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1. Resumé 
I diskussionen om virksomheders miljø- og samfundsmæssige forpligtelser for deres omverden 

vendes blikket oftest mod de virksomheder, der er på vej mod en grøn agenda (going-green). 

Ikke desto mindre, er der en voksende grøn bølge af nye virksomheder, som er born-green med 

et formål om at skabe økonomisk og samfundsmæssig værdi. Disse grønne entreprenører, også 

kaldet Green Ventures, er et voksende felt, hvor der indtil videre kun er lidt forskning i de 

specifikke udfordringer og muligheder der er for disse virksomheder i forhold til at konkurrere 

i et profitorienterede marked. Med udgangspunkt i dette, har denne afhandling til formål at 

undersøge, hvordan Green Ventures kommunikativt håndterer spændinger (tensions), der 

opstår ved at være født med et formål om at skabe økonomisk og grøn værdi med innovative 

løsninger på miljø- og samfundsmæssige udfordringer.  

 

Forskningsspørgsmål er undersøgt på baggrund af seks kvalitative interviews med grønne 

entreprenører i den danske fødevarerindustri, hvilket er fundamentet for den primære empiri i 

specialet. For at kunne adressere det akademiske felts mangler inddrages paradoks teori og 

strategisk kommunikations perspektiver på organisatoriske reaktioner på spændinger. 

Kombineret med dette, søger specialet at generere egen teori via Grounded Theory ved for at 

udforme en model der viser, hvad det indebærer at være en Green Venture, og yderligere hvilke 

udfordringer og kommunikative reaktioner, der opstår i mødet med det traditionelle marked. 

Afhandlingen arbejder ud fra et interpretivistisk videnskabsteoretisk paradigme, og søger 

dermed ikke at komme med endegyldige konklusioner, men snarere at skabe en øget og 

nuanceret forståelse af Green Ventures. Igennem analysen udformes en teoretisk model, som 

kortlægger Green Ventures’ ’Green DNA’, som består af 1) Green Concept 2) Green 

Disruption 3) Green Value. Disse dimensioner er udformet af kvalitativ kodning af 

interviewene og er et udtryk for de selvoplevede motivationer og målsætninger fra de grønne 

entreprenører. Efterfølgende udvides modellen ved at kortlægge de markedsudfordringer 

Green Ventures møder, og hvilke kommunikative reaktioner disse skabe i hver dimension. 

Følgende resultater bliver induceret: 
 

1. For at overkomme det grønne koncepts markedsudfordring bruges 

uddannelseselementer som et kommunikationsværktøj til at fordre forståelse for at 

skabe accept af det grønne koncept. 
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2. For at overkomme den grønne disruptions markedsudfordring bruges impact 

kommunikation til at skubbe til nye branchestandarder til måling af grøn impact. 
 

3. For at overkomme den grønne værdis markedsudfordringer bliver dialog med 

vigtige interessenter et redskab for at progrediere og co-create grøn værdi, hvor 

både forbrugerne vil betale, og hvor øvrige interessenter finder det attraktivt nok 

til at involvere sig. 

  

Således, hvis det kommunikeres med effektivt, kan det være en fordel at ’uddanne’ forbrugerne 

om det grønne koncepts kontekst og dens positive indvirkning på forbrugerne, samfundet og 

planeten for at skabe et fundament for en engagerende dialog om, hvad grønne værdi 

indebærer. Afhandlingen genererer teoretiske og praktiske bidrag ved at kombinere litteratur 

om Green Ventures og paradoks teori for at udvide perspektiver på Green Ventures, og 

yderligere ved at udvikle en model, grønne iværksættere potentielt kan bruge til at vurdere 

deres strategiske kommunikation ud fra deres markedsudfordringer.  
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2. Introduction 
Despite exponential economic growth and increases in the quality of life over the last century, 

concerns remain that the era of industrialisation has had substantial adverse effects on the 

natural environment (World Commission, 1987; Hall et al., 2010). The Brundtland Report, 

published by the UN World Commission on Environment and Development, emphasised that 

human beings need to transition towards more sustainable development, balancing our own 

needs with our environment's limits (World Commission, 1987). Although no singular aspect 

of modern society can be blamed for the current state of affairs, many point to businesses as 

the main culprits (Christian Aid, 2004; Griffin, 2017). Despite the scientific evidence for 

human-made climate change resulting from business activity, many businesses have continued 

'business-as-usual' practices, defined by profit maximisation objectives at the expense of 

genuine sustainable development (Hall et al., 2010). Nevertheless, the classic dogma of Milton 

Friedman, that "the social responsibility of business is to increase its profits" (Friedman, 1970), 

is being challenged by scholars and practitioners, who recognise that we need a fundamentally 

different approach to why and how we do business (Bosch-Badia et al., 2013; Schaefer et al., 

2015). In 2018, John Elkington, who coined the term 'Triple Bottom Line' recalled it, as its 

original radical goal "…has been largely forgotten, and "triple bottom line" thinking has been 

reduced to a mere accounting tool, a way of balancing trade-offs instead of actually doing 

things differently." (Elkington, 2018). Today, many organisations still only incorporate CSR 

on a superficial level, where CEOs still prioritise hitting their profit targets, whereas the people 

and planet targets come secondary. According to Elkington, this shows that Triple Bottom Line 

has failed to bury the single bottom line paradigm (Elkington, 2018). 

 

Nevertheless, in an attempt to overcome this, forerunners increasingly challenge the traditional 

way of conducting businesses in response to the environmental problems demanding 

immediate solutions (Demirel et al., 2019). In the business ecosystem, this transition, 

sometimes referred to as the Green Wave (Esty & Winston, 2009), includes both sustainability 

initiatives from existing companies and the emergence of organisations, whose underlying 

assumptions are purpose-driven and for-benefit (Alberti & Varon Garrido, 2017), and thus, 

stand in contrast to the paradigm represented by Friedman (1970), also referred to as the 

industrial paradigm (Appendix K).  
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This shift in sustainable development, where businesses are given a key role in sustainable 

development, highlights the need to find innovative solutions to societal challenges by adopting 

business principles. Looking at recent essential works within the field, Demirel et al. (2019) 

consider green entrepreneurship as a new and emerging field of research. They maintain that 

even though sustainability is an area of interest for existing companies' going green', a new 

trend is unfolding right now of Born-green companies, used interchangeably with Green 

Ventures in this thesis. When combining the fact that over 90% of companies in the EU are 

SMEs (Clark, 2019), that SMEs doubled the number of full-time employees they had from 

2003-2016 (OECD, 2018), and that 71 % of the population in the EU wants to live and buy 

more environmentally friendly (GlobalData, 2017), the potential of these Born-green 

companies is clear.  

 

However, despite growing industry interest in and enthusiasm for Green Ventures' positive role 

in sustainable development, the field is still vastly underexplored academically. The early 

indications emerging from this research suggest that market- and institutional pressure makes 

it difficult for Green Ventures to succeed. Yet, neither the mechanisms behind such forces, 

their scale of impact, and the managerial potentials for mitigating these pressures have been 

thoroughly explored. Instead, the research exploring these pressures relies on scant empirical 

evidence, both internally inconsistent and interpreted into many conflicting analytic 

frameworks – and perhaps most troubling, without any clear consensus of how to even define 

this new class of 'Green Ventures'. That is why the main contribution of this study will be the 

proposition of a theoretical framework detailing the defining characteristics of early-stage 

Green Ventures and the particular challenges related to these characteristics - and then the 

implementation of this framework in the case study of six danish food-tech start-ups. 
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2.1 Problem Field & Research Question 
As hinted in the introduction, above and further in the coming literature review, indicates that 

the field of Green Ventures is relatively unexplored. This pertains especially when it comes to 

scholars researching and developing practical and tangible frameworks grounded in Green 

Ventures, in contrast to the vast and thriving field studying traditional CSR 'going green' 

frameworks. Furthermore, the literature review will show that what constitutes, and shapes 

Green Ventures has not widely been conceptualised in the existing literature. Since Green 

Ventures play a crucial role in tackling the global health crisis by developing novel innovation 

and pressuring established market actors, it is relevant to broaden our knowledge in this field, 

especially regarding which challenges they face and how they can overcome them. 

Specifically, to understand what constitutes these Green Ventures, I propose that it is crucial 

to look at the tensions that arise from being a Born-green company operating with both for-

benefit and for-profit logics. By understanding these tensions through problem-centred 

interviews, I aim to gain insights into Green Ventures' market challenges and responses.  

 

Accordingly, this also pertains to the research's baseline assumption, which is value-based. As 

I argue, it is vital to explore this field due to the identified need to introduce novel and radical 

innovations to shift consumption and production towards respect for the planetary boundaries. 

Thus, I acknowledge that this research is value-based, with an encouraging attitude towards 

the nature of born-Green Ventures and its importance in the competing market to introduce 

sustainable solutions and further pressure and inspire current 'going green' players. The thesis 

is placed in the interpretivistic paradigm, which further acknowledges that value-free 

knowledge is not possible, as the researcher assert their values when choosing a study of 

interest (Scotland, 2012, p. 12). 

 

The thesis has investigated a sample of six Green Ventures aligned with the relevant literature's 

theoretical elaborations in the field. Using Grounded Theory, I will develop a theoretical 

framework, which will be elaborated on and compared in the analysis and discussion. Thus, 

contributing with novel insights on Green Ventures, combining existing literature in the field, 

theory on tension communicative responses in organisations, and Grounded Theory through 

in-depth interviews. 
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The research question will be answered through a theoretical discussion in a selective literature 

review within the field of Green Ventures. From this discussion, several implications will 

emanate. These implications will be included in the analysis of the Green Ventures in the 

Danish food industry, supported by first- and second-hand empirical data. Therefore, based on 

the problem relevance and the literature review, I ask the following research question: 

How do Green Ventures communicatively deal with the market challenges 

that arise tensions from being born green?  

 

2.2 Delimitation 
This research will focus on the Danish food industry since a decline in meat consumption and 

an increase in both the consumption of plant-based foods and awareness about the 

environmental impacts of food significantly affect the industry (Nordic co-operation, 2018). 

For instance, in the food and beverage industry, green food innovations have been on the rise 

over recent years. COVID-19 has shown that food production in a capitalistic market can 

severely impact the environment and human health (Lüdeke-Freund & Froese, 2021). The 

upscaling and streamlining of food production have created a disconnect between humans and 

the food they consume (Shepon et al., 2018). As consumer demands are rapidly shifting, 

combined with factual challenges of overpopulation, climate change, and inadequate resource, 

the food industry is changing (Allen & Spialek, 2017). For example, this is visible in the growth 

of new green food start-ups creating novel and disruptive concepts to make consumption more 

resourceful, efficient, and sustainable (Lüdeke-Freund & Froese, 2021); at first glance, this 

seems to align with the notion of a Green Venture. 

 

The fact that, as of 2015, the Danish Food sector employed 190,000 people and exported for 

approximately 155 billion DKK was accounting for 24% of Denmark's total export of goods 

(The Danish Food and Drink Federation, 2017); the Danish food sector is therefore of great 

relevance to explore. Accordingly, green food entrepreneurship is seen as a promising new 

driver that can provide novel solutions to mitigate resource waste and push for more sustainable 

consumption. This will undoubtedly be a future critical competitive advantage that will be 

critical for the Danish food industry (The Danish Food and Drink Federation, 2017). For all 
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these reasons, Green Ventures in the Danish food industry is an appealing case for exploring 

these companies and their challenges.  

 

Thus, I assess that the Danish food sector is of great relevance to explore due to a rapidly 

growing demand for products and solutions upon which businesses can deliver solutions for 

resource-efficient food production (The Danish Food and Drink Federation, 2017). 

Furthermore, by limiting the focus to one industry will increase the findings' comparability, as 

it is expected it will give fewer variables to consider and make it more viable to determine 

potential patterns due to the Green Ventures' market challenges, not the industry/sector's 

difference.  

 

To narrow the focus of the paper, this thesis's scope is limited to start-ups and small-medium 

enterprises (SMEs), as this distinction enables me to gain a more in-depth understanding of the 

different dynamics at play. As Green Ventures are still an emerging field of new ways of 

conducting business, many organisations are still in their early stages. Due to this, I believe 

that looking at SMEs and start-ups is the most relevant field. This limitation further provides 

insight into novel innovations at play in the larger food business ecosystem. That potential will 

have a positive spill-over effect on more established 'going green' companies. Therefore, the 

thesis has interviewed five Green Ventures, with supplementary secondary interviews from a 

sixth, operating in the Danish food industry aiming to create a theoretical framework emerging 

from the interview data. In addition, I also interviewed two Scholar experts to gain further 

insight into the field of Green Ventures.  
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3. Literature Review  
The following literature review attempts to provide an overview of relevant literature on Green 

Ventures to advance the knowledge on the role and motives of Born-green Ventures. To tackle 

the research question that urges to explore how Green Ventures communicatively overcome 

tensions that arise from operating in complex and ambiguous systems. 

 

Notably, the review is separated into three main topics. The first part addresses the literature 

on Green Ventures and an overview of its related concepts. A preliminary definition will also 

be presented in this part. The second part will explore the organisational and institutional 

challenges that Green Ventures face, including growth, financing, and mission-drifts. Lastly, 

the identified gaps within the Green Ventures field will be outlined and addressed with a 

solution-conversation around contradictions, paradoxes, tensions in organisations and their 

surroundings. 

 

In addition to the topicality of Green Ventures, in the early stages of the research, I discovered 

a significant gap in the literature for identifying the self-experienced characteristics and 

motivations for these firms to be found on the topic. This gap in the literature further supports 

the relevance of this thesis; it will fill a niche in the literature with a theoretical and empirical 

perspective on Green Ventures, thus contributing to this new field. Nevertheless, the lack of 

literature also signals a lack of supporting data for this thesis, thus making it difficult to verify 

and correlate the thesis' findings with other researchers' findings. Ideally, the theoretical 

framework will need to be tested beyond the six focal Green Ventures on others matching the 

definition of these ventures. Yet, to keep pace with the consequences of the human-made 

climate crisis, green entrepreneurship serves as a conduit to save the environment from 

degradation; thus, more research is needed to develop useful frameworks for these firms to 

succeed. 

 

3.1 The Emerging Field of Green Venture Research 
The belief that corporations have a responsibility towards society is not new – it is both rather 

common and can be traced back several centuries back (Latapí Agudelo et al., 2019). This 

responsibility is often referred to as Corporate Social Responsibility (CSR), a term 

corresponding with a thriving academic stream of literature detailing, among a host of subjects, 

the characteristics and types of CSR efforts (Matten, 2008; Dahlsrud, 2008) the potential 
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business benefits of fulfilling social responsibilities on parameters such as brand image and 

reputation (Hsu, 2011; Moht et al., 2001) strategic differentiation to competitors (Gardberg & 

Fombrun, 2006; McWilliams et al., 2006) and meaningful relationships with customers (Pivato 

et al., 2007), (Bhattacharya & Sen, 2004), along with more general empirical connections 

between social and financial performance (Waddock & Graves, 1998; Roman et al., 1999; 

(Griffin & Mahon, 1997). The field is strongly influenced by the highly cited works of such as 

Carroll (1991) and Maignan & Ferrell (2004), providing frameworks to provide practical 

approaches to CSR for the existing companies wanting "to balance their commitments to the 

shareholders with their obligations to a wider set of stakeholders" (Latapí Agudelo et al., 

2019). This argument linking firm performance and social responsibility, and maintaining 

responsibility towards both, is perhaps most influentially expressed in the notion of the Triple 

Bottom Line (TBL) (Elkington, 2004). Elkington’s work sparked not just vibrant research 

efforts, but also widespread industry awareness and interest in substantial CSR commitments 

and sustainable development agendas across the corporate world (Elkington, 2018). 

However, looking at the brief review above, the mainstream field of sustainability and CSR 

appears well developed for existing companies wanting to 'go green', paying considerable 

attention to the barriers and antecedents linked to this transition (Demirel et al., 2019) and the 

benefits hereof (Elkington, 2004; Waddock & Graves, 1997). However, the emphasis on the 

benefits of going green does not necessarily pertain to Green Ventures – companies founded 

on a vision of sustainability rather than transitioning towards it, on the basis of a pre-existing 

commercial business model (Demirel et al., 2019).  

The emerging area in the intersection between sustainability and entrepreneurship is unfolding 

right now, in sync with the increased prominence of these Born-green companies or Green 

Ventures – with both terms being used interchangeably throughout this thesis – in the 

entrepreneurial landscape (Cojoianu et al., 2020). Looking at recent essential works within the 

field, Demirel et al. (2019) consider green entrepreneurship a new and emerging field of 

research. With an increasing scholarly interest in this field, numerous definitions, and 

theorisations on these particular Born-green firms have emerged, yet a coherent 

conceptualisation is missing. Notably, many scholars have theorised born green archetypes 

drawing upon existing research in intersection between sustainability and entrepreneurship 

(Trapp & Kanbach, 2021; Sunny & Shu, 2017; Demirel et al., 2019). While this is an exciting 

emerging area of the field, the shortcomings of this can be placing excessive trust in existing 
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frameworks that have been produced in another context for another purpose (Hammond, 

2018). At the same time, empirical research has focused on institutional drivers for green 

entrepreneurship (Hörisch et al., 2017), such as the importance of universities as an essential 

support driver (Amankwah & Sesen, 2021; Hameed et al., 2021), the role of formal institutions 

(Alwakid et al., 2021) and geographical clusters (Corradini, 2019; Massón-Guerra & Ortín-

Ángel, 2019). Seemingly, most empirical studies use quantitative approaches in their research 

design, which is a great way to provide a descriptive snapshot of the overlaying driver of green 

entrepreneurship. However, I argue that qualitative research methods can provide both 

descriptive and explanatory contributions to the field in the search for a deeper meaning of the 

relationship between the values, motivations, drivers, and beliefs of green entrepreneurs (Allen 

& Malin, 2008. P 828). As most of the literature provides quantitative evidence of drivers for 

green entrepreneurship; there is a necessity to qualitatively understand the interplay between 

self-identification and goals, and overlaying drivers of these particular firms. Thus, providing 

insights into the minutiae of Green Ventures, as imperative that we gain a better understanding 

of behavioural norms and motivating shaping environmental action or inaction (Braun, 2010), 

in order to in promote the creation and establishment of these. The implication of this gap is, 

among others, that the context within which decisions and actions take place is unexplored 

within green entrepreneurship. 

Of particular interest to this thesis are the emerging streams of research on the topics of Growth 

and Degrowth in Green Ventures, as these fields directly address the academic shortcoming of 

what constitutes and motivates Green Venture entrepreneurs. This research and its findings will 

be explored in the chapters 3.3 and 3.4 below, following a brief overview of the attempts – and 

troubles – of defining and delimiting Green Ventures.  

 

3.2  The Troubles of Defining Green Ventures  
As noted in the above chapter, the literature evaluating the intersection of entrepreneurship and 

sustainability is still at an early stage. Scholars and practitioners refer to these new types of 

organisations as both Green Ventures, Social Entrepreneurs, Green Champions, Born-green 

companies, Green Entrepreneurs, or Hybrid Organisations (Demirel et al., 2019; Bergset & 

Fichter, 2015; Esty & Winston, 2009; Sternad et al., 2017; Cronin et al., 2010; Alberti & Varon 

Garrido, 2017). Different names aside, the field's novelty is also evident in the still uncertain 



 
 

13 

definition of the object of study – that is, on what measures a green organisation must differ 

from a non-green organisation to warrant that or any of the equivalent names. As also noted by 

Demirel et al. (2019), this challenge is rather fundamental, with some consensus on what 

constitutes a green organisation being needed to ensure proper knowledge advancement. In this 

light, the fact that "evidence still remains inconclusive as to whether Green Ventures are 

founded on a different set of core values such as making the world a better place or if their 

objectives are primarily rooted in profit maximisation" (Demirel et al., 2019: 760), infers an 

unavoidable uncertainty when reading the early theorising and findings tied specifically to 

Green Ventures as a class. Notably, for this thesis, a consensus is still lacking if these 

companies can even be defined as more moral driven than their traditional counterparts.  

 

The lack of a clear definition is also highlighted in Isaak's (2002) use of the term "green-green 

businesses" to differentiate between companies that are born green and those who go green. 

While some other scholars have distinguished between Born-green companies (Demirel et al., 

2019; Taylor & Walley, 2004) and those going green (Parry, 2012), this thesis will focus in 

particular on those born green, as they potentially play a crucial role in tackling global climate 

challenges and as the definition implies; they are born to do so (i.e., since the very beginning 

of the firm's creation). Most literature in the field does not explicitly address the differences 

between the two types. Instead, scholars have been writing interchangeably about green 

product innovation (Dangelico & Pujari, 2010), the green prison (Ball and Kittler, 2017; 

Pacheco 2010), how environmental behaviour is affected by external influences (Williamson 

et al., 2006; Yi, 2020), instrumental use of an environmental strategy (Esty & Winston, 2009) 

and the effect of CSR for SMEs (Ellerup Nielsen & Thomsen, 2009; Spence, 2007) while using 

an array of different definitions, which leads to fragmented knowledge and uncertainty about 

the applicability to new cases. Another problematic element is that literature often accesses 

green entrepreneurs as an unproblematic ontological entity, assuming they can easily be 

distinguished from their counterparts (Gibbs & O'Neill, 2014). 

 

The complexity of defining Green Venture is closely related to the complexity of social 

entrepreneurship, ascribed by scholars to the difficulties in evaluating social performance and 

impact with scientific rigour and validity (Nicholls, 2009). This is aggravated by social 

enterprises often lacking the resources required to measure any defined impact and the lack of 

transparent standard impact measurement method (Nicholls, 2009; Stefan & Paul, 2008). 

Sternad et al. (2017) propose that businesses should transition towards real value, which is; "a 
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sustainably profitable business that satisfies our deepest human needs through providing 

meaning and identity and a higher quality of life for owners, employees, customers, partners 

and the community alike while renewing the health of our planet." However, few scholars have 

examined if these types of firms' fundamental objectives are in creating real value or primarily 

in profit maximisation, and further how to access it (Demirel et al., 2019; Sternad et al., 2017).  

 

The many names of these Born-green Ventures can also perplex the discussion. Notably, I have 

chosen to use the terminology' Green Venture' throughout the thesis. While the various 

definitions offer insightful nuances, Green Ventures is tentatively the most fitting in this thesis 

for several reasons. Firstly, drawing on Walley and Taylor's (2004) work on sustainable 

entrepreneurs, the Green Venture definition includes a focus on both environmental business 

operations and an organisational mindset that seeks and motivates to challenge business as 

usual, which Isaak (1998) calls 'green logic'. Secondly, the Green Venture definition allows the 

research to look at both start-ups, entrepreneurship, emerging companies, as well as more 

established organisations, enabling the thesis to look at a broader lifecycle stage spectrum of 

ventures. The literature concerning these ventures also highlights embedded contradictions 

between the pursuit of sustainability built into their business models and the external 

environments for-profit expectations, also characterised as Hybrid Organisations (Alberti & 

Varon Garrido, 2017). Thirdly, I define Green Ventures as purpose-driven organisations that 

actively attempt to align with the guiding sustainability principles of efficiency, consistency, 

and sufficiency (Bergset & Fichter, 2015) in order to create what Sternad et al. (2017) call 'real 

value'. However, these definitions do not encompass a clear distinction in the motivations of 

Born-green entrepreneurs and their traditional counterparts. 

 

3.3  The Question of Growth in Green Ventures 
As Alfred Chandler first introduced in 1962, traditional organisational growth models suggest 

that organisations predictably evolve and change as they grow. All life cycle models convey 

similar ideas about growth predictability and mainly differ in phase descriptors; each stage 

presents new demands from critical resource providers' expectations (Fisher et al., 2016). As 

Greiner (1972) model of organisational growth proposes, an organisation evolves through 

various stages. Each stage is accompanied by resistance, which is also referred to as growing 

pains, as the movement from one stage to another is initiated by a crisis that leads to more 

change (Greiner, 1972). Relating to growth in Green Ventures, Fisher et al. (2016) note how 
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the organisational identity in ventures must adapt to meet the expectations of critical resource 

providers at each stage of its organisational life cycle; this can collate with the nature of the 

for-benefit drivers, which characterises Green Ventures (Sternad et al., 2017).  

 

The role of institutional structure and government is further seen as an important area for Green 

Ventures literature (Demirel et al., 2019). Institutional theory suggests that entrepreneurs learn 

to adapt to institutional and social norms to gain legitimacy and sustain growth and survival 

investors (Demirel et al., 2019). Green Ventures' purpose and identity need to meet a diverse 

array of audiences' expectations as part of the ventures' legitimation. This is particularly salient 

for new Green Ventures as they must signal their value to stakeholders such as investors 

(Demirel et al., 2019). Notably, scholars like Grinevich and Karataş-Özkan (2019) investigate 

the complex environment and multitude of stakeholder expectations that individual green 

companies need to balance. These specific challenges to Green Ventures can be perceived as 

an organisational contradiction, as they hold both a green mission and commercial market 

logics (Haigh & Hoffman, 2014), which might compromise their underlying (green) 

assumptions. Furthermore, some scholars find that if the Green Venture cannot balance the 

green company mission and commercial logics, it may result in a mission-drift or internal 

conflicts (Bergset & Fichter, 2015; Haigh & Hoffman, 2014). 

 

As institutional government support plays a key in green entrepreneurship's success, a high 

level of support corresponds to stronger environmental orientation and incentives for 

established companies to become greener (Demirel et al., 2019). This correspond to the 

importance of geographical and local factors for the success of green start-ups, which is “…the 

availability of scientific and technological knowledge that spills over from local universities 

and incumbent firms has a positive impact on the creation of green start-ups.” (Giudici et al., 

2017, p. 816). However, navigating in this complex business environment can be challenging 

for mostly Green Ventures when meeting the traditional market- and institutional pressure. 

This has been called a Green Prison by Ball and Kittler (2017) and Pacheco (2010), which 

means that Green Ventures will always be at a competitive disadvantage due to the additional 

costs which they must bear that other less sustainable actors do not (Ball and Kittler, 2017). 

Combining this with the fact that insufficient financial means have been cited as the main 

reason for the failure of start-ups in the first years of their existence (Bergset & Fichter, 2015). 

Access to finance is even more critical for Green Ventures than purely for-profit firms because 

the investors often perceive them to have multiple competing goals (Bocken et al., 2014; Fisher 
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et al., 2016). This relates to the observation that there are issues in scaling up a green business 

model and still being true to the pursuit of sustainability (Alberti & Varon Garrido, 2017). 

Demirel et al. (2019) further note that young companies tend to be more widespread at the 

beginning of a technology life cycle, given a competitive market structure where product 

innovation is central to the focal industry. Notably, green food ventures, the focus of the thesis, 

are the ones that have identified the issues and potential opportunities first and are actively 

pushing for change, and thus the ones currently benefiting from this market failure (Lüdeke-

Freund & Froese, 2021). This suggests that the green food industry's maturity is at the early 

stages of the industry's technology maturity, meaning that start-ups most likely can benefit 

from radical innovations in this stage.  

 

Nevertheless, this also highlights the tensions in how Green Ventures are being evaluated in 

the traditional market, where success is merely defined by money value and not real value 

(Sternad et al., 2017). As organisational growth is inherently part of commercial logic, one can 

argue that it feeds profit maximisation objectives at the expense of genuine sustainable 

development (Haigh & Hoffman, 2014). Concerning this, a critical question for Green Ventures 

which do not follow the prevailing growth paradigm remains: If maximising profits and sales 

should be neglected as the primary goal, what should be the revised performance indicators for 

these firms? This will be up to whether Green Ventures can stand the institutional pressure of 

adapting to stakeholder expectations or be at the forefront of conducting business as not usual. 

 

3.4  The Question of Degrowth in Green Ventures 
Another term related to new ways of looking at businesses' role in society is through the 

concept of Degrowth, a term that questions how the current economic system perceives and 

measures success, through purely economic growth. In the light of the COVID-19 global 

pandemic, scholars such as Lüdeke-Freund and Froese (2021) or Roulet and Bothello (2020) 

suggests that business model innovation, combined with sustainability paradigms such as 

degrowth, as an emerging contribution to an innovation and management toolbox for a post-

crisis economy. Degrowth is defined as “a process of political and social transformation that 

reduces a society’s throughput while improving the quality of life” (Kallis et al., 2018, p. 42). 

In other words, broadly defined as a downscaling of production and consumption activities 

oriented to increase environmental quality and social collaboration (Andreoni, 2020). 

Degrowth can be observed in society through shifting consumer demand, which especially can 
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be observed in food consumption trends (Lüdeke-Freund & Froese, 2021). Recently, meat 

substitutes products have been increasing, as it has a significantly less impact on greenhouse 

admission than real meat production (Roulet & Bothello, 2020). Accordingly, degrowth 

reshuffles competitive dynamics within and across industries and offers new competitive 

advantages (Roulet & Bothello, 2020). 

 

However, Spangenberg (2010) argues that businesses committing to degrowth strategies would 

still need to continue to pursue growth and maximisation of profits. Instead, studies focus on 

implementing principles of degrowth into certain areas of the business. The motivational 

drivers of green entrepreneurs are also crucial in this regard. For example, one study identified 

a small group of businesses that genuinely wish to grow their movements, but not to the degree 

of ‘selling out’ and incorporation into mainstream contexts (Gibbs & O’Neill, 2014). 

Accordingly, Bocken and Short (2016) suggest sufficiency over efficiency as a driver of 

business model innovation for sustainability. They argue that sufficiency-driven business 

models can reduce overall resource consumption by “curbing demand through education and 

customer engagement, making products that last longer and avoiding built-in obsolescence, 

focusing on satisfying ‘needs’ rather than promoting ‘wants’.” (Bocken & Short, 2016, p. 41). 

In addition, they argue that a sufficiency-driven business strategy may be more suitable for 

new start-ups and small companies. This aligns with the overall degrowth discourse, 

emphasising the need for small and localised companies instead of large multinationals. 

Concerning this, entrepreneurs can, in order to survive with limited resources, often apply 

'bricolage' strategies Baker & Nelson (2005), which is creating "…something from nothing by 

exploiting physical, social, or institutional inputs that other firms rejected or ignored" (p.329). 

With bricolage strategies, entrepreneurs can harness a sustainable competitive advantage by 

using, for example, waste material and untapped knowledge that other firms reject (Baker & 

Nelson 2005). They can also look for alternative financing models, such as bricolage 

bootstrapping which enables the ventures to use existing resources and acquire new ones to 

achieve financial sustainability. Thus, enabling opportunity generation by addressing planetary 

resource challenges (Hooi et al., 2016).  

 

However, critiques of degrowth propose that a paradox of scale can occur, which means that 

alternative economic models fail to deliver due to success and growth. Specifically, when more 

sustainable behaviours can generate effective changes only when applied by most actors, 

paradoxically, this will often lead to large-scale applications and expansion risk converging 
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toward the traditional market logics (Andreoni, 2020). As stated earlier, Green Ventures often 

face difficulties balancing both a green mission and commercial market logics which might 

lead to mission-drift or internal conflicts (Bergset & Fichter, 2015; Haigh & Hoffman, 2014).  

 

This poses the question if Green Ventures grows in the same predictable manner as traditional 

growth models suggest if the contradictions between growth and green mission are too strong. 

Moreover, Green Ventures encounters the paradox of scale, where the sustainable business 

model fails to deliver as a consequence of success (Andreoni, 2020). As the life cycle models 

suggest, the growth of a venture is an expected aspect of its life. However, challenges emerge 

in Green Ventures of being responsible for the environment and having a long‐term degrowth 

orientation while also successfully competing in traditional capitalistic markets (Plaza-Úbeda 

et al., 2019). 

 

3.5  Summary of The Emerging Field of Green Ventures 
When understanding the research field on the topic of Born-green Ventures, several key 

observations stand out. First, the above review gives an overview of a young research field, 

still characterised by competing and somewhat unclear definitions of the object of study. Most 

studies identify the overlaying institutional drivers of green entrepreneurship and further use a 

quantitative approach to validate their concepts, mainly providing a descriptive snapshot of the 

green entrepreneurship landscape. This research approach also is visible in the existing 

definitions, as there is missing understanding for qualitative context for Born-green Ventures. 

As such, I have identified a significant gap in the literature for identifying the self-experienced 

characteristics and motivations of Green Ventures, delimiting such from traditional 

organisations. This will be revisited from the perspective of the thesis' six case companies, 

which will be explored through open interviews interpreting their first-hand experiences 

through the answers. The literature review further explored the tensions in how Green Ventures 

are being evaluated in the traditional market, where success is merely defined by money value 

and not real value. Albeit having an underlying tension of balancing traditional growth and 

barring degrowth characteristics, I assess that Green Ventures potentially have many tensions 

that arise from being born green. However, having tensions between logics can at once "be 

complementary, competitive and antagonistic with respect to one another." (Christensen & 

Christensen, 2018, p. 438); meaning that scholars and practitioners should embrace tensions 

and bring them into the research field to broaden the understanding of Green Ventures.  
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The literature review has provided an overview of influential works in the intersection between 

sustainability and entrepreneurship and further addressed the theoretical shortcomings. By 

identifying the shortcoming within this field, I look toward literature outside the field to initiate 

a solution conversation around how existing theories can be combined with the emerging field 

of green entrepreneurship. Thus, I will build on the influence of Paradox Theory and strategic 

communication to bring new perspectives into the field. 

 

3.6  Solution Conversation: Managing Competing Logics  
In summary, while interesting concepts exist in the literature, there seem to be significant gaps 

in knowledge concerning what constitutes Green Ventures and what enables them to 

successfully balance the logics they encounter when operating in the traditional capitalistic 

market. The existing literature is mainly concerned with Green Ventures' institutional 

pressures; however, a tangible overarching framework for overcoming these tensions is 

missing; additionally, communication strategy perspectives were neither detected in the 

academic literature field. In the following section, I will draw on Paradox Theory as a solution 

conversation in how Green Ventures can overcome contradictions, paradoxes, tensions. This 

will create a basis to why a communication-centred study is needed to examine further how 

Green Ventures communicatively can overcome tensions that arise from operating with 

competing logics. 

 

Drawing on extant paradox studies in organisations, Putnam et al. (2016) and Smith & Lewis 

(2011) adopt an approach to tensions, exploring how organisations can simultaneously attend 

to competing demands. Companies are likely to encounter tensions, contradictions, and 

paradoxes between old and new processes in a volatile and competitive landscape due to new 

technologies and business models being introduced (Putnam et al., 2016). Concerning this, 

Smith et al. (2010) point out that social enterprises reflect complex business models, hosting 

paradoxical tensions between social good and financial profit strategies, proposing that 

profitability/sustainability must be a concurrent focus. In this sense, there is the duality of 

Green Ventures' tensions, as profitability/sustainability are interdependent opposites in a 

both/and relationship that is not mutually exclusive (Putnam et al., 2016). Putnam et al. (2016) 

define paradoxes in organisations as "Contradictions that persist over time, impose and reflect 

back on each other, and develop into seemingly irrational or absurd situations because their 
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continuity creates situations in which options appear mutually exclusive, making choices 

among them difficult." (p. 72). Rather than paradoxes, this thesis will use the term tensions, as 

the defined competing logics do not appear mutually exclusive in this context. This is based on 

the notion of real value, which embraces both a profitable and sustainable business (Sternad et 

al., 2017). Furthermore, the paradoxes definition has an inbuilt time perspective that "persist 

over time", whereas tensions have a creative and developmental potential between seemingly 

competitive and contradictory logics (Christensen & Christensen, 2018).  

 

Nevertheless, balancing these logics also creates tensions arising from the stress involved in 

trading off the amount of time, energy, and effort that goes into one domain as opposed to the 

other (Putnam et al., 2016, p. 71). Smith & Lewis (2011) define tensions as "opposing demands 

or sources of contradictions and paradoxes that arise from complex and ambiguous 

systems." The tensions arise when Green Ventures encounter difficulties applying their 

business model in a system when the profit-oriented logic drives the central socio-economic 

dynamics. On the one hand, this can mean the failure of the ventures, as the pressure can create 

a competitive disadvantage due to the additional costs which they must bear that other less 

sustainable actors do not, the so-called Green Prison (Ball and Kittler, 2017). However, on the 

other hand, these tensions have a constitutive character, as Green Ventures leverage on the 

traditional market's failures, creating a business model that, therefore of nature, will have 

inbuilt tensions. Thus, businesses need to find organisational responses capable of meeting the 

challenge of increasingly complex competitive environments that seek to engage opposing 

agendas simultaneously, encouraging their co-existence and seeking powerful synergies (Smith 

& Lewis, 2011; Smith et al., 2010).  

 

Strategic communication can, in this sense, be a tool to deal with tensions by fostering 

productive dialogue allowing and embracing the multiple meanings and logic (Putnam et al., 

2016). I define strategic communication as; "purposeful communication that serves to advance 

the organisation's mission" (Hallahan et al., 2007, p. 3) - relating to the topicality of the thesis, 

thus, exploring the communication efforts that advance the green mission of the focal ventures. 

However, due to the identification that there are often tensions produced by operating in an 

emerging field in the intersection between for-profit and for-benefit, the ventures might not 

focus on unity and cohesion in their strategic communication and activities to advance the 

green mission. Scholars within the field of strategic communication and Paradox Theory have 

explored that organisational responses to competing logics are often reflected in their 
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communication, where it becomes visible how they succeed or fail to deal with the co-existence 

of multiple logics (Christensen & Christensen, 2018). Scholars like Cooren et al. (2013) and 

Christensen & Christensen (2018) argue that tensions are inescapable and potential keys to a 

deeper understanding of an organisation's strategic communication. As multiple concerns, 

principles, and forces shape strategic communication, it makes sense to use a communication 

perspective to unfold the strategic response to which firms deal with competing logics 

(Christensen & Christensen, 2018; Cooren et al., 2013).  

