platform development. Because we could work together as a team. After we finished the platform, 

it didn't really make sense to stay at their offices. Then I moved back here at my house again and 

then, and that was actually at the time that I was beginning to search for a partner because now we 

have a platform and we are actually doing testing, so now we also need to find where should our 

office space be, who should be my colleagues and trying to get a little bit more structure in the 

company. I've always tried to stay away from those open spaces type of places because, in my 

opinion, a lot of time, it's not really companies that grow that are in those types of shared office 

spaces. It is really good for people selling their hours in like a consultant basis, where you sell your 

word hours right. And so I have been moving away from that idea to sit in a shared office space, and 

the previous times that I've been starting up, we have been taking our own space. But this time it 

was a little bit different because we needed to start up really cheap. That was one of the reasons. 

When you don't have any revenue you really need to be careful. And another thing was that we have 

a company that if we did it right, then the company would scale fairly quickly. So, we also needed 

a space that we were able to get out of again. And if you get a private lease on an office then you 

typically need to do some kind of redecoration of the offices and then you have a contract period of 

three years or five years. And that would be too long. When we moved here, we didn't know how 

much warehouse space. So, we were looking around, and we found a really cool space in the center 

of Aarhus. That is owned the brewery and really, really aesthetical; super cool place, and we could 

do like an open warehouse where it could be sort of like a deli, but it was five years. That wasn't 

relevant and then we started to looking at another place that's called Eco Park. 

 

Eco Park and then we looked here in Agro Food Park. And I was actually really, as I said, hesitant 

and I thought that to be in the food sector, it will be really slow moving, really big food companies 

and we're kind of an IT company that's mixed with food and we're really trying to be really agile 

and fast moving. So, I was afraid that it was just going to be real killer to be here. But then they had 

the incubator, and the incubator is actually a lot of small startups. Some of them are really fast 

moving, some of them are a little bit more slow moving but it's a really nice environment and then 

after we moved here, we found out that they have actually … but this is super complex this place to 

figure out how it works. When you approach it from the outside it's really closed around itself, in 

my opinion, and I've been trying to say that also to Søren, for instance, that it's really difficult when 

you get here, to understand how it is working. 

 

And you kind of sense it when you walk around here, it's like a maze, and it's not really, it's not 

logic. I'm not used to that kind of people being so self-centered. But, in the incubator, they have a 

team from this is Agro food park but they have a team that's running the incubator and they're called 

Agro business pack and they are situated in more places in Denmark, but then Agro business park 

is being put together in a bigger food cluster, with Danish food cluster and with Agro Business Park. 

It's really all very confusing. 

But they have some special competencies within getting soft funding, within market strategy and all 

that stuff is actually included in our office rooms, but we didn't know that when we moved here. We 

were just like all of the hygiene factors are in place, so we just need like two desks, two chairs, a 

whiteboard and then we are actually in business. There was Wi Fi already and all of that stuff. 

There's a nice canteen. So, that was kind of the reason that we moved here and then we hoped that 

we might be able to get something out of like being in the food environment. I saw a couple of 

companies when we entered the building that I knew and I thought “okay, maybe can't be all bad if 

some of those smaller startup companies are here and I thought that we might be able to get 

something out of that. 
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And it is actually proven to be a really good place for us to start up. And there's a lot of synergies 

with Agro business park that is facilitating the incubator. They are really good at trying to help us 

both in the directions of new producers, but also the direction of possible customers for the business 

and we've picked up new products way earlier than we would have been able to do otherwise. So, I 

think we've picked up two or three new products that we wouldn't have seen until they would have 

tried to go into the market themselves. So, in that sense it's really good, we found green pallets, we 

found our ERP system that's called trace Tracezilla. And so we've actually been doing kind of what 

you're supposed to do in a shared office space that is really buying services from our next tenants 

and implementing some of the services. We made a partnership with some of the producers, so to us 

it's been really good. And then we've been able to get a small warehouse facility in the other building, 

in number 15, but it's already too small. So, we have kind of that issue now that we are in the process 

of looking again.At least in terms of the warehouse, we would really like to be situated with the 

offices near the warehouse. But at the same time, I don't think that we quite have a finished with 

being at Agro Food Park. So, that's kind of like a dilemma at the moment. How long can we stretch 

the current warehouse or what is the right time to now we just move the warehouse, and now we're 

going to move the office space? 

 

 

So, about those synergies that you now have established through the incubator. Can you talk a bit 

more about how these establish and who was relevant in that process? 

 

 

They have in the incubation roof really been not that good. And we've been closing the door way 

too much, but at the same time, we have been really busy, so we need to be able to close the door 

and just sit with our computer. But in the beginning, we were every Tuesday in the incubator there 

is a shared breakfast. And then there's like, different topics and people are presenting themselves 

and we had the opportunity to present ourselves and our company. And then there's a lot of other 

tenants here. And then they just like ”maybe we should talk, we know somebody that is producing 

this new drink and maybe we should talk, we're doing this new ERP system, etc.” It is the network 

within the incubator. The structure of how the incubators is working has been facilitating the 

network. So that's kind of where some of the synergies has been discovered. 

 

And then the team in Agro business park, they have tried to understand what is our business and 

then they've tried to apply their network, say okay maybe then it would be relevant for you to talk 

to these or these guys right. We have some customers for instance that asked for vegan ice cream on 

the Iceticles. And then you know then I'm able to write Katrine and then they would provide us with 

like two or three different names. So that's another way that the Agro Business Park facilitator has 

that kind of a function built into the incubator, where you could ask some questions. I don't know if 

that's true for Agro food Park, as a whole, but it's true for the incubator. And then we are also part 

of the Danish food cluster. Which has kind of the same function. But, maybe it's also for the really 

big company so it's also for Arla and Danish Crown, those types of companies and they're really 

helping on that level as well, helping out Arla, finding the right manufacturers for sustainable 

packaging in Asia, for instance, and trying to figure out or facilitating networks where Arla and 

Danish crown can come together and talk, but you know that's kind of another level. But at the same 

time I can ask them “Do you know any vegan producers of ice cream?” and if they have anything 

they could give them to me and in this case, they sent me the, the contact information for like a 

vegan producer. 
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Are the collaborations usually with companies inside the incubator or do you also have contact with 

the ones that are outside the incubator? 

 

 

When we moved in, I didn't think that I would have any collaborations with anybody inside. I didn't 

think that there was anything here that was better than what I could apply from my existing network. 

But because it's so centered around food, I've found that not to be true. And there is actually some 

companies here that are so specialized within food that it makes sense to work with them directly 

here. But when we're doing IT development for instance, that's not an internal thing. At the moment 

we are doing a new sprint on our website, we need to get the ERP system, which is an internal system 

(Tracezilla), they're moving outside of the food park now. We need to integrate that with our website 

for instance. And all the people that we're using to integrate the pieces to our website, will be 

external. We just had a branding agency to do sort of a brand manual and all that stuff. They're also 

external so most of what we're doing is external, and we're not exclusive to working with food 

advisors or food companies here. We also have really good contact in Food Innovation house in 

Vejle that we're working with. And I was using the Innovation house in Vejle long before I knew 

about the services in Agro Food Park. And that's also because they are more open and more outward 

going in Food Innovation house, maybe also because of the name, but this, it sounds a little bit like 

agriculture, really old, really slow moving. Where Food Innovation house taste a little bit more like 

trend.  

 

 

How does it come across less open here? 

 

 

I think this is so big of a project. Agro Food Park is a really big project. And I think because it's so 

big and because it's so internal within the food sector and because the sector is so big in Denmark, 

there's a lot of people working in it and I think that there's a lot of businesses here that don't need to 

look for business outside of this area. So, it's becoming some sort of a something that's feeding on 

itself in some way and then you have really big companies like SEGES and Arla which are kind of 

their own closed ecosystem so it becomes sort of like an ecosystem that don't rely so much on the 

outside. In my perspective, from what we're doing. But I think maybe they would enter it differently 

that they also really need to be in contact with the farmers and other stuff. But in my perspective it 

is its own little ecosystem, whereas Food Innovation house in Vejle doesn't have that ecosystem, 

because they're smaller so they are forced to be more outward going and attracting attention and 

presenting different topics within food and sustainability and food and plastics and then they're doing 

theme days where they do more startup, more bio sciences and bio biotech, so they're trying to 

combine a lot more things. Whereas here it's really all around food. 

 

 

Concerning events. As far as I know, Agro Food Park also offers these events. Are these relevant 

for you or some of them? 

 

 

Some of them are, but sometimes it becomes really nerdy. And for my business that's maybe not so 

relevant. Maybe we have a delegation from Belgium, that some of them are pioneer within micro 

algae, but that's not a product for me. So, they're looking for somebody that's doing R&D and doing 

new products, where micro algae would be a really good thing to put in there product. So, it becomes 
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more research, sometimes, and other times it becomes too big like packaging machines or some 

delegation that is more relevant to Arla or some really big companies. So, sometimes it's not so 

relevant but other times there are theme days, primarily the ones that are being conducted by Agro 

business park, they are more relevant to us and also a little bit more within startup and within 

different ideas that we can apply in our business. There is usually one speaker in their program that 

interests me. There are so many different food companies that they really need to have something 

for every type of business that is here. But to me it makes like 80% of the program irrelevant. And 

then that's where I'm thinking okay, should I register for this program, if 80% is irrelevant? Other 

times I would just go to the part of the program that is relevant. But most of the times, also because 

we're really busy doing like concrete work, we are not trying to suck in too much inspiration that we 

will just pass out. One of the biggest death causes for startups, is that they die of having too many 

ideas. So clutter up the system, and they don't get anything real across, they get caught up in like 

doing all of the exciting brainstorming and doing a lot of ideas, and they don't get to the test phase 

and they don't get anything done. So, now we have something that works, so, we're trying to figure 

out how could we do more of that. How could we trim that a little bit more and then sometimes we 

can see “okay, now we need, for instance, maybe this green logistics, maybe we need this AI to be 

a little bit more innovative in our approach.” So, we stop, and we say okay, we could take in some 

inputs. And this or this. But we try not get too inspired by everybody because we end up not 

conducting any business at all. 

 

 

Katrine is helping you a lot like. And with Søren Madsen, what is your relationship with him and 

does he affect you operations in any way? 

 

 

Søren is more doing the delegations. And I think we are too early startup, to really be able to get the 

benefit. Three weeks ago I was at the Coffee machine and Søren came across with a delegation and 

said, Hey, this is one of our tenants, this I DeliDrop, so can you just please really quick explain your 

business. This is the Canadian ambassador and I can explain my business, but I'm not really able to 

conduct business with the Canadian ambassador. But then I was able to provide that information to 

one of my producers, Depanneur who are doing like kind of this Montreal inspired new Depanneur 

and then I hooked them up and maybe they could go and  open a new Depanneur and maybe fly in 

some really good bagel makers fromMontreal, but I'm not able to get any business out of that because 

it's too early.  

But if I was maybe two or three years longer in my company and expanded to Sweden and Germany 

for example, then maybe it would be really interesting to talk to the Canadian ambassador. We have 

a dream team of Danish producers, and we would really like to introduce them to Canada. How 

could we do that? And then, the hook up would be meaningful. But that's just an opportunity that 

we're not able to harvest, or to do anything with that opportunity. And that's kind of the things that 

Søren is doing. 

 

 

So how would you say your business has changed since you joined the incubator? 

 

 

It's been useful for us to understand the business. The food sector, a little bit more from the within. 

Because even though I've been in the food sector, I've been starting up food production companies 

and started a factory and all that stuff, it is like you do it on your own. And this is the sector, this is 

now the inside of the sector. So, and having that kind of an understanding of how is the mechanism 
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working? That has been helpful to us. And so that kind of has changed the mindset of the way we 

think, and then concretely, it has been given some leads to some producers. So, we have, for instance, 

a mental boosting performance drink. As I think the first in the world. And I think that will continue 

if we stayed here, that type of synergy will continue. We've had some feedback that has also helped 

to push, what is innovation and to have our self, you know, asking that question. And we are seeing 

us today more as a food company, then a tech company solely. So that has changed the mentality. 

And then we have had the opportunity to work with Tracezilla and that's become sort of the 

backbone, our ERP system is kind of the backbone in the type of company that we're conducting. 

So, we have the ERP system which we found here. And I don't think that we would have been able 

to find that if we were on the outside, then we would have chosen something that was more compliant 

with our software platform than our product base. 

 

 

If you were able to change something from Agro Food Park, what would that be? What could be 

imporved? 

 

 

Yeah, I think that it is a mistake that they do not facilitate the option to have a warehouse to have a 

stock somewhere. I think that is a huge problem. That's one thing, and also that they are really out 

of space. They are just putting up these glass cages everywhere trying to get new office space. Other 

places like Offic Lab, where fast scaling businesses sit, they are aware if a business scales and then 

they would just buy new land to give them the needed office space. Same with Tracezilla. They are 

moving out now because it's not really suitable for them to stay with the incubator. So, that's kind 

of a problem. And start ups that are developing products o ingredients, once they have that figured 

out and they need a warehouse or stock or a bigger kitchen, they cannot get enough space here. So, 

this becomes sort of like a satellite, and it's really difficult to manage people in a warehouse that is 

20 minutes or even 5 minutes away by car. It's difficult to maintain a company culture when you're 

really small and you're located over different areas. 

 

 

Going back again, what is the biggest benefit for the process being here? 

 

 

The biggest benefit for us has been that there's actually not just the hygiene factors. The main reason 

of moving here was the hygiene factors, and also to be kind of up and running fast. Also, to be able 

to scale, and to move to a new place fast. To me that's the main benefit of this place. But then, almost 

equally as important, or maybe as important, has been like the network that we were able to activate. 

And that has been little bit surprising to me. And to be honest, we really don't want to move. It would 

be nice to stay here because there is, maybe it's just one out of four that is relevant, but then there 

are relevant theme days with relevant programs. We get a sense of which direction new products are 

going before we would see it if we were living in another office space somewhere else. We would 

maybe be able to, at some point, activate some of Søren’s networks and you know some of these 

things. So, I think, actually, it would be relevant for us to stay here. But at the same time, it's also a 

conflict that when you start making revenue and you start hiring people, you would like to have your 

own space, with your own style, etc. Also, you know like, the physical office spaces that you 

envision for the company to decorate your own and have your own office spaces and you put your 

own name at the door.  
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I have one last question, I think. You talked about that you may have to move to Copenhagen 

afterwards. So how did the location here in Aarhus impact your business or does it not matter?  

 

 

Copenhagen is a way bigger market, a way more attractive market, but there's two things about 

Aarhus that is Aarhus has the highest concentration of food companies in Europe. That is also why 

Agro business park is situated here. In the food perspective, Aarhus makes really good sense. 

Another thing is that we are situated here with families and stuff, so to move is not that easy. And 

it's also a much smaller market to test so that's kind of back to the plan again, we need to be able to 

test something where we can see okay this is working, we can sell it this way, we can distribute it 

this way we can add value this way, without losing money so that we have that completely in place 

before turning up the volume, because otherwise we'll just scale the company into something that's 

not profitable. So, we really need to have that kind of small test market. And I know all the 

restaurants, I know a lot of the restaurant owners personally. So, it's really easy to get that feedback 

loop up and running here. So, we wouldn't be able to do that in Copenhagen. I think that's a really 

good way to start. But in general, Denmark, is not an ideal test market for us, because most of our 

producers are from Denmark. So, we're trying to make distribution in their own home market. So, 

we're actually competing on price, where we need the prices to be different than when the producer 

goes and sells it directly because the producer doesn't calculate in work hours to conduct themselves, 

doesn't you know they drive out with the products themselves and all that stuff, so it will be easier 

for us when we go to Germany, for instance, it would be easier for us to go to Hamburg to do 

business with a local person in Hamburg with Danish producers, then to operate in their home 

market, if it makes sense.  

 

 

Thank you so much. This has been super interesting.  
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Yes, why we are having the interviews is because we're writing our thesis and we wanted to look 

into a bit of product innovation processes, and especially how it is affected by Agro Food Park, so 

how being part of Agro Food Park affects your product innovation process. Exactly, yes. And so in 

the beginning, maybe you could start with talking a bit about the company Tracezilla, what are you 

doing and what you're offering? 

 

 

Yeah. So Tracezilla offers a software as a Service product, so it's a subscription. Of what we call, 

it's an order inventory management system for food companies. So, that is managing all the logistics 

and production and food companies which is very different from other companies and from other 

sectors where you don't have to ensure traceability and there's a lot of documentation as well. So 

you have to handle food products in a different way and that's why we saw a need for a product like 

this in the market so our target group is smaller companies range that range from 1 to 20-30 

employees, and these companies don't have the same ability to invest in a custom made solution. So, 

we've made this generic standard solution, and it can make fit for any food company almost. Yeah, 

so we work very much with the way that we developed our product is, we have developed a product 

formally for one customer and then we took the whole idea and the concept and all the processes of 

how this had to work from this former solution and then made this new solution from scratch, and 

very shortly after we started developing this new solution we took contact to the, the incubation 

environment where Agro Business Park is running, and through them, very shortly after we 

contacted them, we started to come here on a weekly basis so they put us in contact with some case 

companies and were interested in knowing more about the solution and contributing to it. So, at a 

very early stage, we got involved with a handful of companies that gave us a lot of input, and some 

of them ended up being customers, and even contributed more to developing the solution. So, so in 

that sense, the network of being in a place like this, why you, it's, it's the case companies are not 

companies in Agro Food Park. But good principally as well have been, but it's just to underline the 

importance of this networking effect when you develop a product to get in contact with the right 

companies, when a you are a very small company at a very early stage. Yeah, it's difficult to convince 

other people, other companies to engage with you, and this is where having an environment like 

Agro Food Park and the incubator it so valuable. 

 

 

 How old is the company's? 

 

 

So we started developing it two years ago. Yeah. And we had the first beta-customer in January last 

year, and we opened for others, normal customers in March. So, the application has been in the 

market for one year. 

 

 

And how long have you been in Agro Food Park? 
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One and a half years. Okay, one year and nine months if you count with, because we have this flex. 

We call it a virtual desk. So you can sit outside the incubation but you're still part of the network 

and you get access to working with the good good advice and consulting. 

 

 

And, as we said already in the beginning of the interview, we are really interested in how the product 

innovation like the service that you're providing. How innovation comes about, and specifically what 

we're interested in is in general (shows drawing of product innovation process). This is very like a 

simple drawing of how ideas and also improvements to the servers, come about and then until it's 

either a ready to launch product or new implementation into the new service, like what inputs are 

needed and who are the people involved internally and externally in the steps, if you could wal us 

through that.  

 

 

This is also what I talked a bit about before then, already from the very start. Yeah, we started 

engaging people. So, of course we use the people here in Agro Business Park when developing and 

testing the beta. And, and soon as we got in contact with case companies we use them to qualify the 

idea, and test idea and also ask them, what needs to you have? What challenges do you meet? How 

would you like this to be to be solved? So people we involved were companies with the exact needs 

and the inputs that we got  in the early stage were challenges and, suggestions on to how to solve it. 

And, and as soon as we launched, and a bit before as well when we got the beta customers using the 

application. They continue to qualify the system and came with inputs. So, it has been mainly users, 

that qualified and came with inputs. But also, we have used our network, like other consultants and 

Food Safety consultans, and so on, like, accountant or other professionals that have some kind of 

interest or knowledge about food companies and how to reach them. So, but mainly food companies 

and mainly inputs about concrete solutions that they need. Of course, very much like how, how 

could we put this button in here so that we could solve this thing that we need to do. So, very concrete 

in the start and very open and bigger issues and general issues, and in the end what we do now is 

still that we finalize and adapt and improve the details.  

 

 

How many people are you that are working right now? 

 

 

We are two founders, and we just engaged our first employee one month ago, and also a new one 

on Monday. 

 

 

And is one of you like a developer that is developing this? 

 

 

One of the founders is a product developer and also knows, of course a lot of about food logistics.  

 

 

Okay, interest is, what do you think it's been like the biggest challenge with developing and 

improving your service? 
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One big challenge is that we are only one person. But the good thing about that is that everything is, 

there's not much coordination and communication internally, like having to make big...will call that 

in English, specification and requirements, so about how the software should work. And the needs 

and stuff like that. So, in that sense, it has simplified a lot of things, but on the other hand, it's very 

vulnerable just to have one person and also it's a big. A lot of work for this one person. So I think, 

resources, of course, is one challenge when you're small. Also because we only got an investor one 

month ago. The first two years we've been bootstrapping and that requires some, some internal work. 