 

Drawing on Morin's (1992) dialogical principles of living systems, "the symbiotic unity of 

logics, which simultaneously nourish each other, compete against each other, live off each 

other, oppose and combat each other to death." (Morin, 1992, p. 77). Strategic communication 

is equally shaped by multiple competing logics that creates visible tensions (Christensen & 

Christensen, 2018). Accordingly, Christensen and Christensen (2018) present and discuss five 

dialogic that challenge conventional notions of managerial control: deliberate vs emergent 

perspectives on communication strategy; top-down vs participatory approaches; bounded vs 

unbounded notions of communication; consistency vs inconsistency in organisational 

messages; and transparency vs opacity in organisational practices (Christensen & Christensen, 

2018, p. 441). They argue that this dialogics, and many more organisational tensions, need to 

be acknowledged, embraced, and incorporated into the strategic communication field 

(Christensen & Christensen, 2018). I argue that the tensions between different objectives and 

principles are keys to a deeper understanding of what constitutes and drives Green Ventures. 

Accordingly, as a theoretical and practical discipline, communication is tentatively the most 

fitting lens to explore Green Ventures and their tensions through. 

 

3.7  Opportunities and Challenges in Paradox Theory of Green Ventures 
As highlighted in previous sections, the research field studying Green Ventures is characterised 

by its novelty; it is still fragmented in theoretical development and lacks supporting studies for 

its early, exciting findings. In contrast, the research field of Paradox Theory in chapter 3.6 is 

more well-established and, if applicable and combined with strategic communication to the 

cases of Green Ventures, could provide exciting avenues for new research. However, Paradox 

Theory research, like sustainability, is often limited to established companies, creating a 

challenge in applying influential frameworks onto Green Venture. In order to address these 

limitations of the literature, the methodology of the thesis will focus on creating novel insights 
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from the focal Green Ventures own narrative to stay open to the potential of existing 

frameworks and theories not being applicable within this scope. Furthermore, as explored in 

previous sections, there are inherent competing logics at play within the Green Ventures, most 

prevalent the tensions between for-profit/for-benefit. Conclusively, as Green Ventures remain 

more of a fragmented theoretical field, I will develop a conceptual framework to illustrate what 

characterises Green Ventures and how they communicatively overcome the market challenges 

they face.  
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4. Methodology  
The following chapter will outline the methodology and research design for the thesis. The first 

part will map-out the chosen philosophy of science as well as the method of data collection as 

the basis for analysis. It will introduce qualitative interviews with Danish Green Ventures from 

the food industry as the primary data for the thesis' research. Moreover, it will present the 

secondary data collection as a means to complement the primary data. Suggestions on 

overcoming quality issues and pitfalls in the research will be put forth and the 

acknowledgements of delimitations from this methodology. The chapter aims to give the reader 

an understanding of the analysis's data foundation to answer the research question. 

 

4.1  Philosophy of Science 
To understand and explore tensions of competing logics of being a Born-green Venture, the 

thesis takes its point of departure in the interpretive paradigm; "the reality is essentially mental 

and perceived" (Goulding, 2002, p. 13). A paradigm can be viewed as a set of fundamental 

beliefs of the following components: ontology, epistemology, methodology, and methods. All 

paradigms are based upon their own ontological and epistemological assumptions; therefore, 

they have different beliefs of reality and knowledge that underpin their research approach, 

reflected in their methodology (Scotland, 2012, p. 9). The interpretative paradigm is tentatively 

most suitable as the fundamental beliefs yield insight and understandings of behaviour and 

actions from the participant's perspective (Scotland, 2012), which the thesis seeks to gain from 

the standpoint of Green Venture founders. Suppose that strong individual beliefs drive the 

founders and their green businesses; using a narrative method will help uncover the meaning 

and beliefs they put into being born green. 

 

The ontological standpoint in interpretivism is that the researcher has no direct access to the 

real world (Scotland, 2012). Therefore, the researcher will never be able to study the 

interviewees' life-world first-hand experiences but through the interpretation of the answers 

(Witzel & Reiter, 2012). The researcher operates on the second level of reconstructing the 

respondents' first level feeling and perspective about specific topics and situations (Witzel & 

Reiter, 2012), specifically the Green Venture founders' narratives about their business as being 

born green.  
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The interpretive paradigm's epistemology departs from subjectivism, which is based on real-

world phenomena. Thus, the world does not exist independently of our knowledge of it 

(Scotland, 2012), which means that the researcher and the subject are interactively linked to 

create the findings as to the investigation proceeds (Lincoln Guba & Lincoln, 1994). This 

corresponds well with the data collection, as knowledge was created through the interaction 

between the researcher and the respondents. Through open-ended interviews, the thesis 

explores the respondents' life-world with a grounded approach (inductive), meaning the 

interpretation will be generated from the data, not preceding it (Scotland, 2012, p. 12).  

 

The thesis' overall inductive approach will be a way to address the limits and shortcomings of 

the current literature field that the thesis is exploring. In the thesis, deductive elements will be 

used in the first stage of the research approach and interpretative process, as I early on have 

identified tensions to be explored in the focal ventures. Thus, by sorting out the facts to attain 

an idea of the field, however, the field failed to achieve an adequate understanding and 

explanation to answer the research question. Subsequently, the thesis will use an inductive and 

open approach to the data collection to explore the life-world of the focal Green Ventures 

without inflicting prior deducted concepts and theories onto the interviewees. Lastly, the 

deductive element will be re-introduced when testing the proposed framework on the cases and 

existing literature in the analysis and discussion.  

 

4.2 Qualitative Research Design 
The primary data collection for the thesis will be conducted with a qualitative research design. 

The qualitative research interview seeks to unravel the meaning of the respondent's lifeworld, 

which relates to their experiences (Kvale, 2007). Specifically, this thesis seeks to understand 

Green Ventures and how the founders deal with tensions in being born green. As this thesis is 

placed in the interpretative paradigm, the problem-centred interview (PCI) approach is 

appropriate. This method originates from interpretive research, which facilitates the step from 

pre-understanding to understanding (Witzel & Reiter, 2012, p. 23). The data analysis will be 

based on Grounded Theory; the interview interpretation will emerge from coding to identify 

emergent themes, making sense of the interview data by analysing these codes (Charmaz, 

2006). 
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Besides using interviews as the primary source of data in thesis research, it is recommended to 

incorporate other sources of evidence (Witzel et al., 2008), such as documents, records, 

observations, and physical artefacts, to support the interviews. However, the importance of 

incorporating various supporting data could not be followed as planned due to the Covid-19 

situation. As all the focal Green Ventures were working from home due to the second wave 

restrictions at the beginning of the data collection phase, personal interactions were urged to 

be limited. Thus, the interviews were conducted via online calls. Due to last-minute 

cancellations, I decided to supplement the primary data interviews with secondary data from 

an extra Green Ventures from the food industry, the company Too Good to Go. The company 

is included in the overview presentation of all the focal Green Ventures in Table 1. 

Additionally, I combine the primary data with secondary data in terms of two interviews 

retrieved from the Internet with one Co-founders from Too Good to Go (see Appendix H & I). 

Moreover, I include secondary data in the form of the focal venture's website, reports, and 

social media posts to support communication claims from the interviews. 

 

4.3 Case Companies 
The thesis aims to conduct qualitative research as in-depth, semi-structured interviews with 

founders in six Green Ventures that align with the new proposed definition of Green Ventures.  

The definition proposed in the literature review for the Green Ventures includes a focus on all 

sizes of purpose-driven organisations that actively attempt to align with the guiding 

sustainability principles of efficiency, consistency, and sufficiency (Bergset & Fichter, 2015) 

in order to create real value (Sternad et al., 2017).  

 

In order to gain insights into Green Ventures, I choose to deepen our knowledge by selecting 

six Green Ventures in either the conception or commercial stage of their organisational life 

cycle. In this way, the sample set of companies serves nuanced perspectives on the challenges 

they face in the initial phases of their life cycle. I define these two stages based on Fisher et al. 

(2016) conceptualisation on organisational life cycles. The conception stage ”…is the period 

in which the people involved in a startup focus on developing the technology underlying the 

product and creating a working prototype.” (Fisher et al., 2016, p. 387). The selected Green 

Ventures in this stage are Resauce, Casju and Connecting Ground. These three Green Ventures, 

when interviewed, were still in the phase of developing their offerings and were preparing to 

go to market. Thus, their perspectives notably provided fresh consideration on building a green 
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business model and the challenges they met when planning to launch their products and green 

mission. The next stage, commercialisation, “…represents the phase when a venture’s 

technology turns into a product or service for a market niche.” (Fisher et al., 2016, p. 388). 

The selected Green Ventures in this stage are Eat Grim, Fresh.Land and Too Good To Go, 

whereas the latter venture is supplementary secondary data. The three commercial-stage 

ventures are all in the phase where their product or service are established in a market niche. 

Their perspectives are valuable due to their experience with competing successfully while 

balancing staying true to their mission. They further provided more mature outlooks on 

challenges and opportunities from having a more established customer community and stream-

lined brand and communication efforts.  

 

The interviews with the Green Ventures will contribute to an understanding of what constitutes 

Green Ventures, and further what tensions are most present and how they communicatively 

deal with these. In addition, the Green Venture founder interviews serve to explore the 

Ventures own perception of their business and its challenges, which will then be further 

analysed to determine points of both similarity and difference with both expert interviews and 

the literature review. The main criteria of the chosen interviewees were that their business was 

aligned with elements of the literature review’s definition of Green Ventures. To first 

familiarise the reader with the six focal Green Venture, a brief introduction is given in Table 1 

below: 
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Table 1 Presentation of Focal Green Ventures & Interviewees 

 
 

 

 

 

Focal Green Ventures

Resauce

Philip Bindesbøll, Founder 

Casju

Marianna Duijm, Founder 

Connecting Grounds

Zuzanna Zielińska, Founder 

Eat Grim

Carolin Schiemer, Co-founder and CMO

Fresh.Land

Mathilde Jakobsen, Co-founder and CEO

Too Good to Go (Secondary data)

Jammie Crummie, Co-founder 

Conception stage

Commercial stage

EatGrim was founded by Petra Kaukua and Carolin Schiemer; they met during their 

master's degree specialising in Sustainable Entrepreneurship at Copenhagen 

Business School, where they became passionate about food systems. Eat Grim is an 

online marketplace that source the ugly and surplus produce directly from farms and 

bring it to the market in two ways: through a food box subscription to private 

consumers and supply local food businesses.

Fresh.Land has created a new model for the food industry. It was founded by 

Mathilde Jakobsen and Filipe Leal, who realised the unfair market conditions for 

farmers and the negative environmental impact of having intermediaries in the food 

value chain. They have developed a pioneering platform that shortens and digitises 

the food supply chain. It allows farmers to sell fresh products directly to consumers 

cutting 3-5 intermediaries; this can save CO₂ admission from storage and reduce 

food waste. 

Too Good to Go is a platform that allows people to buy surplus, unsold food from 

restaurants, cafes, supermarkets, bakeries etc., that otherwise would have to be 

thrown out. In the mobile application, shops and restaurants can input the surplus 

food they foresee, and consumers can choose and have access to food at a discount 

price.

Casju is founded by Marianne Duijm, who came up with the idea while writing her 

thesis about the cashew nut's value chain in Tanzania, where she realised the 

massive waste of the Cashew fruit, which the nut grows on. Casju upcycle 

otherwise wasted cashew fruits into value-added products, mainly plant-based 

caramels. They further try to increase the value of cashew farmers' crops, creating 

local jobs in Tanzania and help to fight food waste.

Resauce began as an experiment in Microbiology at the University of Copenhagen's 

Department of Food Science to find a viable solution to reduce food waste. The 

founder Philip Bindesbøll created a method with low CO2 emissions that utilizes 

advanced fermentation, challenging the traditional ways of preserving food more 

sustainably. Resauce creates a series of flavorful probiotic sauces, syrups, and 

marmalades made of fruits and vegetables from overproduction.

Connecting Grounds is a social innovation start-up implementing a circular 

economy design to repurpose nutrients left in the coffee spent grounds Zuzanna 

Zielińska, the founder, realized that amount of coffee grounds being wasted after 

being heated in her job as a barista, combined with her education in food and 

nutrition, she now collects coffee grounds from local coffee bars in Aarhus and 

upcycle the coffee grounds into nutritious and environmentally friendly foods such 

as flour for bread. 

Description
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4.4  Scholar Interviews 
The thesis furthermore includes expert interviews with two scholars in the emerging 

sustainability field. Sustainability is a vast and complex research field with several applications 

in different disciplines and industries. Aguinis and Glavas (2012) note that corporate 

sustainability literature remains highly fragmented, where "[p]arallel and sometimes confusing 

universes exist." This fragmentation is because scholars study the field through different 

disciplinary and conceptual lenses, making the field challenging to navigate. The expert 

provides a contextual interview to help navigate this complexity. They are not at the core of 

the data analysis but offer qualified perspectives on the thesis's key concepts. In relation to this, 

the interview has not been analysed with Grounded Theory, but the key findings will be used 

as context in the discussion. The interviews with two scholar experts employed at universities 

serve to explore the thesis' research question from a critical and academic angle.  

 

It is important to note that scholar interviews are not an arbitrary choice but a choice of experts 

that was assessed to hold knowledge that relates to the ongoing discussions within the focal 

field. Both interviews had their own purpose exploring two main topics explored in the thesis, 

Degrowth and Green Ventures. Both scholars were deliberately chosen due to their academic 

knowledge in these fields, which I evaluated as highly relevant for thesis contextual 

understanding. Furthermore, both the scholars and I had a connection to Copenhagen Business 

School; in this sense, it was easier to reach out and get a reply, as I had a common touchpoint 

with the expert.  

 

 
Lara Monticelli is an economic and political sociologist, lecturer and public speaker 

researching contemporary capitalism, its crises, and its alternatives (Monticelli, 2021). She is 

an Assistant Professor at the Department of Management, Politics and Philosophy at 

Copenhagen Business School, where she teaches and supervises students about capitalism, 

social change, social movements, sustainable practices, and transformative economies 

(Monticelli, 2021). I contacted Lara because of her previous role as supervisor of master’s 

theses focusing on grassroots sustainability, implementation of Degrowth measures, online 

platforms for recycling and upcycling, and alternative forms of organisations (Copenhagen 

Business School, 2020).  
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With a focus on the concept of Degrowth, Lara and I had a 30-minutes long phone call 

conversation; she provided a critical perspective on businesses tapping into social movements 

and concepts as Degrowth. The initial call was done to explore the concept of Degrowth, to get 

a contextual understanding of Green Ventures. However, the interview ended up in an area 

beyond the thesis' scope, as we discussed the role of government and social movements 

concerning Degrowth and businesses. Therefore, the findings from this interview will serve as 

a critical afterthought as a point of discussion later in the thesis but will not be incorporated 

into the thesis's theoretical framework. 

 

 
Finbarr Bradley is an Adjunct Professor in Green Ventures and a former professor of finance 

at Dublin City University (DCU). He is teaching Green Ventures at Quinn Business School, 

University College Dublin, Trinity Business School, Trinity College Dublin, Aalto University 

Business School, Finland, and Copenhagen Business School (Bradley, 2021). The course 

explores how to value, both monetary and non-monetary, is created and shared by developing 

purpose-driven green or sustainable ventures (Copenhagen Business School, 2020a). His 

background in finance, combined with his knowledge about Green Ventures, was considered a 

great fit to gain insights from a sustainability and a financial perspective.  

 

The purpose of this interview was to explore the concept of Green Ventures and discuss the 

potential tensions and competing logics the thesis presents in the literature review. An agreed-

upon definition of Green Ventures is still very in its early stages; concerning this, the interview 

further explored the meaning of an authentic green company. The interview was conducted 

through an online video call and lasted one and a half hours. 

 

4.5  The Problem-centred Interview Design  
Drawing upon Witzel & Reiter (2012) framework for conducting problem-centred interviews 

(PCI), this section will present the thesis’ interview design and its communication strategies. 

The thesis aims to explore how Green Ventures communicatively deal with tensions; this 

‘problem’ will be explored through the interpretive paradigm with which the PCI method is 

associated. The PCI method is ”…suitable to investigate actions and experiences, their 

justification and evaluation, as well as individual opinions” (Witzel & Reiter, 2012, p. 8). 

Thus, the interview becomes a space where my prior academic knowledge, as the researcher, 
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meets the respondent’s practical knowledge within the field. With this approach, I will be able 

to uncover the potential shortcomings in academic literature vis-à-vis that of the practical 

everyday knowledge of the Green Ventures.  

 

The ‘problem’ in PCI is not understood as the English word meaning difficulties but as the 

German term Problemstellung (or the Danish problemstilling), which refers to a specific 

research question (Witzel & Reiter, 2012, p. 2). As the researcher tries to understand a societal 

problem with immediate practical relevance for the interview partner, this thesis case, 

the Problemstellung explores the tensions in Green Ventures and their communicative 

responses. Through the interview, the researcher stepwise consolidates the knowledge along 

with the suggestions of the respondents (Witzel, 2000). The PCIs must have methodical 

flexibility according to topic, research question and interview partners. This flexibility creates 

a greater possibility for the researcher to discover novel data to question and revise previous 

knowledge (Witzel & Reiter, 2012, p. 11). As it is a research field that has not been vividly 

explored, an inductive data collection and analysing approach will provide the findings with 

an openness for the analysis. 
 

 
The interview aims to bridge the thesis's research interest, prior knowledge from the field, and 

practical field/interview interaction. As a researcher, it is essential to come to the interview 

situation well-informed and actively listen and understand (Witzel, 2000). An underlying belief 

of PCI is that "people as self-reflective and capable of acting and communicating" (Witzel & 

Reiter, 2012, p. 8). The respondents are perceived as experts; Bogner and Menz (2009, p. 54) 

define experts as “people who, on the basis of specific knowledge that is derived from practice 

or experience, and which relates to a clearly demarcated range of problems”. In relation to 

this, then an expert should be understood as someone who possesses some knowledge 

regarding a specific phenomenon and, in general, more informed than individuals with every 

day and common-sense knowledge regarding the same phenomenon (Witzel & Reiter, 2012).  

 

As the researcher, I bring my pre-interpretations about the problem field, which will be used in 

interaction with the Green Venture's practical interpretations of the problem. It is also important 

to note that I, as a researcher, do not come ‘naked’ to the situation but dressed in my prior 

knowledge. My prior knowledge comes from the thesis' academic research and my 
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understanding of the field, from personal interest, and professionally working with Green 

Ventures in the food industry. Further, the literature review serves as a reservoir of academic 

knowledge highlighting the known and unknown in the Green Venture field. This prior 

knowledge is bias, as the researcher picks out certain things from prior research and limitations 

(Witzel & Reiter, 2012), which means that the interview situation is open for interactive 

interpretation but is also limited by the thesis’ overarching themes to ensure direction and 

comparability. The interview then becomes an exploration of the academic research in interplay 

with the practical knowledge of the respondents. 

 

 
The interviews were conducted via Microsoft Teams between March and May of 2021 and 

were approximately one hour long on average. The choice of appropriate interview settings 

was very limited due to COVID-19 restrictions and guidelines, which meant that the interviews 

were all conducted online via a video call. This meant that the interview setting was 

compromised according to the ideal PCI setting, where "the interview location and the 

arrangement of the setting should contribute to facilitating intensive dialogue" (Witzel & 

Reiter, 2012, p. 64). The online call has many limitations in terms of facilitating open and 

intensive dialogue. One of the most significant limitations is the limited access to observing 

reactions and body language, giving the interviewer a sense to navigate the interviewee's 

responses and reactions towards a question or topic. Another limitation is the delayedness in 

an online call, which can make the natural conversation flow awkward. To mitigate the effect 

of these limitations, I tried to make the reach-out as social and engaging in the initial contact 

with the respondents. The outreach was mainly by LinkedIn through my own network. In this 

way, I assured a level of trustworthiness, and the respondents were more receptive to being part 

of the thesis's data collection. I furthermore initiated the interviews with small talk and ended 

the call in the same way; this made the respondent and myself more relaxed in otherwise stiff 

online settings. 

 

The interviews were conducted in English to ensure that the interview's analysis and coding 

were not affected by a loss of meaning in the translation. Nevertheless, it was essential to give 

the respondents the possibility of conducting the interview in Danish if this were their 

preference. Therefore, the initial call with the respondents was held in either Danish or English 

depending on language preference; this was done to make the conversation natural between the 
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interviewee and me. During each interview, I took notes for later reference and follow-up, 

where I noted additional questions apart from the topical guide.  

 

4.6  Topical Interview Guide 
In the PCI interview guide, the researcher should prevent the danger of reproducing the 

standard question-answer scheme, which to a high degree limits the possibility for open 

exploration and thereby the access to novel insights and findings of the subject (Witzel & 

Reiter, 2012, p. 84). This can be avoided with an interview guide that provides topics instead 

of pre-formulated questions. Prior to the interview, I developed an interview guide with a 

reservoir of topics and a memory aid that served as a topical guide. The topical guidelines 

ensured that I could focus the conversation on relevant dimensions (problem-centring) and 

ensure comparability of accounts regarding topics (Witzel, 2000). Witzel and Reiter (2012) 

note that to gain breadth and depth in the interview, the mix of general and specific exploration 

communication techniques is crucial. PCI communication strategies represent different ways 

of involving the respondent in clarifying meanings and revising pre-interpretations. All 

strategies were studied before the interviews and put into a map for guidance during the 

interviews (see Appendix A).  

 

The topical guide is based on Witzel & Reiter's (2012, p. 36) flow chart of the PCI, which has 

three stages 1) preparation, 2) interviewing, 3) processing, where the topical guide is supporting 

the preparation and interviewing stages. As the PCI is mainly inductive and open, the topical 

guide was created like a mind map (see Appendix B). The mind map served as a topical guide 

with a pool of ideas for me in the interview situation. The interview preparations were grounded 

in the PCI framework and the literature review, which provided a solid basis of prior 

knowledge. The preliminary topical guidelines were open to alterations and revisions based on 

interaction with the respondents and their narrative during the interview (Witzel, 2000). 

Noteworthy is that the topical guide does not have the purpose of establishing a question-

answer scheme with a list of questions that have to be ticked; this does not invite extensive 

responses and accounts (Witzel & Reiter, 2012). Instead, the topical guide serves as a map that 

establishes a thematic frame supporting the thesis prior knowledge and research in an open 

meeting with the respondents' practical knowledge (Witzel & Reiter, 2012, p. 32). I will walk 

through the preparation and interviewing steps taken in the thesis' PCI approach in the coming 

sections. 
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Firstly, a warm-up talk was conducted with the respondents; this was done with an introductory 

phone call. The aim was to create a social and causal relation between researcher and 

respondent. The warm-up is about small talk and informal chat unrelated to the interview 

topics; thus, the respondents get used to speaking with the interviewer before the actual 

interview (Witzel & Reiter, 2012). This initial conversation further aimed to give a short 

introduction to the thesis area of interest and the relevance of the respondent's participation. It 

was important that the respondents could see the fit between their practical knowledge and the 

thesis's area of interest due to the specific definition of Green Ventures. Together with the 

respondents, we aligned the participation guidelines, which ensured that the respondents knew 

that they could always refuse to answer a question and that the session was recorded. 

 

 
The topical guide then moved onto the actual interview, where there were the opening questions 

and its follow-up questions, which is crucial for a successful PCI (Witzel & Reiter, 2012). The 

opening question in PCIs is the core of the interview, as "it is a particularly critical moment for 

the unfolding and quality of the dialogue that follows" (Witzel & Reiter, 2012, p. 68). In 

addition, the narrative opening account provides a basis for follow-up questions and insights 

into the subject's practical knowledge and interest. All opening questions were asked similarly 

but invited for individually narrative-based answers (See Appendix B). 

 

 
After the opening account, I focused on following up on clarifications and relevant statements 

from the respondent's answer. In the follow-up, the interviewer needs to pick up the initial 

narration topics and invite them to specify further their view (Witzel & Reiter, 2012). In this 

part, it is crucial to use communications strategies such as detailing questions and asking for 

examples of the statements (see Appendix A). Asking for examples of experiences concerning 

the narrative stimulates the respondent's memory, clarifies unclear statements, and 

differentiates the respondent's perspective (Witzel & Reiter, 2012, p. 77). The topical guide 

had two main themes, market challenges, and communication, that had to be approached 

according to research questions. The overarching theme of Green Ventures was addressed 

through the narrative provided by the founders in the Green Ventures through the interview. 
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The purpose was to uncover if any tensions emerged in the respondent’s narrative and if; how 

the founders dealt with this communicatively.  
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5. Data Analysis Strategy 
This chapter will describe how the thesis's primary and secondary data collection has been 

analysed based on Grounded Theory. Grounded Theory is a "…method consisting of 

systematic, yet flexible guidelines for collecting and analysing qualitative data to construct 

theories 'grounded' in the data themselves" (Charmaz, 2006, p. 2). In other words, Grounded 

Theory is used to discover emerging patterns in the data through coding. As the thesis places 

itself within interpretive research, the use of Grounded Theory is appropriate for the data 

analysis as it is an interpretive act (Corbin & Strauss, 2008). The interpretation is the 

researchers' role, as they are translators of the respondents' words. 

 

Grounded Theory is designed to generate insights and produce new theory based on empirically 

collected data (Punch, 2013), which will allow the thesis to explore the focal field that is still 

at an early stage of academic research. The approach generates insights grounded in data and 

in a coordinated and systematic way that provides transparency to how conclusions are reached. 

Considering that the thesis is researching a field with limited academic literature and concepts, 

Grounded Theory will be used as the primary analysis tool, as it is designed to generate novel 

insights and concepts based on the data (Punch, 2013). The Grounded Theory analysis will be 

based on the collected data of the interviews with the focal Green Ventures. 

 

5.1 Coding in Grounded theory  
As mentioned, the field of Green Ventures is relatively unexplored; Grounded Theory was 

chosen because of its ability to present the data with previously unseen patterns by 

systematically building a tool for comparison from the ground up. The method starts with a 

systematic, inductive approach to collecting and analysing data to develop theoretical analyses 

(Charmaz, 2008, p. 155). In this context, it is essential to note that the applied inductive 

approach entails deductive traits, as the researcher is informed about the academic field when 

preparing for and conducting the research (Corbin & Strauss, 1990). 

 

The coding process in Grounded Theory has three essential steps: open coding, axial coding, 

and selective coding (Charmaz, 2006). In the first step of the analysis, open coding allows the 

researcher to identify, categorise and describe the data. Followingly, axial coding enables the 

researcher to merge and explore the codes in depth to uncover the relationships and meanings 

between the codes. Lastly, selective coding refers to where the researcher uses the core 
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categories that emerge from axial coding to build a formal framework that can support the 

thesis' research question. The Grounded Theory method was conducted through the qualitative 

data software NVivo, which supports many aspects of the Grounded Theory process, from the 

design and early sampling procedures to analysing data, theoretical development, and 

visualisation of the data (Hutchison, 2010, p. 283).  

 

 
The initial phase of the Grounded Theory process is open coding. As mentioned, this entails 

staying close and open to the data by assigning each sentence or paragraph with a conceptual 

label that fits the texts' content (Charmaz, 2006). The open coding has been conducted based 

on the incident-to-incident method to properly compare incidents within and across the 

interviews (Charmaz, 2006, p. 53). Open coding examines the text, the interview, for salient 

categories by applying codes to parts of the text is labelling phenomena in the respondent's 

lifeworld. The codes were assigned by using analytical strategies mainly drawn from Corbin 

& Strauss (1990). Some code was assigned according to the in vivo concept, where the codes 

are created by the descriptions and words from the respondents (Charmaz, 2006, p. 55), while 

most of the codes were assigned by using guiding questions and reflections (Corbin & Strauss, 

1990, p. 12)  

 

The themes discussed in the interviews from the topical guide gave some comparability and 

directional sense to navigate in the almost five hours long interview recording transcriptions. 

This could provide a sense of what is going on in the data and still allow the coding to be open, 

flexible, and stay true to the data simultaneously (Corbin & Strauss, 1990). The open coding 

of the interviews with the Green Venture's founders led to 475 open codes. This process was 

conducted inductively, making the early findings very open; the next stage was to merge the 

codes into an overarching theme structure (Corbin & Strauss, 1990). 

 
Table 2 Open Codes in From Interview with Green Ventures 

 
 

ReSauce Casju Connceting 
Grounds Eat Grim Fresh.Land Too Good To Go

Open Codes 70 67 81 113 92 52

Conception stage Commercialisation stage
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With six Green Ventures, the eight interview transcriptions all contained the founders' own 

narratives about their companies; therefore, I had to be very open in how I saw these narratives 

and meanings when initiating the open coding. The coding of the interview transcripts 

separately in this stage also allowed for a deeper understanding and reflection of the individual 

cases. For example, during the open coding process, it became clear that where the green 

objectives were often the same, there were different levels of the activistic language across the 

Green Ventures. In this example, the objective is to disrupt the current food system, but 

addressed it differently. 

 

As the open coding process was emerging, it became clearer that some themes were reoccurring 

across the data. At the end of the open coding process, the large number of codes made the 

early findings fragmented, which created a writer's blockade, leading me to question the thesis's 

direction, though this is very normal for researchers in this phase (Corbin & Strauss, 1990). By 

mapping out code clusters, I address a common obstacle for grounded theorists, which Clarke 

(2003) calls 'analytical paralyses'. This paralysis relates to when the researcher has assiduously 

collected data but does not know where or how to begin analysing it; it often happens due to 

the fear of making premature and/or inaccurate analytic commitments (Clarke, 2003, p. 560). 

 

To mitigate an analytical paralysis, I provided the open codes with some structure before 

moving on to the axial coding; this was done by merging similar codes into each other, creating 

open code clusters. These key codes were across all respondents that I saw as related, which 

could be merged into themes later. As it was seven different founders in six different ventures, 

words, meanings, and descriptions vary across the respondents. Nevertheless, the thesis 

initially hypothesised that there would be generalizability across the Green Ventures. Whereas 

the words can vary, finding patterns in the objectives, challenges and how they deal with these 

could bring the thesis closer to answer the research question; this became clearer through the 

code clusters. 
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Table 3 Open Code Clusters 

 
 

 
The next phase is axial coding, which is a step closer to developing links between the 

observations found during the open coding (Corbin & Strauss, 1990, p. 13). As shown in Table 

3, the code clusters gave an understanding of the links between the codes. The approach 

included going back to the research question and re-examine the open codes to identify the 

axial categories that can contribute to the theory development. Concerning this, the codes were 

analysed and merged into categories based on coding criteria such as conditions, context, and 

strategies. Specifically, I compared certain words, situations, or reasoning to determine the 

themes that stood out concerning the Green Venture's narrative about their business and 

communication around it. Practically, this phase includes manually merging all comparable 

open codes in NVivo and labelling the merged codes into categories. The six axial categories 

gave an overview of the central theme evolving the Green Ventures' journey from idea to today, 

the challenges they have faced, and how they deal with them. This resulted in six axial 

categories (see Table 4): 

 

1. Design solutions for real problems. 

2. Education and background are key enablers for Green Ventures 

3. Battling the traditional food industry. 

4. Green Ventures go for non-traditional financing. 

5. The growth quest for a transparent and sustainable product. 

6. Communicating with impact, education, and dialogue.  

 

1 2 3 4 5 6

"problem-centric solution", 
"Structural problem", "Aha 

moment", "Creat a 
movement", "Pupose to 
create positiv impact", 
"Entrepreneurs enable 

change", "Unique solution 
for big problem", "Profund 
experience kicked off idea"

"Idea came from university", 
"Learning about food waste 

at university", "Autonomy at 
university", "Educating 
consumer on product", 

"Education as enabler of 
startup", "Farmer background 

gave industry insight"

"Being undervalue by 
investors", "Value-fit with 
investors", Crowfunding is 

more succesful than 
traditional", "Bootstraping 

enables true purpose", 
"Unrealistic growth 

trajectories for impact start-
ups"

"Food waste is a consequence 
of power relations", "No 

transparancy", "Value 
detroyed by traditional 

supply chains", "Enablers of 
culture change", "Shifting the 
industry dynamics", "Trend-
setters", "Enablers of culture 

change", "Resilient 
founders", "Shifting the 

industry dynamics"

"Tech-based is more 
succesful", "lean business 

model",  "In-house 
innovation to improve green 
solutions", "Partnering-up 

with other Green Ventures", 
"Taste and health", "Value 
foodwaste", "Sustainable 
decisions", "Emotionally 

involved customers", 
"Responsible products"

"Fact based 
communication","No 

greenwashing", "Increasing 
demand for transparency", 

"Not comprimising", 
"Transparency is more 
important than being 

perfect", "Transparency 
thorugh the whole supply 

chain", ""Social movement", 
"Food Waste Community", 

"Conversation"
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Table 4 Axial Codes 

 
 

 
After processing all the open and axial codes, I conducted selective coding. This stage aims 

to refine and sharpen the core categories to establish a formal theoretical framework 

supporting the thesis' research question. In this sense, the core selective categories represent 

the study's central phenomenon (Corbin & Strauss, 1990, p. 14). The process of both open 

and axial coding was repeated several times over during the selective coding process, as I 

went back over the data several times. Furthermore, the selective coding was continuously 

tweaked throughout the thesis process as the analytical process developed. 

 

In this stage, scholars commonly confront several possible analytical explanations in the codes 

to take the thesis in different directions. In this regard, the main objective is to choose among 

the explanations that best represent the study's central phenomenon (Corbin & Strauss, 1990, 

p. 14). The approach to identifying this was to go back to the research question and re-examine 

Description Key words Codes

1 Design solutions for real problems
Codes that relate to the respondents' description of 
what makes them unique as Green Ventures. They 

all look at their business as a solution to a pressing 
environmental problem.   

"Problem-centric solution". "Social 
movement", "Structural problem", "Aha 

moment", "Create a movement", "Pupose to 
create positiv impact", "Entrepreneurs enable 
change", "Unique solution for big problem", 

"Profund experience kicked off idea"

98

2
Education and background are key 
enablers for Green Ventures

Codes that relate to the respondents' experience with 
education and their background as an enable for 
starting the venture. It also relates to how all the 
ventures use their communication to educate the 

customers on food and sustainable choice.

"Idea came from university", "Learning about 
food waste at university", "Autonomy at 

university", "Educating consumer on product", 
"Education as enabler of startup", "Farmer 

background gave industry insight"

49

3
Green ventures go for non-traditional 
financing 

Codes that relate to the respondents' issues with 
attracting capital and funding. Consequently, they 

often seek alternative funding such as 
crowdfunding, unconventional VCs, or even going 

bootstrapped to ensure autonomy over their 
mission.

"Being undervalue by investors", "Value-fit 
with investors", Crowfunding is more 

succesful than traditional", "Bootstraping 
enables true purpose", "Unrealistic growth 

trajectories for impact start-ups"

89

4 Battling the traditional food industry

Codes that relate to the respondents' viewpoint on 
the traditional food industry. All the respondents 
expressed that they see a structural problem in the 
food industry, which they are battling with their 

solution. This also relates to a broader social 
movement that the ventures are tapping into. 

"Food waste is a consequence of power 
relations", "Structural problem", "No 

transparancy", "Value detroyed by traditional 
supply chains", "Social movement", "Enablers 

of culture change", "Shifting the industry 
dynamics", "Trend-setters", "Enablers of 
culture change", "Resilient founders", 

"Shifting the industry dynamics"

103

5
The growth quest for a transparent and 
sustainable product

Codes that relate to the respondents' quest for 
creating a product with a true purpose and a good 
market-fit. They all believe that their business can 

solve a specific environmental challenge in the food 
industry.   

"Tech-based is more succesful", "lean business 
model",  "In-house innovation to improve 
green solutions", "Partnering-up with other 
Green Ventures", "Taste and health", "Value 

foodwaste", "Sustainable decisions", 
"Emotionally involved customers", 

"Responsible products"

63

6
Communicating with impact, education 
and dialogue 

Codes that relate to the respondents' description of 
their communications with the customers. The three 
themes impact, education and dialogue were chosen 
as the descriptors of the communications efforts that 

expressed in different ways, and compared in the 
data analysis. 

"Fact based communication","No 
greenwashing", "Increasing demand for impact 

measure", "Not comprimising", "dialogue is 
more important than being perfect", 

"Transparency thorugh the whole supply 
chain", "Educating consumer on product", 

"Creating educational material about product"

73

Axial Categories



 
 

40 

the data and the sub-categories to identify the core categories that can contribute to the thesis' 

overall purpose. Thus, I looked for explanations for what it meant for the interviewees to be 

born green, what makes them unique from their traditional counterparts. The approach was to 

define the Green Venture to provide a framework that can create the structure to explore how 

Green Ventures communicatively deal with tensions that arise from being born green. This 

resulted in the following selective categories, also called dimensions in the analysis (See Table 

4): 

 

1. Green Concept 

2. Green Disruption 

3. Green Value 

 

Notably, I decided not to merge the communication codes into the final dimensions; as the first 

five categories give insight into what defines the Green Ventures, whereas the sixth category 

will be used to explain how they communicatively deal with tensions that arise from the Green 

DNA (Green Concept, Green Disruption and Green Value).  

 
Table 1 Axial to Selective Categories 

 
 

 

 

Selective Categories Description

1 Design solutions for real problems

2
Education and background are key 
enablers for Green Ventures

4
Green ventures go for non-traditional 
financing 

3 Battling the traditional food industry

5
The growth quest for a transparent and 
sustainable product

Green Value
The category describes The Green Ventures 

quest for creating a product with a true 
purpose and a good market-fit. 

6

The category  describes Green Ventures' 
starting point and the data shows what has 

been most important to enable the venture's 
'Green DNA'.

The category includes the Green Ventures' 
tensions with the traditional market logics; 
this results in a green disruption of the old 

ways.