But in terms of, I think, one, one challenge of course is to set the right limits as to hardware, which 

functionalities your application should have. Because when you develop with the users, the actual 

users they have a lot of ideas, which is very good, but also at some section you need to say, this is 

the scope of our application, we're not going to take it in this direction so you have to find a solution 

to this somewhere else, which is very difficult to say to your customers, if you are a small company. 

This is a challenge I think more or less all small businesses have, this is a challenge that I think most 

companies have when they develop software or a product like this but. But this, I think this is the 

ideal way of developing software that you launch it before it's finalized.And then you test it with 

your beta customers and you adapt and improve it by your customers using it. So I think that's made 

the product very fit for the purpose. 

 

 

Why did you choose to join Agro Food Park and the incubator here specifically? 

 

 

We were located in another office, and I had a coffee with contact, that I didn't know, but that she 

was doing some advice. She was doing some consultancy with smaller food companies, and she was 

in the incubator, and suggested me to check it out. So, and that was a very early stage where we had 

only been we were only two, three months into the process so at that stage. It was very important 

for us to get the contacts throughout the network. And to get access to some case companies. We 

tried contacting some organizations like the organic organizations in Denmark , and I think coming 

as a totally new company with no network and no knowledge in the area, makes it very difficult to 

convince companies to come here. So we came here very much for the network. Because our 

customers are food companies and network here is, especially in the incubator, are very much food 

companies. So, this was obviously a good place to be. And it turned out to be even better than we 

had expected. 

 

 

How did you, how was that network here, accessed, can you explain how it was established? 

 

 

Yes, I was invited to pitch in front of a group of food companies that was part of the, I think it's the 

incubator and the people that is running this network as well, but they were here for some reason. 

And Kathrine, who was running the incubator. She just asked me if I wanted to pitch our idea for 

this group of people, and then there were a few people who said we're interested and Katrine also 

recommended, one of the companies there to get in contact with us. So I think for them as well. 

Being able to serve two customers at the same time by putting us together out of it because we we 

solve the problem for them and they solve the problem for us. Yes, they, they, they have challenges, 

managing all this logistics and the traceability and organic balance, and all the other documentation 

that you have to do. 
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Were these companies in the incubator or in Agro Food Park? 

 

 

No they are outside, but they are doing some project with Agro Business Park. In terms of , I think, 

improving and making us more efficient product development or whatever it could be. So, programs 

where you can where you go through, or parts of aspects of the company to see where can we 

improve different parts of the company. So, they were in the process of. They weren't doing this 

program with Agro Business Park. And then Agro Business Park had in this process they had found 

that the logistics and all these things should be made more efficient.  

 

 

Do you have any collaborations or closer networks, even it's informal, with people here in Agro 

Food Park or the incubator? 

 

 

We have customers in the incubator. And we have had meetings and networking with other 

companies. I was saying that, primarily It has been Agro Business Park, providing network to 

companies, outside of Agro Food Park. But, but there could be, don't know if a lot of the companies 

here and not specifically food companies, companies sitting here in Agro Food Park. Perhaps more 

companies providing services or products for food companies. So because many food companies 

need to have warehouse and production facilities. So, in that sense, even though the network is not 

here in this location. A lot of the companies are linked to or have some kind of relation to here. Also 

many of the organizations here like, what's it called Food Innovation for example. So, the many of 

the organizations here who have a very strong network, and they make events and. And there is a 

strong network in the food sector in general. And so in that sense, I think, even though the companies 

are not located here a lot of food Park, I think. Agro Food Park could have a significant impact. But 

of course I don't know I don't know exactly how Agro Food Park works and how they are involved 

in the activities. But I think the fact that there is hub here. It's not only does not only concern, the 

companies that are specifically located in this hub. 

 

 

You said that when you do improvements to your solution that you get inputs from customers like 

having customers in the incubator that helped you in your process, and how has that affected the 

process? 

 

 

These company is a rather new customer newly arrived to Agro Business Park. But,  still they have 

a lot of suggestions for improvements and the fact that we are around the corner. Makes of course 

makes it more makes it easier to get these improvements from them. 

 

 

I don't know how much you interact with other customers, I know you get inputs from customers 

but do you get  ideas from being in this environment with food companies, like do you get other 

ideas like improvements of tthe product just by being here? 

 

 

Yes, we can prove ideas and inputs for improvements to the product but I think that comes mainly 

from the customer. But the other thing is that we have a strong partner strategy, which means that 
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we get involved with accountants and food consultants, food safety consultants and other kinds of 

process consultants and so on. And we get access to them because we are part of this network here 

and join in and that are organized by some of the organizations that are located here. So in that sense, 

yes. Again, this means that we get access to, well investors, someone that contacted the incubator as 

well I'm being here to pitch, Their investor company, so. So in that sense, yes we get access to a lot 

of other possibilities like partnerships and this, and investor, and we have all our, our two employees, 

we recruited from our network. And with our customers as well so. And that was of the customers 

was one that was here before. So, so in that sense. Yes, at all our activities and everything that we 

did, so far as sprung out of this. So, except from the first company that we worked with.  

 

 

I am thinking about the environment in Agro Food Park is it, do you perceive it as being open and 

collaborative or do people more focus on their own operations or is it easy to interact with people?  

 

 

I don't think it's no easy to interact. We had we don't have very much contact with people that are 

not all the companies that are not part of the incubator or that come to some events with the people 

in the incubator And I think this is something that they try to solve, I know that. They asked us in 

the survey that I do, they do some breakfast activities and so on. But I think the challenge is, of 

course, that people are sitting in separate offices. And when you meet up for breakfast. And someone 

is talking and then people leave, you don't really have the opportunity to perhaps to talk so much 

but, but I think it may, it may work but I think it's, it's, it's not easy to go and engage with people 

that you are, I mean you could do it of course, but you don't do it and especially when we have the 

incubator we have this network there more the companies that we are suggested to the people that 

we are suggested to contact and contact them. Because we know that they are someone that could 

be interesting for us to work with, but it's not that it's not very obvious to just go and knock a door. 

But I think this is very common and this is always a challenge, also in bigger companies that are just 

one company to, to create some kind of interaction between mission and these companies so I think 

it's a general challenge.  

 

 

Again, so the incubator puts you in contact with external partners. Are there any companies actually 

in the park here where you would say, those would be relevant companies for us as well? 

 

 

Yes, or because we are, Agro Food Park has also made so many initiatives with networking lunches 

where we discuss some relevant issues, so I'm part of a marketing networ,  and there's also a, data 

network. So of course this is, this is good to make some and have some interaction between 

companies. So yeah, they do something to hook us up with, give us the possibility to, to be part of 

and to meet companies with similar issues. But what was your question?  

 

 

We were wondering if that's relevant for your business? 

 

 

Yeah, I guess there are few that are relevant for our business, and I think because we as. I don't know 

if it's because we are a small company but they have sometimes suggested us to contact some specific 

companies here, and to have a coffee with them, which I think is a very good way to make people 

interact. Because they made for example I made a book about all the companies here. But I think it's 
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seldom that you sit down and and look in a book to find out who are the companies. So I think the 

idea of having one person that knows all the companies and see the networking possibilities, between 

some companies and synergies, and so on. That is a very. I think this is the way that you can really 

develop some work and some synergy between companies. And there some of this. Certainly, but I 

think it should be even more. 

 

 

One of these people from the Agro Food Park side that do these events is Søren Madsen. I don't 

know him? 

 

 

Yes and he's the one who runs these two networks that I just talked about. 

 

 

How does he impact your business? 

 

 

I think the fact that for example, he introduced me or suggested me to take contact with a range of 

people. I think this was very valuable. I think the fact that we are in the incubarot and get a lot of 

network from there. He may not. I mean, he could have played a bigger role, but we are already very 

well taken care of. But I think it means a lot. I appreciate it very much. The fact that he suggested 

that these companies that we should contact these people that we should contact.  

 

 

Is it him that reaches out to you or is it you that approaches him? 

 

 

It goes both ways. But yeah he has come to us to suggest networking possibilities which I think is a 

very, as I said before, this is the most efficient way to improve contacts and networks and in a cluster 

like this. 

 

 

Can you again, maybe, explain an example case of a networking event that was suggested here in 

the park, that was something more developed besides having like an informal interesting talk about? 

 

 

We participated in the European Food Venture Forum, which is. It's not an event that is has sprung 

out of here but it's something that they that Agro Business Park and Danish Food Cluster perhaps, 

and some others, organized to be here in Aarhus and there was a Venture Academy the day before, 

which is located here so I'm sure that Agro Food Park participated in the event to some extent, and 

this one event was was definitely something that generated a lot of insights like in terms of, this is 

how I got in contact with Vækstfonden, which is an organization fund, who provides loans and 

funding for startups, and are state based. And we got in contact with a partner, EY, which is a very 

important partner to us in terms of generating leads and, networks to other companies outside 

Denmark and so on. So, this single event is one thing that has changed a lot for us. Open a lot of 

possibilities and opportunities. So yes, which we certainly would not have participated in if we had 

not been here. Yeah, those who participated were the ones located here.  
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As you said, before you were here in the incubator you were the different office, how was it different, 

or what's the difference between being an incubator compared to being in that office? Was it also an 

incubator or was it just an office space? 

 

 

It was just an office but it was still a like an open environment where you could meet, where you 

basically met other people, of course but is what not companies in the food sector, so it was a 

different environment. But we are actually moving back into this office. And I think when we 

probably still continue to have contact here and we will still have this virtual desk, that they call it. 

I think it has been crucial in this phase when we start started the company, but now that we have 

reached a certain level of maturity I think it's easier for us to continue using this network from a 

distance, but they were very focused on networking as well and establishing relations between the 

companies, and they had a network person based there to see which companies would be relevant 

too match, and I think they do did this very actively. And it was very efficient, I think. So, and this 

was actually why we ended up here, as they put us together with a person who had also moved here. 

So I think this very intense networking strategy that they have was very positive. But the people, the 

companies that we were matched with were not as relevant as the companies here. So I mean, even 

though they did a lot, and it was very efficient. The network that we have here is so much more 

relevant so I think it's still. It still has a value, just the fact that it's focused on food. 

 

 

Why do you decide to move now, like in just being virtually still here? 

 

 

The main reason is logistics, so because it's moving it's closer to our home. The second reason is 

that we would have to move out of the incubator as well because we are now four people 

and…Maybe more people soon so we cannot fit in this office space here. And we don't want to be 

in one of these closed offices here. So that is basically the main reasons.  

 

 

Just broadly speaking how has being part of a Agro Food Park and Agro Business Park, specifically 

affected your product innovation process compared to where you were before, if you could 

summarize? 

 

 

So, it has been a very long and intense travel, since we came here. And as I said before, it has affected 

everything that we that we did, and it has speeded up everything. It would, would have been very 

very difficult to do it as fast as if we wanted to. So it had not gone as fast if we had not been here. 

So, it has developed it in terms of the customers, of course that we get access to and the leads and 

these first cases that I talked about before, but also the partnerships that we have developed. So, for 

example, we have this. These partnerships with consultancies and with accountants, that is 

something that we use strategically to get new leads and these partnerships also has sprung out of 

here. And this also, which is of course not specifically linked to being here but the fact that we get 

we get us a network here is also a virtual so many network on LinkedIn for example, where you get 

in contact with a lot of other companies and relevant people and potential partners through the 

network that has been established here. So business partners and customers, and basically the cases 

in the first place, case companies. 
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If you would get the chance to like change something with Agro Food Park, what would you like to 

improve in the environment? 

 

 

One thing I would point to is what I mentioned before about this active networking strategy that they 

have in the other office. The fact that they go and put people together. And even though you're very 

busy and you say oh I don't have time for this coffee. Sometimes you do it anyway and then 

something totally unforeseen comes out of it. So I think it's very important that you have one person, 

few people at least. Who knows, all the companies and can tell the companies to, to have coffee 

together. And I think this is much more efficient than any other kind of networking arrangement. 

 

 

So like more people like Søren and Katrine.  

 

 

Yeah, and a more active approach also from Søren. 

 

 

What do you think are the greatest benefits you think of like the whole Agro Food Park of having 

this cluster of this many companies, and specifically Agro Food Park, what is the best benefits that 

you can see for you? 

 

 

I think we're a bit different because we are in the incubator, because it is one person in the incubator 

that has made the biggest difference for us, because she has provided these opportunities in terms of 

pitching in front of these people and pointing companies out to us and put us together. So, I think 

it's in that sense it's not like representative to any other company. But that has been the one thing 

that made the big difference. We have these because Tuesday Talks in the incubator, which is an 

event where a lot of people come, for example the people that have the virtual desks, normally come 

on Tuesday because I want to participate in this Tuesday talk, and then other people from other parts 

of Agro Food Park and also some of the others. Also join, and I think this is a hub for a lot of things 

to happen and people to meet up. So I think this is extremely good and extremely efficient, and this 

is something that I will be joining after we leave and move to the other office. Because the Tuesday 

talk is actually just a gathering where one person or one company, talks about something that has 

happened recently or just present themselves and, maybe they may have a theme or something but 

it's just something that they want to talk about. So, um, So this is, this is very strong. It has a very 

strong effect and has opened up for a lot of new opportunities. 

 

 

And maybe just concluding, a final question, how has the fact that the park is located here in Aarhus 

affected the process and how do you perceive that the location relevant for your business? 

 

 

We moved from Copenhagen to Aarhus. It was not because it was a food cluster, but because we 

have our family here. But then, when we came up with the idea of making this up solutions, order 

inventory management solution. We saw that it was convenient that the food cluster was here yeah 

and in is so strong food cluster Eastern Jutland also on the islands there are some food clusters as 

well, but I think it is a very strong one here in Eastern Jutland. And then, the fact that it is even 
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stronger because it has this physical location and. So, it hasn't affected the decision to go here but it 

was very convenient.  

 

 

But now you are moving back to Copenhagen again? 

 

 

No, no we are staying here. We're moving to an office in Lystorp.  

 

 

All right, cool. Do you have no I think that was it. Yeah, really insightful, thank you so much for 

taking your time.  
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Interviewer: Hedvig Henrekson, Johannes Neft 

Interviewee: Christian Kjølby, Co-founder & CTO NatuRem Bioscience 

 

As we wrote in the e-mail, we are broadly interested in your product innovation process and also 

how the park influences that and if you have any questions beforehand, before we start, otherwise 

we would jump right into it. In the beginning, can you tell us briefly about the company and the 

product that you offer? 

 

 

Myself, I have a background in the food industry for more than 20 years. So, I was studying the 

ingredients business with a Danish company that was called Danesco now it's part of Dupont the big 

American. And they make food ingredients for the global food industry. And I've been with Arla 

Food ingredients where we did proteins and I was responsible for Asia Pacific area. And then I've 

been with Nestle in Switzerland for six years working in their R&D Center. The main R&D Center, 

outside of Lausanne. Across their product categories, but as a specialist. And there, I was able to see 

the big challenges, big companies are facing, they use a lot of ingredients that are not sustainable. 

The most known example from Nestle is palm oil, that they use massive amounts of palm oil and 

they would like to get rid of it, but they don't really have enough alternatives. And then many of the 

other ingredients that they're using, for instance milk powder, milk protein, animal protein, soy 

protein; they use huge amounts. And these are all unsustainable ingredients. But they don't have 

alternatives that work the same way, that taste the same way, that cost the same. So, this is where 

our product is starting; to develop new food ingredients that can replace these ingredients I just 

mentioned. With the same cost target. And with the same functionality and preferably with an even 

better composition from a nutritional perspective. So high protein, healthy fat instead of unhealthy 

fats and fibers, minerals etc. And the way we are trying to do this is by using an industrial bio 

reactive fermentation. Not the sauerkraut fermentation type, but the one that Novo Science and 

Christian Hansen are using for making their medicines or ingredients. So, we are growing micro-

algae. And the company we joined forces with are using fungi. Not the mushrooms, but you know 

more the roots. They can eat all the side streams from the industry and convert that protein and 

nutrients. As an example, if you use sugar beets or sugar cane; today, you only use 20% of the beet 

to make sugar. Therefore, the yield is not very high from one acre of land and the sugar we can feed 

to the micro algae, and they can convert it to protein and fat, the healthy fats, the omega three. And 

they can do that very efficiently. So, this is a very big value; increase of the crop. Then you have 

80% waste which you can feed to the fungi, and they can convert 90% to nutrients and protein. 

 

 

Wow, impressive.  

 

 

So, you can actually increase the yield from your one acre of land. Maybe at least 100%, maybe 

even more. And you can increase the value. With sugar, maybe more than 10 times. So, you can 

provide more food per area, you can increase the value as well, using this technology. So, this is 

what we are trying to develop and we are working with the university to develop the right strains of 



 106 

algae and fungi. And then we are trying to build our demonstration facility that should also be our 

first production site through the project application. 

 

 

How many people are working in the company at the moment? 

 

 

Only me and my brother are working for the company. Then we have many students involved at 

KU. Just before Christmas, there were almost 10 students working. 

 

 

But they are mostly doing research or what? 

 

 

Yes, they do research in the strain itself, but also testing the biomass in food applications. But then 

they did also some consumer testing to see the acceptance of the product from a consumer panel to 

see if they like the products with the algae inside which they did so that’s the good stuff. 

 

 

And how old is the company?  

 

 

We started less than a year and a half ago. It's quite new.  

 

 

At what stage are you at right now in your business? 

 

 

Research, we are in the research. So, we don't have facility. I'm sitting and my brother is based in 

Copenhagen. And the next step is to have the facility. Our partner is sitting at the facility with their 

company. So, the space is available. It's an old sugar factory. And so, we have the buildings, 

everything, utilities; we just need the equipment. Now we just need the investment. 

 

 

I hope it goes through. It sounds very promising. Why we do the research is because we are interested 

in the innovation process. And for that we just have a very simple drawing and kind of a process, 

from the point where a new idea, improvement start until a possible ready to launch product. We are 

interested how that process comes about and then what inputs are needed in the steps and who was 

involved internally or externally, maybe you can walk us through the steps how it goes about?  

 

 

Yes, I mean, the idea I think the starting point is always creativity. Creativity and experience. The 

combination of these two factors. And also for my part knowledge across different industries, 

different technologies. If you're just sitting with a specialist in one field is hard to invent something 

completely new. You have to be able to take knowledge here and take it to another area. And then, 

I am always very good to find new ideas and concepts and then my brother, he's an attorney he's a 

lawyer, so he is completely different. So, he's more practical, he gets things materialized more. So, 

we started when we were on holiday skiing and we just sat down and made mind maps about the 

concept, how it could work out and then made a blueprint for the project. And then then we decided, 
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we try and go for it. And then we quit the jobs and called the university of Copenhagen… And my 

friend’s sister, she worked with algae at the university in Aarhus. And so, we called her and asked 

about if it was completely a crazy idea or if it made any sense and she confirmed that it was making 

sense. And then we've presented it to a professor at KU and he was very excited about the project. 

And he was actually looking for a project for a PhD. So, he put the PhD on the project. And without 

any cost from our side. And so that's how it started. And then we kind of discussed with them and 

then we got another department at the university involved, the food department, and brought the two 

together. And then we talked with the institute leader and she was also supportive. So, she's been 

supporting the project also. And then we have been through some startup programs. We met other 

startups and found other startups that works with the same process technology and kind of linked up 

with them.  

 

 

Which other incubator was that? 

 

 

It's something called growing food Copenhagen, it is for startups in the Copenhagen region that we 

applied for and we got in and it was driven by some EU funding, I think, and driven by a company 

in Roskilde. 

 

 

And what was a one of the biggest challenges so far in the process. What is one of the biggest 

challenges? 

 

 

The biggest challenges, I think, is to make the universities work fast enough, to deliver the results. 

And also, all the administration with the universities, about the collaboration agreement where my 

brother, he's a lawyer and getting an agreement through with their tech transfer department that is 

usable for us. So, the University say they want to, you know, get the research into real life to create 

revenue, but when it comes to what's actually going on, it is not like that. They are not geared towards 

working with startup companies. The way I see it. So, a lot could be improved there. And we have 

a very good preparation with the research stuff but all the administration about it, is maybe the 

biggest constraint. 

 

 

Can you maybe give an example what about the administration is an issue?  

 

 

For instance, if we're going to make a collaboration agreement, they want to have the right to publish. 

And we can maybe delay two months or three months. But if you want to make a patent application, 

it takes more than a year. And if you publish anything in that period, you harm your patent 

application. And so that means, if they insist that they want to publish that means we cannot patent 

it. Even if it's a joined patent. And also, if we have a joined patent, we need to have a license 

agreement. So, we need to pay a royalty for using the patent. And we cannot get information about 

the conditions for this royalty. If it's 1%, if it's 10%, and this basic information, we have not been 

able to get up front, so that creates a lot of uncertainty. And if we go out and talk to investors and 

say we have a royalty agreement, we have to pay this in this. That makes it harder for us to seek 

external investors. Because investors, they're focused on IP and revenue, basically opportunities. 