Axial Categories

Green Concept 

Green Disruption

Communicating with impact, education and dialogue 
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5.2 Towards a Theoretical Framework 
The preliminary theoretical framework built through the Grounded Theory data analysis is 

shown in Figure 1; here, I define three main dimensions 1) Green Concept 2) Green Disruption 

3) Green Value (see Figure 1), which I define as the Green DNA for the focal Green Ventures. 

The Green DNA is described as a metaphor for the unique characteristics of Green Ventures.  

 

At the core, in the green concept, the Green Venture is born out of a need to redefine the 

traditional food industry; this is where the tension starts, as their concept challenges the market 

and its players. Thus, this leads to a clash with the traditional market logic in the next layer 

green disruption. In this dimension, they encounter resistance from some of the markets’ key 

players; this is shown through their difficulties getting access to traditional financing channels 

and their eagerness to challenge the current players. Finally, the next layer green value 

highlights the ‘real value’ the ventures can offer their customers (and the planet) beyond 

traditional value such as quality and price. It is important to note that the framework is based 

on self-experienced characteristics and motivations of the focal Ventures; thus, the framework 

provides an understanding for a qualitative context for Born-green Ventures. I acknowledge 

that proposed model not fully applicable, but it points towards a deeper understanding of how 

the focal Green Ventures communicatively deal with the market challenges that arise tensions 

from being born green. In order to create a sharpened and applicable model, especially need 

the dimensions would need further sharpening and backing from more green entrepreneurs.  

 
Figure 1 Theoretical Framework: Green Venture's DNA 
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Furthermore, through the coding of the interviews, I identified tensions between the Green 

Ventures and traditional markets, as in the literature review. The overarching tension is 

between for-profit and for-benefit; these competing logics affect each dimension with 

challenges reflected in their communication. In the extended framework, I propose that 

tensions with the traditional market leads to market challenges and communicative responses 

in each dimension.  

 

5.3 Quality Criteria for The Data Analysis 
As Grounded Theory seeks to generate new theories rather than confirm extant, there is a need 

to evaluate the quality to determine the validity of the theoretical framework. Due to the 

inductive and explorative elements in Grounded Theory, the findings are grounded in a 

particular setting at a specific time. Ideally, the framework should be tested in other settings to 

get further confirmation and validations, including more in-depth and large-scale quantitative 

studies. Charmaz (2006) proposes four main quality criteria for Grounded Theory studies; 

credibility, originality, resonance, and usefulness. Firstly, credibility begins with having 

sufficient "relevant data for questioning the data, making systematic comparisons throughout 

the research process, and developing a thorough analysis" (Charmaz & Thornberg, 2020, p. 

11). The research demonstrates this by having coded six interviews with companies that suit 

the proposed definition of Green Ventures. In combination with supporting data, existing 

literature and scholar interviews have led to a rich and compelling data collection. Secondly, I 

demonstrate originality by merging different academic fields providing new categories that 

extend the existing Green Venture literature field using Paradox Theory and strategic 

communication. Thirdly, resonance is demonstrated through the research ability to construct 

concepts that are not only represented in the respondents' experience but also provide insight 

to others (Charmaz & Thornberg, 2020). Specifically, this was achieved by continuously going 

back and forth in the coding, aiming to lift the respondents' experiences onto generalisable 

concepts by constantly comparing and questioning the codes. Moreover, by further limiting the 

research to a specific industry, the comparability of the data creates a high chance of 

generalisability of the findings. Lastly, the study's usefulness is demonstrated in its contribution 

to the proposal of a theoretical framework that can help both practitioners and scholars navigate 

the tensions of being a Born-green Venture. 
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6. Analysis  
From here forth, the findings from the conducted semi-structured interviews will be presented 

and analysed according to the theoretical framework. As mentioned, the data was collected 

from six Green Ventures in the Danish food industry and will thus be framed in a theoretical 

framework. In the analysis, I will extend the preliminary findings' framework (see Figure 1) by 

analysing the market challenges that each dimension of the Green DNA and how this is dealt 

with through the venture's communication activities. By market I mean, the arena that the 

Green Ventures operate in, which is the Danish food industry with a focus on the key 

stakeholder that has a potentially high impact on the Ventures, such as consumers, investors, 

suppliers, and industry incumbents. The thesis will not involve regulators in the analysis; 

however, I acknowledge the importance of regulatory support of green innovations in the 

market.  

 

As the data collection was inductive, applicable theories could not be determined prior to the 

data analysis. Nevertheless, Paradox Theory was partially helpful in addressing tensions in 

Green Ventures, but there is a need to go beyond this theory field to explore the research 

question. Thus, the data analysis has provided insights into the self-experienced challenges of 

the focal ventures; additional theories will therefore be introduced in the following sections to 

validate the grounded data findings. Thus, the extended framework will be derived and tested 

on the research's primary data, secondary material from the focal ventures and relevant 

literature to support the main arguments. 
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Figure 2 Green Venture's DNA, Market Challenges and Responses  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6.1 Green Concept 
Green concept, which is the Green Ventures’ principle or idea; in this relation, it is the core of 

the green business; what problem are they trying to solve, and how will they solve it. In the 

following section, I will highlight how ideas is created from education and background of the 

founder. In section 6.1.1, I will further identify the market challenge that the Green Ventures 

face in raising acceptance of the green concept through educating the consumer. 

 

Through the interviews, it became clear that the Green Ventures exploit the opportunities that 

are inherent in environmentally related market failures. This became evident through the 

coding regarding ‘Design solutions for real problems’ and ‘Education and background are key 

enablers for Green Ventures’. This showed that the founders had a big drive to solve the 

problems that they had experienced through working with the industry through school or work. 

In the food industry monoculture production, primary focus on profit, and skewed power 

relations in the supply chain have decreased biodiversity and resulted in vast amounts of food 

waste (Shepon et al., 2018). These types of green challenges can be found in articles, academic 

literature, and the news; through the data, it became evident that available public information 

was not the starting point for the founders but rather enabled by their profound experiences 
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with green challenges. This profound experiences comes from working within the industry or 

taking part in educational courses that goes beyond desktop research, for example, where 

students has actively sought the real world through their studies.  

 

The founders of Eat Grim met through university and their common interest for social 

entrepreneurship. Carolin remarked that having a university course where they had to explore 

a real problem allowed them to experience food waste in the real world; this gave them a feeling 

of urgency to do something about it: 

“…And then also seeing it with our own eyes, like when we started to visit some farms 

and like to saw like huge mountains of like carrots that maybe are too big or like broken 

in the middle but are just totally fine. (…) and it's like bigger than yourself, a huge 

mountain of food waste. And if that happens on a weekly basis on one farm. And I think 

it's just seeing. I think for us really the confirmation that the problem exists outside of 

academia and desktop research.” (Appendix F, p. 30) 

This experience that Carolin talked about was similar to all the founders I interviewed. For 

example, Phillip, the founder of Resauce, initiated his journey when he was taught about food 

waste and fermentation while studying food science at The University of Copenhagen:  

“…I had two courses in the same semester. (…) And we were introduced to one of our 

great issues, which is, that's so much food wasted. And I started getting some small 

introduction to why this is why is this occurring and why it's such a great issue and why 

it's very difficult to handle it and do something about why is it? We have been aware 

that almost one third is going to waste and it's huge for our carbon print, but there's no 

one, there's really good initiatives, but there's still a growing problem.” (Appendix D, 

p. 13) 

The founders of Fresh.Land further experienced the problem first-hand through their family’s 

farm, giving them insight into the skewed relationship between farmers and retailers. This 

experience also seems to provide a sense of urgency, as Mathilde tells: 

“…I thought this is something that is not adding up. So, what is it that is happening 

with our food from the farmer? To the consumer in the supermarket. What is it that is 

happening in between? That means the product I buy in the supermarket is so different 

from what is growing in the farm. And that was the, that was the beginning.” (Appendix 

G, p. 37) 

Furthermore, through the supplementary secondary data interview with Too Good to Go, one 

of the founders, Jamie Crummie, also tells a similar story:  
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“My first job as a teenager was in a supermarket and this was followed by stints in the 

hospitality and catering sector where I experienced first-hand masses of perfectly good 

food being thrown away - seemingly with no solution” (Appendix H, p. 46) 

 

This highlights the importance of education or work background that gives an understanding 

of the problem. In this cases, the Green Ventures have valuable and practical insight into the 

food industry and its structural problems that has led to non-sustainable practices. In other 

words, experiencing the problems gives the founders a profound experience, setting the 

foundation for the green concept to create solutions for green challenges.  

 

 
As defined in the previous section, the green concept can be defined as the Green Ventures’ 

principle or idea; in this relation, it is the core of the green business; what problem are they 

trying to solve, and how will they solve it. In the analysis of the framework, I propose that the 

main challenge of this dimension is the acceptance of the green concept, as the difficulty is to 

convince important stakeholders that their concept is the solution to a green challenge. 

Concerning this, consumers can see the green concept as ambiguous as they lack awareness 

and understanding about global food issues, and therefore those who want to make sustainable 

choices may find it hard to carry them out in practice (Grunert, 2011). Therefore, when trying 

to overcome this barrier, the Green Ventures use education as a communication tool to spread 

awareness and understanding to create acceptance of the green concept. 

 

The three conception stage start-ups that I talked to was Resauce, Casju and Connecting 

Grounds. As they are still in the conception stage, they are mainly in the testing phase of their 

green concept to find the right market acceptance. Being in the conception stage, the start-ups 

struggle more with this dimension’s market challenge, as they are at an early stage of the 

adoption curve. Thus, it is visible that their communication efforts have a high focus on 

educating potential consumers about green challenges. For Green Ventures to promote novel 

food concepts can hold an even higher level of ambiguity for the consumer. The choice contains 

several new elements to consider for the consumer; therefore, difficulties in accepting the 

concept. Concerning this, in the Interview with Resauce, Phillip, the founder, said the 

followingly: 
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”I think for Resauce, it's also there is so many new things. There is the whole 

fermentation thing to it. (…) And then you have a lot of new products, like one of our 

products is honey fermented syrup, which for people, it's very unfamiliar. And then 

there's the whole sustainable production, low energy costs, and the whole no 

preservatives and low heat treatment, and the whole like surplus production.” 

(Appendix D, p. 17)  

 

It becomes clear that Resauce has struggled with the ambiguity in having a Green (food) 

Concept that is not widely understood by the typical consumer. Furthermore, he expresses that 

he has struggled with selecting the many claims related to the product, from health, taste, and 

environmental. When asked specifically about the misconceptions about the products, he said: 

“And what is food waste? Because is it disgusting food, or is it just something that we 

don't get to eat? Because there are some challenges in our industry. And making people 

understand how it works on the microbiology level. So, it's definitely not something you 

can do on just a label.” (Appendix D, p. 19) 

This presents a practical communication challenge about his concept; how can he create an 

understandable and straightforward communication around the green concept when his 

products have multiple healthy and sustainable benefits. He further says that he had to select 

between and down-prioritise (some of) the claims, as it creates ambiguity around the concept.  

 

As a way to achieve acceptance, he tries broadening awareness of the environmental and health 

claims that cannot fit on a label, for example, Resauce has made educational videos in 

collaboration with Copenhagen University's Faculty of Science (University of Copenhagen, 

2021). Resauce brings two concepts into play that the typical consumer does not widely 

understand: food waste and fermentation. With tutorial communication like this, Phillip helps 

the potential customers with the concept’s context. In the video, Phillip gives a tutorial on how 

to use fermentation at home; in this way, he invites the viewer to start to get familiar with 

fermentation even before pushing his own product. The same applies to the Start-up Casju that 

makes caramels are made from upcycled cashew fruit. Marianne, the founder of Casju, 

expressed in the interview that she also has to use education to spread the message about her 

concept:  

“I know that I had this article in DR sometime before the crowdfunding. And then 

actually, like, I could see that a lot of people were kind of like tagging other friends, 

like; “did you know that this was a fruit, like a cashew fruit”. So, I think there's a lot of 
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education about what it is. And most people are like, "what?" because you don't really 

expect it to grow like that.” (Appendix C, p. 10) 

 

Casju is using an upcycled fruit that most people do not even know exists, so in this sense, 

Marianne, the founder, also must provide much context for the customer for them to accept and 

understand the concept. This can further be seen in Casju's communication on social media, 

where most posts have an educational element. For example, in one post, the picture highlights 

the product as 'impact caramels', with the text; "Did you know that cashews come from a fruit? 

Almost 16 million tons of cashew fruits are wasted each year in Africa." (Appendix L). 

Moreover, Marianne's answer also showcases that there is also a positive surprise element for 

the consumers when they gain new knowledge about the product. This surprise element can 

potentially influence customer satisfaction and translate into higher customer retention and 

loyalty (Oliver et al., 1997). Thus, if communicated effectively, the novelty of the concept can 

be an advantage in creating awareness about the venture's green concept. Moreover, in the 

interview with Connecting Grounds, the founder, Zuzanna, brought up pushing coffee grounds 

as edible to the consumer. However, the up-cycled spent coffee grounds are being perceived as 

purely end-of-life waste, which is another barrier they would have to educate the potential 

customers about: 

“…we'll be doing a lot of like education for the consumer because we know a lot about 

food waste. I mean, I think it's all around us food waste, but this is something called 

heated food waste. So, it's organic material that is eatable, but people don't know that 

it's eatable. And we don’t actually know that we are losing input on the market.” 

(Appendix E)  

At this stage, the challenge is also lack of resources and reach in order to educate the consumer 

about green concepts and green challenges. This becomes an extra hurdle for the conception 

stage ventures as they must educate and broaden the reach to create awareness about the 

problem and their novel concepts; in that sense, the challenges become extra pressing for the 

conceptual stage start-ups. In relation to this, the Resauce founder note: 

“I'm really looking forward to once the company gets like some volume and have some 

capacity to really get this, some of these messages out, because for a lot of people, when 

I'm introducing the products, they're just like, they have no idea it’s a problem” 

(Appendix D, p. 19) 
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Accordingly, it is also visible that the later stage start-ups use educational elements in their 

communication, and it is essential to acknowledge that all these companies are still in the early-

mid stages of market adoption. The green concept of these companies, in general, are not 

widely adapted by the majority of consumers. Therefore, they need to create a critical mass of 

consumers who accept and support the Green Venture's concept. The Eat Grim Co-founder 

Carolin points out that they still struggle with the ambiguity in the knowledge around 

sustainable choice for the consumer; “So, I think, like, sustainability, there's a lot of like half-

knowledge attached to what people think is really a sustainable practice.” (Appendix F, p. 36). 

Concerning this, it is further incorporated into their vision to spread awareness about the food 

waste, which she highlighted the importance of continuing to communicate and educate about:  

”I mean our vision is to create a global movement where all shapes, colours and sizes 

are welcome in food and people alike. So, that's what we hope to work towards. So, we 

will always continue to talk about that in our communication.” (Appendix F, p. 38) 

 

In terms of successfully reaching the consumer, it becomes clear through the interview that 

with an internet-based platform it is more manageable and scalable approach to reach many 

consumers. As Resauce founder Phillip noted that he struggles with what labels he should put 

on his products, and how little time the consumer spends looking at the green claims in the 

supermarket. The tech-based communication platforms become an effective and efficient 

source of education, where the consumers can educate themselves in understanding the green 

concept and/or buy the product. For example, Too Good To Go, have had a big success with 

reaching the consumers with their app: 

”By engaging with our app and rescuing surplus food, our users are learning about the 

issue of food waste. Anecdotal feedback from our users has shown that once we have 

raised awareness of food waste, this filters through to changing behaviour towards food 

at home as well.” (Appendix H, p. 48) 

The company further has created a knowledge bank on their website, where the web visitor can 

explore the most common questions about food waste, such as where does it come from? Why 

is it wasted? What are the consequences? (Too Good To Go, 2021). They present the 

knowledge bank as "All you need to know about food waste – in one place" (Too Good To Go, 

2021). In this way, they try to mitigate the complexity that the consumer can experience when 

self-searching for sustainable consumption. Through this, the ventures educate consumers on 

sustainable consumption concerns and solutions to create acceptance of the green concept. 
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As notable in their name, Fresh.land’s concept is about bringing fresh fruits and vegetables to 

the consumer focusing on seasonality and regionality; this encompasses bypassing the 

excessive processing, preserving, and transporting that comes from working with monoculture 

production (Världsnaturfonden WWF, 2016). In addition, they use their platform and social 

media to spread awareness about seasonality, as consumers can be confused about why they 

cannot get specific vegetables all year. On their website, they try to incorporate excitement 

elements into the seasonality of specific products; for example, they feature the coming in-

season products as VIPs on the front page. In this way, they have managed to attract awareness 

to what is in-season by making the customers excited about the waiting, essentially creating a 

feeling of exclusivity. Mathilde further says that they have had a customer writing an article 

about their concept: 

“And the, actually there were an article in Politiken last week by a woman. I think she's 

a subscriber on our avocados and when she received an email that said now the 

avocado season was over. She first got really disappointed, but then she was like, hey, 

this is actually great. Now I have something to look forward to. Now I can look forward 

to October when the European avocado season starts again. So, in some sense I think 

we are raising awareness about the seasons, and we are nudging people to eat what is 

in season” (Appendix G, p. 42) 

Matilde also notes that it is essential to be transparent and honest in their communication so 

that the consumer can judge for themselves. She explains that Fresh.Land focusses a lot on this 

in the communication to mitigate misunderstandings about their concept:  

“…whenever we have fruit in season. And then we use that as an opportunity to explain 

the peculiarities about some fruit. It could be in the summer season when we have green 

lemons. Then we explain, okay, the lemons now are green because we don't artificially 

ripen them. (…) So, for us, it is about being honest, being truthful and creating that 

kind of transparency.” (Appendix G, p. 44) 

 

In summary, in this dimension, it becomes clear that the Green Ventures take upon the role of 

educators of green concepts, not just as sellers of products, as they all use educational elements 

to educate the consumers about green challenges and solutions. The market challenge is 

acceptance of the green concept, especially amongst consumers, where it is primarily 

determined by the consumer's evaluation of the relevance and their knowledge about the issues 

the venture is addressing. Thus, the focal Green Ventures influence their green concept market 

acceptance through the educational communications efforts related to the products and 
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offerings. For example, Fresh.Land pushes information about regionality and seasonality. 

Additionally, Eat Grim focuses heavily on the amount of food waste in Europe, and Resauce 

has created tutorials about preservation of vegetable leftovers through fermentation. The 

acceptance and willingness to buy into the green concepts go beyond the product's price and 

quality, as the Ventures are selling solutions to real problems. 

 

6.2 Green Disruption  
The dimension deals the Green Ventures' tensions with the traditional market logics; this results 

in a green disruption of the old ways of conducting business. I define disruption as "a 

successfully exploited product, service or business model that significantly transforms the 

demands and needs of a mainstream market and disrupts its former key players." (Lettice & 

Thomond, 2002, p. 241). In order to solve the realised structural problem, it will naturally 

create tensions with the existing actors. Beyond the core green concept, Green Ventures seeks 

to transform the ways of conducting business, leading to what I call green disruption. In the 

following section, I will explore the challenges in establishing Green Ventures, such as 

attracting funding. In section 6.2.1, I will further identify Green Ventures' market challenge in 

measuring the impact of the green disruption. 

 

Through the coding, I identified that all the respondents expressed that they see structural 

problems in the food industry, which is not being dealt with adequately by the existing industry 

participants. The green disruption is, in this sense, challenging industry incumbents and the 

status quo by offering green solutions to inadequately addressed green challenges such as food 

waste. This is visible in all the ventures, as their business model aims to supply food products 

more sustainably, for example, reducing food waste and creating more transparent food value 

chains. Concerning this, Mathilde, CEO of Fresh. Land stated that their business's disruptive 

nature also left them in conflict with certain actors in the industry. Their business model focuses 

on decentralising the food supply chains, connecting the consumer directly with the farmer. 

This means that Fresh. Land's concept makes the intermediates in the food supply chain 

obsolete. According to Mathilde, the intermediaries extract value from farmers and prolong the 

products' journey, which to endure; the food is filled with chemicals with little nutritional value 

left (Appendix G). Additionally, the industrial model of food handling also leads to large 

amounts of waste. By disrupting the food supply chain, Mathilde says that they have 

experienced resistance and harassment from intermediaries: 
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”I would say that when you do something disruptive, you are taking away what people 

live from. What we are doing is we are taking away what the middleman was living 

from. We are making them obsolete. So, of course, we are a threat to them. (..) I think 

as we have been growing, they realised that we are becoming a more serious threat to 

them. (…) This week we had an experience where and middlemen actually took some 

of our products hostage.” (Appendix G, p. 44) 

 

Furthermore, this rising tension between old and new business models creates issues with 

attracting capital and funding. To balance the commercial logics and avoid a mission-drift, the 

ventures highly rely on a true value fit with potential investors, which is difficult to match. 

Consequently, the Green Ventures often seek alternative funding through crowdfunding, 

unconventional VCs, or even bootstrapping to ensure autonomy over their green mission.  

For example, the Eat Grim founders have struggled with attracting traditional investors, as 

impact start-ups often get evaluated the same ways as their traditional counterpart; and often 

they cannot compete on the same parameters: 

“And I mean, often it is, I'm sorry to say, but like fucking white middle-aged men, who, 

first of all, I think underestimated women just by default. (…) So, I think we've heard a 

lot, especially undervaluation of what we do. And just in general, I think as an impact 

start-up, you still meet a lot of investors who typically invest in, like I don't know, maybe 

tech companies who have completely different growth parameters they are measured 

by.” (Appendix F, p. 33)  

 

In relation to this, Fresh.land has chosen the model of bootstrapping, which refers to finding 

ways to avoid the need for external funding; it is usually enabled through creative ingenuity, 

thrift, and cost-cutting (Beugré, 2017, p. 193). Mathilde expressed that their choice of going 

bootstrapped has been an active choice to stay true to the company’s mission: 

”…it's essential for us that we get investors on board that have the same values. We 

feel we are the guardians of the consumers and also the guidance of the farmers. (…) 

With regards to investors, we have not raised any funding rounds yet. We are 

Bootstrapping. But it's not that we haven't had the possibility, but we have decided to 

go bootstrapped and grow a profitable business.”(Appendix G, p. 42) 

Admittedly, it is hard, but it forces the enterprise to get creative with resource use and develop 

novel solutions. As Green Ventures faces resistance and barriers, they often work in resource-

constrained environments such as access to financing. Their success may depend on combining 
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and applying scarce resources in creative and valuable ways. This is also referred to as 

'bricolage bootstrapping', which, if successfully managed, can create innovative ways in which 

they can use existing resources and acquire new ones to achieve financial sustainability while 

staying true to the core mission (Beugré, 2017). Seemingly, it is only Fresh.Land that has 

applied this model due to their tech-based platform, enabling them to have zero inventories in 

a just-in-time system, simply connecting the farmer's produce with the consumer.  

 

Furthermore, both Casju and Connecting Grounds use a bricolage model; they borrow 

resources and expertise from more developed mission-driven ventures. Zuzanna says that a 

collaborative sharing model is at the core of Connecting Grounds; “We really believe in 

sharing and, not necessarily, in investing in machinery. (…) And then also we don't want to 

collaborate in the future with people who would not have similar values.” (Appendix E, p. 22). 

She further notes that the unconventional business models that the start-up has considered, such 

as a stewardship ownership model, that balances for-profit enterprise while preserving a firm's 

core purpose and protecting it from extractive capital, have been shot to the ground by external 

advisors. She believes that this is due to the form of ‘hardcore’ sustainability that these models 

promote: 

”In the start, we had all the idea about like steward ownership of corporative. And go 

in hardcore with sustainability, and everything would we heard for the first few months. 

It's like; you need to calm down with this. You know, there's no successful companies 

that are non-normal APS and this and that” (Appendix E, p. 27) 

 

Additionally, the other Green Ventures also apply alternative approaches to attracting capital, 

as they have difficulties accessing traditional funding. As stated in the literature review, these 

challenges are pressing for the ventures, driven by the ambiguous and sometimes dichotomous 

goals that go with achieving a double bottom line: balancing for-benefit and for-profit goals 

(Paschen, 2017). Therefore, many seek alternative models such as crowdfunding, that beyond 

bootstrapping, has emerged as a popular source of capital formation. Both Casju and Eat Grim 

stated that they went over their initial targets with the crowdfunding campaign. It further gave 

them validation of the concepts that they had not gotten from traditional investors.  

 

This section highlights some of the struggles the ventures face in challenging the industry and 

accessing financing. In this dimension, the Green Ventures especially struggle, as their green 

disruption is born from a green concept which is crucial for addressing the structural problems 
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of the food industry, and not solely a financial business case. Therefore, their access to 

traditional funding is limited, making it necessary for them to search for alternative funding 

methods. This also creates a communication challenge, as they must convey alternative ways 

to communicate their impact, and not only measured through financial return to potential 

investors. The next section shows that the focal ventures struggle with creating precise and 

measurable indicators that can accurately represent impact of the green concept (green 

disruption). 

 

 
In the following section, I will argue that measuring becomes a challenge in communicating 

the effects of the Green Venture's impact, as the venture should not only offer a concept that 

intentionally targets an environmental problem, but the impact of the disruption must also be 

measurable. Unlike traditional venture transactions where the impact is primarily the financial 

value, where green impact has no standard measurement unit; I identify impact communication 

as the response to this challenge. As the focal ventures struggle with creating precise and 

measurable indicators for their impact, the communication around this is, therefore, mainly 

defined by what the specific venture finds impactful, and further can be communicated to and 

understood by key stakeholders. The receiver of this communication is a mix of investors and 

consumers, and further, a way to provoke (and maybe inspire) the current market players in the 

food industry. Without measurability, there may be little evidence of impact, and without 

evidence of impact, there is less opportunity for feedback to investors (Hartman et al., 2007). 

Nevertheless, the challenge also stands with what and how are to be measured and reported 

(Nicholls, 2009). As such, there is a widespread perceived difficulty in establishing the 

relationship between complex input factors and the green and social impacts that correspond 

to the mission objectives of the focal company. Yet, there are no standardized calculative 

mechanisms for social value creation nor any comparative unit of measurement (Nicholls, 

2009, p. 759). Furthermore, present challenges with measuring impacts can also be linked to 

resource constraints and the risks associated with transparency (McConville, 2017). Thus, 

resource constraints can also create a risk of mission drift when Ventures focus on what and 

how can be measured due to stakeholder pressure, instead of activities that might more 

effectively contribute and link to the mission (McConville, 2017). 
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The measurability challenges create a space that is open for interpretations and subjectivity; 

thus, the Green Ventures take on the task of setting standards for measuring impact on their 

own. For example, Eat Grim has developed a so-called ‘Grimdex’ – a tool that calculates how 

much water, CO2 emissions, soil, and packaging are saved through Eat Grim’s operations 

(Christensen, 2021). They print the numbers on the boxes to show transparency and 

communicate the positive impact a consumer is having on the planet by subscribing to Eat 

Grim boxes (Christensen, 2021). At the same time, it is an attempt to empower and inspire 

consumers to make more sustainable choices (Eat Grim, 2021). Moreover, on the Grimdex 

website, they state: "Let's make radical transparency the new normal, okay?" (Eat Grim, 

2021). Radical transparency used by companies to embrace complexity and admit inaccuracies 

(Reid & Rout, 2020). Specifically, companies share details of their operations clearly and 

openly, both internally and externally (Shotter & Hayes, 2021). In this context, Eat Grim tries 

to embrace the ambiguity and complexity of its organisational practices. It is clear that Eat 

Grim wants to communicate about their impact but further wants to provoke the industry to be 

more (radical) transparent about their impacts. Concerning this, Carolin tells, that she is 

frustrated with how the industry incumbents currently communicate about their impact:  

“Nobody has any interest in laying these numbers open. Because they don't look nice, 

you know, and this is something that we really want to change. Like, it's something that 

we should get much better at as well. (…) but it is my big goal for this year to do much 

more active about the whole like impact communication, because like a lot of food 

industries, they don't do that.” (Appendix F, p. 34) 

The Grimdex is based on Eat Grim’s own impact measuring method, which means that the 

methodology did not follow internationally recognised standards. In their own words, 

“Calculating our impact on the climate is a complex science that we are not quite perfect at - 

but we have to start somewhere” (Eat Grim, 2021). As the measurability of a specific Green 

Ventures solution might not be measurable through recognised standards and measurements, 

they decide to set up more progressive standards, such as the Grimdex. In a fragmented field 

of impact measurements, it creates a challenge of what and how to measure. Eat Grim have 

created their own index, however, for some start-ups and SMEs this task can be costly and 

resource intensive. For example, Mathilde, tells that Fresh.Land have struggled with 

assessing the life cycle of their products as the variables that goes into the emissions can be 

endless, in this sense better guidelines and standards are needed:  

”I think we're really at the early stage of creating transparency about how we measure 

our emissions. It was really hard to assess, and you can just keep going too. For 
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example, if you take a peach. How much has it emitted in its journey? Should you take 

what the driver has eaten along the way at Burger King. You can go completely crazy 

in doing analyses, and I think you have to be pragmatic” (Appendix G, p. 40) 

 

Too Good To Go have through their sharing platform made it easy to scale and measure the 

impact of the business:  

“Through the app we connect businesses that have unsold food with consumers who can 

purchase, collect and enjoy it so that it doesn’t go to waste. Globally we have over 20 

million registered users who have saved more than 30 million meals from going to waste. 

2.5 million of these users are based in the UK.” (Appendix I, p. 48)  

Furthermore, Too Good To Go presented their first impact report this year, highlighting that 

all their impacts must be as positive as possible, whether it is people, planet, or business overall 

(Too Good To Go, 2021a). In the report, they are focusing on increasing sector debate and 

encouragement by introducing an initiative called 'Waste Warrior Brands', which is an 

established industry player that commits to three principles 1) Partnering up with Too Good 

To Go to fight food waste 2) Share purpose-made educational content about food waste 

internally to employees 3) Educating customers and external community about food waste (Too 

Good To Go, 2021a). Their growing food waste movement and engagement with established 

industry players may create a sector spill-over effect that enables awareness and actions 

towards food waste. The company can efficiently monitor how many meals they save from 

being wasted through the app, which can be translated into tangible impact claims. Too Good 

To Go have a general all positive tone around their own impact in the report. Unlike Eat Grim, 

Too Good To Go does not focus on their potential adverse impacts on the environment, which 

Eat Grim calls radical transparency. Both companies have faced fast growth under Covid-19 

(Appendix H & F), which have put them in a position to have more available resources to 

commit to activities such as impact reporting. Simultaneously, this also means that they have 

more resources to stage and frame themselves in a better light than their smaller counterparts. 

 

The smaller start-ups face a more significant challenge in measuring their impacts as they deal 

with limited resources in an informal structure of a one/two-person founder team, especially if 

their focus is still getting the green concept out to market. Cajsu, who is in the conception stage, 

also faces this measurement problem; the consequence is that she cannot fully account for the 

positive environmental impact her business aims to make. In contrast, she reflects that she can 

more easily communicate the direct impact Casju has on the cashew farmer community in 
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Tanzania, as it is not only upcycling cashew fruits, but also setting up processing facilities 

empowering small-scale farmers. In the interview, she highlighted this struggle:  

“I want to say that I'm doing something climate friendly, but I don't really know the 

numbers. And I don't really like for the social aspect, you can say like, okay, I employ 

10 people. But I don't really know the emissions of the fruits that are fermenting on the 

ground.” (Appendix C, p. 5) 

 

Moreover, as stated, there is significant uncertainty concerning the indicators and measures, 

and further, it is even more complex in areas of socio-ecological impact. Zuzanna, founder of 

Connecting Grounds, gave insight into how she prefers to define impact, which also was rather 

critical towards the current indicators. For her, defining impacts in the food industry should 

much more focuses on the health and nature components:  

“I think there's, so there should be so many stakeholders talking about the, you know, 

like what do we define the impact? (…) For me, nature, and health components. Which 

impact does our product have on the customer? Does it make them healthier, or does it 

destroy their health? I think actually this is number one impact for me, because how is 

it possible that we can have 80% of products in the supermarket that is literally making 

us live shorter. And then, of course, it's the production of how much processing there 

went into having this final product.” (Appendix E, p. 28) 

According to Zuzanna, moving beyond radical transparency in the operational components of 

companies, additional insight for the consumer on the health and nature of products they buy 

is further needed. Green Ventures' push for new impact measures and activities resembles 

activist-like communication, which means pushing for behavioural change and better industry 

standards by informing consumers and key stakeholders about the negative and positive 

impacts inside and outside their operations. Given the diverse nature of the impact measures 

that the founder seems to focus on, there is no one-size-fits-all approach to measuring and 

communicating impact currently. 

 

In summary, the Green Ventures tackles measurability challenges by focusing on impact 

communication related to the specific ventures green disruption. It further creates a loop back 

to the disruption, as it also challenges current methods of measuring impact that mainly focuses 

on input factors. Finally, by pushing for new industry standards for measuring impact and 

communicating it to key stakeholders, the Green Ventures step into space where green 

disruption on ‘business-as-usual’ can emerge. Nevertheless, this also poses the question of how 
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and who defines green impact. As seen across all the Green Ventures, they all have a motivation 

to communicate the green impacts their operations have on the planet. However, multiple 

impact measures defined by many small and medium-sized enterprises can potentially confuse 

the overall agenda to create one coherent and standardised framework to the measure the impact 

of green disruption. Therefore, it is also difficult and confusing for investor and consumer to 

understand the impact of green disruption. 

 

6.3 Green Value 
The last dimension is green value, which is the value Green Ventures offer to the customers. 

In relation to what Sternad et al. (2017) call 'real value', I define green value to go beyond 

measuring the product's monetary value. The green value reflects on a macro-level how it 

creates value for the environment; however, it must also balance value on a micro-level for the 

consumers such as taste, freshness and feel of the product. In the following section, I will 

explore the challenges in the green value offering, such as balancing price, quality, and green 

impact. Then, in section 6.3.1 and 6.3.2, I will further identify the market challenges that Green 

Ventures face in progressing the green value through dialogue with consumers, and other key 

stakeholders such as employees, suppliers, and investors. Furthermore, the Green Ventures can 

gain more market acceptance, if they manage to create a green value that are higher than the 

costs related to making the green value. 

 

Through the data, it became clear that Green Ventures was committed to creating products with 

a market-fit while staying true to the mission with the belief that its business can solve a specific 

green challenge in the food industry. On the consumer level, value is created in the participation 

of suppliers and customers in assessing and realising the value of the offering (Biggemann et 

al., 2014). Following this, it is visible in Green Ventures' communication that they appeal to 

both the logical sense of action; the need to keep the environment intact for future generations, 

and the symbolic value concerned with how the customers are emotionally attached to the 

mission (Smith & Colgate, 2007). 

 

Furthermore, as it is food they are selling, the experiential value of the product is also essential 

(Smith & Colgate, 2007); these are concerned with how a product creates sensory value with 

freshness, taste and feel. This also highlights the importance of balancing the offerings of the 

various consumer's preferences between product offering and green impact, which depends on 
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personal consumer characteristics. For many consumers, the communication on green impact 

come secondary to the product offering. For example, Phillip from Resauce talks about how 

taste and looks are alfa-omega in his experience with consumers: 

“So, it's really, it's all about where you if you're thinking towards like supermarkets, 

it's all it's mainly looks and appealing and delicious. Does this look healthy? Does this 

look like it tastes good?” (Appendix D, p. 18)  

 

Nevertheless, the green value that the ventures create with their business model must go beyond 

taste and looks; it relates to how the value affects the broader ecosystem. Too Good To Go co-

founder Jamie Crummie, talks about this in the interview article, where he notes that the 

company’s mission is to place the lost value onto surplus foods for the consumer.  

 ”The app was founded with a mission to place the lost value back onto food as 

something that should be eaten and not thrown away. It’s a response to the harrowing 

fact that as a global society, we carelessly throw away over one-third of the food we 

produce...” (Appendix H, p. 47) 

 

 
I argue that the most prevalent challenge in this dimension is progression of the green value. 

Thus, the green value Dimension is in a continual process of moving towards a more attractive 

value offering for consumers. Whereas the green value is not only an optimisation of price and 

quality but also the green impact on the planet. Suppose the more knowledgeable the customers 

get, the more likely they are to question the Green Ventures' practices; then there is a possibility 

of them not staying green and relevant, as the field continuously provides new and more 

sustainable solutions, e.g., better packing, transport, measures, et cetera. As Carolin tells, then 

Eat Grim has experienced this in their communication with the customers, and further how they 

prepare for questions about the products' impact that they cannot answer yet:  

"When you look at this curve of adoption (...) Customers are more forgiving and loving 

initially, but when they get more knowledgeable, they are more, 'what the fuck, you 

know?' They really need a good answer to our decisions. So, I think that that is just 

what we will experience more and more that people will be asking more the questions 

that might be a bit more difficult for us to answer." (Appendix F, p. 35) 
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To progress in the offered green value, the way the ventures communicate determines users' 

perceived value and overall attitude towards the company's agenda. Even though sustainability 

is an abstract concept with various definitions, many consumers think sustainability is good 

and brings added value (Grunert, 2011). Accordingly, there is a growing sensitivity in society 

for sustainability issues correlating with increasing demand for transparency and credibility 

(Isenmann et al., 2011). In this sense, one-way communication on green value offerings merely 

through a one-size-fits-all approach may hardly fulfil stakeholder expectations and the best 

conditions for green value creation. 

 

It is noticeable that the Green Ventures, especially those in the commercial stage, focuses on 

engaging dialogue among key stakeholders, which allows them to embrace tensions that arise. 

Thus, Eat Grim actively nurtures the 'Grim Community' on various platforms such as Facebook 

groups and their own website and blog. On their blog, there are a variety of posts written by 

Grim employees and collaborators where they engage customers in the mission, cooking 

recipes and strategic decisions (Eat Grim, 2021a). For example, when Eat Grim started to scale 

up and changed their packaging, they wrote a blog post about the sustainability considerations 

that went into the decisions, from the impact of transportation to the use of plastic bags (Eat 

Grim, 2020). Carolin tells that the blog post is a way to address the customers' concerns about 

the green value of Eat Grim's offerings: 

“We don't want to piss anyone off. And I think, you know, like when you have like a 

sustainable product, like ours, people are very emotionally involved with it, like this is 

good and the best thing, because we have really loyal amazing people in the community 

(…) On the other hand, you have to be really, you know, like it comes with responsibility 

as well. You can't just like play with people's trust and make decisions without telling 

about the process.” (Appendix F, p. 37)  

Eat Grim utilises their community to open up for participation for dialogue about the customers' 

concerns about the products' sustainability, so they in that way can continuously progress their 

green value. Accordingly, Green Ventures has better opportunities to build communities 

around their brand purpose, as the value goes beyond traditional offering. In this way, they also 

have an excellent opportunity to leverage the community to create dialogue and co-create the 

green value. CEO of Fresh.Land, Mathilde, further confirms this as well; she considers that it 

is easier for a mission-driven company to drive community activities, as people are more 

emotionally attached to the mission:  
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”So, I think if you have a mission-driven company, a value-driven company, it is not so 

hard to build a community a little bit like GRIM is experiencing as well.” (Appendix 

G, p. 42) 

Suppose there is a strong community around the brand; the benefits from nurturing dialogue 

with the customers and creating a community around the product and offerings are likely to 

grow faster due to their passionate customers, creating word-of-mouth referrals. In that case, 

the company is likely to seem more credible, persuasive, and trustworthy, as its messages are 

not only shared by the firm itself, but the brand has its own 'life' amongst the customers (Allen 

& Spialek, 2017). Consequently, a strong community can decrease customer acquisition costs, 

create higher retention of customers, and give feedback on product development (Lee & Feick, 

2006). Given that the dialogue is seemingly such a vital tool to continuously improve, one can 

argue that the green value starts and ends with the customer, who engages in the process of 

value creation that ultimately leads to co-creation and progression of the green value. 

Concerning this, Mathilde expresses her view on Fresh.Land’s role in creating better green 

alternatives to the consumers: 

”We are the enabler. But it is the farmers and the consumers who are the real change 

agents because the farmers have to produce in a more sustainable way. And the consumers 

are the ones making the decisions to eat better and more nutritious, and fresher food” 

(Appendix G, p. 46) 

 

Mathilde highlights that Fresh.Land are enablers of change, but the farmers and consumers are 

the real change agents. To be the enablers, the company has to listen and create dialogue with 

customers, which is a prerequisite for successful green value progression. For example, On 

Fresh. Land's website they have a subpage called Ide.Land, a platform where consumers can 

suggest new products or other initiatives to "create the sustainable food systems of the future 

with us" (Fresh.Land, 2021). On the suggestions, everyone can comment and vote on other's 

ideas, and the company also post updates on the ideas they have in the pipeline. By involving 

the consumers in value creation through dialogue, the green value is also created in the co-

creation process rather than solely in the physical or service offering (Biggemann et al., 2014). 

 

Additionally, Too Good To Go has been a key enabler in the food waste movement by actively 

inviting more stakeholders to dialogue about food waste in four pillars to influence households, 

businesses, education, and politics (Too Good To Go, 2020). Too Good To Go's value creation 

happens by connecting surplus meals from food businesses and consumers, with food sold at 
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up to 70% off the original price while reducing the CO2 print (Ray, 2020). In this sense, then 

the green value is created by connecting the consumers and businesses, who together are the 

agents of the movement, where Too Good To Goo functions as the connector/enabler. As 

stated, the possibility of building a community around a green mission is more achievable than 

its traditional counterpart. As Jamie Crummie, Co-founder of Too Good To Go points out:  

”We’re trying to highlight that food is food - our most valuable resource of energy - 

and not a mere consumer commodity and that by fighting food waste we are fighting 

climate change.” (Appendix I, p. 47) 

 

In summary, the green value is assessed by multiple variables; price, quality, and green impact. 

The eventual aim is to create an ideal mix to offer real green value for its customers, society, 

or other stakeholders. The green value is the price for the product, including the consumer's 

willingness to buy into the green impact of the concept and disruption. Thus, the dialogue is 

vital for green value progression. Firstly, it adds value to the perception of the product itself. 

Secondly, it adds value to the consumer's experience with the product; that comes with being 

more eco-conscious. Thirdly, it ensures the Green Venture can have a meaningful dialogue on 

improving and demystifying the product. Thus, it is argued that the green value can be 

progressed through dialogue and co-creation with the consumer to realise the green value. 

 

 
Beyond the consumer, it is essential to involve other key stakeholders in the value creation, 

such as employees, investors, and suppliers, and engaging them in a dialogue to have a more 

meaningful influence on the company's decisions and performance (Sarmah et al., 2015). 

 

For example, the focal ventures also seek out partnerships with other mission-driven ventures. 

Thus, it is another way to create green value focussing on reducing social and environmental 

impacts and improving processes towards even higher sustainability standards. Accordingly, it 

is a realisation that green value ideally is created with the involvement of multiple key 

stakeholders. For example, Zuzanna points out how Connecting Grounds is small actor in 

bigger movement, and collaboration therefore is vital for change:  

“So, I think definitely knowing the size of the problem. We want to see how it says as a 

tiny dot of like hundreds of connections, right? And we would love it to collaborate 

across value-driven organisations. Like we are already, let's say in collaboration with 
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Raa, which is, like this package free supermarket, and that would love to this to be a 

first place for we're going to sell it.” (Appendix E, p. 24)  

Thus, the green value is also derived from access to sustainable innovations by collaborating 

with other Green Ventures to achieve green value in all aspects, beyond the expertise of the 

focal venture. Consequently, getting access to new knowledge and other resources, thus 

leveraging unique, sustainable competitive advantages. Similar both Fresh.Land and Eat Grim 

have partnered up with Chainge, an urban logistics company that uses electric cargo bikes 

(Chainge, 2021): 

”So, we have some pioneers, like Chainge, which I know Grim is also using. They have 

electric bikes and some standard electric vehicles, but they only cover some city areas. 

So, they don't cover all our needs at the moment.” (Appendix G, p. 40) 

 

Furthermore, it is also visible that the green value creation also comes from within the venture's 

internal culture and how the employees engage in the community. This dialogical approach is 

also reflected in how Eat Grim internally work:  

“…And I think that's just also like how we work in GRIM internally as we do work like, 

maybe we have too many meetings, probably, oh my gosh. So many meetings all the 

time. Very annoying. But that's just what we do. You know, we also like sharing a lot, 

like a lot internally and I think, it's just kind of going to therapy, like riding out the 

process, you know?” (Appendix F, p. 37)  

Carolin notes that their meeting is almost like going to therapy, as everyone can share thoughts 

and ideas. In this sense, everyone in the company is an implementer of the mission, as they 

partake in identifying and progressing the green value. According to Christensen & Christensen 

(2018), it is essential to involve employees to draw on the knowledge and expertise that already 

exist in the organisation. For example, Eat Grim creates a space where the employees can 

discuss and share knowledge and ideas for emergent solutions, thereby employees are viewed 

as partakers in the very identification of green value progression. Similar, Zuzanna talks about 

how the founder team at Connecting Grounds practices active listening and sharing, which she 

also refers to as group therapy:  

“And I think in the founder team there's a like lot of breaking through some also like 

stereotypical bias of like femininity and masculinity, and we do a lot of hikes and a lot 

of like sharing and active listening. So, a lot of group therapy.” (Appendix E, p. 25) 
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Moreover, in the majority of the interviewed ventures, both the final products are in themselves 

valuable for the consumers, and so is the Green impact. When Green Ventures can create green 

value that is higher than the costs related to creating the green value, it is possible to create 

market acceptance with key stakeholders, like suppliers and investors. For suppliers, this is, for 

example, visible in Fresh.Land’s approach to sharing a higher share of the consumer’s green 

value (price) with the farmers: 

”So, we want to help the farmers and bring more value back to them because they are, 

in reality, the ones creating the whole value in the food supply chain. (…) And at the 

same time, bring a better product to the consumer, which tastes as orange is supposed 

to taste.” (Appendix G, p. 39)  

 

Furthermore, if the market acceptance can create a green value that is higher than Green 

Ventures’ cost, they can become attractive to more stakeholders like investors. For example, 

by connecting retailers and consumers through their app, Too Good To Go has created a green 

value that ensures the consumer can fight food waste while it being simple, cost-effective, and 

time efficient (Appendix H). Thus, by creating a high green value with low cost, Too Good To 

Go has attracted great interest from investors, leading to recent additional investments of €25.7 

million (Tucker, 2021). These funds will notably go directly into expanding Too Good To Go’s 

operations, creating more green impact. Due to the fluctuation of what encompasses green 

value, the ventures have to seek market progression of the value they are offering continually. 

I argue that dialogue with key stakeholders is a vital tool for green value creation. This dialogue 

can encompass various stakeholders; customer co-creation, active employee participation, 

partnerships with other Green Ventures. 

 

6.4 Sub-conclusion of Analysis 
As expected, the analysis showed that there are tensions in being a Born-green operating 

especially between for-benefit and for-profit logics inherently in the Green DNA. However, by 

assessing all dimensions and their market challenges, I argue that these competing logics are 

not necessary a hinder of the success of Green Ventures. Thus, the tensions can also create 

drivers for improvement whereby Green Ventures keep innovating their way out of the tension 

between market and mission by their green concepts, disruption, and value. 
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1. To overcome the green concept's market challenge, education is used as a 

communication tool to spread awareness and understanding to create acceptance of the 

green concept. 
 

2. To overcome the green disruption's market challenge, impact communication is used to 

push for new industry standards for measuring impact and communicating it.  
 

3. To overcome the green value's market challenge, dialogue with key stakeholders 

becomes a tool in order to progress and co-create real green value. 

 

Thus, If communicated successfully, educating the consumers about the green concept’s 

context and the positive impact on the consumers, society, and the planet can be beneficial to 

create an engaging dialogue about the green value.  
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7. Discussion  
The previous analysis has described how tensions are visible in the Green DNA of the focal 

ventures, how this fosters the ventures' challenges when entering the market and assessed the 

most visible communication responses. The discussion will dive deeper into the reflections and 

shortcomings of the findings to reach meaningful conclusions. The structure is as followingly:  

 

1. Firstly, the discussion will revisit the definition based on the Green DNA findings. I 

will discuss the definition of the identified Green DNA against the existing literature 

combined with findings from the interview with Finbarr Bradley on the same topic. 

Followingly, I will further introduce 'rootedness' as a potential missing element in 

understanding Green Ventures. 

2. Secondly, I will discuss the tensions in Born-green Ventures and propose that they are 

born-in-tensions between the industrial and regenerative paradigms. 

3. Lastly, I revisit the Green Ventures communicative response to the identified market 

challenges and address the limitations of the existing works on strategic responses to 

paradoxes, contradictions, and tensions in organisations. 

 

7.1  Defining in Accordance with The Green DNA Framework 
As addressed in the literature review, a clear common conceptualisation of Green Ventures is 

needed. Through the data analysis, a theorisation of the founders self-experience of what entails 

being born green emerged across the coding, resulting in the 'Green DNA' model. In the 

following section, the model will be discussed on background on the literature review to test 

the commonalities and potential novel contributions. Lastly, based on the scholar interview 

with Finbarr Bradley on Green Ventures, I will discuss the possibility of the missing element 

of 'rootedness' in my framework.  

 

I suggest exploring the 'born' in what Demirel et al. (2019) call Born-green companies. The 

born entails that the ventures are 'born to be green', thus, born with the purpose to create 

solutions that tackle social and environmental concerns. Additionally, this thesis explores to 

clarify Demirel et al. (2019) question on whether Green Ventures are founded on a different 

set of core values than their traditional counterpart's, who are primarily rooted in profit 

maximisation.  
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Moving towards a more precise definition, I will draw on Bergset & Fichter (2015) definition 

of social entrepreneurship as "an innovative, market-oriented and personality driven form of 

creating economic and societal value by means of break-through environmentally or socially 

beneficial market or institutional innovations" (p. 120). Following the thesis' findings and the 

highlighted characteristics above, I assess that this definition is tentatively the most fitting with 

the findings, as it aligns closely with the conceptualised Green DNA. Scholars, like Walley and 

Taylor's (2004), have argued that the definition of green entrepreneurs should be broader, not 

only encompassing the green-green business model but also opportunist going green. However, 

following the findings in the proposed framework, the thesis' definition is limited to what Isaak 

(1998) calls green-green businesses.  

 

Firstly, in the green concept, the personality-driven aspect was evident. It shows the founders 

drive and feeling of the urgency of seeking solutions to the "wicked" societal problems; thus, 

it also highlights the importance of innovative and market-oriented drives (Bergset & Fichter, 

2015). Through the problem-centred interviews, I together with the founders, explored the deep 

motivation of their purpose. The findings grounded in this data provided a depiction of six 

Green Venture founders who were deeply motivated to tackle green challenges by pressuring 

established market actors with both environmental business operations and an organisational 

mindset that seeks to challenge business as usual. This is in accordance with Isaak (1998) term 

of green-green businesses, the definition of purpose-driven organisations founded on the 

principle of sustainability. He further notes that the founders of these particular firms pursue 

social and ecological goals by means of profit-orientated businesses (Isaak, 1998; Taylor & 

Walley, 2004). As the framework is grounded in self-experienced accounts, all the dimensions 

hold not only the 'what' of the Green Ventures but also the 'why' of the founders. The findings 

showed that the concept often was derived from their educational or work background; here, 

they were introduced to the structural problems of the traditional food industry. Followingly, 

this experience impacted the founders, enabling them to create solutions for green challenges; 

seemingly, the green solutions pursue social and ecological goals through profit-orientated 

businesses (Isaak, 1998). 

 

Secondly, the green disruption is represented using "break-through environmentally or socially 

beneficial (…) innovation" (Bergset & Fichter, 2015, p. 120), which relates to the venture's 

implementation of radically or improved ways to conduct business. In this thesis, I have 

focused on how measuring and communicating impact is transformative was to push for new 
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standards in the industry. The green disruption is a direct response to unsustainable business as 

usual practices in the food industry. Thus, it identified the importance of the disruptive nature 

of Green Venture as they both provoke and inspire the traditional market actors. In line with 

this, Nicholls (2009) argues that social entrepreneurs innovate both to use existing impact 

reporting practices and create entirely new methods beyond regulatory requirements. Although 

this also poses challenges for green entrepreneurs operate in unsustainable systems such as the 

food industry, they might experience substantial disadvantages due to their sustainable 

orientation, as Pacheco et al. (2010) call a 'green prison'. 

 

Finally, the green value encompasses both the" economic and societal value" (Bergset & 

Fichter, 2015, p. 120, that Green Ventures must convey to its customers and environment. As 

concluded in the analysis, the total sum of the green value is the price for the product, including 

the consumer's willingness to buy into the impact of the concept and disruption. To mitigate 

the green disadvantages, the green value must be resonating with the end-consumer, as they 

ultimately can vote with their pocket, breaking the Green Ventures out of the green prisons by 

pressuring the regulators and the industry's incumbents.  

 

Initially, I assessed that the field was characterised by somewhat unclear definitions; this study 

has provided a conceptualisation of Green Ventures in the food industry. The Green DNA of 

the thesis has been compared with the extant literature, importantly validating the definitions 

with the qualitative research self-experience of being a Born-green Ventures of the 

interviewees. To further conclude on the applicability of the Green DNA, ideally, it would have 

to get further confirmation and validations with the combinations of qualitative and large-scale 

quantitative studies. 
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The Green DNA has attempted to contribute to an understanding of how all of these aspects 

contribute to the creation and development of Green Ventures. It is visible that the Green 

Ventures are expected to be founded on a different set of values, predominantly driven by an 

environmental concern motivation. This matches with the concept of 'green logic' by Isaak 

(1998), which is included in the thesis conceptual definition of Green Ventures. He refers to 

the logic as longing "for spiritual recovery decked out in the garb of nature", motivating 

environmental entrepreneurs to design for green businesses and even making them stay away 

from activities harmful (Isaak, 1998, p. 65). Isaak (1998) further addresses the missing 

rootedness in local and regional communities as factors in overconsumption and harmful 

environmental business practices (Isaak, 1998). Accordingly, in the following section, I will 

address rootedness as a potential missing element in the definition, which relates to Green 

Ventures sense of place with regional or local roots. Sternad et al. (2017) argues that "…an 

unwavering sense of place is fundamental to the identity of purpose-driven enterprises and 

enriches their most treasured relationships" (p. xi). Following one of the authors, in the 

interview with Finbarr Bradley, he highlighted the importance of a profound experience that 

makes an individual or venture want to drive actions with purposeful meaning. Here he brought 

up the example of the company Eat Grim: 

"I used the word earlier rootedness to you, but something to do with our connection 

with something; it is an emotional connection. That is, in some ways, the key to 

everything. I think that, as you mentioned it, when you talk about Eat Grim that 

something hit them, you know, or something struck them, and then they had to do 

it." (Appendix K, p. 65) 

This is an interesting angle on Green Ventures; they must also be regionalised rooted in their 

operating area. Bradley's work, also cited in the literature, on 'real value', also addressed that 

purpose-driven enterprises can create real value because of their deep roots their surroundings 

(Sternad et al., 2017). Accordingly, this can also provide a unique competitive advantage as a 

rooted venture can withstand stronger storms (Sternad et al., 2017). Although, the importance 

of rootedness has not been vividly discussed in the thesis explicitly; it is visible that the focal 

ventures' purpose is to bridge the gap between consumers and producers in the food industry 

across their business models. For example, Fresh. Land's disruption of the food supply chain 

or Connecting Ground's goal to create a platform for conversations about coffee, including 

local communities dependent on coffee production. In this sense, being born green also relates 
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to "having planted seeds and nourished trees that create real value" (Sternad et al., 2017, p. 

12). The nurturing aspect has a vital time perspective, as cultivating a garden, creating real 

value is a long-term effort. This can, for example, be seen in how the focal ventures are focused 

on community and dialogue to keep progressing the green value. Whereas rootedness in a 

community can foster better collaborative approaches and striving towards communal self-

sufficiency (Sternad et al., 2017). Accordingly, potential tensions arise between global/local, 

competition/collaborative, and efficiency/sufficiency.  

 

In summary, the 'Green Rootedness' is potential a missing link in the Green DNA or needs 

incorporation into the dimensions. The rootedness can serve as s competitive advantage as 

Green Ventures can withstand stronger storms due to stronger ties to their consumers; thus, 

potentially stronger loyalty. Further, as Isaak (1998) addressed, the missing rootedness in local 

and regional communities have caused overconsumption and harmful environmental business 

practices. In line with this, the degrowth models that advocate the sufficiency, must be driven 

by a decrease in material consumption and a central role for regional supply systems (Sternad 

et al., 2017), hence stronger roots. Thus, stronger rootedness can make the environmental 

impact more visible as it moves production closer to where it is consumed. However, this is an 

ideal state of the Green Ventures, and more research will be needed on the potentials of 

mission-drift over time, being caught in 'green prisons' (Ball and Kittler, 2017), if Green 

Ventures does not have the rootedness to withstand 'storms'. 

 

7.2 Green Ventures – Born Green or Born in Tension?  
To link the motivations and underlying tensions of being a Born-green Venture, I will discuss 

where to place the ventures in the thesis’ proposition about tensions between being born green 

and competing market-logics. Throughout the thesis, tensions have addressed traditional 

market logic vs for-benefit; I argue that to understand the ‘born green’, the inherent tensions 

are essential to explore. Considering tensions, suppose these are accepted as fundamental 

drivers for the Green DNA. In that case, one can argue that simply by existing, the tensions 

constitute the birth of the Green Ventures, as they are driven to challenge and disrupt the current 

industries with designing and starting up green(-green) businesses. 

 

To further this hypothesis, I draw on findings based on the scholarly expert interview with 

Finbarr Bradly; I suggest the tensions in the 'birth' of these ventures comes from being born in 
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the intersection between two paradigms; the current Industrial Paradigm and the Regenerative 

Paradigm. The scholar interview with Finbarr Bradley provided a contextual understanding of 

Green Ventures' milieu and how he perceives their place in the business ecosystem between 

these paradigms. Bradley gave insight on the tensions between the traditional market-logics 

and drivers of Green Ventures. In this discussion, he conceptualised a diagram that he shows 

when teaching his course on Green Ventures; this shows the Industrial versus Regenerative 

Paradigm on each side: 

"…I normally call it something like paradigms on paradox (…) And the reason is that 

I put on the left-hand side, the industrial age (…) And so what I have on the right-hand 

column is this kind of regenerative age where I sort of contrast the two. For example, 

in the industrial age, I talk about the purpose of the economy is to make stuff. It doesn't 

matter what you make it just has to grow, and that was the objective. And then, on the 

right side, I pushed the opposite of that." (Appendix K, p. 58).  

The diagram provides a contextual understanding of the thesis' initially hypothesis that there 

are inherent tensions in Green Ventures. Bradley stated that he does not believe that paradoxes 

or tensions have to become a devastating problem for Green Ventures but rather presents the 

challenges of embracing them both in the organisational space. The central tension comes from 

how each Paradigm defines value. The industrial Paradigm's perception of the world sees both 

nature and humans as economic commodities, where every interaction between humans and 

the biophysical environment is turned into a financial transaction (du Plessis, 2012). The 

Industrial Paradigm, in which the current economic system is placed, is a highly driven 'develop 

or perish' approach to businesses (Bassler, 1986). Both contemporary engineering design and 

economic systems share a similar objective - scale. If things can be scaled, they make sense 

(Roy, 2016). In the Interview with Finbarr, he stated: 

"For example, in the industrial age, I talk about the purpose of the economy is to make 

stuff. It doesn't matter. What you make it just has to grow, and that was the 

objective." (Appendix K, p. 58). 

 In other words, if you can make stuff efficient, then it makes sense. The tensions further arise 

in the notion of calculating economic values and limits assumes the possibility of reasonably 

accurate forecasts of such limitations and that everything can be reduced to a financial value. 

Nevertheless, there are also qualitative and normative limits to current models of growth and 

development that are impossible to predict (du Plessis, 2012, p. 14). Furthermore, I build on 

top of this idea between the Industrial and Regenerative Paradigms, I draw on Sternad et al. 

(2017)’s conceptualisation, where they visualise the objective differences of money value and 
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real value. As this ensemble the thesis’ identified tensions between for-profit and for-benefit, 

and Bradley’s paradigms on paradoxes, I propose an overview of relevant tensions between the 

paradigms (see Figure 3) 

 
Figure 3 Placing Green Ventures in The Industrial/Regenerative Paradigms 

 
 

The Industrial Paradigm started with the Scientific Revolution, which made great strides in 

material progress (Blicksilver & Chandler, 1964). Nevertheless, it is driven by a rejection of 

the natural environment and the local rootedness; this perception dominates industrial 

production today (Sternad et al., 2017). Additionally, the paradigms differ from linear versus 

cyclical system thinking; within the regenerative field, there are emerging frameworks for 

sustainable business models, for example, Circular Economy, which some see as a shift from 

the linear take-make-use-dispose approach to a circular approach minimising extraction and 

waste (Murray et al., 2015). Accordingly, the tension between efficiency and sufficiency is also 

reflected in the academia of the degrowth concept that advocates sufficiency and liberation 

from excess (Bocken and Short, 2016). In line with the concepts of 'making sense' and 'making 

stuff', that Bradley introduced, the views presented by Bocken and Short (2016), who suggest 

sufficiency over efficiency as a driver of business model innovation for sustainability that 

focuses on 'needs' rather than promoting 'wants' (Bocken & Short, 2016, p. 41). This 

sufficiency-driven business strategy is also reflected in the thesis findings, evident in the green 

concepts of the ventures, for example, bringing value to upcycled food. I further place local 

and collaborative in the Regenerative Paradigm, which is in contrast to global competition. It 
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is visible that green entrepreneurs often engage in "alternative" economic approaches that 

diverge from that of the market economy at a local or regional level through sharing, 

community, and collaborative elements (Bergset & Fichter, 2015, p. 129).  

 

Combining this with the findings of the scholar expert interview with Lara Monticelli, where 

she provided insights into the role of businesses and social Movement within Degrowth. 

Monticelli highlights that Degrowth denotes a reduction of production and consumption that 

emphasises that growth should be measured concerning the quality of life and enhances 

ecological conditions (Appendix J). With the debate reaching the mainstream audience and the 

concepts of degrowth economies theoretically assuming form, organisations' roles become 

increasingly relevant in this regard (Lüdeke-Freund & Froese, 2021). Suppose Born-green 

Ventures are essentially ‘born’ as a response to the market failure of the current market, which 

measures growth through the quantity of consumption rather than the quality of life. 

Sustainable Degrowth calls for an equitable reduction and eventually stabilises society's 

throughput (Kazanjian, 1988), through the Green Ventures disruption of the current food 

supply chain and food waste in the core business model, the ventures become means to stabilise 

the current production flows. However, according to Monticelli, the potential flaw in this view 

is that Green Ventures still operates within the market's transaction system enabling the 

traditional growth paradigm., questioning if businesses can be an authentic driver in this 

movement:  

"The market is not a stand-alone entity. It is something that is embedded in society, in 

a society that is regulated by politics, laws and governments. In a way, these companies, 

I think they will have flaws because they believe that they can change the world only 

through a market type of transaction, in a sense." (Appendix J, p. 55) 

According to Lara, Green Ventures are not key drivers in this movement but still working 

within the niches that can have a positive spill-over effect on how more prominent companies 

and governments operate. In this sense, due to Green Ventures operating into the current 

growth-driven economy, it is not possible to understand them as fully as Degrowth Ventures, 

but instead ventures which incorporate several characteristics which are eligible towards a 

degrowth paradigm, as highlighted with sufficiency businesses principles (Bocken and Short, 

2016).  

 

The challenge still stands; as, growth is perceived as a requirement for most conventional and 

sustainable businesses to sustain survival in the competitive market. (Bergset & Fichter, 2015). 
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However, fear of compromising the sustainable purpose can create dilemmas for the Green 

Ventures on when growth is morally justified or a step close to a mission drift. As stated in the 

literature review, Green Ventures uses the market failure of the traditional market to enable 

green concepts that disrupt the industry; hence they are born green in the tensions between two 

paradigms. Whereas the Industrial Paradigm's growth is enabled through 'making stuff', the 

Regenerative Paradigm's growth is enabled by 'making sense'. It is in the tension between these 

two, the Green Ventures are 'born-in-tension'; between making sense and making stuff (see 

Figure 3). 

 

7.3 Dealing with Tensions According to The Framework  
Following the previous discussion, my research suggests that green entrepreneurs are often 

faced with trade-off situations where environmental goals need to be balanced against 

economic goals resulting in tensions. According to the Paradox Theory presented in the 

literature review, organisational tensions are expected, and they suggest that organisations 

respond to them differently, whereas embracing tensions is argued to be the most effective way 

to deal with them (Putnam et al., 2016; Smith & Lewis, 2011).  

 

In line with this, Bradley further points out that ideally, the Industrial and Regenerative 

Paradigms should not be perceived as incompatible, but rather scholars and practitioners must 

explore how the paradigms can work together, like the left and right brain does; none of them 

can function without each other. In this sense, it is not about how these paradigms can overcome 

one another, but rather how they can work in unism and how the Green Ventures can 

incorporate both sides into the core of their business:  

"Now, I suppose that's a good way of thinking about this rather than a paradox. It's 

maybe better to think about how do they work in unism. You know what I mean? That 

they function because they have both." (Appendix K, p. 58) 

In alignment with Bradley's comments, this also relates to the existing literature on paradoxes 

as a way to address how companies should embrace competing logics (Putnam et al., 2016). 

The tensions arise when Green Ventures encounter difficulties applying their business model 

in a system when the Industrial Paradigms prioritise for-profit over for-benefit. On the one 

hand, this can mean the failure of the ventures, as the pressure can create a competitive 

disadvantage due to the additional costs which they must bear that other less sustainable actors 

do not, the so-called Green Prison (Ball and Kittler, 2017). However, on the other hand, these 
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tensions have a constitutive character, as Green Ventures leverages on the traditional market's 

failures, creating a business model that, therefore of nature, will have inbuilt tensions.  

 

Paradox theory enabled the research to shed new light on tensions, as not of a problematic 

character, but rather a constitutive character in organisations. Thus, organisations must 

embrace multiple meanings amid contradictions and paradoxes (Putnam et al., 2016). The 

strategic responses proposed, amongst others, by Putnam et al. (2016), Smith et al. (2010; 

2011), and Christensen & Christensen's (2018) strategic communication perspective have 

provided a contextual understanding of the importance of organisation responding to tensions 

to resolving, coping, or managing them (Putnam et al., 2016). Dealing with sustainability in an 

organisation often have inherent tensions (Smith & Lewis, 2011), which is also in line with the 

tensions that Green Ventures experience between for-profit and for-benefit. However, as they 

are born green, I argue that this tension is more present and intense than those going green; this 

is due to the active choice of balancing these logics from the birth of the venture. Smith & 

Lewis (2011) argues that embracing competing logics enables sustainability to foster better 

learning and creativity, flexibility, and resilience, and unleashing human potential. These 

characteristics were present in the findings of the green entrepreneurs through the Green DNA, 

which indicates that these entrepreneurs tackle the tensions very directly and explicitly due to 

the nature of their business model. Concerning responses, in the thesis' theoretical framework 

(see Figure 2), I identified three different responses to three correspondingly market challenges 

that arise from tensions. However, the limitation of Paradox Theory might pertain to the fact 

that it often theories on traditional companies, who pursue profit goals by means of 

sustainability, the response that fit these companies, can potentially differ from those pursuing 

social and ecological goals through profit-oriented businesses (Isaak, 1998). Accordingly, 

Paradox Theory did not enable me to theorise the ventures strategic responses based on the 

existing literature but rather provided a contextual understanding and vocabulary to theorise 

beyond the theories. 

 

It becomes clear that Green Ventures take upon the role of educators of green concepts, not 

just sellers of products, as they all use educational elements to re-educate the consumer about 

food. The green concept can hold ambiguity as the environmental issues its solving is not 

widely understood by the typical consumer. On the one hand, if the effort has a high activistic 

tone, it can be related to what Putnam et al. (2016) define as an either-or response. In this 

response, the tensions are treated as contradictory poles as distinct phenomena function 
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independently (Putnam et al., 2016, p. 122). However, on the other hand, it can also indicate 

how Green Ventures tackle the tensions differently. Raising awareness of specific climate 

issues can also be a tool to mitigate the asymmetrical information level between venture and 

consumer; thus, foster a more open and equal dialogue. As Carolin stated, there is much half-

knowledge around sustainability in food. According to this, the purchasing choice can hold 

ambiguity (thus tensions) for the consumer, as they can only make the right choice on an 

informed foundation. Further, in the light of increasing greenwashing amongst companies, 

many consumers are getting more sceptical or find it challenging to carry out the 'right' choice 

in practice. Accordingly, it becomes vital for Green Ventures to raise awareness and 

understanding of their green concept through educational activities. Perhaps because the Green 

Ventures themselves have realised the problem only on an informed basis, believing more 

informed consumers will create more receptive customers for green concepts. 

 

The activistic tone can also be perceived as a way to tackle the tensions more directly, possibly 

also pushing for industry dialogue and new standards. As such, Green Ventures use impact 

communication to disrupt the current industry players, which for some serves as a form of 

radical transparency. As Christensen and Christensen (2018) argue, there is tensions involved 

in the transparency/opacity dialogic, as transparency inherently have tensions between 

presenting the organisation as it is, but this simultaneously means to frame, and perhaps even 

to hide – "because to present something inevitably implies to conceal" (Christensen & 

Christensen, 2018, p. 448). However, I argue, radical transparency is not to be interchanged 

with this form of auditing transparency, but instead, it embraces the ambiguity and complexity 

of organisational practices. For example, Eat Grim's Grimdex aim to show the negative and the 

positive impact of their operations (Eat Grim, 2021b), in this sense embracing the tensions of 

being fully transparent. Followingly, Phillip from Resauce stated that "… it's important that, 

that we're not just a company claiming to be a lot of things and then staying in the grey, not 

being very clear how we are sustainable." (Appendix D, p. 17), highlight the concern be true 

to what they can commit to sustainable wise, and be transparent about it towards stakeholder.  

 

Followingly, the identified communication response in the green value dimension is through 

dialogue with key stakeholders in order to progress the green value offering. As many 

consumers think sustainability is good and brings added value, they are often more engaged in 

the brand community as they also have a personal interest stake in doing good. This comes in 

line with an increasing demand for transparency and credibility. The dialogue approach to the 
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community fosters co-creation and progression for the green value. I argue that engaging 

dialogue in decision-making is essential in communicating with external stakeholders, 

highlighting the importance of being transparent from sourcing and the product's and 

packaging's impact on the environment, thus, creating continuous progression in the green 

value. Putnam et al. (2016) emphasise the importance of using dialogue to open and embrace 

the tensions, as they are inevitable; through this, organisations can develop a collaborative 

dialogue among stakeholders; "opening up refers to uncovering hidden distortions, challenging 

power relations, and/or avoiding premature closure that privileges some actors at the expense 

of others." (p. 81). Thus, Green Ventures does not provide an encompassing solution to 

different notions of what is good as sustainability. However, as a solution, using dialogue is a 

tool to progress green value together with key stakeholders; it can bring differences into play 

as the basis of collective action. This can be compared to a 'more-than' response as it is a way 

to "seek energy from tensions, engage in ongoing interplay between opposites, and keep 

paradoxes open" (Putnam et al., 2016, p. 129). If conducted according to the dialogical 

principles, dialogue can foster a forum in which stakeholders can engage with the competing 

logics and ambiguity as equally valued and form co-developed meanings (Putnam et al., 2016). 

It can be argued that this ideal state of dialogue might not be the case in all the focal ventures, 

as they also are hesitant or reject to engage with traditional market players, as they perceive 

their objective as corrupted. Nevertheless, engaging the consumer in co-creating can create a 

more considerable motivation for the consumer to demand more dialogue with the traditional 

counterparts. In this sense, the dialogue can serve as a conversation starter towards greater 

sustainability in the focal industry. In summary, I have now moved even closer to the contextual 

understanding of what it entails to be born green. Following this, the Green DNA of the 

ventures can be seen as business models arising in the tension between two paradigms, creating 

unique green concepts, Disruption, and Value as a response. 
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8. Conclusion  
As Green Ventures becomes increasingly central in introducing innovative solutions to societal 

climate challenges, it is crucial to understand how these firms’ particular challenges are related 

to their unique characteristics. This thesis has undertaken a Grounded Theory approach to 

generate new theoretical knowledge the collected data from the interview with six Green 

Ventures to explore the research question: 

How do Green Ventures communicatively deal with the market challenges 

that arise tensions from being born green?  

The empirical findings in this thesis paper bring a theoretical conceptualisation to scientific 

research on Green Ventures and communication responses on tensions. Based on qualitative 

coding of the six Green Venture interviews, the analysis derived a conceptual framework 

defining their Green DNA, which is established as a metaphor for the unique characteristics of 

Green Ventures. Hereafter, the study extended the framework by analysing the market 

challenges that each dimension in the Green DNA and the responses to each of these. The 

framework is an initial step towards understanding how Green Ventures communicatively deal 

with the market challenges that arise tensions from being born green. 

 

The model suggests that, If communicated successfully, educating the consumers about the 

green concept's context and the positive impact on the consumers, society, and the planet can 

be beneficial to create an engaging dialogue about the green value and further transform the 

demands and needs of the mainstream market. Notably, The third and last dimension is green 

value is the value Green Venture creates for consumers in both product value and real value 

for its eco-system, which also underpins that Green Ventures must be able to convey the value 

they are generating through the green concept and disruption. Naturally, the combination of 

profit maximisation goals and green goals comes with tensions, as their objectives differ in 

how value is assessed - resulting in challenges for Green Ventures to compete successfully. 

Nevertheless, it can also be an advantageous situation, as synergies might be created by 

exploiting competing logics successfully in the participation of different stakeholders such as 

customers, suppliers, and unique partnerships. Furthermore, if and when the green value is 

higher than the costs, then the Green Ventures are also profitable and attracting more 

stakeholders to engage.  
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To extend the academic conversation of the Green Venture research field, the thesis drew upon 

literature from Paradox Theory to explore organisations can overcome tensions that arise from 

competing logics. I argued that by drawing on Paradox Theory, the study could shed new light 

on the Green Venture field to conceptualise the constitutive character of tensions in 

organisations into the thesis' empirical framework. This field could introduce new terminology 

and theorisation into a relatively young field, creating novel insight on how Green Ventures 

communicatively deal with tensions between competing logics. The research established the 

tensions that the founders experience when bringing novel green concepts to the market, 

disrupting industry incumbents, and further when their offerings go beyond monetary value. 

The limitation of Paradox Theory is assessed to the novelty of bringing to new fields together 

and, therefore, having a lack of supporting data to verify and correlate the thesis' findings with 

the field. For example. Paradox Theories mainly theorise on traditional companies' tensions, 

contradictions, and paradoxes, suggesting that their responses potentially differ from Green 

Ventures'. This was further questioned in the discussion, that if green entrepreneurs tackle 

tensions directly and more explicitly due to the nature of their Green DNA. 

 

Furthermore, in the discussion, it was argued that the Green Ventures are born in the tension 

between the Industrial and Regenerative paradigms, creating unique green concepts, 

Disruption, and Value as a response. Further broader research on how Green Ventures can 

respond to the inherent tensions encompassing being born green is needed. As the extant 

paradox literature primarily deals with going green companies, one can expect the 

communicative responses to tensions to be more radical and direct from Green Ventures. 

Moreover, in the discussion of the findings further indicate that rootedness is essential for 

designing businesses based on sustainability principles. Thus, it could be interesting to explore 

the tensions between global/local, roots/no root, and how these impact Green Ventures' 

communication in further research. 