That’s two key factors. 
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Why did you choose to join Agro Food Park? 

 

 

Well, my wife is sitting out here. And they have a very big ambition to gather all the food innovation 

in Denmark here for more than 3000 people. So, they have a huge network into the industry and 

connections. So, this is the main point; also, to have place to sit, to have an office. Instead of sitting 

at home, having an office to go to. 

 

 

How long have you been part of the park? 

 

 

Since last summer. 

 

 

Since you are more focused in Copenhagen, how did the location affect your decision?  

 

 

The big food companies are based here in Aarhus, like Arla foods and Dupont and Danish Crown. 

The biggest part of the industry is here around Aarhus. There is a tendency to be gathered in 

Copenhagen but for food, I think Aarhus is maybe stronger than Copenhagen. 

 

 

And then following up on the network. How have you used this network? 

 

 

Well, I talk to the people that administer the Food Park… 

 

 

Like Søren? 

 

 

Not so much Søren, but Kathrine. The two Katrines that are sitting there and they're very good at 

talking or emailing and say we have this event coming and we have these people coming, do you 

want to meet them? So, one thing is that we just received another grant of 100,000 euros for research, 

and it was them they came to us and said why not apply for this program here. I think that's a big, 

big impact on us getting there. 

 

 

It's part of the incubator basically that does the work that connects you to relevant partners. However, 

are these partners mostly external or is it also internal partners that are actually located in the park? 

 

 

Yes. There's also the Danish food cluster, based here. And they are sitting just over there. And they 

are also very active. We'll be going to the generally assembly next week in Copenhagen, so they 

have a huge network. They know everyone in the Danish food industry. So, if you want to try your 

product, it's very important that you get into the core of this network, because when you get deeper 
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into it, you see that it's often the same people you meet. It's often the same decision makers that are, 

you know, sitting in the innovation fund programs, giving input and deciding. It's crucial that you 

create awareness in this inner circle. And I think this is where they can help. 

 

 

How has it impacted your business now, being part for more than half a year? 

 

 

Well I think it has contributed to us having been able to attract funding of 20,000 euros so far. It had 

a big impact on that. And I think it's been really important. We've been positively surprised about 

the effect it had on me coming out here. Because I could have chosen any other office space 

environment like my brother did, but he didn't get any benefits from his. This is more specialized to 

Food Innovation. And it really helps to build your network. 

 

 

Are there any other companies in the park that do kind of the same thing as you that you can talk to 

or do sparing with?  

 

 

No, for us, there is no one doing exactly the same thing as we are doing here. But for me, it's been 

very valuable to talk to other startups. And as I said, we also joined forces with other startups. I think 

this puts you in a much better position, because you can minimize the risk for investors if you're 

more and increase the likelihood for success. 

 

 

What do you get out of it by collaborating with other startups?  

 

 

Well, one example is the big application we just issued, we could not have done that without our 

partner. 

 

 

Because? 

 

 

They bring the facility, the site. The buildings where we're going to place our production. So, it 

brings us much closer to the launch and also improves the business case, a lot.  

 

 

Since you work a lot with universities, has the new facility of Aarhus University impacted your 

business as well now? 

 

 

No, we have not been involved with that. We would like to involve them, but we didn't have the 

time and we had to also keep focus. When you're having a startup, it's amazing how many people 

that are approaching you with all kinds of services and offerings. It is incredible. And so, it's really 

important that you try to keep focus. Otherwise you just be carried away.  
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I am thinking about the environment, between the different tenants. How do you perceive it in the 

park?  Is it an open, interactive environment or are people more focused internally? 

 

 

No, for me, it's a bit of both. Because the incubator is not a big place. So, you get to know people 

and you meet up once a week for joined morning breakfast. And you talk there, next week I am 

presenting. But otherwise, people also need to be able to go to work and to focus. So you are quite 

focused once you work. 

 

 

Do you mostly interact with people from the incubator or is it also outside of it within the park? 

 

 

I think, not so much with other companies outside of the incubator. 

 

 

Why do you think that is? 

 

 

I don't know, that's a good question. Maybe it's a matter of time. There's a lot of people coming into 

the incubator as well from the outside. So, they are trying to bring outsiders in and then we may talk 

to them. 

 

 

And those are people from outside the park? 

 

 

Yes, that's, that could be from the industry or it could be investors.  

 

 

So, the incubator offers certain events. However, the park itself also has certain business or social 

events. Are these relevant for you? And do you take part in these? 

 

 

No, the only event… Yes, they do a range of seminars. So, this is a take part in. I mean, the other 

one I can think of is the Christmas lunch, which I couldn't participate in. So, not so much the social 

events, more then organized talks and events, depending on the time, how much time I have. And 

usually, there is enough to do in the company. 

 

 

How would you say has your business changed again from before joining the incubator until now? 

 

 

When I came, we may be here (points to beginning of process). So now we are perhaps almost 

halfway to put it on. But if it's due to the incubator, I don't think so. They are facilitating, in many 

ways. 

 

 

But has it affected you process or how you work, etc.?  
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No, it has made us aware of how important it is to have a network in place. So, I see the incubator 

as a network facilitator. A network creator, that you have to spend resources to maintain your 

network, because you have a tendency to focus just on the product and getting it ready to launch. 

But the other part, it's also so important to maintain and grow. This is why the incubator is very 

useful; for the network.  

 

 

Would you say that you use your network now more than you used before in your process?  

 

 

Yeah, because we didn't know who to contact. Because we didn't know the network. So, through the 

incubator, we have learned more about the key persons and the important network, for sure. 

 

 

And this is the first time you're in an incubator because you said you were in a program before, how 

did that differ? 

 

 

No, it was more a program where you can access money as a founder if you already have experience 

from the industry. So, we could use that money for rents, for example.  

 

 

So, broadly speaking, summarzing, how is being a part of Agro Food Park, more specifically for 

you now Agro Business Park, affected your business? 

 

 

Well, it's created more awareness about us. So, just this weekend we were in two newspapers and 

another online site, Infotechnology. This was very much facilitated by the people here. Both the 

incubator and the Danish food cluster. And so, they contacted the journalists, etc. Without them we 

would not have been in these newspapers. So, they're working for us in areas where we don't have 

the resources to work or experience. So, they're kind of increasing… You know when you're only a 

few people, the more resources you can get to work for you, in research or awareness and so on, the 

better. 

 

 

If you would be able to change something or improve something about the incubator or the park. If 

you get a chance, what is missing?  

 

 

The coffee or the quality of the coffee. Well the thing is, it's the extra thing is a very good place to 

be. The office is extremely well and. And right for me. Maybe, get the investor environment involved 

more, to match up investors with startups because now it's very much from the public funding. But 

so, get the private funding. Also, the international funding more engaged, that's an area I would 

mention. 
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So, when you get that facilities are you planning to stay here or will you move to the production 

site? 

 

 

I will definitely have an apartment. So, maybe I will do that. I haven't decided but there's a good 

chance. We will certainly have our physical company there. 

 

 

I think that's it. If we would have any follow up questions, if needed, is it possible if we could reach 

out again? 

 

 

Yeah, just contact me via email.  

 

Thank you for taking part in our interview. 
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Thanks for meeting us. 

 

 

Thanks for asking. 

 

 

How are you doing? Did you have a good morning?  

 

 

Yes. Wonderful. No rain today and a lot of sunshine. That's perfect. I just had a meeting about a 

startup weekend taking place in Aarhus, it is in May and it is focused on food and climate. So we 

decided to sponsor it this year. So we just had a meeting with the organizer. Also on Skype. Just to 

sum up, you students right and CBS? And you are doing your master thesis.  

 

 

Exactly.  

 

 

Yes. And what do you study? 

 

 

We are studying a program called organizational innovation and entrepreneurship and what we're 

interested in looking at for our thesis, it's that we want to, we have Agro Food Park as a case study, 

and what we're going is to investigate it to see how being a tenant of Agro Food Park affects your 

product innovation process. So, therefore, we have interviewed 10 companies so far Agro Food Park, 

both bigger companies and startups and smaller and also Søren and now you. 

 

 

Just to add one thing about your list, MerryBerry is not a tenant and Agro Food Park they intended 

to be but actually they never signed the contract. So actually, they are not part of Agro Food Park, 

so it's just that, actually they don't know anything, they work with us in other programs and projects. 

But related to the incubator or the Agro Food Park area, they wouldn't know because they never 

actually had an office or a desk there. So it's just a comment, they came in for different events. They 

joined, we have a soft funding ourselves and we decided to support them, but they were never part 

of Agro Food Park as a tenant. Just for your information. 

 

 

All right, perfect. I mean, you said you have around like an hour, is that correct?  

 

 

Yes.  
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Because then if you don't have any further questions at the moment, we would just jump right in. 

 

 

Yeah. 

 

 

As a starting question, maybe you can tell us a bit about Agro Business Park? 

 

 

Yes. So Agro Business Park grows startups from idea stage to start up to become a growth company. 

We operate a science park in Viborg it's about one hour drive from Aarhus. Then we operate the 

incubator in Agro Food Park. And then we operate the incubator called Copenhagen Agrofood 

Incubator in Symbion in Østerbro. So, in Aarhus where I'm responsible, we have a contract with 

Agro Food Park saying that we operate the incubator, we recruit the startups, and we support them 

while they are there. Whereas Agro Food Park is doing the square meters, the parking, the coffee 

machines to booking system, then we do everything that is related to the startup when it comes to 

business development, financial planning, access to investors, access to soft funding and B2B 

network. So whatever it requires us based on the needs of the startups we do the work. So it's more 

like we say, like, whatever is related to actually growing your business. Like inside the business, we 

do that whatever is related to the surroundings that's done by Agro Food Park. So and then apart 

from that we do other programs, projects and networks paid by other people. So we have, for 

example, Future Food Innovation, it's a soft fund, where we are able to support 50% of the product 

development costs of that other food producing company. So it's another activity so it's not 

specifically related to the incubator and startup, of course they can apply like everybody else. But 

it's just to tell you that we employ 29 people, everybody works in the food and agri area, okay. But 

not everybody is working with the startups in the incubators, because they do other programs. But 

of course the network that they bring is available if the startups want to tap into it. 