 

Therefore, I recommend that practitioners and scholars be more aware of the tensions at play, 

as this can create issues for the survival of green entrepreneurs, but at the same time also be 

unique competitive advantages if handled with appropriate responses. Nevertheless, this thesis 

did not thoroughly test which responses are more advantageous. However, through existing 

literature, it can be argued that a participatory dialogical approach to the tensions is more 

effective than rejecting or separating competing logics fully.  
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Notably, few scholars have studied Green Ventures from a qualitative interpretative 

perspective. Accordingly, I assess this interpretive approach as an advantage. It allowed for an 

in-depth understanding of the self-experienced challenges and motivations for Green Ventures 

and further tested it on existing literature. The outcome of the research approach generated 

theoretical and practical contributions by combining new fields to broaden the perspectives on 

Green Ventures and further developed a framework that green entrepreneurs can potentially 

use to evaluate their responses to market challenges. Nevertheless, I acknowledge that there 

are also disadvantages to this approach. For example, I am an outsider to the Green Ventures 

life-world, placing the findings at risk of misinterpretations of the founders' self-experienced 

challenges and motivation. Moreover, as the thesis is based on the interpretative paradigm; 

thus, it seeks not to come to definitive conclusions but rather to contribute to a broadened and 

nuanced discussion and understanding of Green Venture. 
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Appendix C – Casju  
 
Interview with Founder of Casju, Marianne Duijm  
 
Conducted through a video call  
 
(Pre small talk)  
 
 
Olivia: [00:00:00] Okay. I would actually really like you to tell me a bit about your journey starting 
up cashew from the idea to now, and then I will follow up afterwards.  
 
Marianne: [00:00:24] So it all started at the end of 2018. I was writing my thesis in Tanzania with 
my study partner Camilla. We were in Tanzania for maybe a total of four months. 
And we were kind of just going out to the farmers and trying to understand that the value chain of the 
cashew nuts and like all the critical areas and problems that we thought was in this industry. Um, and 
so when we found out, first of all, like there's a lot of bad stuff coming on in this industry, but there's 
also this fruit that sits on top of the caching, and they don't really use it for anything. 
 
Um, and it seems quite weird that it's just to waste it. Um, so we started doing a lot of research about 
what is currently done with these fruits and why no one is using it? And we found out that in Brazil, 
it's actually quite common to use the fruit. Like they have more like the culture to use it. 
 
And even some farms where they basically like try to, sell the fruit and not like the nut. And, um, and 
yeah, also some other stuff about that. Like some parts of Africa, if you drink milk and you Cashew 
fruit, you die. And like, there's a lot of weird stuff. But another reason that it hasn't been used is 
maybe because it's quite stringent. So when you eat it, it's quite dry in your mouth. And I guess it's 
kind of like the plant's way of. You know, making sure that no one will eat it, but it's not poison or 
anything. So, but other than that, it's really like fruity juicy and has a lot of fibre, like a mango. And 
yeah, basically when we were there, we're just doing many, kind of small experiments, like making 
jam and I'll just kind of stuff. 
 
And we thought it was exciting. And when we finished our thesis, we basically just kept thinking 
about it and did even more research about like, what can you do with it? And then we found some 
research showing that you could extract pectin from the fibre, uh, which is like a jelling ingredient. 
 
So actually, that's when we started to, uh, get some funds to explore if you could actually extract this 
pectin. So we went into funds together with the technological Institute. They were doing some of 
those lab works because we didn't really know anything about that. So we were just like, Okay. 
Maybe we can get some dry fruits to Denmark. 
 
And if you can test if we can extract pectin, um, but this project, it took a long time for them to get 
some results. so meanwhile, we were doing more food-related kinds of experiments, um, and that's 
when we came up with this kind of dehydration after fruits, which actually was together with DTU 
food lab, we went there with some fruits from Tanzania. So we tried to see like, yeah, how can we 
keep the nutritions and its flavour, uh, and make it more kind of stable. 
 
So does kind of just, it's just our concentration off the fruit, but by a low temperature to kind of save 
it. Um, and we felt this was also something that would be kind of easy to put into the context. Uh, of 
like those African, um, cashew farms and factories, because it's a very simple process. Um, and not 
like a pectin extraction process, which is quite difficult. 
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So basically from there, we actually had a lot of, um, fruits from, uh, like we found a supplier of 
frozen fruit pulp from Brazil, which we got to Denmark, and we started to dehydrate this. So we just 
had a lot of this material to do some like test stuff, what we could use this paste for them, because 
now we have this ingredient and now we wanted to see, okay, what can we use it for? 
And, um, yeah, we also have some ideas about, you know, looking into the local market, but yeah, as 
I mentioned, like, they don't really have. They don't really like the fruit somehow. And, uh, when we 
talk about it here and then, right, like people think it's super exciting and exotic. And for them, I guess 
it's really like waste. 
Um, but it could still be interesting because it has a lot of good nutrition. Um, yeah, so we did a lot of 
like product development and went to like many experts within the field and asked him, like, what do 
you, what would you do with this fruits? And also, um, I did some products, ourselves, everything 
from like cake to chutneys, juice and all this kind of stuff. 
And we had a lot of good feedback on these caramel products. So basically, from there, uh, we just 
focused on making something that was like per sensible. Uh, we didn't refine it that much. And that's 
when we did this crowdfunding in October (2020) and. That went like surprisingly, well, like our love 
people, uh, support it. 
 
Even after six hours, we reached this goal. Uh, and we, I think we sold more than four times the initial 
amounts. Eh, so basically that we use this crowdfunding to kind of validate. I wanted to use it for that. 
Like, I know there are many different things you could do with crowdfunding, but yeah, it was just 
because now I almost already spent one year trying to figure out what to do with the fruit. 
 
And it was like, okay, now I need to test something to see if people would, in general, just buy into 
the concepts. Um, and they did, which was quite surprising. And yeah, so after that, I spent December 
and January making 150 kilos of caramel, which was way too much and very hard. And, uh, Yeah, but 
I managed and, um, now I'm trying to look into , how I can scale this production because it was not 
made written very well. It was like so manual. Um, so I'm looking into getting some stuff to scale it 
and hopefully launch some products with like three different variations in May or June this year. So 
basically, that was roughly how it started and where I am now. 
 
  
Olivia: [00:06:56] Nice, exciting. What did you, uh, just remind me what you studied and why you 
ended up in Tanzania? 
 
Marianne: [00:07:05] That's a good question. I studied design and innovation at DTU. And basically, 
uh, we went to one of our teachers and Camilla and I were like, don't you have any cool subjects that 
we can do a thesis about? And then our, uh, our professor, he was actually part of a startup at DTU. 
And I think it's still there, and they were like, extracting or expelling like oil from different waste 
products. So they wanted to look into taking the oil from the Cashew nutshell. So the shell that's 
around the nut and then the first idea of our thesis was actually to see if we can use fruits to make 
ethanol. 
So we could mix the ethanol with the oil and make like a biofuel. But we soon realized that ethanol is 
really cheap, so it's not really worth it to start transporting these fruits. So we're, that's also why we 
looked into this like more high-value products as to ingredient like food ingredients. 
 
Yeah. So basically, yeah, we were like, sure. And we went there (Tanzania) with him for one week, 
even before we started. And then yeah, we went there again. Yeah. It was very, very lucky, somehow. 
Super interesting.  
 
Olivia: [00:08:16] Yeah. And like, what were your experiences with the farmers and the meeting with 
like this waste of the cashew fruit? 
 
Marianne: [00:08:29] Like when we told them that we wanted to do something with the fruits, the 
women, they collected like some fruits. They gave it to us, but, and they were really, it seems like 
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they were interested in getting kind of rid of it. And, um, but yet to didn't really know what to do with 
it. 
 
And I think also like when we went there, you often see a big pile of mangoes that they didn't get to 
go to the market. Like when the season is there, they have a hard time getting stuff to the market and 
maybe like all the other farmers there, they also have a mango tree. So it's like kind of like the excess, 
like the infrastructure to get the stuff to the markets and also like have competition in the market. 
So that's also why I think it could be good to get more connection with the European market, because 
like we are interested in all these exotic like fruits.  
 
Olivia: [00:09:46] So, when I go to Casju's website, you know, it's a lot about the social aspect. Then 
there's the environmental, and that is the food waste. What was your entry point for these aspects? 
 
Marianne: [00:10:31] So you mean more like, I think as the main motivation, it kind of came from 
the social aspect because like we were there seeing the farmers, but on the other hand it was also kind 
of like, look at all those resources just going to waste. 
So I think it was from the start. It was quite quiet, like both parts that, um, like both the environment 
and the social aspects that were like motivating us to do something. But yeah, I think sometimes it's, I 
think for me, it's like, I want to say that I'm doing something climate-friendly, but I don't really know 
the numbers. 
 
As for the social aspect, you can say like, okay, I want to say that I'm doing something climate 
friendly, but I don't really know the numbers. And I don't really like for the social aspect, you can say 
like, okay, I employ 10 people. But I don't really know the emissions of the fruits that are fermenting 
on the ground 
 
It's more like the byproduct of the fruit. Um, and then it's like the question of, I mean, I guess it would 
be, uh, what do you call it? CO2 neutral or minus something, because it's something that's wasted. But 
yeah, right now we're flying them to Denmark because there's no other way to transport, so small 
amounts. 
 
Um, and I guess that's also something that would be interesting to calculate. Like how do you start? 
Like you have to start somewhere. So if you fly it, there's a lot of decisions at the beginning that you 
have to compromise; I don't know if I answered your question. 
 
Olivia: [00:12:03] Yes, and I was just thinking there must be some considerations in how you 
communicate around the impact you're making. Is that something you have or want to measuring on?  
 
Marianne: [00:12:46] Like the missions and this kind of stuff? 
If the product, yeah. Yeah. I think it could be interesting, but I still like, like there are no good tools to 
really get the measurements. Like you can, if you want to measure some specific stuff. For example, I 
could measure, you know, the emissions are, I wouldn't even know how I should measure the 
emissions of the wasted fruit. When it's, it's just fermenting on the ground, but then yeah. Then you 
have to take into consideration, or maybe it was some kind of fertilizer for the ground. I mean, I found 
some research saying that it's not really, so I think it's not, but then like, do you have to consider how 
we do that in the climate? 
 
Hmm. I think, yeah, there are no really good tools to do. Of course, you could try to see like when 
you're processing, how much and when you fly it or if you ship it, like how much is it? I think that it 
would be good to at least know if it's approximately like neutral or something like that. Yeah. But I 
don't think it's something that, I mean, I think also like not one of the reasons, but, uh, For some 
people, uh, it's hard to relate to this African social impact kind of thing. 
 
And it's way easier for, for a Danish person to relate to food waste. But it's like, we're actually 
working with more like food loss, but I mean, that's something going to waste, and we're using it in 
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this caramels. So it's very logical for a lot of people, and all people have like relations to, to African 
communities. 
 
Olivia: [00:14:28] So is that something you try to put food waste more in the front of your 
communication?, but the social aspect is actually as far as I understand a bigger part of the product. 
 
Marianne: [00:14:45] I don't know. It's like, I mean, it's also a lot about, you know, differentiating 
the product from something else. Maybe it's more differentiated by having to food waste than having 
the social impact because a lot of companies are making social impact. 
 
Um, and it's maybe a little more innovative to do them (consumers), to focus on the food waste. And I 
mean, it is food waste and that's also what a lot of the challenges that we're working on it is that we're 
upcycling something because it's not that it doesn't really have a value chain. So, in that sense we are 
bringing new value to the Cashew fruit. Like a lot of what we're working with, you know, the more 
climate part of it, I would say, but yeah. 
 
 
Olivia: [00:15:24] Yeah. What about the farmers part? Like there must be some specific 
considerations when you communicate about that on you. So I see a lot of like appreciation posts 
about the communities. What are your considerations about that?  
 
Marianne: [00:15:55] I mean, it's kind of hard when you're still really in the first face, and for simple, 
right now we are having some fruit paste made in, in a farm in Ghana. And actually, the farm is 
owned by some people. So it's not really this small scale farmer community that I initially wanted to 
support. Uh, but like again, you have to start somewhere, and they have more of the system to actually 
collect the fruits. They also have been processing some, some juice and some alcohol. 
 
So, I mean, sometimes you also have to start somewhere where, you know, that's like, I know I can 
get something that I can use in my caramels, and it's a great way to get started. The other 
collaboration I have. So I have the co collaboration in Ghana. I have a collaboration in Tanzania at the 
moment, and they wanted a sense of Tanzania. It's more with those, um, small scale farmers who have 
to bring their fruits through this factory. And already they're like, there's a lot of obstacles because 
they are not used to collecting this fruit, and you have to teach them that, you shouldn't take it from 
the ground. You should take it from the tree. 
 
And then when you're collected, you should hand it in at noon because if they don't get it at the 
factory before noon, then it's like, it gets bad. So in that sense, I want to support them. But in the 
beginning, we just need to get them set up the value chain to actually get some fruits here and start 
setting because it's also, yeah, it's also a business. It's not a charity. And that's also something that I 
want to focus on that it should also be a business for the farmers that they should start collecting. So it 
should also be their own motivation to collect the fruits, to get some more money. And then. Like, 
you know, everyone should make money of it because otherwise why is, I think it's not gonna stay, it's 
just going to be some charity that you go there, get some fruits and get out. 
 
And I don't think that's sustainable. So yeah. I mean, yeah, of course, I want to focus on a lot of stuff 
with the social and I maybe get some, you know, like fair trade and this kind of stuff. Still, I mean, 
that's right now, it's so far away because it costs a lot to get those kinds of, you know, audits. 
 
So yeah, of course, it's something that I guess is more relevant when you get a little bigger and start 
expanding it and including more farmers. Right now, it's still kind of on this trail level. That's okay. 
Now we just buy these fruits from you.  
 
 
Olivia: [00:18:29] So, has it been difficult to motivate them to gather the groups and gather the 
fruits?  
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Marianne: [00:18:39] Yeah, so actually we're working on some other systems for the collection of 
the fruits, for example, sending some women to some of the farms, because often the farmers say 
when it's season, they get like, they employ some people on the farms to help, help them collect. 
 
So one idea would be to put some, to teach some women to have to collect these fruits and then 
actually, um, go to those farms. And then the farmer, he would get like free employment, like free 
help to collect the nuts. Because when you take the first, you also collect on that and then we would 
kind of get to fruit for free or, you know, like. 
That would be the kind of the payment, um, just to make sure that yeah, it's handled right. And it's 
motivating for everyone to do it. Um, yeah, because it's a lot about like right now, it's mostly about 
the timing and the infrastructure, so yeah. You need to get the food to the factory by noon because 
otherwise, they will go bad. 
And like right now, we had some issues. I know that they have some issues that, oh, no, we just, okay. 
You're here now. Okay. I go collect some fruits and then, you know, it's like, we have to be more 
strict that's okay. We, leave the village at 12? And then you have brought your fruits or your, I didn't 
like, because yeah. 
Otherwise, it got too late when we got to the factory and then some of the first fruits they got bad and 
yeah. So in that sense, It's still quite an early stage, I would say. Yeah. 
 
Olivia: [00:20:21] Yeah. So now you have all this Cashew paste, like what did you say? 150-kilo 
caramel that you made?  
 
Marianne: [00:20:29] So I went to Tanzania in November actually to make sure that they produced 
enough of this fruit paste. Um, so then, uh, in December, we started making caramels with this fruit 
paste. Uh, and then we did basically, after making the caramel, we cut it and chocolate coated. We 
send it out to the people that backed the project. 
 
So it was kind of like, that's how January, uh, and with, uh, so right now I actually don't have any 
fruits paste. So I'm waiting for the second batch from Ghana right now. Um, So I'm not really making 
caramels right now. I just have some stuff to do some experiments with my first setting. Um, yeah.  
 
Olivia: [00:21:11] And so what is the next step for you? 
 
Marianne: [00:21:15] Yeah. So basically now what we're working on is I'm looking at actually a 
machine for making caramels for, cooking it. And, um, and then, uh, we're getting actually, they just 
finished like 180 kilos of the concentrate in Ghana. So right now I'm just looking into how I can get it 
shipped without getting stuck anywhere and having all the papers right. And, um, then I'm also 
looking into making a new packaging design because the one that I had at crowdfunding, it was just 
leftover packaging, that social foodie hat that I put my own sticker on. Um, now I'm looking into like, 
how could it look and what should the size be? 
 
And more like the economic aspect behind that? How much should I sell each month? And how much 
packaging should I buy now? You know, and all this kind of stuff. Yeah.  
 
Olivia: [00:22:10] So what would you say as right now is some of the biggest roadblocks, now that 
you want to like scale up?  
 
Marianne: [00:22:26] I mean, first of all, like that, I get this fruit paste home and it's good. So I think 
that's because this season in Ghana, it's finished now, and the season in Tanzania will not begin until 
August. So basically, this dispatch that I'm getting now has to last all the way until August. And I 
think like I calculated how many caramels it's, it's quite a lot because it's a concentrate. 
 
So it's like, I don't do that much in the caramel because otherwise, it gets really fibrous. So I think it's 
okay. But yeah, if I get up, if it's that quality when I get it, it's like, okay, what am I going to do for the 
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next month? So that would be, yeah. And then this caramel machine, it's also quite expensive and, um, 
I am, have to ship it from the states. 
 
So that's also something that I'm kind of waiting for, and I had some funds to buy it, but yeah, it's just 
quite a big step. To say now, I will start producing those caramels. And then, yeah, I guess it's a lot 
like right now it's yeah, there are a lot of investments kind of right now. 
 
Um, so like then I buy this fruit paste. It's also like, you know, I have, I'm not selling anything else. 
That's quite a lot of money to put in in, but I think it will be okay. Um, yeah, I guess then actually I 
have to start selling, uh, which I'm looking forward to, but it's also quite, I don't know. I think it's a 
milestone that I'm always waiting to reach, but then I heard from other startups that when you reach it, 
it's really hard. 
 
Like it's not just kind of, you know, so if you have to do a lot on work for that as well, but I think it's 
going to be interesting. It's like going to a new phase. 
 
Olivia: [00:24:20] . What about the other side of the investments? Do you get any types of 
investments in, any fundings, or any help from the outside on the project?  
 
Marianne: [00:24:38] Yeah, so I had funds from innovation fund, so I have a stipendium from Inno-
founder. So basically I have had a salary for one year now, which is really, really great. So I had at 
least one year, and I have to do this full-time, and then because of Corona, I had half a year more. So 
like, it's really nice that I don't have to think about how to make a living, but from August I have to 
start selling so I can get some salary. 
 
And then I, right. Uh, recently got another fund from something called one life foundation. So it's like, 
um, what do you call it? Non-equity funding so far. And at the moment, I'm actually trying to. Uh, 
talk with Social Foodies about a collaboration. So maybe they will be a part of Casju. And that's really 
great because they have the facilities that I'm also in. I have this caramel machine in their facilities. 
They also have the chocolate coating and like all the ingredients at a good price. 
 
And, uh, and also a lot of competencies, like they have been selling for a long time and I can also sell 
the caramels for their channels, uh, in the beginning. Um, and yeah, basically, that's where I got the 
funds. So for the, yeah, and then from the crowdfunding, I still have like a little bit left from that. 
 
Olivia: [00:26:02] Yeah, so have you been in contact with investors as well? What have been the 
challenges there?  
 
Marianne: [00:26:41] Yeah. So actually, I was in dialogue with some other investors as well, and 
they thought I was in a too early stage. Um, so I think because I spent a long time figuring out what 
the product should be. And I was like, yeah, I mean, I sold 1500 caramels in December, but whatever. 
I mean, in the end, they were not real, I don't think it was a good match. Um, so it was fine, but, um, 
yeah, they wanted to see me have some like doing some small scale before. 
 
Yeah. And yeah, I think maybe also some comments or that's like, I mean, one thing is making 
caramels, but I also want to sell the ingredient. Like I want other companies to use it in their foods. 
For example, if I want to make an impact in Tanzania, like I need to get some container at one point to 
Denmark, then my, with fruit paste. 
 
Right. And making caramels, like it's going to take me so long to get through a container. So, like, for 
example, with social foodies, we talked about making ice cream with the fruit. I also talked to some 
other, like making bars if they could use it instead of like, or taking some dates out, for example, and 
including some foods and stuff. 
So, I mean, another part of their business would be to sell the ingredient. Um, but I haven't really 
shown that either because I haven't really had that much of the fruit paste actually to do this parts. 
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Then I had some from Brasil, but it's not really also like just a fruit. It has a different flavour, different 
places in the world. 
And so I think those two things have been the main kind of, yeah. It's and I, I don't know if it's it's 
narrow to do the caramels, like, I think also when I go to some of like the retail shops, it's like, they 
want to kind of see that you have like a lot of products. I don't know how they expect you to do that 
from the start, but apparently they that's how you, I don't know why actually, I guess it's also to get 
some, some space on shelf life. 
 
If you only have one product, it's really hard to sell. And I think some statistics say, if you even have 
to like the chance of getting someone to buy something from you, it's like, I don't know, 80% higher. 
Um, so it's essential for those shops too, that you have something that takes up some space or, yeah. 
So I think that has been the main kind of, I dunno what you call it. Yeah. Um, obstacles or like 
reasons that they wouldn't really buy into it. 
 
Olivia: [00:29:19] Now you said like another match could also be like another match from your side? 
 
 
Marianne: [00:29:40] Uh, I think like in the beginning I was really interested in the group, so it was a 
group of guys as well, and they had a lot of experience in industry, in the food industry. So I found 
that it was really great, but I think. I dunno, like maybe they hadn't really sorted out what kind of 
investment group they were. So like the communication to me, it was kind of unprofessional, actually. 
And they didn't get back to me for some time. So I think that was actually, maybe they seem to be 
really busy. 
 
And I, like, I'm not even sure at this point, if I want to have an investor, but if I did, I would want to 
have someone that would be quite active because I'm just me at the moment. And like either I would 
get a partner that could, be there in the daily or have some investors that I at least could talk to like 
once a week or twice. You know, like more regularly to get some things off my mind or get some 
perspective on something else. 
 
So I think in that sense, maybe it was not a match for me that I wanted to have a more active investor 
and not just some people that would, I don't know, talk to me once. 
. 
Olivia: [00:30:48] Yeah. I see that. So, when people buy the caramels, have there been any hesitancy 
to either like, because I guess like a Cashew fruit, so some people they never even heard about the 
fruit? 
 
 
Marianne: [00:31:17] Yeah. I mean, it's, it's, it's tough to know if people like the people really 
understand or what it is, but I think people understand that it's the fruits. And I think some of the feed, 
I mean, it was in general. I think I had a lot of good feedback, and of course, I had some feedback. 
 
Some people didn't really like the fruit flavour, and some people thought it was not enough fruits, and 
some people thought it was too much coconut flavour. And some people thought the chocolate was 
the most delicious and some people didn't like the chocolate. So it was like, um, a lot of different 
feedback. 
 
Um, so we try to put it into a survey at the end as well, where I think the overall, I mean, it was like 
eight out of 10 would buy it again. So, I mean, that's quite. But, sometimes, it's also like it's hard to be 
a startup if people don't really know it. And I also think; actually, I don't know, like many people, I 
thought the people on the crowdfunding. They would know it's a startup you're kind of investing in 
right now. But some of them, they were really like, because I said, hopefully, I can get some of the 
packages out before Christmas. And then I didn't, and some people got it. And some people didn't 
because it took me so long to make it. I just sent out when I had something. I just sent it because I was 
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like, okay, at least some people get it. And then, it was like, some people were just like, "I can see, 
obviously see it as some other people got their caramels and I didn't get mine yet".  
 
I mean, some people were like, "oh, it doesn't matter. Just give it to me when, when you're done." And 
other people were being really angry. So, yeah, It's very like this whole customer side of the, um, I'm 
not looking forward to that part. But yeah, people are also quite demanding. Yeah.  
 
 
Olivia: [00:33:17] So how do people react to the Cashew fruit? Like I didn't know that it even 
existed.  
 
 
Marianne: [00:33:42] I know that I had this article in DR sometime before the crowdfunding. And 
then actually, like, I could see that a lot of people were kind of like tagging other friends, like; “did 
you know that this was a fruit, like a cashew fruit”. So, I think there's a lot of education about what it 
is. And most people are like, "what?" because you don't really expect it to grow like that. 
 
I have that myself sometimes when I eat something and you Google, how does the plant look or 
something? And you're like, this shouldn't be a tree. And then it's like something that's in the ground, 
you know? Um, I think that's natural that people don't really know how it grows because she cannot 
know how all food struck them, especially when it is regarded as food waste. 
 
But in general, I think people would just, you know, surprise them. It's such a, uh, a big fruit or, yeah, 
it's such a big part of the, that they're not a small part of what you actually, the plant is. Yeah.  
 
Olivia: [00:34:40] Yeah. It's crazy how somebody took the nut off the fruit and just decided to eat 
only that part.  
 
Marianne: [00:34:51] actually it's kind of, it's kind of weird. You also, because the shell around the 
nut, it's like, it's not like an almond or like anything you can just crack it open. It has even has some 
liquid inside of the shell that's poison. And like, you have to ball the nut and dry it before you can 
even try to open it. Um, and if you just have it, like you think you can, you know, if you just try to 
smash it with your shoe, like, it won't really open. Like you have to really like cut it to open it. So, 
um, yeah. 
 
Olivia: [00:35:30] Do you know if this is, so I guess there's many like cashew farms around at the 
world. But do you have any idea of, would it be easy for you to source from different farms?  
 
 
Marianne: [00:35:59] So definitely the sourcing of the fruits it's hard because of the infrastructure, 
it's really hard to get the fruits from far away, because even if I'm on a map, even though it looks 
really close if there is no road, it's going to take a lot of time to go there. 
And so I think the infrastructure is the main obstacle, but yeah, as I mentioned, like in Brasil, for 
example, they have quite developed and more industrialized farms, so there it's already easier. 
 
And then also I know that like breeding the plant, it's like. Some trees that are smaller, it's easier to get 
the fruits. I think like what I'm doing now, so I'm collaborating with two different factories. So I think 
that would actually be enough. Because often those factories are placed near some farms, at least. Um, 
so if we could get hold of more farms around those cashew growing areas, then I think that's a good 
start. 
I mean, when the season is there, like the fruit, it, it wastes five-time, more than a nut. So like 
considering how much nuts you get in one season, like. It's a huge amount of fruits that you also get. 
So I think like sourcing, it's there, it's more like the infrastructure of collecting it. That's going to be 
the issue. And I mean, we also looked into, I think like we've seen it quite a lot with milk actually. Uh, 
so making some kind of like collection points more for out. So maybe the thing is that they have to 
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stabilize it somehow, but maybe if they make a juice out of it and they just, maybe he treated for a 
short time, it would be quite stable. 
 
 
And, then maybe it could be, you know, collected to one point and then a truck pick it up at this point 
instead of going out to all them. So, I mean, some systems like that could be, if you want to expand 
even more, but at the beginning of the sourcing, it's not going to be an issue there.  
 
 
Olivia: [00:37:53] Yeah. So I feel a lot of motivation about this project for you. I would think, as 
being a social entrepreneur, what are your main drivers to keep on with this big project alone? 
 
 
Marianne: [00:38:22] Yeah. Yeah. I actually like the first year; I was also doing some internships, 
some other places and some part-time jobs. Um, but then it actually Camilla, she had a job, a full-time 
job. And I remember like when she got that job, I really felt like, um, Like okay; if she's not doing it 
and I'm not doing it, then no one is doing it. 
You know, like, uh, I kind of got this feeling, okay. So I have to do it because, like otherwise, no one 
is doing it.  
 
So actually, that was at that point, it was really my, I think still now I feel like no one else is doing it's 
like, why is no one doing it? Like this first suggest wasted? I really think that these fruits can be used 
for something. And I'm not saying that I think that caramels are the most perfect way to do it. Um, 
yeah, but I don't know. I think I liked the idea about at least trying to see, um, and I mean, maybe 
someone else can use it, and that would be great. I think it's a lot about trying to make this difference 
somehow, but I did like at thrive and making a difference.  
 
Olivia: [00:39:42] Yeah, that makes sense. I am also thinking that you also need the drive to mobilize 
all those farmers. Like, how do you do that from Denmark so far?  
 
 
Marianne: [00:40:15] Yeah, I guess I don't really have that much experience in this kind of farmer 
training. And I know that there are some NGOs that also help with making the organic certificate and 
giving the training. And actually, right now, I'm also kind of in collaboration with a Danish company. 
So actually, she's working with the farmers at this area in Tanzania that I'm working with as well. 
 
So she has been a part of sourcing organic nuts to Denmark from this farm, and actually does how I 
got the connection to this factory. Um, so she actually has a lot of knowledge in doing all this form 
training. Um, yeah, and there are some other small initiatives around, 
so there is some kind of manuals on how to collect fruits, for example, and that they should be firm 
and not soft. They should not be on the ground. Eh, but basically, yeah, it's all about giving the 
farmers training in this kind of stuff. So that's, going to be a challenge as well. 
 
Olivia: [00:41:13] Yeah, because what you just said is making a difference, like you need the drive to 
engage like it's a whole different country. So the must be a lot of variables and aspects you have to 
consider. 
 
 
Marianne: [00:41:50] Yeah, I mean, definitely times. I think actually one of the things that has been 
most frustrated, stressful, frustrating, like, why did I have to do something with food? Like why food? 
Why not like maybe some kind of material or anything else like that doesn't have like this really strict 
shelf life. And like if those farmers do something wrong and the fruit is bad, I then sell it, you know? 
So like it's kind of a lot of responsibility to make food products. 
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But maybe it is also the effect of my education, like, it's a lot about going into a new kind of subject 
and being an expert in that subject. So in that term, I think it's all right. Actually, one of the things I 
like, is that I get all this knowledge, as you talked about, that's one of the things that I really enjoyed 
that actually right now I have like a huge network, like just, I've just been reaching out to all 
initiatives, um, that had something to do with cashew fruits. 
 
And people are often like, really wanting to engage with the project. Like when we were studying, it 
was like, we're two students that want to ask you some questions about this and this. But now, like 
when you go to some places in Africa and say, like, I'm a Danish-based company doing this with 
cashew fruits. It's quite interesting for them because it's like, first of all, it's going to Scandinavia and 
like, if they can sell something for you, they want to. So it's like, I actually think there it's been quiet, 
not easy. But, still, it's been, I got a large network somehow along the way with many different people 
who even tried something with Cashew fruits or do something in this value chain. So yeah, it's been 
actually also been reached out to by some other like Cashew nut factories, uh, that thought it was like, 
what are you doing with the fruits? And I'm like, we can also give you some, you know, kind of, so 
yeah, I think people know that that it's a wasted resource somehow, but it's just been hard to actually 
set up some value chains to use those fruits. But maybe it will happen within the next couple of years. 
Yeah.  
 
Olivia: [00:44:10] I see. Do you have any thoughts about telling this story when you start selling for 
real? I guess you can also activate that towards like all this knowledge you have towards the people 
who will start buying it? 
 
Marianne: [00:45:09] Actually, it's been one of one thing that I've been thinking a lot about. Because 
I'm making this packaging now and like, I want to give the consumers this information about where 
the Cashew fruit comes from. Still, I'm like, I don't want to make new packaging each time I get the 
fruit from somewhere else. 
 
So actually, I'm like, I don't think I'm going to put it on there because it's going to be a hurdle because. 
Yeah. Then I would have to make a new packaging every time I get it from somewhere else. But I 
guess like, because of social media I can tell it there. Also, that's the thing that I don't know when 
people buy it. Is it because they're actually following me on Instagram and observing everything that 
I'm telling about what I'm doing. Or maybe people just see it, and they're like, oh, this is cool. 
 
 
Olivia: [00:45:56] But because I think working with, like, for example, Social Foodies, they could 
give you some, probably some insights on how they communicate this? 
 
Marianne: [00:46:12] They don't put the region of their packaging. Um, and I guess it's the same 
reason that. That somehow, like, they're really transparent about what they're doing, but it doesn't 
mean that you put everything on the product, even though, like, when you're a consumer, you want to 
know everything. But I also know because yeah, I talked to many people about that and not that many 
people really look into the back of what they buy and what they eat. Like they say, they want to know 
everything about the food, but in the end, they don't really look that much on the packaging. So it's 
like, yeah, it's kind of complex what to focus on.  
 
Olivia: [00:46:48] Yeah, I see that. It often comes down to the first impression, right?  
 
Marianne: [00:47:07] But that's the thing like that's maybe also this kind of little bit green-washing. 
Then you put it in something in a brown bag, and then it looks super organic, but it's not organic. So 
it's kind of hard to know.  
So basically, the fruit is organic, but they don't really have the certificate for the fruit paste. So that's 
something that we're looking into as well. And actually, right now, to check it that I'm using, it's from 
the factory in South Africa and from Social Foodies, and it's not organic as well. So it's like I could go 
into this, you know, starting having all organic ingredients, but I haven't done it yet, but I guess it's 
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something I will want to do. But again, it's like, what do you focus on? So I think I'm more checking 
the food loss. So it's the post-harvest.  
 
 
 

Appendix D – Resauce 
 
Interview with Founder of Resauce, Philip Bindesbøll 
 
Conducted through a video call  
 
(Pre small talk)  
 
 
Olivia: [00:00:00] Phillip, could you start by telling me the journey for ReSauce from the initial idea 
till now? What were your thoughts when you started up, and how did you get started?  
 
Phillip: [00:00:16] I think it's a combination of several things. I think, first of all, my journey towards 
it has always been my big interest in food. And like the industry and how you can create new things. 
And when I was younger, it was pretty much no doubt that I would be a chef. But once I tried that, I 
figured that creating new things that drive me and not making the same thing. So that was my journey 
towards studying food science.  
 
Secondly, I think I've always been very interested in the nutrition-wise aspects. I've always been very 
active. In terms of that, like, how to fuel your body has always been an interesting point as well. So, 
from that standpoint, I have always been interested in fermentation because there are several 
interesting factors to it, there are both in terms of new food and in terms of health. 
 
So, before kombucha and all these fermented products become fashionable, I started doing those, I 
think maybe five years ago. So that was how I started getting interested in fermentation. And then, 
once I started studying food science, I had two courses in the same semester. And one of them was 
called 'sustainable food for the future. And one called 'microbiology and pathogenic spoilage'. So it's 
like food safety and sustainable food. And we were introduced to one of our great issues, which is, 
that's so much food wasted. And I started getting some small introduction to why this is why is this 
occurring and why it's such a great issue and why it's very difficult to handle it1 and do something 
about why is it? We have been aware that almost one third is going to waste and it's huge for our 
carbon print, but there's no one, there's really good initiatives, but there's still a growing problem 
 
If I should just mention some of the pointers or the things that are the key issues, and I would say for 
me, this goes a little bit back to the thing about healthy food and sustainable food. It is fruit and 
vegetables where I find it interesting because you can say a lot about health, and you have to put it in 
perspective and different bodies and different diets. But in the end, no one can argue against fruit and 
vegetables, just eat more of that. 
 
So, from there, that was my kind of my starting point. That's why I got interested in like, why is there 
so much fruit and vegetables wasted and what can we do about it? And there are several issues to 
highlight, but some of the key things are definitely that we have some high standards of cosmetic 
appearance to how our vegetables should look like. And I guess that goes all the way back to our 
primal instincts that we love to eat the things that look fresh and healthy. And so, if there is a pepper 
looking better than the other at the supermarket, we will definitely choose it. So, many things go to 
waste because of its looks, if it doesn't look perfect. 
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And since we're used to perfect, when it comes to fruit and vegetables, you have the expiration date. 
So, fruit and vegetables are very fragile in a way because of the whole process of storage and 
transportation, and it doesn't take a lot of wrong-going before everything is gone bad. 
 
If let's say a transporter gets sick and he is delayed a few days, then it doesn't meet the freshness 
required from the contract of the supermarkets and then he can be stuck. And then, the third thing 
would be that farmers due to unreliable weather conditions and natural conditions, tend to be even 
more fluctuating. So, they have to overproduce to be sure that they can meet the requirements of the 
retailers. So that's kind of the reason why there can be a lot of stuff wasted. 
Like, some of the main reasons, of course, is that there are so many small steps, but I would definitely 
say from what I've gained of knowledge, this is this all of the key elements of food waste. And then I 
thought to myself, okay, you can solve the issue of the cosmetic appearance by transforming it into 
something that doesn't need the appearance. If you blend everything, it's not really important how it 
looks. You'll get the same product anyway. So, I kind of came up with the idea of sauces and those 
kinds of products. But the main issue here was the expiration dates that you needed some way to make 
this a more practical and versatile product. 
So, there's a bigger chance that you can get from wherever it's getting lost to end consumer and here, 
like food safety and a long shelf life is the main thing. And that's where I stumbled upon what I had 
been experimenting with fermentation myself. And then, in microbiology, I learned about how 
fermentation can prevent pathogenic spoilage. 
And that's where I really thought, okay, this is interesting because another issue about just, if you have 
a lot of tomatoes going to waste and you just want to make sure they reach and consumers, then why 
just not throw them in canned tomatoes. And then you would have it. But for me, it's also about that; a 
lot of canned food is put under a lot of heat processing to sterilise them to gain this long shelf life. 
And it's actually not very energy efficient because heating things to that high temperature have for 
pretty long time. 
I think the standard is 20 minutes handled at 120 degrees. I've made a sort of experiment in food 
physics, like boiling one-litre tomatoes like this, is like lifting a car five meters into the air. If you 
could theoretically transfer that energy. 
And that's actually, that's a lot of energy just for one litre of a food product. So this is where 
fermentation is interesting as well, because you are taking advantage of these small microorganisms 
and let them do all the hard work, and they allow you to give things a very long shelf life without 
compromising on the quality and without needing a high energy source. 
So that was the whole setting point that I have gained knowledge about and why I ended up with 
ReSauce and these principles. And then, right after I had that lecture in microbiology, I stopped 
attending all classes and just went all-in. I actually failed microbiology, which is ironic because 
fermentation is not that big of a part of microbiology, but I got obsessed with finding out more. 
And then I started doing tests, first of all, to figure out, okay, can you get this product to taste well? 
Okay, if it tastes well, then I tried making it from the kitchen to a more industrial setup; how could 
you make this work on a bigger scale? And then I ran that through my professor, and he, luckily, 
didn't remember that he failed me, but he has been on board with helping me a lot. Which is nice. And 
then once I had this method at hand, I actually applied for a patent for it, which I haven't had the 
results yet. So that's exciting as well.  
 
Olivia: [00:08:59] What is unique about the process that can provide you with a patent? 
 
Phillip: [00:09:03] First of all, patents in the food industry can be very specific and can be quite 
individual, but you would not believe how many patents there are for just chili sources. It's insane. 
So, the thing that's great about this it's just a very efficient way to take any fruit and vegetable and 
making sure these parameters are good, and ones they're good. You can basically give any fruit and 
vegetable a very long shelf life with very low energy, expense or low energy costs. 
And I think that what's great about it, that is it's the first of all the quality aspect you're preserving, and 
secondly, which is also very important in the food industry It's cheap, it's very cheap. And I think 
that's where it becomes interesting.  
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So it's a combination of several things like you have this, for instance, it could be like your water 
activity needs to be under this and pH needs to reach this within this hour, So I am kind of setting up 
these frames for preserving anything with my method. Whether I'm gonna public it, or I keep it as a 
business secret. I'm not sure yet. 
 
Olivia: [00:10:38] What are your thoughts about that?  
 
Phillip: [00:10:42] If you have if you public the patent, you make it available for everyone to see 
basically how you're doing. And that gives competitors the opportunity of copying and then making 
small alterations that I haven't covered. And when it comes to food processing, it is very difficult to 
get like all around and cover all aspects because there is so many loopholes, for example, in 
equipment. And let's say you, if you have a specific ingredient, if someone finds a subspecies of this 
ingredient but tastes the same as your basis, that is not under the patent. 
So, it's Coca Cola doesn't have a pattern, right? They just keep it a secret. So, I don't know, we'll see. 
It really depends on the feedback I get. I need some lawyers to look at it again.  
 
And I think the last thing I didn't cover about ReSauce and the philosophy is the fact that, and this is 
the thing I've been spending the majority of my time on. I thought, okay, wow, I have this amazing 
tech, and I have this idea, and these products, and I haven't had any bad feedback on them yet, and it's 
cheap, and it's healthy. So what do we need here? And that was my idea of using this on the excess 
food available because, if a huge portion from a farmer can't reach the customers, then I can take it in, 
and I can give it like a long shelf life. 
And then, it'll have several years to reach and consumers before instead of just getting thrown out. But 
the thing about food waste is there's a lot of it, but it's very difficult to get a, get your hands on. If you 
have any food production, you're a very reliant on your supply, and it needs to be very stable for you 
to have a standard, like a flow in the factory. 
And that's a huge issue with food waste because even though it's out there, getting it to your place 
logistically is difficult. Now, you do not know if it's going to be there next month. So, you need a 
business plan or a business model that can cope with this. 
And I think that was, first of all, getting access to this extra supply and figuring out how to get it and 
make appointments. It is very difficult while upscaling, I think once you're established, it's much 
easier to go out and look for some excess food, for scaling up and building the company on it, I 
figured that was difficult.  
 
Olivia: [00:13:46] What are the barriers around that? Like logistically getting the actual food waste?  
 
Phillip: [00:14:03] I think it's with every food waste startup you're hitting that same issue. It's the 
upscaling that's very difficult. And I guess farmers are tricky people for sure. So, this is where I 
thought; How can you solve this difficulty in our production setup? And again, this is where 
fermentation is great because I can take the waste in, and then our production setup is built towards 
not having a steady supply of things. 
 
This means that, let's say, I'm producing a chilli sauce, and one day I get a lot of peppers, and then I 
can take them all in, ferment them, and store them. And then, we can reach out to see if we can get the 
final ingredients, which could be onions and bell peppers. And if we cannot get hold of them, then we 
have time to buy it. 
Like, building a company that does 100% food waste and food production company, I will find that 
very difficult, or at least it's going to be very difficult to scale up. Because you just, you need those 
certainties that you can deliver to your customers. Otherwise, you're never gonna expand in volume. 
 
So that was, for me, it was a bit of a defeat at some point, that I had to acknowledge that I have to 
compromise at some point. But like I came back to the fact that this is still very innovative in terms of 
sustainable production and health-wise. And if half of the product is surplus produce, it's still a lot 
better than none. 
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And again, the bigger you get, the more I think, the more options you have of really bringing in a 
good quantity. So for produce, we spoke to Gasa Nord, and they have a big, they have less point 
where they get all this food in, from different farmers. And then they all that is not okay. Cosmetically 
approved. It gets sorted and they have like huge were talking. Not try to get him to can hang them up, 
but they definitely have a lot of going out and they, they have people from biogas and other people 
coming in and getting these and they would, of course, love to support that this gets becomes to 
directly to food instead of, just , some something or something else but still, it's not it's less 
sustainable, but for them, it would only be interesting once we are, we can come and say, okay we'll 
get two tracks. 
Because of the kind of processing and the extra work they have to do, if it's, if there's not a significant 
amount, that's just not going to happen. If they have to spend extra time on two people coming with a 
wheelbarrow and be like, Oh, can I have some, and I think that's really what's difficult about scaling 
up as sort of food waste dismiss. 
 
Olivia: [00:17:17] So what are your plans to get to that point? Like how are you planning to not only 
come with two wheelbarrows? What would be the next step towards this kind of partnership? 
 
Phillip: [00:17:28] First of all, I think you need to And like what we have done. And what we're 
doing so far is this, first of all, being very persuasive and be very never give up to these companies. 
And now we're getting from A&C out on Grønttorvet, which like their wholesalers. And they tend to 
have they definitely have access, but it's still in a lower quantity than a farm. So, it is just about 
keeping ongoing, but it has taken us half a year to get this contact. And then of course, Eat grim, as 
you mentioned, they always have, they are always, they are as well as what I'm trying to say. Like an 
option of getting a surplus, you just have to, you just have to keep going, and it is possible, but our 
business model is still, it's still based on what if this is not. And I think that's, if, what if it's not 
surplus production if it's actually something that you have to go out and buy, and I think this is you 
need your business model needs to be based on not surplus and be a good business because if you're 
only depending on surplus, which is not stable all the time you're gonna have issues. 
 
So it's, and that's one thing I realised that you can get a lot of backup from, starting a company that 
wants to reduce food waste, but if it's not a business without aiming at reducing food waste, you're it's, 
I think you will have some difficulties.  
 
Olivia: [00:19:04] I was thinking about your product; it's very much still in the early stages, but when 
you can't access food waste that easily, will you adjust the claims about food waste?  
 
Phillip: [00:19:50] So, I have been like, in the beginning, our vision was it's, to put on the front, this 
is 100% food waste. That was the idea initially, and we're definitely aiming at it, getting there as well. 
But I think what differs us from, let's say Eat Grim is that they have a food box, so they can be more 
creative. Like they can put it together, depending on what they get where I I have to be sure I can 
meet, I can get ahold of my ingredients because the food production is very technical. And if you 
cannot just change things with, if you have different ingredients, it's different measurements, it's the 
different sugar content. 
 
It's a bit more complicated to just switch it, switch around and make something new. So I think for 
ReSauce, this is definitely where we're going for sure. And every product made so far is 100% food 
waste, so it's going in that direction. But I think we will prioritise becoming like I'd rather become a 
bigger company that reduces more food waste but doesn't necessarily have 100% food waste and all 
that product than stay a small startup. 
 
So, in terms of what we market or our marketing and our values, it has been back and forth several 
times, and we're branding ourselves from this, of course, it's called ReSauce. But we have gotten away 
from that 100%. There's another is, I think they're called Reduced, which makes like a kitchen like 
fond or a soup and sauces and stuff like that. And they're in the same area, they really are trying to 
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minimise them and use as much as they can but with regards to how much they actually use. And, it's 
not something displayed, 
 I'm not 100% sure, but I they're just, again, they're aiming at they have a lot of meats in, in a lot of, 
some of their products as well. And I find it difficult that they can find all surplus. But I think if your 
ambition is to have a company that grows beyond the kitchen scale I think you have to compromise 
that.  
 
Olivia: [00:22:16] And like for the next step, for ReSauce, with like the packaging is that something 
you're thinking of communicating clearly? Like with special claims on 100 % something in food 
waste, what are your thoughts on claiming this? 
 
Phillip: [00:22:53] I get what you're saying. We're not gonna, we could never just, say this is, we'd go 
100% food waste and then not be 100% food waste. I think there are options; first of all, we have 
considered like the fact that you write how much %age of the label. So it's very clear to see if this is 
50%, 70%, 100 %, whatever. The second thing is to just imply that this is our goal and aim to do it. 
And then you can have your stats online and maybe communicating this very clearly. But this has 
been a long journey for me as well, and it is also towards what is people looking for? 
 
Like, in the end, that is what matters. They will try products for the sustainable purpose, but if it 
doesn't taste good, they will not buy it again. So to answer you very directly to your question, we 
won't communicate it if it is not 100%. So far, the products we're making is 100% food waste, and 
when we are sure we can back it up all the way, it will go on the product. We have to make decisions 
regarding, we can not get out there and then have mixed messages that sometimes it's 50 % and 
sometimes it's a 100. 
 
Olivia: [00:24:18] Yeah, so like the philosophy of ReSauce, is this philosophy essential for you to 
communicate? 
 
Phillip: [00:25:11] I think it's just, it's important for me that the customer knows exactly what and 
where it's coming from. I'm a little bit sick of this sustainable claims like now every company is 
claiming to be sustainable and, then if you look closer at it, it is not really. 
Okay. We switched out some of our trucks with electric trucks initially. Okay, great job. So, for me, 
it's important that, that we're not just a company claiming to be a lot of things and then staying in the 
grey, not being very clear how we are sustainable. 
 
Olivia: [00:25:49] So the transparency part of what you're using as well, would your background in 
nutrition, I guess it's also like important for what you put in your body, right?  
 
Phillip: [00:26:03] Exactly. But the thing is, I think for Resauce, it's also there is so many new things. 
There is the whole fermentation thing to it. What is fermented? Like, not many people are aware of 
what this actually mean. And then you have a lot of new products, like one of our products is honey 
fermented syrup, which for people, it's very unfamiliar. And then there's the whole sustainable 
production, low energy costs, and the whole no preservatives and low heat treatment, and the whole 
like surplus production. Actually, at one point, we were like, there's way too many messages, way, 
way too many messages. And we decided that this is going to be where we're focusing on the whole 
great tastes aspects. 
 
And the news in fermented. And of course, this is where we're aiming to reduce food waste. This was 
the mission from the beginning. But again, as long as you have transparency, I'd rather compromise 
on the 100% food waste than staying on a small scale.  
 
Olivia: [00:27:13] Definitely. I think it's also like a, going back to what you said with the for 
example, like the honey fermented, like trying new things, food has a lot of like culture around it. So 
it's also a lot of changes. How are these reactions to the product? 
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Phillip: [00:27:50] And this is for me, it was so annoying because it doesn't matter how great your 
product is and how fantastic the impacts are or how fantastic the nutritions are. If it doesn't look good 
and it doesn't appeal well, it doesn't matter. They're not gonna pick it. 
 
And then this is, of course, it depends on where you're marketing. 
If you're aiming at supermarkets, you have three seconds. People don't get labelled for three seconds, 
and they make a decision. So it doesn't matter all your prophecies and all your principles there. It's 
very rare that they're, getting to that stage. And then you can, of course, if you do marketing online, 
then you can get some of these messages out. 
 
So it's really it's all about where you're thinking towards like supermarkets it's all it's main looks and 
appealing and delicious. If it does it, this looks healthy. Does this look, does it look like it tastes 
good?  
 
Olivia: [00:28:54] Regarding that, what will you focus on as if now supermarkets or online sales and 
mix? 
 
 
Phillip: [00:29:02] I think mainly B2B for now. We have contact to Menu, and they are definitely 
going to try it out. But right now, we're still in a very open position. And I have tried making 
strategies towards different things. And right now we don't have to choose. And I prefer keeping it 
open-ended, see what opportunities we get. But B2B would be ideal for us to begin with. 
 
But then again, we're still in the very early startup; so again, many questions regarding marketing and 
100% food waste. No, we're not 100% sure yet what we're going to end up with. It all, it needs to face 
reality before we know.  
 
Olivia: [00:29:57] Definitely, So, our interview on Friday got moved to today because you were 
talking to an investor, right? 
Regarding investors, what have been the main obstacles, but also the positive response from 
investors? 
 
Phillip: [00:30:33] That's and that kind of brings us back to the whole to what we spoke about in the 
beginning regarding having a food production with unsteady supply, because some of the investors we 
spoke with early on, they found, okay, this is great. It tastes fantastic. We can really see potential in 
this. But, the question is, can you grow to a significant size if you are completely sticking with with 
with food waste. And maybe once, if people are getting more and more aware, farmers become more 
focused on getting it out and not getting it. It might change, but from an investor's point of view, it's 
just, they need to see a very functional and profitable business beyond the food waste thing. If you're, 
again, depending on the investor, depending on where you see this is going and how big do you want 
it to get? 
 
Olivia: [00:32:37] So where have you normally get your produce from? Solely Danish farmers or 
European?  
 
Phillip: [00:32:49] Some of the products are definitely not from Denmark, but it's here; it's from 
Danish companies.  
Also, if we have to compromise about not being 100 % food waste, we will definitely aim at Danish 
farmers locally. So I think it's all about just doing your best in every way, because sustainability and 
food waste and everything, it's not black and white and you will, cannot be perfect on every aspect. 
 
Olivia: [00:33:31] And I think it's also essential to maybe also foster this change in culture around 
sustainability; there's not a straight line to sustainability. 
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Phillip: [00:33:51] Exactly. I'm really looking forward to once the company gets like some volume 
and have some capacity to really get this, some of these messages out, because for a lot of people, 
when I'm introducing the products, they're just like, they have no idea it’s problem. Like again, it's 
very black and white to them. And the problem is I cannot explain those complicated matters on a 
label that they're only going to look at for three seconds. That's just how it is. So it's going to be 
interesting, but we have; I have just cooperated with an organisation called plant science centre. We're 
going to make some material where first of all, I'm going to teach in fermentation and how you can 
use fermentation at home and how you never have to throw fruit or vegetables or fruits out again. And 
there, this is targeting like the whole, that a little bit younger generation. 
And this is exactly about teaching how food waste is not just black and white and why there is a. 
What is the obstacles, and how can they learn to overcome them? 
 
Olivia: [00:35:13] So when you teach talk with people about feminisation, what are the biggest 
misconceptions or what is people most surprised about?  
 
Phillip: [00:35:22] People are freaked out about you saying, I use food waste. And when you say food 
waste, they think it's disgusting food that can make you sick. And then you tell them, you throw them 
in a jar, and you let them sit for quite a while, and then you blend it, and then you serve it to them. So 
they think it sounds fucking disgusting. And without that kind of microbiology background, 
fermentation is very new to them.  
 
So I think that is definitely at one point that is it is changing. Like a lot of restaurants are starting to 
brand themselves on new fermented products. And a lot of people like, kombucha is just exploding. 
So people are starting to getting more used to it and getting introduced to it sourdough bread or all 
these things the whole aspect and where it can become, a challenge is where 
 
Like, now we're doing it on food waste. And what is food waste? Because is it disgusting food, or is it 
just something that we don't get to eat? Because there are some challenges in our industry. And 
making people understand how it works on the microbiology level. So it's definitely not something 
you can do on just a label. But I'm really excited about those videos we're going to make. I think it's 
going to be great.  
 
Olivia: [00:36:54] Ah, that sound great. Where are you going to push these videos out? 
 
Phillip: [00:36:58] And first of all, it's going to be on a lot of educational platforms? It's I think it's 
KU (Copenhagen University) together with the Ministry of education. Making some sort of 
organisation, that is, creating content for people in High school and also for older as well. 
I cannot remember, but there are several organisations tied to this, and hopefully, it will be out a lot of 
places, and I will definitely use it myself once we get to that whole marketing. Because I think that is 
our philosophy and what we're doing even though what we are doing to the industry, it's the same 
principle that they can do at home. 
 
 
Olivia: [00:37:40] Also with Corona, like I know many people who started doing kombucha, and I 
have sourdough over myself trying to take care of. So I guess it's tapping into a more curiosity of 
creating and growing something at home right now. 
 
Phillip: [00:38:07] So I have developed this system with some professors, a beginner fermentation 
program. So it, and then we will teach you how you can use this in the kitchen, regardless of what you 
actually put in, because I think some of the issues can be that you. 
If you then have to get out and get ingredients and get all these things, you're, it's too big of an 
obstacle for just getting started. 
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Olivia: [00:38:39] . It sounds exciting. Eh, I have also myself tried to meet a chutney and all. But to 
be honest, like from my own, like the consumer point of view, I'm also a bit afraid of it.  
 
Phillip: [00:39:28] And that's in a way, but I think a lot of home fermentation is getting way too 
complicated. They're like, Oh, you need you to use metal, and you have to use this organic Himalayan 
salt, extra nutrition, and your water has to be what is it called D min minerals. And wow. I don't find 
those things to be unnecessary. It's gonna, it's going to help your bacterias grow more effectively. But 
it's definitely not a must. It's not something that you need. And these are some of the things we're 
going through. We're just okay. If you keep an eye out for this and make sure that you that this 
concentration of salt is at this, and then you're good. 
 
And I think people are, of course, people are scared because it's, it is a fine line. And I guess for 
someone who has been experimenting with it for years, it's common sense almost.  
 
Olivia: [00:40:38] I have just one last question because time is also running out. I don't want to keep 
you, but what is the next step for ReSauce the next year? What are your hopes, and what are the 
practical next steps? 
 
 
Phillip: [00:41:01] It's difficult to say like right now, we're putting everything together. We have 
finally established some supply, and we have finally established which products we're going to make. 
And we have established some customers who are going to buy it. 
So going forward, it's all about getting a consistent production going. But, I have tried to be very 
consistent about making a timeline and making sure that happens. And in my short entrepreneurial 
journey, I have learned already that things never really go accordingly. And there are so many small 
steps that you don't account for. So I have changed my philosophy instead of being rushed and 
needing things to happen right now to enjoy it, have fun with it, and see what happens.  
 
Olivia: [00:42:17] Definitely. That sounds like a perfect headline title for the journey. But thank you 
so much.  
 

Appendix E – Connecting Grounds  
 
Interview with Founder of Connecting Grounds, Zuzanna Zielińska 
 
Conducted through a video call  
 
(Pre small talk)  
 
 
Olivia: [00:00:00] So, start with the history behind Connecting Grounds. So from you getting the idea 
to then going from that and becoming a cool startup as you are today.  
 
Zuzanna : [00:00:18] So quickly, because I know that, you know it, but I'm studying nutrition, and I 
was a barista. Right. And then the Corona hit, when I was supposed to using this time for my 
internship in a coffee plantation in Guatemala, but I mean, Corona happened. 
 
So I didn't go, but I didn't want to stay at home and do nothing. So, I started to volunteer in a 
community garden. And, I don't know why, but I got really into composting; I was like, whoa, this is 
so cool. And I think, especially as we don't have the organic trash separation in Aarhus municipality. 
So, I mean, I couldn't do anything with my scraps, from veggies and fruits. So I said, this is a perfect 
place where I can bike with my trash and just so I started collecting it. And I read up on the internet, 
you know, how can you make your compost better? Um, and just then it somehow cliqued, like, okay, 
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I have tons of shit of organic trash at my barista work, um, and this garden where actually this organic 
trash can be valuable. 
 
So I started to bike with the coffee grounds in my backpack, you know, after my work. Um, and then 
it got pretty intense because I began to do my internship in both a coffee roastery and a community 
garden. So then I started also incorporated chaff. Um, chaff is like once you roasted the coffee you 
have, it's like a skin that peels off, and it's really good in composting. It's all about having a balance 
between nitrogen and carbon. Uh, so you have to have it like one to 30. Um, and so the coffee 
grounds is really rich in nitrogen because it's fresh, organic. And then the chaff was really good in 
carbon because it's very dry and it's very stable. So I said, I this is a perfect combination. So I started 
getting into this as well. And it kinda got out of control, I began to weigh every being and make excel 
sheets about my compost. And one day during the summer last year, I thought, but if we are throwing 
all of this away, then what are all of the other cafes doing? And, I was working in a shopping mall, so 
there's a lot of cafes, in one place. So it just took, you know, 15 minutes, and I started walking around 
talking to each of them, and none of them said that they were using it. 
So I called, Brunn's Galleri, it's like where the train station is connected in Aarhus . So I went to the 
information and then I just said, okay, can I talk to a manager and they were like, yes, here's the phone 
number. This happens only in Denmark, by the way. And I was like, I want to talk to the manager in 
the fucking biggest shopping mall. And they just gave me the number. So I go to him, and he was 
like, Hey, I'm coming to you. Okay. So within five minutes from me wanting to talk to him, and then 
I'm talking to him. And he's like, well if you find a solution, you're more than welcome to implement 
it. As long as the mall doesn't have to pay. So I said, okay, give me three weeks. So I tried to figure 
something out and, you know, I went crazy thinking, okay, maybe if we can have some kind of like 
distribution with people like home gardeners could come in and just take it. But of course, this is 
business, and that would be like rather a non-business approach. 
 
So I started to contact a lot of organisations. Um, from composting to, you know, there's something 
called Komposten, um, two girls that study Kaos Pilots, and they just opened a company where they 
make Bokashi-composting in cities. And then this is finally when I found Coffee Bueno, you probably 
know them. They are like the one who upcycles coffee grounds. Um, like they are leaders in the 
industry worldwide. And my roommate, he was unemployed. So he had access to this database. So he 
looked up their phone number, and I just called them like, this is the problem. I know that you're 
fixing the solution. Can we do something about it? 
And she was like, yeah, sure. I mean, we have this project, if you're in your workplace, you have like 
at least 300 kilo per month, then we'll come and take it. Um, I said, okay, so I started like asking every 
shop to tell me how much coffee grounds they're producing, which was quite difficult because people 
did not really want to collaborate. 
 
And I managed to get all of the information outside of Espresso House, because you know, the 
bureaucracy was just like incomprehensible and I was keep on going out so persistent going there 
every week and nothing. And then also Joe and the Juice. They were such assholes; I said, Hey, can I 
just talk with you about the project that will help you? 
And they were like, you have to buy or leave, you know? So the next time I come again and Hey, can 
I ? Buy or leave. Okay. So once I finally bought a coffee and like, while you make me a coffee, I'm 
paying you to make me this coffee. Can you listen? Nada, leave. You know? Um, so yeah, so then we 
started to think like, okay, maybe not Coffee Bueno, maybe we can figure out something more 
locally.  
 
And we start talking to a company which makes bioplastic, um, because they wanted to make a 
polymer with coffee inside. So I started talking with them and, you know, I biked with my little bike 
to their huge office. And they said, yeah, well we would get like five to six tons per month. And I'm 
like, aaah, give me a month, I'm trying to figure something out. Right? I stress myself out completely.  
 
And back then it was kind of like me and one of my colleague, um, that I think, you know, she has a 
full-time job and then it was more like somebody that also sees the problem and they're like, okay, we 
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can do it. But we were not really being able to like figure out the solution. Um, and then I thought, 
okay, maybe there'll be more people. Perhaps if we can look at it differently. So I decided to take an 
internship in this project and just freelance or something. And then my classmates were just like, hey 
what you're doing is so cool, and I saw that she's listening when I'm talking to my other friends like, 
oh, that's so cool. And I knew if I'll ask her, do you want to join? She was like, okay. So I just did it, 
genius. Um, and then we made a workshop about greenwashing in the food industry together. And our 
friend came. So listen to it. Um, they are non-binary, so it's awesome. This is such a different 
dynamic. And they study biotechnology so said, okay, we want to join. And they're like, okay, why 
not? And then I also made the posts on Facebook, literally just Aarhus internationals, we do this 
project who wants to join? Um, and this is, yeah, this is December.  
 
So. Um, we were working in full corona lockdown. One of our colleagues was calling from Italy. So 
we actually were working for three months without ever meeting her. And, and yeah, and then now 
we're five. One of us, one of us dropped out, but I think it's natural. If we are six together, that you, 
one of them, at some point, it just the motivation and the level of involvement was very different. Uh, 
so we are working for seven months, and yesterday we got our first grant, 15,000 DKK. So we are 
super excited about that. And also next week, we would finally, uh, get to make our first prototype.  
 
Olivia: [00:07:52] Nice, amazing. So what do you do now? Because you have moved from the social 
community garden, right? And so now you collect coffee grounds from were and are aiming to 
produce what? 
 
Zuzanna : [00:08:13] Well, yes. So, we'll have to change our logistics in the future. Still, our proof of 
concept logistics would be with a cargo bike, collecting coffee waste from local independent coffee 
shops, because we don't want to, you know, help big corporations. Like they don't need our help. 
 
We want to be like external CSR for small companies with a passion for coffee that can not really get 
involved so much with this optimisation. Uh, so we will collect those and then we will go to our 
partner. So there is a company called Grums Aarhus, which are making cosmetics out of coffee. 
 
And, you know, we really believe in sharing and, not necessarily, in investing in machinery. So, we 
contacted them, to ask if we could use their machinery because it's the same as we will need and they 
said, yes, so we'll be able to rent most of the required of machinery for our products from there for a 
really cheap price per hour.  
 
So it's awesome, and we will be making coffee oil. You can use it for cosmetics and food, and so on. 
But because they're using it for beauty products, we agreed that we can use it as long as we don't do 
what they are doing. So we can only use it for food, which was our initial idea either way. So it will 
be like flavoring, hopefully. And then, once you have the oil already, you still have the leftovers, a 
byproduct of the first product. Which we will transform into so-called flour. That will be something 
between flour and husk because we're really high in fiber. So you can bake with it, but not as the main 
flour; you have to mix it with other types of flowers. 
 
Olivia: [00:10:13] Yeah, I see. And so right now, what is like, the next step then for you to get going? 
 
Zuzanna : [00:10:32] So, this is a novel food. That means that it was not like produced in EU before. 
So the most important is that once you get the prototype and we have like the optimised procedures, 
we need to know exactly what amount we are drying and all of these very concrete things. 
 
We sent our products to a lab, and once we get the results, we'll apply to the European Union, 
something called EFSA, uh, where hopefully after, after nine months, we'll get the allowance to 
produce. So that's the most important to kind of get in, get the application going, which is a very 
difficult process because only the instruction, how to write applications is 30 pages. So yeah, that 
would be, that would be the most important, like for us, so the later we'll apply the later we'll be able 
to start selling the product.  
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Olivia: [00:11:30] Yeah. is there also like some other, um, challenges with having like a novel food. 
I'm just thinking, like getting people to accept the food as well? 
 
Zuzanna : [00:11:42] A 100 %, but definitely we'll be doing a lot of like education for the consumer 
because we know a lot about food waste. I mean, I think it's all around us food waste, but this is 
something called heated food waste. So, it's organic material that is eatable, but people don't know 
that it's eatable. And we don’t actually know that we are losing input on the market. 
 
Um, luckily. I think it's a bit different than insects because, for example, insects, you have this ugh 
effect and coffee, you know, we don't, we don't have the same. I mean, it's still grain, actually. So like, 
I don't think we'll have this barrier of wanting to test. There'll be a lot of education for sure on how to 
use it. 
 
And, um, we are looking into, um, a company called Again in Copenhagen, that upcycle malt. Um, so 
we are definitely looking into how they have their strategy and communication and how, what they do 
with the recipes because the fibre, for example, will be so high. So you need to kind of adapt the 
recipe, especially for this product. 
 
So that will, that will be for sure, upcoming, like, I'd want to say challenge, but like a step where we'll 
have to do like focus groups in which we will try to bake together with people and do some sensory 
analysis and, and see how they react it and Coffee Bueno are also having coffee of flour, and we are 
seeing, now they're working with like some chefs around Copenhagen. So I think we are all in this 
together trying to figure out how you can use this product?  
 
 
Olivia: [00:13:20] So when you, so you haven't done like any focus group yet, but you probably talk 
to people about it. How have people reacted to the idea?  
 
Zuzanna : [00:13:33] So, they always ask 'what' twice. Once I'm talking is wait, can you repeat? Um, 
I think they're really excited. I don't know. Uh, no, I, I can see there's like confusion, and then there's 
this like more of excitement and then once you tell them it will be black, um, there was this. Yeah, 
like just the spark interest, like, oh, I would love to try this. So actually like, and this is something that 
we didn't, you know, we need to validate their idea and then we'll keep on thinking like, okay, we 
need to make a market validation, blah, blah, blah. But I just realised two days ago that whenever I 
dealt with a person, and they are excited, that's like market validation.  
 
Olivia: [00:14:20] I see, so like going a bit back to your story. So how are you as a founder's view on 
the food industry and Connecting Grounds role in it?  
 
 
Zuzanna : [00:14:41] I think we're five different backgrounds, and two of us are nutritionists with a 
really strong passion and drive towards food transition. So our view has been different from maybe 
my colleague who makes product design, even though I can really feel how we're all kind of affected 
by it and we're affecting each other a lot. 
 
Um, but of course, there's like, we are very conscious that there's a lot of greenwashing. Um, and, and 
we're also very conscious of what our solution is and not. This is the problem because I guess you 
have a business, and you say, Hey, this is the best shit ever. And we know it's not; we know it's like a 
tiny, a tiny drop in the ocean of problems and solutions. I think what we're really excited about is that 
our product is going to have like no additional arable land because this is a real challenge right now. 
We are devoting huge hectors of European land to produce mono-crops, which then, you know, they 
get the subsidies. They have no biodiversity on the land. Um, they destroyed the topsoil. We have no 
microbes left in the topsoil because of the heavy um, fertiliser, and pesticides used in the land. It 
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really doesn't support the local rural economies. Like those huge industrial, uh, agricultural business is 
agribusiness right? It has nothing to do with this beautiful romanticised idea of a farmer. 
 
And then we take all of these resources that were paid from our pocket because our current farming 
system is not financially liable. Not at all. And then we, we put so much additional energy to take the 
wheat and to transform it, and then to end up producing something that makes us sick. Right? Like 
we, we pump it with, with, with sugar and trans fat and then like, it's just, the whole system is rotten. 
 
And, and I feel like our solution, we're trying to, you know, be more mindful and resourceful with our 
resources like what we have, but we need like a systematic change.  
 
Olivia: [00:17:20] So, companies like Connecting Ground that'd be contributing to this change? 
 
 
Zuzanna : [00:17:35] I think it is important to emphasise thinking in systems. So, I think definitely 
knowing the size of the problem. We want to see how it says as a tiny dot of like hundreds of 
connections, right? And we would love it to collaborate across value-driven organisations. Like we 
are already, let's say in collaboration with Raa, which is, like this package free supermarket, and that 
would love to this to be a first place for we're going to sell it.” 
 
So, obviously, I want to say that we are a contribution of a tiny bit, but definitely, we are as strong as 
many of these almost grassroots initiatives are going to be. And we know, I mean, Unilever or 
whatever, Nestler, whatever tiny move they're making is going to have a huge impact. 
 
So I'm pretty sure like evolve, you know, the dinosaurs and, and the little mouses kind of have to try 
to move together. And I think this also, for me, has been transformed from hating big corporations. I 
mean, I still kind of hate them, but hate will not kind of facilitate anything. So, it has to be mutual and 
hopefully and what I really wish for is to have a food system that is so decentralised and de-
globalised. Like I don't want to buy quinoa from Latin America in Denmark when I can buy Danish 
quinoa, I don't want to buy an apple from New Zealand that was sent to Japan to be sprayed and then 
send to Denmark then thrown away. But I'm afraid that it takes a lot of policy to achieve those goals. 
And that would be probably right. Short, like long term process.  
 
Olivia: [00:19:14] What about coffee in that sense? Because coffee often comes from, yeah, all over 
the world, from Vietnam to Guatemala. 
 
Zuzanna : [00:19:23] All over the world. And that's why also we, I think we are so passionate about 
doing something with coffee because coffee will always be an imported good. It will always be 
imported in a global north. Like the coffee is, it can only be grown in a coffee belt, um, which is from 
tropic of Cancer to the tropic of Capricorn. So it's, it's minimal space in the globe, so there's even 
greater importance for us to deal with our trash here, because there's always going to be going to trash 
and the coffee trash will always have 10,000 kilometres on its weight. 
 
Olivia: [00:20:10] Make sense. So jumping a bit, I saw on your Instagram that you posted this video 
about your name. And I would just like to hear, going deeper into Connecting Grounds? Like, what 
does that mean to you? 
 
Zuzanna : [00:20:24] It's definitely very from the heart, you know, a feeling and a name. I think it 
was, yeah, this just connection. I believe that in our society, we have this story of separation. Right? 
You do business in this hour of your day, and then you do leisure in this hour of the day. And then 
suddenly I was, you know, doing kind of like, yeah, I was productive, but I was in the garden. Right. 
And like, I enjoyed it. Like I didn't need to have happy hour in the afternoon knowing that all of the 
hours before were not happy. Um, so I think it was very like now that you actually asked me this, that 
there was this personal connection, this personal alignment.  
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Um, but it was also purely from the grounds, um, which references the soil and about human 
grounding. And again, that also was personal of like, you know, just being there barefoot and 
grounding myself into planting sunflowers. So, um, this trash was suddenly connected, um, people 
who just spend their days in the garden or people who spend their days in the coffee shop. 
 
And there was a strange connection of, you know, me trying to bike with this fucking waste. Um, So 
the ground's really connected people. Like different kinds of, we live in small bubbles. Right? You 
have your bubble at work, and you have your high school friends; we love bubbles in Denmark, and 
you suddenly had this link, right? Like just an ecosystem of like lots of lines coming over and 
suddenly there was a line appearing and connecting.  
 
Olivia: [00:22:06] And do you feel like your fellow colleagues also share this feeling yet? The feeling 
around the whole project?  
 
Zuzanna : [00:22:17] A 100 %. They're my family. We always start each meeting with a round of 
check-in and check-out at the end. We always try to meditate together. We, we always have food for 
each other. We always care so much. And it's just like, that's why we, I think we decided to try to 
make the open co-operative because it just like, I cannot feel that any of us could have more shares or 
less shares. 
 
Two days ago, I had a bit of difficulty with my exam because I didn't manage to hand it in on time 
because of technical issues. And that was feeling so down. And then we had the meeting straight after 
with my connecting grounders, like, fuck, everything's fine, it really helps that we have such a 
diversity crowd, but still a common language. And I think it also helps, um, because I'm gay and one 
of my colleagues are non-binary, and you know, crazy climate activists. 
And I think we are like breaking through some like stereotypical bias of like femininity and 
masculinity, and we do a lot of hikes and a lot of like sharing and active listening. So a lot of group 
therapy.  
 
Olivia: [00:23:38] Yeah. It's awesome being such a diverse and very special kind of founder team. 
have you felt like that has been an barrier for you?  
 
Zuzanna : [00:24:01] I think overall, like just having a project that you want to say, Hey, we actually 
want to implement local, and we want to implement close to people. This is, by default, not scalable. 
This is what we are. So, keep on getting like, you're so passionate, but you're not scalable. Um, and 
we, I think we applied so far for, maybe six grants, and this is the first one we got. 
 
Uh, but it also is true that because we didn't have access to machinery. So instead of focusing on the 
prototype, but focused on grants, and maybe that was not a good decision, but at the same time, I do 
feel that the grants make us reshape the idea more, uh, like, like, you know, making a proof. I know, 
but diffently the grants is very difficult, especially that we are five internationals. 
 
And I heard that some of them, like the micro-grants. Um, we got some insight and apparently like the 
international side of the first one to be deselected because, you know, they think we just take the 
money and we'll not put it back to the system. Um, and then there's also in the micro-grants apparently 
is something that they measure as impacts. And you could think that it is, how much carbon footprint 
you are going to save or whatever, but the impact is just how much money we are going to bring in. 
 
So we are super hyped to get this first grant. And, and we know we'll make it either way. But yeah, , 
it's always been like challenging once you put so much time and your idea was not selected, and at 
some point you're thinking, okay, well is it not selected because it's not really a good idea, or because 
it's, doesn't fit to their standard of business. Even if it's sustainability grants.  
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Olivia: [00:25:44] Exactly. And I'm just thinking, like, in terms of just like a, how scalable can you 
be? It's difficult for especially food companies where you have to have some kind of a storage etc. 
How have you balanced this because I guess you also need to balance the two worlds? 
 
 
Zuzanna : [00:26:22] Yeah, definitely. And I think we'll have to, if we just need to get the prototype 
done to say. Okay. What exactly are we selling? Because we have many assumptions, which are some 
assumptions based on like science, there's actually a lot of science about the coffee grounds used as 
food. And we're really lucky because I wrote my bachelor about it. But it's one thing to read about it, 
another is to do it, but yes, when it comes to compromises, for example, it is the same waste in instant 
coffee production, As in the coffee shops. So we are thinking, okay, if we actually will see that this is 
working out, we'll be capable of maybe taking, instead of, you know, 10 kilo per week suddenly, you 
can have 100 kilos per day, in instant coffee. 
 
And it's different, right? Because it's like this more, say fast coffee, like it's not this mindful local hip, 
coffee. But still like, yes, we would definitely. Um, and then we would also switch from carbon bikes 
to like electric trucks.  
 
Olivia: [00:27:32] Um, yeah. Yeah, because there's also the transportation aspect in having a positive 
impact? 
 