 

 

What is your position specifically in Agro Business Park? And how do you see your role?  

 

 

As I said, we have different business areas. So operating the incubator is one business area. And in 

that business area, we have three different locations. I'm responsible for the Aarhus location, which 

is located in Agro Food Park. Then apart from that we have another business area that's related to 

the programs, the networks and the projects that I talked about. So in that business area, I'm 

responsible for all food related activities and also the people involved in that specific area. And that's 

nine people in total. Yeah. And then, and then of course, I do a lot of different things in that food 

related area, but everything that's related to food is my responsibility. So it means for example, we 

do different events. Yeah, now we do the startup weekend, we do European Food Venture Forum, 

we do workshops in Folkemødet, we do workshops in food festivals, a lot of different things. 

 

 

How long have you been working for Agro Business Park or like what's a bit of your background? 
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So for 11 years now, so first I did international activities as a consultant. We have a network with 

600 offices involved, where we help companies innovate and grow cross borders. And then after 

that I did project management European projects one was related to ISO certification for climate. So 

we offer certifications for food producing companies. And then I took over the responsibility for the 

International Network, so like the head of office, but the whole time I also worked with food. So 

then last year I got the responsibility for the food department and stuff. And then for the last, since 

we opened the incubator, that was in 2013. Then I also did the incubator, developed that from the 

idea-stage. So when we started, there was nothing. There was just a room saying so here is the 

incubator now start to recruit startups and work with them while they are here. So and before that I 

worked in the Local Business Council also doing business development and food projects and local 

companies in the municipality of Viborg. And before that I was a business developer in 

BESTSELLER, doing primarily supplier evaluation. And before that, I studied at Aarhus University, 

at that time it was called the Business School, a Master, Master of Science and business. I think 

that's, that's the name? Yes. 

 

 

And then you said and since 2013, there was the incubator. Was that also the time where Agro 

Business Park started in Agro Food Park?  

 

 

Yes, yes. Okay, so we launched the incubator in 2013 in Agro Food Park. Before that we just had 

an office doing just the business that we normally do like projects, programs, innovation. And then 

they said like so we would like to have an incubator and you're ready operating the incubator in 

Viborg and we don't have the competences ourselves, so we want you to operate the incubator. So 

they said like, here is an area and now we pay you to recruit the startups and to work with them 

while they're here. So actually what we intend to do like to grow startups in order to graduate them. 

So it's like, so you come in, you grow and then we intend to actually yeah, we don't call the graduate 

but you know, we say like you're here for a specific period. So what we want you to do is to grow 

depending on your business model, of course because we also have consultants and a consultancy 

business is not necessarily a better business because it grows so sometimes they don't grow and of 

course that's completely okay. But we say for the period you are here in the incubator, we offer you 

extra service. But after a specific time, you have to move on. Because we need to have room for new 

startups. And the whole idea of the incubator is to grow you so that you employ people, you have 

turnover, you have your own organization, you don't need that much support because you employ 

people yourself with the right competences. 

 

 

So it was Agro Food Park who reached out to you and recruited you? 

 

 

No it was like a combination. We settled our first office there because we intended to convince them 

that they needed an incubator. So it was, yeah, they were interested. And of course, we push that. 

So we said, so now we organize an office, but we intend to establish an incubator and then we 

discussed during a period of time, how to do it and what the business model will be? Like, because 

of course, so they, we also discuss, for example, so how do you pay us? So you have an area, you 

pay us to recruit people, and what do you pay us on the basis of how many we recruit, or do you pay 

us just a specific amount or how can we agree on the business model? And of course, we had to find 

a solution that worked for everybody. 
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And coming back to, so you said kind of the goal, now specifically for the incubator in Agro Food 

Park, what is like Agro Business Park’s vision for the startups there or what is like specifically the 

goal?  

 

 

So originally when we launched in Agro Food Park we wanted to do this investment because we 

wanted the environment or the ecosystem to be more innovative. And so, per definition startups are 

innovative because they, they found a specific, they have a solution for something. And so, they 

said, so startups are innovative, they want more innovation, and we also want to grow our own 

startups. So we whenever we have an available office, somebody else that's already here is probably 

ready to move on. So it's also a way of growing new tenants and now we have like, shared desk 

facility, we have desks, we have offices and and it's sometimes easier to convince people to sign up 

for shared desk and then when they are there and they get used to the environment the competences 

they have access to they feel the spirit they move on when they when they grow. So the goal for us 

is to graduate startups from the incubator. So it could be for example, to make the move out of the 

incubator into other offices in Agro Food Park, but it could also be to move to other office buildings 

or whatever in the business region Aarhus, also in Denmark or wherever they need to move. 

 

 

What type of startups can become part of Agro Business Park in Agro Food Park? How do you 

decide? 

 

 

We say like you have to you have to be a startup and you have to operate in the agro-food business. 

So saying that, so maybe you might have other customers or target groups outside industry, but the 

primary focus of your business should be within agro-food, either on the supply side or on the 

customer side. So, but we don't know so we of course, we look for the startups that we believe in 

the most. So we say, you, this founder is dedicated, and he is an executor, meaning that he is actually 

like doing things moving on. Whereas you can also have people, you know that they don't intend to 

grow that fast or they, so we are looking for people that want to grow. But of course we have a trade 

off between what is called, you know, we need to rent a specific amount of rooms, we don't want to 

have empty space. So of course, we have a trade off between we want startups that intend to grow, 

that become growth companies. On the other hand, we also need to rent rooms. So of course, 

sometimes we accept companies or startups that might not be growth startups to understand what I 

mean. But, but of course, we try to look most or be more active with specific tenants than others. 

 

 

Okay, and how involved are you on a daily basis with the startups? 

 

 

And so not only me is involved, so we in the Aarhus office we have, we have four people. So the 

three of us support the startups. So we are involved on a daily basis. And we often say like, we never 

know what happens when we come into the office in the morning, we intend to do something, 

because we have other tasks outside the incubator. But we never know exactly who will be in the 

office today and what do they need to talk about? So, some tenants come in every day. Some tenants 

only come in on Tuesdays because they have a shared desk. And on Tuesdays, we have like a 

networking session. We call it Tuesday talk, meaning that somebody is providing an input on 

something could be I had a new customer, I had a new investor. I have a new partner, I employ 



 117 

somebody, and then they bring the bread. So it's very informal only like 15 minutes like the speech 

is maybe 5 to 10 minutes and then the bread session is maybe 45 minutes. So Tuesdays are very 

busy, and a lot of startups come in and other days, for example, Fridays are more quiet. But when 

they are in the office, we have contact on a daily basis, not necessarily meetings. But we have a lot 

of interaction. And of course we have different products that we offer, but often it's more based on 

the requirements like things that come up they ask for. Do you know somebody that can help me fix 

this? Do you know somebody in that company?I need to discuss my go to market. Yes. So the three 

of us have contact on a daily basis, but it depends, of course, on the startups because we also have 

startups, we have a startup, not one of them you talk to, but a company that sells plant, alternative 

plant based alternatives. It's called Like Meat the company. They are very busy. They took like 5% 

of the plant based category in the retail market. And that's a category that grew with 20% last year. 

So he's like, always selling with customers, not very often in the office. So of course we don't talk 

to him very often. Whereas for example Tracezilla they sat just next to us we talk to them 

every day, almost when they were in the office they were not there every day also. 

 

 

So, you said it very much depends when you go into the office, what the tasks will be, but do you 

see any certain patterns or common requests or tasks that you have to do on a daily basis? 

 

 

You could say that we use as a methodology we use Business Model Canvas, saying that what we 

look for is, where we support you and all the questions we ask you, not necessarily structured in a 

workshop wise but on a daily basis. This means that: when does it make sense related to the turnover 

in your company? So, what you intend to do, is this a good way to invest your time? Does it make 

sense relating to the value you create to customers so that you will have a turnover? Is that partner 

adding value to your value proposition that will in the long run and make turnover? But one exactly 

that you asked about? 

 

 

No, just like, because you said it's always different depending on what you don't know basically 

when you go into the office, what you have to do that day in a way.  

 

 

Yeah, because but that's because I never know who's in the office on that day. Okay. Yeah, because 

they of course, they have individual agendas. So I don't know necessarily because we have like 25 

startups in total. So I wouldn't know exactly so the day after, do you go to a customer? Or do you 

go here, so I see who comes into the office. And then of course, so it means that often we know 

because they book meetings. We also do that of course. But I don't know if you have seen it, but we 

have this stage model saying, what kind of service to provide at different stages? 

 

 

No, I haven't seen that.  

 

 

No, but I can send that to you.  

 

 

Yeah, that'd be great.  
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And so yeah, because it shows you what the services are. How do we group the services that we 

offer?  

 

 

Okay. Yeah, that would be great. things. In your opinion, what are the biggest challenges for startups 

operating in the food industry? 

 

 

So, again, it depends on the background and the competences of the startups. Because they are very, 

very different. So some of them come from the science side and they are like they do things because 

they want to save the world, whereas others that come that have a commercial background, either 

from the industry from CBS or whatever, they are more concerned about how to earn money. Yeah, 

what, how can I sell more products to specific customers in order to earn money. So we have for 

sure, a group of startups that are not that concerned about business models and turn over and the 

commercial side of it and I just had a meeting with a startup, we can also say that it's perfect to create 

ideas. It's the first step for building a startup but we have to put more focus into the commercial 

aspect of it. That whatever you do in your company, think about how to generate value to some 

future customers and clients. Because if you don't have a turnover and you don't generate more 

income than costs, well, then you won't have a startup in the long run. So, let's focus on the customers 

and recently like, half a year ago, we also employed a guy with a commercial background from the 

industry meaning like a key account manager kind of person from industry, because we want to push 

the startup small in the last part of the value chain. So that's that's where Agro Business Park is 

different from other innovation hubs. Like for example, if you go to “Incuba” I'm not sure if you're 

familiar with “Incuba”? 

 

 

No.  

 

 

No, it's like it's another Science Park in Aarhus, they don't do food they do more like health and 

medicine. But it's more like they like Agro Food Park, they provide the square meters and then they 

provide a network to external consultants that come in and support whereas we do we do much more 

ourselves, we work we have competences in house where we support the people also. 

 

 

Yeah, and where do I see the challenge?  