Zuzanna : [00:27:47] For example, there's, there's somebody called Smart City in Aarhus, and it's 
like electric, uh, trucks. So, you can see there are solutions and we would definitely be up for like, 
yeah, for sure we'll have to expand our logistics, and this is something, I guess you have to start 
somewhere, and then you see what it takes you.  
 
But yeah, but we made a few things in our contract that we are not allowing, which is the production 
of non-vegan products. Like, because we in the future would also like to expand on like ready to eat. 
So instead of buying flour, maybe you can just buy, um, granola with our product. And for sure, we 
don't want to have anything from animal sources. And then also we don't want to collaborate in the 
future with people who would not have similar values. 
 
Olivia: [00:28:39] So, in terms of this, like the whole collaborative approach with different 
companies, is that a challenge or? 
 
 
Zuzanna : [00:28:57] So far? I think it's going very well. But of course, because everything will be 
based on collaboration, right? Like we'll get free coffee grounds and then make it in our collaboration 
partner in the production. Um, so I, I believe that you know, it's what you call for. This is what you 
get. And we say yes for something and no for something else. Right. So we said yes for local and, and 
partnership base, but that means said that we said, no for maybe big investment, big scale-up. And I 
enjoy it.  
 
Uh, I've been, we all enjoy it. We feel like humans, you know, like for a moment I was thinking, 
okay, we'll do this investment. I started looking into like venture capitals and I started like 
participating in some webinars and it was always like, your idea has to be the best. You have to be the 
fastest, the smartest and this and this and that. But you can only show it with numbers, according to 
them. There's so much more to positive impact. 
 
Olivia: [00:30:03] Yeah, and I'm guessing that could also maybe mould you in the wrong direct 
reaction, maybe?  
 
Zuzanna : [00:30:10] yeah, you're probably very right then. I mean, body-wise, I was already feeling 
constantly stressing because I was always behind. Cause I always should be thinking of better 
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budgets, better deck and better this, and this and that. So I guess, and I think at the end of the day, 
there will be no Connecting Grounds if we are stressing ourselves out. 
 
Olivia: [00:30:33] Yeah. So you have put a hold on the whole like, VCs and the investors thing. So 
what have your thoughts been in terms of business models, and maybe also alternative funding or like 
going that direction?  
 
Zuzanna : [00:31:04] Yeah. So we are thinking of two main business models, and that will be either 
co-operative, which is just like, you know, full democracy at work. And everybody gets one vote and 
blah, blah. And we are having there's a co-operative consultation in Copenhagen, and we're having a 
zoom call with them in three days. So hopefully we'll figure out, you know, how it, this will be the 
APS and how would this best manner, if you like, if we'll make a decision when to make a decision on 
the good and bad side, right, to know what are the consequences. And then there's a second one called 
steward ownership in which you can get investors, but there's always 1% devoted to the purpose, and 
they can not change the purpose. Um, so we, I think my colleagues said that they would prefer the co-
operatives and it will take the decision together. 
So potentially, if we'll take the steward ownership, I guess there could be some venture capital, but 
like, that will be very kind of our own rules. So I don't think there are so many investors wanting to do 
that, but I guess we'll just focus on the soft funding, uh, which would be grants and crowdfunding. 
 
Olivia: [00:33:21] So one thing is, of course, to get it up and to run and have a proof of concept. And 
some other stuff is like meeting this investor world. Are there any other stories that you have that 
might highlight, like meeting a market that doesn't fully understand what you're doing or at least 
doesn't understand it from traditional objectives? 
 
Zuzanna : [00:33:53] Good question. For sure, maybe this obsession about impact, and then you 
think, okay, what is impact? And then you realise the impact is how much money you make. Um, so I 
don't think there is so much care of the fact that we are losing resources. Um, so I think it's rather like, 
okay, you talk nice sustainability, blah, blah, blah - But let's go to that finances.  
 
And then I also do feel a bit hostile because we were four girls and one non-binary person. And most 
of the people in the business world are men. so this gender gap and this, I think different objectives 
for how we want to do business because of the gender gap. So, for example, one of our main business 
advisors, she's a female. And, in the start, we had all of the ideas about like steward ownership or 
corporative. And I go in hardcore sustainability and everything we heard for the first few months. It's 
like, you need to calm down with this. You know, there are no successful companies that are non-
normal APS and this and that. 
And, of course, we didn't know what we were doing. So we got stressed as fuck. We're like, okay, you 
can not do it this way. And we. Until we found her and first meeting, she was like, you should do this, 
and you should do that. And you should stick with what you're saying. Right. So she actually brought 
up all of the ideas that we had from the beginning to suggest to us the initial ideas we dropped off 
because we got so scared. Um, and definitely, I think just like, you know, men focusing on profit and 
scaring young startup, because this is how they did it. And this is the only way they know it. That's 
quite challenging.  
 
 
Olivia: [00:35:49] I see. So in terms of like talking impact and some only defined from money, like 
how would you see that the industry let's just say the food industry or you as a, looking at yourself as 
like a startup. 
 
How would you like impact to be defined and communicated?  
 
Zuzanna : [00:36:14] Great question, I think, so there should be so many stakeholders talking about 
this, you know, like how do we define the impact? For me, nature, and health components. Which 
impact does our product have on the customer? Does it make them healthier, or does it destroy their 
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health? I think actually this is number one impact for me, because how is it possible that we can have 
80% of products in the supermarket that is literally making us live shorter. And then, of course, it's the 
production of how much processing there went into having this final product. 
 
And people know it. I think, people are, consumers are very conscious of the clean label. It's called 
like how many ingredients there is in the product. And if, if we put those as a filter, There'll be like a 
huge gap. Like there will be so much space in the market for smaller companies to come in, we could 
measure the profit. Right? But suddenly, then we'll have this completely different focus. You're like, 
yeah, actually, what is good for physiological health?  
 
Olivia: [00:37:31] Yeah. And that also goes back to like the impact and then the value you bring to 
the customer. So looking a bit out in the future for you and you have a proof of concept, and the 
product has been approved, what would be like the main, like labels or claims that you really would 
like to convey to the end consumer? 
 
Zuzanna : [00:38:20] Eh, I think we'll, it will be the upcycle element because I think, you know, for 
you and I, we live, we live in the world where circular economy is like the most obvious thing ever. 
And it's sometimes you forget that. Well, people don't even think that we have a linear economy. They 
just think we have an economy. And then they definitely don't think that it could close circles. So, I 
think just making people think aha, because I think once you start thinking circular which you think 
circle with everything. And then there'll be like, maybe no arable land; I also would like to convey 
this somehow. And then yeah, I think we'll have to check out what actually, what consumers will want 
to see as well. So it's good for diabetics and good for celiac patients because it is gluten-free. Um, so 
we'd probably have to look into our target segmentation and see, like, what can they relate to?  
 
Olivia: [00:39:23] Have you thought about the tone in communication. On your Instagram, it seems 
rather activist, good and bad, depending on the customer. Have you been thinking about that as well 
or?   
 
Zuzanna : [00:39:37] Definitely because we are like, some of us are activists in their daily life, so it's 
kind of like, it's difficult to say stop and we have an emotionally charged message. Because by 2050, 
if climate change will not stop 50% of the land, we are growing coffee right now will be unusable. 
 
I mean, that will have a huge drop in the supply. So we definitely want to use this message of, if you 
want to keep drinking your coffee, we need to do something about the problems. And I was talking 
with my business advisories today. I put some a video about the European grant award. And she said, 
watch this video without the sound and see your body language; you're physically fighting. So I'm 
doing all of this, like come on, come on!  
 
You were physically fighting because you are so emotionally involved with the message you're trying 
to do, but maybe you have to leave a space for compassion and understanding that it takes time. 
Maybe there's just have to be this place where we can be vulnerable and, but it's entirely out of my 
world, but maybe there's, I can be part of it as well. And there has to be a space for people just 
realising this problem now. So I think I need to do a lot of my own work on how I communicate. 
 
Olivia: [00:41:07] Yeah, for myself, like the passionate part of me can sometimes overwhelm the 
message that I'm trying to get through, but that is like, you know, personal growth and getting closer 
to connecting the grounds, I guess. 
 
Zuzanna : [00:41:29] Yeah, It's like the balance between the passion and chilling down. 
 
Olivia: [00:41:40] Yes, So our time is running out, but, so like last big question. What is your dream 
world and with connecting grounds in it?   
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Zuzanna : [00:41:51] A market, which is based on collaboration and not competition. Um, consumers 
with high food literacy, which I wish, would slow down and not chase growth. So there would be this 
time for, you know, baking and like in Corona and like just much more like community-based food 
and community-based consumption. And when it comes to Connecting Grounds, I think it would be 
awesome for us to be like a platform for a conversation about coffee, and like communities that are 
dependent on coffee production and communities that are very underprivileged and underpaid. And 
with lots of really cool products based on our core, like flour and oil, and would love to expand on 
other byproducts for coffee, because like I said, this chaff, you can also use it as a fibre. So lots of 
really cool experiments and just making food that is like, of course, it has to be convenient for people. 
But it makes them also healthy and good and, and, and excited and, mindful. So I wish I would 
produce food that makes people mindful about what they eat. 
 
 
Olivia: [00:43:20] I like that that's very sympathetic. Well, I don't have any more questions, but thank 
you so much. It was an absolute pleasure. I think it's really cool to see many different startups fighting 
in a whole different way. 
 

Appendix F – Eat Grim 
  
Interview with Co-founder and CMO of Eat Grim, Carolin Schiemer 
 
Conducted through a video call  
 
(Pre small talk)  

Olivia: [00:00:00] Firstly, I would actually just really like to hear about your experience starting up 
Eat Grim, like from the idea till now. How you started the company and how you remember it.  

Carolin: [00:00:35] Okay. Sure, I'm not sure how much, you know. But It was because, Petra and I, 
as you know, we met at CBS and, we did kind of like all our projects together, and we would just be 
interested in food, and also like, food basically in marketing, and I think it was just because, we'd had 
(thinking pause). 

I'm just trying to think back to what came first. So, we had a few courses about, you know, for 
example, global supply chains about creating a market for sustainable products. And then also like 
social entrepreneurship, and kind of like in all these courses, we could, choose what we would like to 
look at from different perspectives. And I think it started out with actually social entrepreneurship, 
where we had to research like a global problem basically. And we had to understand a problem rather 
than coming up with a solution. And I mean, we studied entrepreneurship and innovation. So, you 
know, like everything was kind of based on that in mind, you know, like design solutions that do 
actually work, you know, solutions for people who solve real problems.  

And so we were encouraged to explore a problem from a problem perspective, basically like 
understanding the problem rather than coming up with a solution. In order to do so you have to talk 
with actors; you have to understand what the problem really is, why it occurs and why it's difficult to 
solve it. And then figure out what is the best way forward. 

We did that with food waste and just understood that there is some people, or like some actors who 
had power and others who didn't, and you know, just learning about the big problem about how much 
food is wasted. 
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And, just really like understanding it. And then also like seeing it with our own eyes, like when we 
started to visit some farms and like to saw like huge mountains of like carrots that maybe are too big 
or like broken in the middle but are just totally fine. And that's just a weekly waste from a small farm.  

This is weekly stuff being thrown out, and it's like bigger than yourself, a huge mountain of food 
waste. And if that happens on a weekly basis on one farm. And I think it's just seeing. I think for us 
really the confirmation that the problem exists outside of academia and desktop research. 

So I think that was a really powerful thing to experience. And I mean, maybe just going back to the 
food waste is that, you know, like back to the power of relations, is that food waste happens like in 
Europe mostly because of the market standards, right? Imposed by the EU, but also by retailers. The 
retailer has their own private standards as well, and they basically dictate how food has to look like, 
and farmers has to comply. So, there is not really any other option for them to sell the ugly vegetables 
because there is no marketplace for this kind of fruits and vegetables to be sold. 

If you talk about that a third of all produce that is grown in the EU is going to waste, it's a pretty huge 
number to just ignore it and do not have a marketplace for it. And, and I think just, like learning that 
as like a young student who's studying entrepreneurship, then this is like actually something that 
really sticks out, you know, this is so obvious. 

Like, why is there not a marketplace, why is there nobody trying to bring this produce to the market? 
And I think for us, it was really the motivation to do that because it was just so obvious and so stupid 
that that happens. And I also think, like we did some other research, we also looked more into 
different food items and did our whole master thesis on edible insects. 

We did it to really try to understand, like how easy would it be to bring a solution food to the market, 
because insects are framed as a solution to climate change as well, because they can be produced, with 
super like low emission can be produced in small quantities by women, which is great. And then we 
kind of compared it to superfoods, which is like a big marketing phenomenon as well. And like, for 
some reason, like the Western world has managed to find these indigenous food items, and label it as 
a superfood and bring it to the West.  

And then, you know, all of a sudden, the acceptance of these food items was just like skyrocketing. So 
we were like trying to figure out if this approach would raise acceptance for insects in the West in the 
same manner. And if, what kind of impact would it have on the perception of insects? Would they still 
be considered sustainable, even if the market go up? Like, because, I'm sorry, but please tell me if you 
can't follow, I'm all over the place, but yeah.  

[00:06:00] We actually also wrote a book chapter or like an academic article about it. I could share 
this with you. I think it's quite interesting. It's 20 something pages about the comparison of like 
marketing superfoods or like marketing food items and the like the right kind of marketing claim 
attached to the food item to raise acceptance. 

So basically, long story short, what we learned also looking at superfoods is, again, there's like some 
people who have power, which in our case, it's the West, like in that case is the global West. And 
some actors who do not have power, which again, is the farmers in these growing communities. So, 
we could actually see that the problem we experienced in Denmark is actually happening across the 
entire world. So, all of a sudden, you have like a global problem, but also what we also realized is that 
actually marketing, can it be quite powerful, Right? 

So, for example, then we looked at like, If there's no market to bring this produce to, how can we do 
that? It's obviously by attaching certain claims to ugly vegetables. So we also then decided to label 
ugly vegetables as a solution to climate change. And as alike as a way to produce food waste, which is 
a big problem. I think the third biggest problem, like reducing food waste, is the third most impactful 
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solution in the world. So that was kind of like our start, framing, ugly vegetables as a solution, 
basically, so that is kind of the background on how we, how we ended up here.  

Olivia: [00:07:26] Thanks, Carolin, that was super interesting to hear. When you say that there's a 
problem between power relations, I was just thinking between the West the farmers. What do you 
mean by that?  

Carolin: [00:07:37] Well, it's because, for example, the European Union and the food retailers are 
setting the standards of how produce has to look like, and then the farmers having to comply with 
that, but also having to carry the cost, in case they don't meet the criteria.  

So basically, what it means is that the retailers, they can continue to dictate how food must look like, 
and the farmers have to make sure they produce that food. Otherwise, they won't be able to sell it. 
And as a consequence, there's a lot of overproduction, but like, you know, just the fact that the farms 
don't have any instruments, you know, they just have to make sure they meet the criteria. 

And in regards to the food, like the superfoods. So, if you look at quinoa, acai, or avocados, they have 
been like items that have been grown for thousands of years by indigenous growing communities; 
they have been like eaten and, you know, with respect for the nature, like you take what you need. 
And then for some items, they somehow get discovered by some, often like a Western company or 
like an individual or whatever, and then they figure out that it's good for you, probably because they 
are actually also very healthy. 

And then, it gets introduced to the West and then you can see the demand just starts to go up, because, 
often like, the claims attached to the foods. Like it's rich in proteins or just super healthy or whatever. 

And then it follows this; so first it is like in a niche market, somewhere in like the health market in the 
West. And then somehow it enters some mass markets. For example, with avocado also with quinoa, 
and then it just explodes. 

And then somebody has to produce these items, by then, of course, the original growing communities, 
because often these foods, they only grow in certain areas. And then, I mean, with avocado, there was 
a lot of crimes, all of a sudden there's like avocado cartels or in Bolivia with the whole… They have 
to fields where there is soil erosion because all of a sudden, they have to produce a shit load of 
quinoa. 

I think with acai, what happened is that there was like some vitamin pills or something with them in 
the West, and then all of a sudden people figured out that it was a scam. So, like, because this Western 
company just said like; oh, they're like doing X Y, Z. And then someone figured out that it was a lie 
and then what happened, as a result, is that acai completely crashed. 

So, when you look into this community somewhere in Brazil, they have now these huge Acai fields, 
and now nobody wants acai anymore, that's a power imbalance. Like they literally just have to follow, 
whatever is happening, you know?  

Olivia: [00:10:43] Wow, I think it's very crazy to think about. I see why you felt the need to start your 
own marketplace then. So, from the initial idea, and then you found a problem, how did you. How did 
you get started from there? 

Carolin: [00:11:04] Yes, well, the whole, like food waste thing, like that was part of the studies, 
right? We actually had the idea for GRIM, as a result of this course in social entrepreneurship, where 
we had to like research a societal problem, and we chose food waste. 
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And then our first idea was kind of like a little supermarket or like making products or whatever. We 
already came up with that name back in the school project. And then we just got a lot of really great 
feedback when we presented the idea, there was also some external jurors, and they also came to like, 
"Oh, that's so great. If you ever put a do something, let me know." And then a lot of our like 
schoolmates, they came and said like, "Oh, you know, if we ever want to do something about this 
idea, I would love to be part of this."  

And we were just like "okay, sure", and then we kind of like, let it rest, because we had to write our 
thesis and we had to like to continue in the studies. And then, when we graduated, and we wrote this 
big piece about insects and superfoods and marketing, and then it kind of kept circling back to the 
food waste issue. And, and then we were like we have all this knowledge, we really have learned 
something. We have understood how the system works. We have discovered a huge problem that is 
right in front of our eyes. we are both unemployed.  

Let's just do something because that's what we have been studying to do, so let's just try it out and see 
where we get with this. And then, we just attended some events and, then we met like the founder of 
Aarstiderne there, you know, Aarstiderne?  

And then we actually presented, or like, it was like tech festival. It was like some workshop about 
sustainable food systems, which we attended where this guy was. And then we kind of like addressed 
this, "hey, we have this thing, like how could [00:13:00] we bring ugly fruits and vegetables to the 
market?" 

And then he came to us and said like, "Hey, it is something that I've wanted to do since like for years 
at Aarstiderne. And we haven't really found a good way how to do it yet, but it's really close to my 
heart. And it's really a big problem." 

So, if like the biggest the market leader of food boxes in Denmark, probably also in Sweden comes to 
you and says that it's actually a real problem, then you know that it's something that is real.  

And then we had some conversations with Aarstiderne there and they kind of, I think they wanted to 
hire us to do something for them, but then we were like, "no, we want to do our own thing." Because 
we don't see this solution as just one company, because we know they only work with their own 
farmers, but we actually saw that this is something that shouldn't just belong to one company.  

It should be something to, you know, be rolled out to wherever you want to go. So that, that was kind 
of the decision that we've made, that we want to do our own thing because we always knew it had to 
be a global thing in order to actually make an impact. 

And then, oh, well, I think also, I think just being inspired by the fact that, you know, food boxes and 
maybe that's something that Danish people are really used to receiving their food with. And, of 
course, it had to be online, right? You have to purchase it because we don't have a shop, so you have 
to make it online. 

And then we just decided to do the food boxes and see how that goes. And then we did like a trial for 
a month in January 2018, where we recruited 30, more or less random people to try out the boxes, 
four boxes in a month. And then we, we just called up some farmers and asked them if they have food 
waste, and they all said no. 

And we were like, "wait for a second, haven't we learned anything about this problem?" And then 
again, coming back to the same things as marketing framing, how do you say talk about certain 
things. And then we asked, do you have products you can sell? And then they were like, "Oh yes, 
plenty." 
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Olivia: [00:15:17] Why do you think that they didn't accept the label food waste? ,  

Carolin: [00:15:20] Because farmers are really proud, they work really, really hard with a tight 
budget usually, so they make everything work. Like they find a purpose for everything, even for food 
waste, especially when you take organic farms, if they leave it unharvested on the field to rot and go 
to waste, which we consider food that could be eaten by humans, but it's not eaten by humans for 
whatever reason. In our opinion, food waste, but if they just leave it as fertilizer and then they think 
it's not going to waste because it still has a purpose. So, it's really about the commercial aspect. 

Like, do you have a product to sell? and then all of a sudden, yes, of course we do have a lot, and this 
was for us also, you know, when we got to talk to them.  

Olivia: [00:16:09] Interesting. So regarding the commercial aspect, when I met you first time (Fall 
2019), you had like one thousand customers, and now you have grown really fast. What do you think 
kicked off that?  

Carolin: [00:16:28] Well, definitely Corona had a big impact on our growth. I think we've doubled 
the sales just when Corona started in March last year, so that was just a really big boost because 
people started to buy food online. 

Olivia: [00:16:49] In this whole like journey, have you encountered any challenges that you think are 
specific to GRIM, like how you deal with sustainability? 

Carolin: [00:17:03] Yes, absolutely, I think one really big challenge is always like funding and like 
getting enough funding. And I think, I mean, like I'm not doing the fundraising, so if you have more 
specific questions about that experience, I think, Petra (Co-founder) would be the right person to 
speak to, but of course we speak a lot. So, I think, I can talk about her experience, but I mean, she's 
talking to a lot of investors, like she has to do all the hustle, and she's talked to so many different 
kinds of investors. And I mean, often it is, I'm sorry to say, but like fucking white middle-aged men, 
who, first of all, I think underestimated women just by default. This is something that I'm thinking, 
especially when it comes to two foreign women who have not been like it's our first start-up, you 
know, and we are foreigners in a country. We don't have an agricultural background or like that. 

So, I think we've heard a lot, especially undervaluation of what we do. Like we, we've got some crazy 
shitty offers, you know, by like people who want to have or like take control over the company. We 
don't even have a board at that point, but, you know, who basically just wants to take the control away 
from us, because they don't believe in us. That's one thing. And just in general, I think as a, as an 
impact start-up, you still meet a lot of investors who typically invest in, like I don't know, maybe tech 
companies who have completely different growth parameters like they are measured by. If you just 
look at the numbers, like they just don't apply to a company that does a lot of physical things, right? 

Like we shift physical goods. We shift like the most basic things like fruits and vegetables. It's such a 
human interaction, a physical thing, like you just have to do it. There is not really any way around. 
And I think a lot of investors are also, I don't know, it's not scared. 

How do you say, like turned off? Maybe by the, the operational level of heavy operations, you need a 
warehouse, you need supply chains, things like that. And, and I think if you, if you kind of expected 
growth, according to like a tech company, it's just doesn't, it's not realistic in what we are trying to 
achieve. 

So, it's always about like convincing people. Which is not always easy. And that's also why we have 
done crowdfunding twice now. We had like a public crowdfunding on Funderbeam, the first time in 
November 2019, where we, fuck, I don't know how much we raised, like 1 million Euro. Am I talking 
bullshit? 
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Let me just look it up because I'm always getting it wrong. Just looking at Funderbeam's Instagram. 
I'm going to share that with you too, so you can have a look; oh, it was only a 100 thousand euros, not 
1 million 100 thousand euros (Laughing). But we went, we reached the goal, like the 100s we had to 
target, which were reached in 24 hours. And then we went 300% over the top.  

Well, I'm just going to share this with you and then if you go onto the campaign, then you can see a 
cute video of us. But anyway, so, we kind of had to reach out to our community to get the funding.  

It's the whole idea of product funding, so now we have, in this month, I think we got 140 investors 
from 23 countries or something. And then we did another private cloud funding round for, like I think 
we to pitch in front of investors this was like, lead by our lead investor from the previous round called 
Unconventional Ventures, which is also a venture fund, a VC that supports underrepresented 
founders, so like women and people of color. 

You can read an article that I wrote, it is also on the blog. It is also about our experience, we had with 
raising money. This one, this is a really good one, I'm gonna send this to you. 

Olivia: [00:22:07] Okay, thanks Carolin. It's great that you have so much to say about the whole 
topic. Going a bit back to what you said earlier, regarding the operational heaviness, do you think that 
being green and operating in the food industry, what are some of the bigger challenges?  

Carolin: [00:22:17] , I think being transparent is a challenge, I think we choose to be transparent from 
the start, but I think that's the whole issue with the whole food industry. 

It is that it's not transparent at all. I mean, maybe you remember there was this Oatly campaign a 
couple of years ago. It's like, Hey, food industry shows your numbers. It's exactly that, they basically 
said that nobody shows any impact numbers. And for example, it's the same goes with prices. Like 
you don't know how little the supermarkets pay the farmers. 

And this is why we get the produce so cheap. Nobody has any interest in laying these numbers open. 
Because they don't look nice, you know, and this is something that we really want to change. Like, it's 
something that we should get much better at as well. Like, more of, well we once made this graphic or 
wherever that shows, how much of like when you pay for a GRIM box, how much percentage of the 
money that you pay goes directly goes into the packaging, goes back into the company, and so on. So 
we kind of like split it up, but it is my big goal for this year to do much more active about the whole 
like impact communication, because like a lot of food industries, they don't do that.  

Olivia: [00:23:44] Why do you think it's important to communicate this transparency? Do you think 
people are more interested in this? 

Carolin: [00:23:56] Absolutely. I think, I mean, you can see that, like the reason why all of these big 
shitty brands are now starting to greenwash their products, it's because there is so much pressure from 
the consumers. They demand that kind of the level of transparency as well. And I think, consumers 
get more critical for sure. And, it's something that you kind of have to do now. 

Olivia: [00:24:22] After you suddenly you have a lot of customers and it's going great. I'm just 
thinking, do you think it's getting more difficult to be transparent in your communication?  

Carolin: [00:24:43] Not yet. I don't think so. I think it's just a commitment that you have to make. I 
think the only way forward, I mean, right now, we do like impact communication, which is different 
from impact reporting. 
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That's just also quite, I mean, we did our own project, for example, where we calculated the impact 
numbers of the boxes, for example, how much each box admits in CO2 and water and so on. But 
actually, the next step would be for us to go more the official way of impact reporting, where you 
have to follow like all these GHD or whatever protocols that you decide to do your sustainability 
reporting about. 

So that would be the next step for us. Because we don't do that yet, where you actually look at 
everything, right? You can't just say how much good you do, but you also have to look more into 
what you produce? So, that is definitely for us the next step. But I think it is just what happens when 
you get more customers. You know, when you look at this curve of adoption, maybe you're familiar 
with it, but it looks like this wihuuu (make a curve with hands), and I think when you reach more, 
people tend to be questioning more, they are more forgiving and loving in the start, but they are more, 
"what the fuck” later, they really need a good answer to these things. 

So, I think that that is just, what we will experience more and more that people will be asking more 
the questions that might be a bit more difficult for us to answer. We just have to be aware of this and 
have to be prepared for, which is also good, because if you know, you have to look at certain things as 
well that you may want to improve. 

Olivia: [00:26:33] Definitely. I think it's very interesting. So you're saying that it might scare of some 
investors when you go for funding because you are so transparent, but you still see on the other side 
that the consumers are getting more critical to what the food industry? 

Carolin: [00:26:52] I would say so. It's actually funny. 

Like sometimes I wonder if we share too much information with like, let's say, potential investors 
because we are really like this. And sometimes I really think it's just so much bullshit, how you get 
money, you can get money with the most ridiculous things. It's just, we're just not working like this.  

And sometimes I think, maybe it's also, like our characteristics, you know, Petra and me, which is 
detailed kind of people, you know what I mean? We're like super detail-oriented and it's like, 
everything is like, when investors look at our our budget sheets. 

They're like, "what the fuck is this?" Because it's so deep, like in a good way, because it's so detailed. 
This is not really something people usually see. And I also think the more transparent you are, the less 
you can inflate certain things, you know what I mean? Which, I think maybe, I don't know, but that's 
just the way it is for us. 

Maybe that's just the challenge that we have and, and I'm sure we will find a way. And, we do have 
good investors too, but it's just difficult to find them, and it's even more so important to just find 
Investors, where you have that value fit. If you don't have a value fit, especially for like an impact 
start-up, there's no point  

Olivia: [00:28:17] Why, do you think that?  

Carolin: [00:28:18] because it's so much about the relationship, it's so much about like believing in 
something together, it's quite important. 

Olivia: [00:28:29] I see what you're saying, that sometimes investors are just looking for like big 
highlights or they pick numbers that feed into a story. But I would say that you also have a really good 
story, right? 
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Carolin: [00:28:51] No, yeah, we have the perfect story. Like this is the story. People are attracted to 
us because of the story, but, I know there is a huge potential in this market that we're tapping into, it is 
gigantic, it's like in Europe 168 billion euros big, you know? 

And so, so in that sense, but it's also like fruits and vegetables are low margin business and it's just 
like, it's just different. It's just a different case than a software. It doesn't mean that it doesn't happen 
for us. It's just more difficult, you know?  

Olivia: [00:30:01] So just to go a bit back again, you mentioned what the next step was for GRIM and 
did more impact reporting and impact communication. And where are you expanding to? 

Carolin: [00:30:19] I mean our plan is to go to Sweden this year sometime, so we hope that we will 
manage to do that. It still feels so much for us to do here in Denmark. I mean, we just opened in 
Odense like a couple of weeks ago, and it's just so much more, more to achieve and do as well in 
Denmark and then hopefully Sweden as well this year. 

In the meantime, I mean, there's still a lot of stuff that we need to do internally. Like there's just so 
many processes and the whole subscription set up. And also, we have started the development of a 
platform, actually a sourcing platform. This is also our engine and that will help us scale 
internationally because it's like a marketplace that I talked about before, where farmers can report 
what they have and then we're in the middle, and then we can send it to whoever wants it. And one of 
the customers could be GRIM with our food boxes. This is kind of how we use it right now, but we 
need to build it, so it can be used by farms and by also B2B and so on. 

It has been completely shut down now during Corona, but it's slowly picking up again, so we also 
hope to be able to properly test the platform that we are kind of prototyping at the moment. 

Olivia: [00:31:55] So what kind of segment in B2B are you targeting with this platform, also small 
food start-ups?  

Carolin: [00:32:22] Like right now, we cannot supply B2B businesses that origin under 500 kilos a 
week. Because it doesn't make financial sense for us. Like we have worked with many small 
restaurants, but the quantities are just too small, and then it still takes us time to pack, so it doesn't 
make sense for us financially right now to supply the small companies. 

So this is also why we have to select and focus on bigger B2B businesses at the moment. Still, 
whenever we go forward, and we actually do have a platform, it would be easier for us as well to have 
smaller companies buy from us. 

Olivia: [00:33:07] Oh, that's great. What about  

Now that you are scaling up and go to Odense and Aarhus, are you still relying on volunteers as 
packers? 

Carolin: [00:33:24] Actually, no volunteers pack our boxes anymore, so we have a completely hired 
packing team now. So, in the actual box packing, there is no volunteers involved anymore. But there 
are still a few volunteers coming, but more for like simple tasks, like filling up stations or helping 
with the trash or things like that. So, we have a few volunteer spots every week, but otherwise, most 
of the warehouses are now paid. 

Olivia: [00:33:57] Okay. Wow. That's a, that has gone fast. I can see that the time is flying, I would 
maybe like to ask about this blog post you made which addresses your approach to sustainable 
scaling. Like when you changed the wooden boxes to cardboard boxes. Besides what we just talked 
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about with the transparent communication, I would really like to hear about the thoughts you put into 
communicating this? 

Carolin: [00:34:37] I think, probably it falls back to the whole thing with, we don't want to piss 
anyone off. And I think like, when you have a sustainable product, like ours, then people are very 
emotionally involved with it. It's a good and bad thing. it's a good thing because we have really loyal, 
amazing people who recommend us to friends. So, like, you know, dedicated to the purpose of our 
product, which is great.  

On the other hand, you have to be really, you know, it comes with responsibility as well. You can't 
just like play with people's trust and make decisions without talking about the process. So, for 
example, like, especially the boxes are a good example. We had these wood boxes that are open on 
the top with a plastic bag inside. And we took them in return, which like a return system in itself. It 
sounds really nice and beautiful and very sustainable and like, you know, no waste, blah, blah, blah. 

But in theory, it was exactly the opposite. So I think also, like, sustainability, there's a lot of like half-
knowledge attached to what people think is really a sustainable practice. So, I think dialogue, is more 
important than being perfect.  

For example, taking boxes in return. Maybe you can use them a few times, but the whole labor that 
goes into cleaning them takes up a lot of space, which is really crucial when you have no spaces, and 
there had to be a plastic bag inside, which is super shitty.  

So, we needed to develop a new packaging, you know, the plastic bag creating humidity in the 
summer, it would like kind of deteriorating the vegetables much faster. So we had to like also find a 
solution to keep the vegetables safe and during transport, so we developed this like separators, inside 
the box. 

And I think, but the most important is to tell, why did you switch to one time using boxes versus the 
return system. And just to explain that and why you do that, I think it just helps to raise the 
acceptance, among people. And we still do get a lot of questions about it every week in our customer 
support. And I think it's also just an important way to communicate internally as well. Like, you 
know, then customer support can read this blog post, and then they also know what to say when 
customers have questions about it. 

And I think that's just also like how we work in GRIM internally as we do work like, maybe we have 
too many meetings, probably, oh my gosh. So many meetings all the time. Very annoying. But that's 
just what we do. You know, we also like sharing a lot, like a lot internally and I think, it's just kind of 
going to therapy, like riding out the process, you know?  

Olivia: [00:37:54] What do you share in these meetings?  

Carolin: [00:37:55] We make decisions like, for example, we would bring it up in our weekly 
strategy meeting where we would talk about, "Hey, the boxes, let's fucking switch them." And then, 
you know, kind of like sharing some information and updates. For example, right now we're doing a 
rebranding. So we keep the boxes, but we actually changing our brand identity, which of course also 
involves, like just talking to different departments and so on. So, it's also that the process was also 
shared with everyone in the team who gets to know it at least. 

Olivia: [00:38:27] I have one last question: Do you think that GRIM has impacted Denmark in 
changing people's perception of grim vegetables? 
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Carolin: [00:38:43] At least the ones that we are able to reach. I hope so. I still think, like, as I said 
before, there's still a lot more to do for us in Denmark. I wouldn't say that we are completely on top of 
all the marketing. 

I think we could do a lot more in getting the word out there. I think the people we have reached so far, 
from what I can see, at least, a more subjective perception is that, at least people kind of know what 
eatGRIM, like I keep on hearing things like, "Oh, I didn't know that this was a problem before I heard 
it from you (GRIM)." 

So, I mean, I hope to think that we have made some positive impact.   

Olivia: [00:39:35] well, your product definitely comes not only with the fruits and vegetables, but it 
also comes with a little education. 

Carolin: [00:39:42] I mean, that's the whole point and people always end up with that. So that's the 
mission that we are on. 

I mean our vision is to create a global movement where all shapes, colours and sizes are welcome in 
food and people alike. So, that's what we hope to work towards. So, we will always continue to talk 
about that in our communication 

Olivia: [00:40:08] Cool. Thank you so much. I think it just continues to be very interesting. I will 
keep in touch with you if I have any follow up questions. 

Carolin: [00:40:19] I can reach out to Petra. If you need some more insights on the funding part. I'll 
write her a message, and I'm sure she is happy to give you some answers. I hope you can write 
something great together. And also, like if we have any more questions, just feel free to reach out. 

(End of interview) 

 

Appendix G – Fresh.Land 
 
Interview with Co-founder and CEO of Fresh.Land, Mathilde K. Jakobsen  
 
Conducted through a video call  
 
(Pre small talk)  
 
 
Olivia: [00:01:09] I would really like to ask about the initial idea of Fresh.Land, how you got started, 
and you just go into detail from the start idea until where you are today. 
 
Mathilde: [00:01:30] Yeah, so it all started with the oranges from Filipe's, my co-founder's family 
farm. When I was still a student, and Filipe was still a student, he was studying his MBA. We 
travelled to Algarve in Portugal to visit his family. And when I arrived at his farm. I was quite like 
stared with the oranges hanging on the tree. 
And his mum came out with a glass of orange juice, and I tried this orange juice, and it was so sweet 
and flavourful that I actually didn't believe it was just pure orange. I thought maybe they added sugar, 
and I questioned it. And then they showed me that it was just the pure taste of sun ripe oranges. 
And that was the first experience, the first "aha" moment when I started questioning the food system 
and questioning my ideals. Until then, I had always bought organic. And to me, organic was like the 
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Bible, it was my guiding star. When I had this experience and realised that the organic oranges, I have 
tried had always been a sour fruit, this is actually almost a new fruit to me. I thought this is something 
that is not adding up. So, what is it that is happening with our food from the farmer? To the consumer 
in the supermarket. What is it that is happening in between? That means the product I buy in the 
supermarket is so different from what is growing in the farm. And that was the, that was the beginning 
 
At that point in time, we were on our way to Brazil. So, we didn't pursue it then. But a few years later, 
we both decided to quit our jobs and to start our entrepreneurial venture. So, we actually started a 
couple of companies in 2015.  
 
Like, so this was my perspective on the food system. If we look at the farmer perspective, which is the 
perspective of Filipe, he brings. His dad has been struggling every year to sell his oranges. And every 
year, even though the production was better, the price he would be paid for the whole production 
would be less and less. And there was increasing competition from overseas farmers and so on. And, 
one year, the price was so low that it didn't even compensate for the cost of harvesting. So, he actually 
had to leave his oranges on the trees and then let them rot. And that was just like, it was a call for 
help. And then Filipe started going around with his dad visiting some of the middlemen that used to 
buy. 
And one of the middlemen revealed that she could not make an offer as she couldn't bet on the farm 
because she agreed with the middleman to divide the market. And that's how a lot of the food industry 
is today. The middlemen are the ones controlling the prices, and they divide the market between 
themselves. 
 