 

So of course, I just want to we've got to clarify like what we've been focusing most on is like from 

the the process from the first idea generation until like to have a ready to launch product. We're not 

looking so much at the commercial side but like more the process of developing a new idea or service 

until you get ready to launch. So when you ask about a challenge, I think exactly that's the challenge 

because a lot of people do like you, they focus on the idea generation, the first part of it, but the most 

difficult step is to get from idea stage to startup to actually get your first customers. And that's exactly 

my point we need to focus more on not the, of course, it's great to have a mission saying I want to 

save the world by taking plastic out of the ocean or whatever. But we have to focus much more on 

how to create value for somebody that is willing to pay for it. Because if nobody's willing to pay for 

it, then you don't have a sustainable business model and then you will never make it. So, much more 

focus into getting from idea stage to startup stage meaning having commercial tune from clients or 



 119 

customers. So that's a challenge for sure. For the system, and then you have startups that have a very 

commercial background and are very focused on that. Of course, everybody's different. And then 

there's another challenge is access to funding, of course, because when you have a business idea, but 

you have no customers, well, how will you then pay your salary? And then you could say, well, I 

don't need a salary. Now. That's right, but you need something and you have costs so financing is 

another challenge. At the moment, there are quite a lot of active business angels and corporate 

investors, until the corona situation. What is that called? Are any of you Danish?  

 

 

Swedish.  

 

 

Swedish? So what's “aktier” in English?  

 

 

Stocks. 

 

 

Stocks, they were very expensive. So that means that when stocks are very expensive then more 

people would like to invest in different kind of things. So at the moment we actually have people 

that are willing to invest in startups with more money than normally is put in, even though we have 

more investors that are interested then it's difficult to get an investor because if you cannot convince 

them that I will, this will be a commercial success. I know where to earn my profit on which 

customers then they don't invest because they want their money back. So but access to financing so 

on Denmark we have, we have the great possibilities, you know, probably “Innovationsfunden”. 

They have “innoboost- graduate”, “innoboost-experienced”, wonderful, because startups need to 

finance activities and they can do some of it with “Innovationsfunden” and then they could do 

something else with “Væxtfonden” or something other, but they still, even though 

Innovationsfunden and Væxtfonden” is getting closer and closer, there's still a gap. You still have 

startups that did apply for self-funding, but still don't have commercial success and need to finance. 

So financing finance is also a challenge.  

 

 

Do you feel like it's more difficult for agriculture food businesses to actually get funding? Than 

other sectors because they maybe don't often focus maybe so much on the commercialization part 

and more on the we want to save the world.  

 

I'm not sure about that actually. I think what I see is that there's a lot of focus on food, the food 

business, a growing focus. And I think that helps us at the moment, then there's a lot of focus on the 

climate,the  climate crisis if you wouldn't use that word. And, and that's of course also related to 

food and agriculture. So therefore we also have extra focus. So but I am not sure actually, if it's more 

difficult for food and ag-tech, maybe what I what I can say is that we work with food, agriculture 

and bio-resource, the whole value chain, you so we say in our organization that before it was more 

difficult for food startups to get financing from investors than the clean-tech companies, because 

they are more into IPR. They have more IPR. Whereas food startups, they don't have IPR. And if 

you don't have IPR, it's more difficult to convince an investor because they like IPR because then 

they at least if everything else doesn't work, then they have an IPR to rely on. But, but now we 

managed to put a lot of focus into 
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 investing into food startups. So I'm not sure about it but there is an IPR discussion for sure. And 

that's also why people say for example, in medicine and health-tech, fintech. Maybe it's easier to 

get, but I have no figures. So I don't know actually. 

 

 

And how do you believe that Agro Business Park impacts the product innovation process of the 

startups? The resources and knowledge and … 

 

 

So we impact them by always focusing on the commercial side. To focus on that and to make it 

make sense for customers, clients, how will that activity turn into commercial value in your company 

by helping them identify investors, by helping them prepare whatever materials they need, for 

example, financial planning, if you go to an investor, you need to do an investment calculation, but 

you also need to calculate, if I get the funding to actually develop this, then after that, there will also 

be a period where I cannot generate enough turnover to cover my costs. So, I will have a deficit in 

the beginning from my operations, daily operations, I also need to cover that with investment money. 

So, we also make them aware of what kind of material not only your pitch, but whatever material 

your pitch builds on you need to to prepare that. And some of them they understand, and some of 

them are like, what do you mean when you say investment calculation? And so, we, and then you 

can cover some of your costs or the investment cost from what soft funding for example, we also 

help them identify soft funding. Okay. Yeah. So that's and then networking. Yeah. So because we 

employ 29 people that know a lot of people in the industry, we can always point you to some clarity, 

you need to solve a specific task. So the fact that we bring in a lot of networking possibilities, that 

makes them move faster from A to B, because, okay, just call that guy. And then they call they say 

like, okay, Katrine told me or we can work whoever told me to to call you. I, then the doors open. 

Hmm. So they move faster. They move faster because they have access to people. So it's about 

execution power, etc. They move faster from A to B to C because we support them. Yeah. Picking 

up on the network point you just made.  

 

 

How is your relationship with the companies in the park that and outside the country? That is a part 

of Agro Food Park. 

 

 

And so that's the network, that's where Søren Madsen comes into the picture. Because he is very 

much into the details of the tenants outside the incubator, where we are very focused on the needs 

of the startup companies. So, what we try to do is to find out so what do you need? And, and then if 

we get an impression that that could be solved by one of the tenants in Agro Food Park, then it will 

be Søren Madsen that matches that. So it's based on a cooperation between the two of us. Yeah. So 

it's something that we focus on, but so we could, we could always do more whatever I said we could 

always do more, but it depends on the resources. We have. We have limited resources, we have a 

specific contract where it says how many resources can be spent, the more resources you have, the 

more you can do, of course. 

 

 

So it's more like that. You see a need, for example, and then you reach out to Søren Madsen? 
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You know, it depends. Sometimes I do it myself if I have a contact there. But, so it's more like the 

companies in the incubator, they need a lot of different people and maybe, I don't know, like, one 

out of 10 or one out of 20 it would be a company that is located in Agro Food Park. But of course, 

so Søren is more like trying to look at the needs of the other companies saying so who of them could 

deliver something to the startups that they might or might not be aware of that they need. Or because 

they don't know the company's there. 

 

 

Do you think it is common that terms of the incubator have partnerships and collaborations with 

other tenants or not?  

 

 

Yes. Yes, I think so. And I know that Søren Madsen has a statistic on that because they do a survey 

every year where they ask everybody also the startup companies and then they ask for specific 

numbers. So he would have a statistic on that So it's better to rely on that than to ask me because I 

don't remember the details of that statistic.  

 

 

So like, for example, these collaborations Do you have an example of like our collaboration between 

a startup and a startup or a startup and another tenant like how, how often like formal or informal, 

how did they come about? 

 

 

Yeah, yeah, for example Tracezilla that you also talk to is a great example because they have like, 

they have maybe, three customers on their platform that are tenants in Agro Food Park. And, so 

that's very formal and and very useful for both that they just sit next to each other so if they had a 

challenge they yeah. And, and then you ask for collaboration between startups and companies 

outside of the incubator, let me think, there is for sure. So for example, ISI Food Protection. They 

are not in the incubator, it's also a startup company. It's a mature startup company, but they for 

example, work with Arla. So they do microbiology-test. And a lot of… we have other examples, but 

right now, it will come to me and if I ask he will also name drop. But it's also part of the statistics 

that he is doing. So then ask him about that. 

 

 

Do you perceive like in Agro Food Park do you perceive like the startups and the other tenants, is it 

like an open and collaborative atmosphere to people focus more internally? 

 

 

Very, very, very collaborative. Everybody is interested, but the thing is that people are busy. People 

are busy. So if they sit next door, of course, they know each other but if somebody sits in the other 

part of the building, they might not know because they don't go to the other part of the building if 

they don't have a purpose, because they're busy. So the more we facilitate, the better. And of course, 

if it's something like a specific thing I need somebody to test my biology, microbiology, then I look 

for somebody that can do it, then I have a purpose, then I go to the other building, okay, if I know 

they are, they are there. But everybody's very interested. But everybody's also very busy. That's how 

it is, everybody's like, they know exactly what they need to do when they come and then other people 

come in, they have to do other tasks. So it's a challenge that everybody's busy. And, so it's like, you 

know, when, when, when do I just fix my job and when do I have an open mindset to search for 

possibilities that I didn't know I needed. Do you understand what I mean? So, but, but if somebody 
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comes, the door is always open and people welcome them. It's just that I don't go if I don't have a 

purpose to go because I have 10 things to fix in my mailbox, for example. not me personally, because 

it's part of my job to kick the door sometimes. But for the people. That's a challenge. But it's not 

because they don't want to do it. It's just because resources are limited.  

 

 

So the interaction between the companies is like, a lot about like, where you sit and which building 

that you're in, like, which you interact with? 

 

 

Yes. And then and then we try to facilitate networking. That's the reason why we do networking 

events is to bring people together.  

 

 

And these networking events, specifically from the incubator now or from Agro Food Park? 

 

 

So, both, we have events organized by Agro Food Park that's for everybody. We, because we also 

operate in the other business unit we have where we do the programs, networks and events. We also 

do networking events that are sometimes located in Agro Food Park. So of course, if we decide to 

do it there, then we invite everybody both inside and outside the incubator. So, mostly Agro Food 

Park do it, but we also do it sometimes and sometimes we do it together. Okay, we have like a 

triangle. It's like it you know, is it called Maslow's?  

 

 

Maslow's hierarchy of needs.  

 

 

Exactly. What we have is a triangle like this saying that first you need a cantine where you can eat, 

you need to park your car, you need internet basic needs. And then we have networking events. And 

then we have what we call a specific requirement, saying mentors access to financing access to soft 

funding, business development, it's at the top. So the top is done by Agro Business Park, and the 

middle is done by both, and the basic needs are done by Agro Food Park. 

 

 

And I'm thinking and so we heard from Søren that Aarhus University has a new food institute that 

it's going to be located in the park. Do you have any collaborations now with the university and the 

startups or how is it? 

 

 

Say that question again? 

 

 

There is a food Institute in Agro Food Park from Aarhus University. So I'm wondering do you have 

any collaborations with them yet or do they influence in any way the operation? 

 

 

So in the other business unit, we do have cooperation with Aarhus university because they are 

partners. For example, in the program I talked about is called Future Food and Innovation, is the soft 
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fund companies, startup companies can also apply it not necessarily the tenants but all Danish food 

companies and startups can apply. So Aarhus University is a partner in that specific project, meaning 

that they provide competences and they also have a say on who do we support, so it's a part of the 

jury and then we have other programs where they are involved. Related to the incubator specifically, 

we are looking into possibilities for funding possibilities where we can have more formal 

collaboration between Aarhus University Agro Food Park, Agro Business Park and other partners. 

So we are looking into that. Okay. And of course they come in; they join sometimes on the Tuesday 

morning bread. So at the moment is more informal, but we hoped that it could be a bit more formal 

in the future.  

 

 

Okay. You talk about a bit with the investors but like, how is it like being if you're a part of the 

incubator? How do you think it affects the access that you have to other external partners, like, for 

example, suppliers or customers? Like does it affect that in any way?  

 

 

Yeah, very much. It's the networking aspect I talked about. It's very important. Again, for all 

different kinds of partners, depending on the needs the specific startup has.  Yeah, for sure. 

 

 

And how do you perceive, because you said it's already very collaborative. But how do you perceive 

certain competition between the tenants? Is there a feeling of competition? 

 

 

Not that much actually. And we don't have, we don't we don't have any rule saying that if we already 

have a company that is doing this, then we cannot have another one doing the same. We don't have 

any rules. But I don't see that much competition, actually. So I think maybe it's just a guess. But for 

example, we have, not in the incubator for the neck footpath we have a consultancy company that is 

doing recruitment for the food industry. Food experts. And I guess there are consultancy companies 

that do recruitment, they would maybe think okay, Foodjob Nordic is already there. Maybe it's not 

the right place. But they are very welcome. So we don't have rules for it. I think they see each other 

more like colleagues and competitors. Yeah, maybe. But, I cannot think of any like direct 

competitors. We had. At one time we had like three different startups working together. So one of 

them is still in Agro Food Park just graduated from the incubator, but they do robots for agriculture. 

And then another company was providing service like mechanical engineering and another company 

was providing some other part of the engineering process. So they work together. So to have the 

company they also had, like 10% of the business that were competing. But then they had, apart from 

that they had different consensus. So they lived next door to each other and had a lot of, of course, 

talks. Again, sometimes they were competing, but competitors it's a good thing. A good thing 

because it shows there's a market.  

 

 

Do the startups once they graduate stay in the food park or do they often move away?  

 

 

So it depends on what their needs are. So, I would say that maybe since the beginning, we may have 

graduated like 20. Because we also had a number that didn't succeed. Of course, but maybe 20 

graduated and I will say that maybe half of them are still in Agro Food Park maybe even more. But 

it depends, for example, Tracezilla that you also talk to when they move to another. What's that 
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called “Kontorslanskap”. Innovation park or whatever. They moved to another area, to another Park, 

and it was just five kilometers away. But the reason why they moved is because it's close to their 

house. And they have like two small kids and if like, the founder and co founder is also husband and 

wife. So they said like, okay, that is a great facility and that's a great facility. But they had been so 

happy here. They had so many leads. They had the investor. The investor that they have now came 

in via our network, they teamed up with Wexfonden based on an event, we did. So, they said “We 

are so happy here, but since the other offices also cool and it's very close to our house. And we need 

to go not always at the same time in the one car that we have, so we need to move there. And that's 

a basic need, they need to fulfill, so of course they should do that because that's the best option for 

that startup. And they will still have like a shared desk so it means that they are still part of the 

system, they just don't come in every day because they have another office with employees. And for 

us we consider that completely a success story, because what Agro Food Park and Agro Business 

Park Park did here was to develop a company from one person band to now a four person band. And 

of course it's sad for us because we like each other. Yeah, but that's actually the meaning of it, to 

make them grow and to make the move on. 

 

 

How would you say is the incubator at Agro Food Park different from the other ones that are run by 

Agro Business Park? So, that you are located in Agro Food Park, how does it make the operation 

different? 

 

 

So, so we use the same model in all incubators and it's very much a people business. And of course, 

then we also have a specific method, but so I guess the primary difference is the location, because 

our incubator in Viborg, Agro Food Park, you might think that it's in the countryside. Because it's 

about 10 kilometers outside the city of Aarhus, and we hear people saying that is too far away to go 

to Agro Food Park. I need a car, because I cannot go by bus, I can go by bike but that's quite 

complicated so for people in Aarhus, they think Agro Food Park is in the countryside. If you went 

to our incubator in Viborg, you wouldn't say Agro Food Park is in the countryside, because it's even 

more in the countryside. So of course, your location is very important. When we compared the 

incubators, then I think that's the primary difference, that would be the location. And of course, the 

amount of people. Because if you have a cool place, people would love to go to a cool place. So, the 

more people you are actually able to get together at specific times, the more people would like to 

come. I think location is an issue, because even you would say yeah but if the place is unique and 

the people are cool then you travel far, that's right. You do that sometimes, but you don't do that 

every day. One hour in a car, each way is a long way if you have kids you want to pick up in the 

daycare. 

 

 

But do you see like any benefits of it being in the park. If you don't think about location? 

 

 

Yeah, but that would be for example, Great Service, Great building. It's a beautiful place. There's a 

beautiful view from the canteen. So, great service, great event and then of course the sector focus. 

But that's the same at all our sides, so the sector focus is important of course. 

 

 

So, so you don't see a difference, like between the startups, or like how they grow, between the 

incubators that you run? 
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I see a difference because we primarily have lactic and diary resource companies while in Aarhus, 

we primarily have food startups and agriculture. So, it's more like a bit difference in the sector focus. 

But you, you asked me if I see startups growing more in Aarhus or Copenhagen or so? 

 

 

If your way of doing things change or if it's the same? 

 

 

I think it's more or less the same because, even as I say, we have like four people in the Aarhus 

Office, three of them is focusing on the startups, then I have all the other colleagues that come in 

quite often, because they have meetings with them. So, we are the core team. The three of us are the 

core team, in the incubator in Aarhus, but all our colleagues support the startups. So, yesterday I 

went to the Copenhagen incubator. So, it's the same, I come in, I talk to the people there, even there 

is a core team in Copenhagen, but a lot of people/colleagues come in. So, no I don't think I can say 

anything specific on that point. 

 

 

If you think about Agro Food Park. What do you see are areas of improvements that can be made. 

Like for the park in general and for the benefit of the startups? 

 

 

If you go to Symbion, they have a specific area, they call it, I don't know, something community; 

they have a shared desk facility like the one we have in Aarhus outside the incubator. It's a great 

place. It's very cozy, a lot of green plants, a lot of cozy little things, you know where you, you have 

like a. It's just the, the decoration and the design and the, what is that called, interior… but you know 

the setting is very cozy. When you go to our service facility, I think it's a bit like we have a desk and 

chairs, and then you go out to the parking lot, it's not very cozy. Like when ou go to Streetfood 

Aarhus, great place. I love it. That's what I mean, a lot of atmosphere. So, the more atmosphere you 

are able to create, the more people would like to come and go, and then they would go also without 

purpose necessarily because it's nice to be there. So, I think we lack a bit of atmosphere in specific 

areas because we also have areas with atmosphere, but you don't see people that much sitting. You 

know if you have great coffee with cream, whatever, people, they go for a great coffee. Even that's 

the only purpose, so a bit more atmosphere, a bit more coolness. Because Agro Food Park is 

beautiful, it's a great building, it's very beautiful, but maybe a bit more beautiful than cozy and 

atmosphere. Of course, when we have events. We have great atmosphere. We have great atmosphere 

on Tuesdays at bread. But we need a bit more relaxed atmosphere. I don't know how you create that 

but I guess you know what I mean. 

 

 

You already mentioned it, but just to sum up, what do you believe is the greatest benefits for 

companies like both bigger tenants and a startups to be a part of Agro food Park? 

 

 

Networking effect. The Networking effect. And that could be related to, for example, Investors. 

Business Development, focusing on creating value for clients in order to generate return on 

investment. Commercial success, like the push on that. 
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Well, that makes the hour, almost by the minute. 

 

 

Perfect, perfect because my phone is ringing constantly 

 

 

But this is really, really insightful and thank you so much for taking your time.  
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Appendix 3: Coding Schemes 

First Coding Scheme 

Higher-Order Codes First Lower-Order Codes Second Lower-Order Codes 

Product Innovation Process 

External resource acquisition  

Internal resource acquisition  

Customer Focus  

Scientific Focus  

Bottom-up approach  

Top-down approach  

Linear process  

Iterative process  

Network/collaborations 

Inside of the park 
Informal 

Formal 

Outside of the park 
Informal 

Formal 

Facilitating the network 
Søren Madsen 

Katrine 

Network activities 
Social events 

Business events 

Competition  

Knowledge-sharing  

Park Impact 

Incubator 
Consulting 

Funding possibilities 

Fundamental needs  

Increased awareness  

Image Spillover effects/branding Credibility 

Science Park/Agro Food Park 

Firm Size 

Startups 

SMEs 

Large companies 

Relatedness of companies 
Product 

Service 

Park management M3 strategy 

Park location Aarhus 
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Final Coding Scheme 

 

Higher- Order Codes First Lower-Order Codes Second Lower-Order Codes 

Food Industry   

Product Innovation Process 

External resource acquisition 

Network outside park 

Knowledge 

Physical Resources 

Awareness 

Network inside park 

Knowledge 

Physical Resources 

Awareness 

Internal resource aquisition 

In-house Knowledge 

Industry-knowledge 

Business-knowledge 

Expert-knowledge 

In-house Physical resources 
Technologies 

Funding 

Customer Focus  
 

 

Scientific Focus 

  

  

Bottom-up approach   

Top-down approach   

Challenges 

Time  

Conflict of interest  

Uncertainty  

Linear process   

Iterative process   
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 Higher- Order Codes First Lower-Order Codes Second Lower-Order Codes 

Science Parks 

Firm Contingencies 

Firm's relatedness to each 

other 

Physical Product 

Service 

Firm Size 

Startup 

SME 

Large company 

Motivation to join the park 
Personal 

Business 

Time in park  

Approach to opportunities 

towards park 

Active 

Passive 

Firm's Innovation Capabilities  

Park Characteristics 

Park Size  

Park Incubator 
Services 

Facilitators 

Park Age  

Park Management 
Services 

Facilitators 

Park Environment  

Park Improvements  

Park Location  
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Appendix 4: Agro Food Park Survey 
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