Even though that obviously shouldn't happen. And the farmer himself is focusing all year round on 
producing a good product and only once a year, he's trying to sell it. And if he doesn't get a good 
price, it doesn't matter how good a job he does. He will be doomed for the rest of the season. And of 
course, having a big production you need to sell. So, the farmers are in a very weak negotiation 
position. So that was the perspective Filipe came with. 
And then, in 2015, we decided, okay, we want to see if we can show it in the food supply chain and 
bring more value back to the farmer. And at the same time, bring a better product to the consumer, 
which tastes as orange is supposed to taste. At that point in time, we were just an extended arm of 
Filipe's family's farm, and so we built a juice bike. That we set up in Strøget, and we were squeezing 
juice for a couple of weeks. 
It was supposed to be an actual business, but we soon realised that the demand was there to actually 
take it to the next step. So, after two weeks, we had collected a list of people that wanted to buy and 
receive these crates of eight kilos of oranges each at their private houses. So, we started delivering to 
private people, and then we knocked at the door of some of the big supermarket and said, we have a 
product that is quite unique, would you like to take it in? 
And that's how we got the food in, in, yeah. In some of the big supermarkets and we could start 
increasing the volume. At the same time, we saw that the word spread about what we're doing to 
Filipe's family farm. So many local farmers in the area came to Filipe's dad and said, whoa, I can see 
you are exporting, and it's going quite well. He was building a warehouse and so on. And they asked 
if they could be part of it. And then we started having avocado farmers, tomato farmers, vegetable 
farmers, and all sorts of products. And that was the point of time we realised this is not one farmer's 
issue. This is a structural problem of the food industry that the farmers do not have access to the 
market. 
So, we want to help the farmers and bring more value back to them because they are, in reality, the 
ones creating the whole value in the food supply chain. The middlemen are just extracting value and 
destroying value because of the long journey. And at the same time, we could see that like with the 
oranges, when you bring fruits and vegetables straight from the farm is just a whole different flavour, 
and you don't need to surface treat them. 
Yeah, so we started expanding the business, and that was the point in time. It was around a year after 
we started that we actually established Fresh.Land. So, we changed the company name from being 
Filipe's Family Farm to Fresh.Land. We registered the domain, and we made the first move to be a 
platform. Fast forward to 2019, we decided after some years working with supermarkets that it was 



 
 
 

40 

not a suitable model for us, even though it gave us the volume, which made us attractive to the 
farmers. 
We could see that we didn't control the entire food supply chain. So, we saw how the products on the 
shelves were deteriorating, and we couldn't control if the products were one month in a warehouse in 
Vejle before they came out in the supermarket. So, our promise to ourselves and now promise to our 
customers of bringing fruit straight from the farm was not really true. We were not true to that. So, we 
decided to change to integrate down to the final consumer. We didn't know exactly how we would 
make it happen because it means connecting two very decentralised supply chains, decentralised at the 
farmer end but also decentralised in the consumer end. But yeah, we worked it out, and now today, we 
are delivering around more than a 100 thousand units across Denmark and Sweden every month. And 
on the supplier side. So, the farmers we are in Italy, Portugal, Spain. 
We just launched our first product from Greece. And then we are in all the markets where we are 
downstream. So, in Denmark and Sweden, and soon we're launching in Germany. And we are today, 
50 team members in Fresh.Land. Most of us are based in Copenhagen, and we have a few team 
members in Portugal. And I think that's it.  
 
Olivia: [00:08:39] Interesting. Thank you for the startup story. So, when you decided to go from B2B 
to B2C, is that the digital platform you have now that enabled that?  
 
Mathilde: [00:08:56] So actually, what the consumer sees is just a simple interface. It's a 
WooCommerce platform that comes as a webshop. What we have in the backend was the same as our 
B2B. It's a tool that manages all our logistics. It manages all our suppliers, but they have been 
seasoned at the moment. It is it's automating all the handling and all the invoicing, all the ordering and 
so on. 
So, all the data flows are automatised, and all the availability to have multiple farmers with the same 
products and from different regions. And then they go in and out of season.  
 
Olivia: [00:09:31] So how does the selling of the produces function? Do consumer bid on it?  
 
Mathilde: [00:09:51] We don't make any promises, but we are pretty good at making forecasts. And 
because we are dealing with the final consumer, we have much more predictability than a supermarket 
because many of our customers are subscription-based, which means that they are ordering for the 
whole season in a specific product. 
And then they have different frequencies of some order every week, some order every two weeks, 
every three weeks, every four weeks.  
 
Olivia: [00:10:17] Okay, so going back to your startup story, it seems like it went really fast for you, 
and you've grown really fast. Do you think that you encountered any specific challenges that are 
probably very specific to being a green startup in the food industry?  
 
Mathilde: [00:10:44] Yeah. I think what a very present challenge is when you are an e-commerce 
platform. Is that you are very much relying on your last-mile logistics, and last-mile logistics is not so 
developed in terms of being green. It's a very old conservative industry with a lot of diesel cars. And 
we have had a very hard time finding partners in the last mile-logistics that actually are pursuing a 
green future. 
So, we have some pioneers, like Chainge, which I know GRIM is also using. They have electric bikes 
and some standard electric vehicles, but they only cover some city areas. So, they don't cover all our 
needs at the moment. I think they're covering 8-10% of our needs, but we would like to expand that 
and what we have experienced is that it's really challenging because there's no one offering the service 
that we would like. 
So, we actually considering if we should insource some of the logistics last-mile simply so that we 
can be true to our mission of building a green supply chain. Sometimes you can be so much at the 
forefront that the solution is not there in the market, and you have to create it yourself. 
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Olivia: [00:11:58] It seems like you are trying to solve many aspects of the industry at once? Because 
there is the power relation that you're trying to break between the farmers and the middlemen, and 
then there's also creating a greener supply chain. 
 
Mathilde: [00:12:11] So for us, the problem we are indirectly solving is the huge food waste and 
emissions of the food supply chain, but it's not extracting from the transportation. It's actually from 
the warehousing and storage and also from the food waste. And I can explain it a little bit more later 
on. I can also explain it now, but a regular orange in the supermarket would have to go through three 
to five middlemen, and that would mean a journey of around four months. 
The CO2 emission of storing an orange for four months and ripening it artificially in ripening 
chambers is just huge. Also, 1/3 of all the oranges produced would probably go to waste. That's at 
least the average. So, by bringing fruits that are seasoned from the tree to the supermarket, without 
any storage, you cut out almost all the emission from the storage and you reduce the food waste, 
which means that all the emission of the fruit during production and also post-harvest you actually 
save if it was food waste. You would have to account for that as part of the emission, even though it 
was food that would never be eaten. So, in our food supply chain, we are reducing food waste, and 
that is reinforcing the CO2 reduction. If it makes sense? 
 
Olivia: [00:13:28] Yes, it does. What's it like with your logistics? Does it get packed and shipped 
right away when a customer order. I am just thinking that it can become a challenge in terms of 
emission and transportation? 
 
Mathilde [00:13:38]: We drive full trucks when we ship goods from southern Europe and only when 
the goods are in season. And as well from the Danish market, which is primarily potatoes. Our 
produce only comes from Europe, so we link a closer market rather than an overseas market because 
it is better to eat European fruits than overseas. So, when we ship, they always come in full trucks. We 
do not sell air. We have checked whether it was possible to set up by train, but then we would double 
the delivery time, and then the product will have to be longer in storing chambers, and then there will 
be more food waste as well.  
So, it would not make sense for us to do it differently at this time. But again, it is also back to that if 
you are so very disruptive in your field, there often are no solutions in the market yet. So, there are no 
better green solutions concerning logistics. But there will be over the next few years. I don't believe 
this idea about shipping overseas goods. I do not believe that this is the future because I do not see 
that the current way is comparable to when we eat locally and regionally. This is not only from a 
sustainability perspective but also from a nutrition and health perspective.  
 
Olivia [00:14:40]: I think it's exciting, and I keep learning something new about the industry. It's very 
thought-provoking how little we know about what we eat. 
 
Mathilde [00:14:47]:  I think we're really at the early stage of creating transparency about how we 
measure our emissions. It was really hard to assess, and you can just keep going too. For example, if 
you take a peach. How much has it emitted in its journey? Should you take what the driver has eaten 
along the way at Burger King. You can go completely crazy in doing analyses, and I think you have to 
be pragmatic, and we have to define some kind of standards concerning this. I think we will be able to 
see supply chains, where you might even start to make a requirement that you have to show 
transparency on how much you emit across the supply chain. You could say that we are pretty well-
positioned because we have ownership of our entire supply chain. For example, a supermarket that 
buys from a middle man in the Netherlands can only go one step back. 
 
Olivia [00:15:19] Do you make life cycle assessments on all your products? 
 
Mathilde [00:15:24] At this time, we have not done on all the products. But we started doing it on 
avocados and oranges, and we're still refining the model, and it's pretty interesting. Then you will also 
understand that the avocado is not a big climate sinner.  
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Olivia: [00:15:30] So, for a normal orange, I guess it is a pretty complicated and unnecessary journey 
for that orange, right? 
 
Mathilde: [00:15:38] Yes, and that was the reason Filipe's dad couldn't sell his oranges in the summer 
season. For instance, no one wanted to buy them; they could get them cheaper from South Africa. 
And even Filipe dad's oranges could be harvested 11 months a year because he has different varieties. 
They will all harvest once a year, and then there were stored. And then they were artificially ripened, 
and surface treated and all that, and just go into the traditional food supply chain. And that's why I 
wouldn't say it's like a good orange when it would come to the supermarket. 
 
Olivia: [00:16:12] I see. So, what is your relationship with sustainability, and how does it reflect in 
your purpose?  
 
Mathilde: [00:16:31] Yeah. So in regards to sustainbility, we are solving it because we reduce the 
externalities and are creating a more efficient system. 
 
And in general, I would never engage myself in a project where I wouldn't see a positive impact on 
society and the environment. So, it was not a question for us to start any traditional food supply chain; 
it had to be a challenge where we could improve the solution and improve the society. Yeah, so it was 
never a question to do it or not to do it for me. It would have to be leaving a positive impact.  
 
Olivia: [00:17:29] Definitely. So, from the retailer's side, they also often have many standards in 
terms of the size and the shape of the vegetables; how do you manage the consumer expectations?  
 
Mathilde: [00:17:43] What we do is that we are basically launching; you can say the same product 
but in different formats. For example, we have a format that is called baby avocados, that's very tiny 
avocados. So, you would need just one scoop to actually do avocado on toast. Then you have the 
regular avocados. Then you have the saved avocado, which is like food waste avocados, and I don't 
know if we also have introduced giant avocados; maybe we haven't done that, but that could be an 
option. 
So, we try to take the entire production of a farmer, but we divided it into different categories, which 
have different price tags to manage expectations.  
 
Olivia: [00:18:01] I also see on your platform and your Facebook that you also have a kind of 
community feeling around your products. Is this something that has blossomed on its own?  
 
Mathilde: [00:18:07] So I think if you have a mission-driven company, a value-driven company, it is 
not so hard to build a community a little bit like GRIM is experiencing as well. I think we are very 
different from GRIM. I believe our community is very different. 
 
Olivia: [00:18:20]: Why do you think that?  
 
Mathilde: [00:18:25] I think our target segment is very different. We have a much broader appeal and 
are less activistic, which doesn't mean we don't have opinions, but we don't judge. We provide 
options. We provide solutions, but we don't judge anyone; people can judge for themselves. So, in that 
sense, we are not picking a fight with the supermarkets. 
But of course, I, as a founder, have an opinion about the supermarket because I have been through the 
whole food journey. And I have an understanding of how the traditional system works. And to me, 
that is just not sustainable. 
 
If you just take a category, like bananas. I know from one of the green managers in one of the 
supermarkets in the Copenhagen area that they are throwing out 200 bananas every day. And that's 
just one type of product. Then you imagine how many oranges they throw out, how many avocados. 
So, I don't think it's a sustainable way to sell food, to store it at room temperature, and then let 
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everyone come and pick and touch and bring it home. And then whatever is left will be sold the next 
day again. And at some point, it all ends up as food waste. 
 
Olivia: [00:19:10] Is this something you have been aware of not being, as you saying yourself, judgy 
in your communication?  
 
Mathilde: [00:19:27] So I work in that way, myself, that I don't want people to judge me. I don't like 
that. I like to have my own judgment. But you can present me the facts, and I can make a judgment. 
So, it's the same mindset we have in Fresh.Land that we want to present the facts. We want to create 
transparency, both about the food journey and about the footprint and then demystify some of the 
myths. 
For instance, avocados have been categorised as being a climate sinner. And that's a bit of a pity 
because if you look at the avocado on a per kilo basis, it doesn't emit more than the beans and 
legumes, which are actually on the list of recommended foods we should eat in the new climate 
economy. 
 
So, in that sense, avocado is not a big sinner. In the past, some emerging countries like Chile have 
produced avocados in environments that were not suitable for avocados. Thereby all the drinking 
water from the local population has been allocated to avocado production and the local biodiversity, 
and the local population has suffered on the waterside. On the journey side, if you are to transport 
avocados from Chile and the transport is taking many months, they are artificially ripened, stored in 
cooling chambers, etc. That has a big footprint, like with the oranges. So, it's all about the food's 
journey and whether they are grown in a sustainable environment. So, you shouldn't grow avocados or 
oranges in an environment that doesn't have natural water sources, for instance.  
 
Olivia: [00:20:18] So, can the customer follow the journey of the vegetables you are selling?  
 
Mathilde: [00:20:34] Yes. So, at the moment, you can read about the farmer on the product page. 
And then, we are actually tracking the sources through QR codes. So, each box has a unique identifier 
form of a QR code. And if you scan that QR code, and you can actually see which farm it comes 
from. 
 
Olivia: [00:20:49] Okay, that's nice. So, do you see it as a responsibility towards the farmer to 
connect them with the real consumer, and vice versa? 
 
Mathilde: [00:20:59] We want to bridge the gap between farmers and consumers. We saw the effect 
it had when Filipe's dad started selling to consumers. Filipe gave him an iPad as a Christmas gift. And 
then, on that iPad, he could read all the reviews that people were leaving about his oranges. He was so 
touched that he got tears in his eyes because he had only been told by the middleman how crappy his 
oranges were year after year in that attempt to negotiate the prices down. And for the first time, he 
actually saw people appreciating his fruits, and it was just such an emotional feeling for him to 
experience that. 
 
Olivia: [00:21:24] That is really touching to hear. And what about the other side? What is the 
customer's experience about getting the product and being more connected to the farmer?  
 
Mathilde: [00:21:36] So what we see is that people starting to be more aware of the seasonality, and I 
think that's part of this effort that we are nudging people to eat what's in-season by raising awareness 
of the different seasons. And the, actually there were an article in Politiken last week by a woman. I 
think she's a subscriber on our avocados and when she received an email that said now the avocado 
season was over. She first got really disappointed, but then she was like, hey, this is actually great. 
Now I have something to look forward to. Now I can look forward to October when the European 
avocado season starts again. So, in some sense I think we are raising awareness about the seasons, and 
we are nudging people to eat what is in season, but we are not telling them that they should do it. It's 
up to them to decide. 
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Olivia: [00:22:23] I see, that makes sense. And what about the investor side, how do you balance the 
promise to the customers and externals?  
 
Mathilde: [00:22:33] Yeah, it's essential for us that we get investors on board that have the same 
values. We feel we are the guardians of the consumers and also the guidance of the farmers. So, it 
wouldn't make sense for us to get one of the big supermarket chains to invest in us because then 
somehow, we would be more biased towards the buyer side, and that's not our intention, but we want 
to be unbiased. 
 
With regards to investors, we have not raised any funding rounds yet. We are Bootstrapping. But it's 
not that we haven't had the possibility, but we have decided to go bootstrapped and grow a profitable 
business. In that way, it has been very challenging, but we have also learned a lot on the way. I find 
the constraints of not having a lot of financing to be a source of creativity and a source of being much 
sharper on our mission and what we're working towards. So, we are not deviating too much because 
the limited resources mean that we have to deploy them where they're most needed. If we had too 
many resources initially, we might have been scaling in the wrong direction. 
 
When starting up, it's often you speak about the hockey stick. So, you go flat for a very long time until 
you get that perfect product-market fit. And then it goes almost exponentially up, and if you start 
scaling too early in that hockey stick, let's say for us, it could have been scaling a b2b business. And 
that would have been getting us further away from our vision and mission, connecting the farmers and 
the consumers directly. So for us, it has been working well to not have too many resources because 
we have been testing and trying in a low scale and then only scaling now where we have a product-
market fit., 
 
Olivia: [00:24:15] So do have you as people avoided someone coming in and wanting to put you into 
a specific box or being in a specific market?  
 
Mathilde: [00:24:19] I think both Filipe and I have an ability to not being super much influenced by 
our surroundings. We can think clearly without being influenced by other people's opinions. And 
that's important when you do something ground-breaking and disruptive. If you can think out the 
solution, you also know that it will be possible to implement it, even though people say it's 
impossible. 
And when we started out Fresh.Land, then we've met a lot of criticism from the industry. People 
saying that you cannot have a food business without having storage and warehouses and trucks and so 
on. And we just said we are not a food business; we are a food tech company with a tech platform. 
And that means we are very asset-light, and that has also been one of the guiding stars that we 
shouldn't take on a lot of physical assets, like a food business, because that's not our model. We are a 
tech platform. So, the assets are not ours. It's our partners and the farmers, and we move assets. So, 
the products are assets, but we don't keep any stocks. Everything is just in time and very lean. 
 
Olivia: [00:25:54] Yeah. What kind of traits do you think you and Philip have that enables this 
business? 
 
Mathilde: [00:26:06] So I think I think we have different traits. I think we are very uninfluenced. I 
think it's in two ways; we are not influenced so much by trends. We are the ones starting the trends. 
We also not influenced by people's opinions, so we can disagree and be happy with that. And we are 
also not so dependent on external acknowledgement. 
We have a lot of confidence that what we do is the right things. And then we challenge each other. 
We are very complimentary. So, we are crossing over on the values. So, we have the same values and 
ambition, but the way we problem solve is very different. So, Filipe comes from McKinsey, and it's 
very structured and very like reasoning, logical. 
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I'm very creative, and I come up with more disruptive ideas. So, if my disruptive ideas pass Filipe's 
more rational filter, then it's usually a very good idea and quite innovative. So, I think the combination 
of us being the founder team and then being extremely strong on the vision, mission, and values 
overlap. Still, having different ways of problem-solving means that we can get very far with the two 
of us as founders. 
 
You were asking what else characterises us as founders? Yeah, so I think that's we are very resilient. 
We are very, so what comes our way, whatever challenges we are already problem-solving. So, it can 
be a middleman. So, we had experienced with middlemen where... Actually, okay, this week, we had 
an experience where a middleman actually took some of our products hostage. It sounds a little crazy, 
but we had some pallets of tomatoes coming, and by mistake, it was delivered to the warehouse of a 
middleman by the logistic company. And we couldn't get the products out. 
 
So, we actually have to reschedule with the farmers, booking a new harvest, and then they're going to 
be delivered next week to the same customers. But it's just to say that the food industry is not as rosy 
as it seems on the surface. I didn't know anything about this before I started interacting with it. 
And there's a lot of rotten middlemen and rotten practices. And we have experienced that our pallets 
got delayed. So, some middleman was trying to hurt us by delaying our pallets. So, when we said in 
the beginning that you could get fruits four days from harvest, then, in the end, it became 10 days 
because they disappeared and then they appeared again a week later. 
We also had a middleman going to one of our farmers and harvesting immature fruit, like immature 
lemons. And then, for the next half-year, the farmer couldn't harvest any lemons because his farm had 
been vandalised. So, it's just to say there are some really scary things going on in the food industry. 
And if you don't and have a lot of confidence that what you're doing is the right thing and a lot of 
resilience, then you could be maybe shaken. And I think Phillip and I are very resilient, and we are 
not so easily shaking, but it takes time; of course, we have had a lot of experiences that have made us 
grow a thick skin. 
 
Olivia: [00:30:01] Wow, I see. So, are these middlemen one of some of the biggest obstacles to 
succeed? Are there any similar challenges you have faced?  
Mathilde: [00:30:10] I would say that when you do something disruptive, you are taking away what 
people live from. What we are doing is we are taking away what the middleman was living from. We 
are making them obsolete. So, of course, we are a threat to them. In the beginning, they were making 
us seem ridiculous. They were just laughing at us. And I think as we have been growing, they realised 
that we are becoming a more serious threat to them. 
And it's not only us. It's the whole industry that is changing. During COVID, many middlemen have 
had to either go out of business or reinvent themselves as a business to the consumer instead of a 
business-to-business company, simply because the B2B was closed down during lockdown. 
So, in that sense, I would say the middleman has been an obstacle on the way, but there have been so 
many obstacles on the way. There's also the whole educational aspect of educating the customers 
about what is a good raw ingredient. I didn't even know that myself. I thought it was just being 
organic. But, organic is one aspect of it. But if the organic fruit has been four months on the way and 
has been surfaced treated, then how good is that product? How much nutrition is left in it and 
vitamins? So, it's much more complex.  
There's also a whole aspect of biodiversity. If the supermarkets only sell Hass avocados, what about 
the 1000 other varieties of avocados produced but not sold? And avocados need cross-pollination 
from different varieties of avocados to get fruits. So, the Hass avocado always needs to cross-pollinate 
with all the avocados' varieties, but it is only the Hass that is actually sold. So, in that sense, what is a 
good raw ingredient of this? It is a really interesting debate. And to us, it is about what is being 
produced by nature. And getting it as fast as possible in the most sustainable way out to the consumer 
where it's being consumed. 
 
Olivia: [00:32:29] And this educational aspect, how do you engage with the community and the 
customer?  
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Mathilde: [00:32:34] So what we do is that there's an increased awareness about it whenever we have 
fruit in season. And then we use that as an opportunity to explain the peculiarities about some fruit. It 
could be in the summer season when we have green lemons. Then we explain, okay, the lemons now 
are green because we don't artificially ripen them. So, when you see a green lemon, it has nothing to 
do with ripeness; it's because the temperature now is above 13 degrees in the night-time. 
So, it doesn't get that cool trigger that normally colours them. The ones you find in the supermarket 
are coloured by artificially ripening, and the ones you find on Fresh.Land are the ones coming from 
the trees. As they look at the trees. So, for us, it is about being honest, being truthful and creating that 
kind of transparency. We are not to judge whether the green is good or not, but we believe it is good 
because it's natural. 
This is a whole new generation of consumers, paying much more attention to climate, much more 
aware of what you eat. So, I think that quite naturally there will be a completely different attention 
and that attention to food. Still, the problem so far has been that people do not know when their fruits 
and vegetables have been harvested and the journey when they buy them. And that's one of the 
missions we have, to create transparency, so you know what du serve to your children. 
 
Olivia: [00:33:50] And do you, is this difficult? Do you have, I guess you have another question, so 
what I'd like to come and questions from the customers too, maybe. Not frustrations, but more, what 
is the most like it is, but that's most not knowledge and. 
 
Mathilde: [00:34:10] It really depends. Like now, for instance, we have a variety of oranges that are 
rather small. This is a, maybe an average size of Valencia orange. It's very good for juice. It's not so 
easy to peel, so, therefore, it's not so good for eating as a table orange. So that we need to tell the 
customers so that they understand otherwise they will call into our, we call it the embassy, but it's our 
customer service and says "oh, I received the tiny oranges, how come? or I'm not satisfied" etc., that 
could be some reactions. But if we're able to manage that by telling right now we are harvesting 
Valencia and these are the features, and this is what you should use it for. Then we manage people's 
expectations, and then we will have much less complaints you can say. 
 
Olivia: [00:34:55] I see. So, our time is running out, and we have gone through the main themes. But 
I would really like to know before we end, what is the next step for Fresh.Land? Where are you 
looking towards now? 
 
Mathilde: [00:35:12] So our plan you can say is to expand to the rest of the EU, but if you take that 
plan on a level, even higher, you can say this to disrupt and change the food industry. And our 
mission is if you look back, let's say 10 years from now, then you will be shaking your head and say, 
how come we ate old food? How come we ate food that had been four months on the way and without 
nutrition and with a lot of chemicals. So, I would like to change the mindset. I would like people to be 
aware of what they're eating and make informed decisions, but it's not Fresh.Land that is going to 
change the food industry. We are the enabler. But it is the farmers and the consumers who are the real 
change agents because the farmers have to produce in a more sustainable way. And the consumers are 
the ones making the decisions to eat better and more nutritious, and fresher food. And what we are 
doing is providing that data, that awareness about the food that enables them to make better decisions. 
 
So, in my idyllic world, I hope that we will look back at it all like with the nineties. If I look back to 
the nineties, when I was growing up, it was very common that you would drive without seatbelts, that 
the parents would smoke in front of the kids. And now you just look back, and you shake your head. 
Like, "how could you?" and I hope it will be the same with the food that we look back and requesting 
ourselves. How could I serve food? For my kids, that was old and full of chemicals. And that's where 
the real change is happening. 
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Appendix H – Too Good To Go 1 
 
Supplementary secondary interview with Co-founder of Too Good To Go, Jamie Crummie 
Retrieved the 6/5/2021 from: https://www.thepubshow.co.uk/news/8-news/249-interview-with-jamie-
crummie-too-good-to-go 
 
Article down:  

1. Please could you introduce yourself and give a little insight into your background and experience in 
the world of food and drink? 

My first job as a teenager was in a supermarket and this was followed by stints in the hospitality and 
catering sector where I experienced first hand masses of perfectly good food being thrown away - 
seemingly with no solution. Having studied and worked in Human Rights Law I have spent some time 
with various NGOs. It was during this time that I became aware of the wider gravity of the issue of 
food waste during an event in 2013 that was catered for with food which had been rescued from bins. 
This got us thinking - how could we rescue food before it hits the bin and what impact could 
technology have. While coming up with a solution, I connected with like-minded entrepreneurs in 
Copenhagen and we worked together to create Too Good To Go. The rest is history. 

2. Tell us about the Too Good To Go App, how did it come about? 

To get Too Good To Go off the ground, we had to start with building supply and forming 
relationships with food businesses, so from the beginning we were a boots on the ground operation, 
knocking on doors and drumming up interest. By speaking to business owners who faced the issue of 
food waste on a daily basis the problem was clear and solutions were scarce. From the beginning the 
size of the opportunity to have a positive impact at scale was obvious to us. This fuelled our desire to 
keep going and very quickly we established partnerships with businesses who bought into the food 
waste fighting movement. From there we developed the app as a simple, accessible and fun tool that 
works for both food businesses and consumers. 

The app was founded with a mission to place the lost G onto food as something that should be eaten 
and not thrown away. It’s a response to the harrowing fact that as a global society, we carelessly 
throw away over one-third of the food we produce at the same time as watching our planet and 
livelihoods suffer from the effects of climate change. We’re trying to highlight that food is food - our 
most valuable resource of energy - and not a mere consumer commodity and that by fighting food 
waste we are fighting climate change. 

3. This is a fantastic solution to eradicate food waste in the industry, how are operators responding to 
it? 

Since the app was launched, Too Good To Go has undergone significant and rapid growth. We are 
now operating in 14 countries in Europe and have just launched in the US last month - and along with 
our 60,000 partners and 25 million Waste Warriors, we have saved 45 million meals globally. In that 
sense, food businesses are hugely receptive to our solution. 

Of course, this is just the tip of the iceberg and we’re committed to fighting food waste globally to 
ensure that we are doing everything we can to prevent perfectly edible food from going to waste. 

4. ‘1/3 of all food produced is wasted’ – This is an alarming fact you highlight on your website, how 
can operators work with suppliers to reduce this impact and are there any other tips you’d give the 
industry to start their food waste reducing journey? 
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There are two key areas with which operators can work with suppliers to reduce the impact of food 
waste. Firstly, from a stock management perspective, taking a more agile approach can ensure that 
supply doesn’t outstrip demand. Keep open lines of communication with your suppliers by ordering 
less, but more often to provide a better indication of what is and isn’t selling. This allows your 
business and your suppliers to respond quickly. Ensure the higher frequency of your ordering habits 
reflects and caters for busy days such as Saturdays or Thursdays when late night shopping starts. 

The second key point is technology. By integrating technology, you can ensure that fighting food 
waste is simple, cost-effective and time efficient. There are plenty of tools at your disposal that can 
easily integrate into day-to-day operations. Food waste apps are a great example here. They can offer 
a safety net when balancing supply and demand, so that if produce has not sold for one reason or 
another, it can still find a route to market and go to a good home - whilst recovering otherwise sunk 
costs for your business. For example, our app works with a broad range of food businesses from 
hotels and supermarkets to independent bakeries and restaurant chains. As a business, you simply 
update the app to show the amount of surplus food you have to sell. Rather than listing individual 
portions of food, you’ll fill a ‘Magic Bag’ with items that haven’t sold in time, setting a price that’s 
fair for you and the customer. 

5. Covid19 has been destructive to most industries, especially the hospitality sector with a knock-on 
effect to its suppliers. Tell us about your pivotal role to support artisan producers who found 
themselves with nowhere to send their products over the past few months? 

It is undeniable that Covid-19 put incredible strain on the food and drink industry, especially in 
respect to the issue of food waste. When the hospitality industry was effectively closed overnight, we 
saw businesses who previously supplied it with no onward destination for their food. Production 
continued, so many businesses had large volumes of food at risk of going to waste. When we heard 
the devastating stories of farmers pouring their milk down the drain, and wholesalers with ambient 
products rapidly approaching their best-before dates, reducing the potential for it to be sold on 
whenever the time came, we had to help. 

We’ve connected wholesalers with our networks of retailers that are selling their products on our app, 
and asked our retailers if they’d be happy to become pick up points for these wholesalers so that 
customers can buy their food on our app. 

As an example, In Edinburgh, we’ve been helping Capital Wholesalers sell over 1,000 blocks of their 
butter which were at risk of going to waste when bakeries reduced their ordering over lockdown. At 
the beginning of August, we also prevented 100s of blocks of Cornish Blue Cheese from going to 
waste by partnering with top South West chefs like Michael Caines in order to showcase the cheese 
on their menus. 

6. Are there any inspiring operators or suppliers whom you have been most impressed by over the 
past few months? 

During these challenging times we have been amazed, but not surprised, at how responsive and 
innovative many of our partners have been during the pandemic. With partners offering free or 
discounted food to NHS and other front line key workers to diversify their business so local residents 
have been able to purchase basic groceries when supermarket shelves were empty. 

As far as our partners are concerned, we were very happy to see that some of our bakers have reached 
a 99% or even 100% save ratio over the summer such as Pinkmans Bakery or Joe’s Bakery in Bristol - 
meaning that all their surplus food was rescued from going to waste on our app. The Real Junk Food 
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Project, Wakefield has also saved more than 2,000 meals since July on our app. We are very happy 
with these success stories. 

7. Thank you so much for your insights Jamie! As businesses and consumers, we all have a 
responsibility to help reduce food waste and with solutions such as Too Good To Go, there really is 
no excuse anymore. If anyone in the industry wants to get in touch, what is the best way to reach you 
and the team at Too Good To Go? 

Thanks for reaching out! If anyone does want to find out more and join the fight against food waste, 
they can do so by signing up with the online Business Page form, and from there, one of our team 
members will be in touch! Any questions or concerns you may have, we’ll be glad to help with, and 
we look forward to continuing to grow the Waste Warrior team! 
 

Appendix I - Too Good To Go 2 
 
Supplementary secondary interview with Co-founder of Too Good To Go Jamie Crummie 
Retrieved the 8/5/2021 from: https://techround.co.uk/interviews/interview-with-jamie-crummie-co-
founder-of-too-good-to-go/ 
 
Article down:  
 
Too Good To Go, founded in 2016, is a free app, allowing one to purchase unsold food from top 
eateries at the end of service, to prevent it from being thrown away. 
In 2019, Too Good to Go raised another €6 million (approx. £5.3 million) in funding, with the aim to 
have 50million users by the end of 2020. 
 
  
Who are Too Good to Go and what is your company ethos? 
  
Jamie Crummie: Too Good To Go is a social impact company, working for a planet with no food 
waste. Our core mission is to inspire and empower everyone to fight food waste and we are building 
the Movement against food waste to push for wider impact at five levels: Marketplace (our app), 
Households, Businesses, Schools and Public Affairs. 
For us it’s all about raising awareness and providing a tool for everyone to fight food waste together, 
which is where our app comes in – it’s the world’s leading marketplace for surplus food. 
  
What are the main products that Too Good to Go offers, and how do they differ from other products 
in the market? 
  
Our app is the world’s largest food waste fighting app. Through the app we connect businesses that 
have unsold food with consumers who can purchase, collect and enjoy it so that it doesn’t go to 
waste. Globally we have over 20 million registered users who have saved more than 30 million meals 
from going to waste. 2.5 million of these users are based in the UK. 
Our USP is our Magic Bag concept – a bag containing a selection of the store’s unsold surplus food. 
By its nature, food waste is unpredictable and so the Magic Bag allows restaurants and retailers the 
flexibility to adapt the contents to include the left over food on any given day. To put it simply, if we 
knew what was going to be left over, we would hope that restaurants and retailers would not produce 
it. So whilst consumers don’t know exactly what they are going to get in their Magic Bag, they will 
have an idea of what you can generally get from the store – for example you know you will get 
Japanese food from YO! rather than sausages and mash. 
Our users love the fact that they can get something different every time they save a meal from our 
partners – whether that’s returning to the same outlet time and time again, or trying out new 
restaurants and retailers that join the app. 
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Too Good to Go is the world’s leading marketplace for surplus food. 
  
How does Too Good to Go work to alleviate pre-existing problems in the market? 
  
Last year we conducted some research which found that over two thirds of Brits don’t know that food 
waste contributes to climate change – that’s a lot of people. So raising awareness is the first step – if 
everyone understands that throwing away food not only is senseless and wastes money but actually 
harms the planet, we are far more likely to stop doing it. 
By engaging with our app and rescuing surplus food, our users are learning about the issue of food 
waste. Anecdotal feedback from our users has shown that once we have raised awareness of food 
waste, this filters through to changing behaviour towards food at home as well. 
This behaviour change was identified in some research we conducted with Wageningen University in 
the Netherlands. Here we found that whilst most Dutch users of Too Good To Go are already 
conscious of not wasting food, some of the focus groups saw changes in attitudes or behaviour as a 
result of using the app, for example stating to improvise with leftovers or adapting grocery shopping 
to what they recieve in their Magic Bag or Magic Box. 
We’re also proud that our app encourages consumers to shop locally in stores that they might not have 
done so before. By being on our app our partners benefit from increased brand awareness so we’re not 
just helping them reduce their food waste, but also increase footfall. 
The app is just one way in which we seek to inspire and empower everyone to fight food waste. Our 
Movement against food waste pushes for wider impact at five levels: Households, Businesses, 
Schools, Public Affairs, and Marketplace (the app). We’re seeing positive traction across all of these 
focuses across Europe – from our primary school poetry competition backed by DEFRA in the UK to 
our campaigns working with the likes of Carrefour and Unilever to tackle the confusing nature of date 
labelling across Europe. 
  
How have Too Good to Go developed from when they were first founded? 
  
Since the app was first launched in 2016, Too Good To Go has undergone significant and rapid 
growth. We are now an accredited B Corp, operating in 14 countries in Europe – with a US expansion 
announced earlier this year – and along with our 41,000 partners and 20 million Waste Warriors, we 
have saved over 32 million meals globally. 
  
How have Too Good to Go been able to maintain a ‘personal touch’ to their business whilst 
simultaneously expanding? 
  
Maintaining a personal touch has been important to us as we have grown. Since the beginning of our 
business we have always had a face-to-face relationship with our partner stores, literally knocking on 
doors and speaking to the owners about how we can help them to reduce their food waste. And this is 
something we’re proud to still be doing today. 
What helps is that we’re talking about food which is a very personal thing to people – whether a food 
business who puts a lot of love into what they are making, or a consumer who gets so much 
enjoyment from a tasty meal. 
Now we have a really engaged community of Waste Warriors who share their experiences with us on 
social media, and we regularly touch base with our partners to update them on the impact that they are 
having on the planet. 
We also celebrate our milestones such as anniversaries with both our partners and Waste Warriors; 
it’s vital that businesses and consumers alike are part of our journey and the Movement to reduce our 
food waste mountain. 
  
What is Too Good to Go’s five-year plan? 
  
We are focused on making the biggest impact we can in fighting food waste with an accessible, 
simple and fun solution. 
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If there’s anything we’ve learned from the environmental wake up call of the last few years, it’s that 
the problems we are facing are real. They are not small and we need concrete solutions fast. 
Our goal is to see increased impact across all five pillars of our Movement, strengthening our position 
across Europe and, as of this year, expanding into the US. 
  
What does Too Good to Go do to stay one-step ahead of its competitors in the market? 
  
The Magic Bag concept plays a huge role in encouraging businesses to partner with us. It’s flexibility 
means that businesses do not have any unnecessary additional admin to use the app and it can easily 
fit in around day-to-day operations rather than competing with them. We’re scaling up fast and 
providing a simple and effective way for businesses and consumers to fight food waste together. 
 
What’s important to us is that we have an open dialogue with our customers and partners. Their 
feedback allows us to keep our finger on the pulse and innovate to ensure that we’re providing the 
best possible solution to preventing food from going to waste. 
And this isn’t the only way that we keep a check on the temperature of our sector. Research into 
industry issues and consumer behaviour means that we can create campaigns and messaging that we 
know will resonate with our audiences, both in the B2B and B2C space. 
For us, it’s all about making as big an impact on the food waste problem as we can – globally. Which 
is why we are always looking to strengthen our position as the world’s leading food waste fighting 
app. This year alone we are launching Too Good To Go in Sweden and the US – markets which we 
feel we can make a real difference in. 
Fighting food waste is in our blood and we’re dedicated to doing everything that we can to reach our 
goal of a planet with no food waste. 
 
 

Appendix J – Lara Monticelli 
 
Scholar Interview with Lara Monticelli 
 
Conducted through a phone call  
 
(Pre small talk)  
 
Olivia: [00:02:40] I'm writing about companies that I call born-green companies or green ventures in 
my thesis. And then through my literature review and my research, I looked into this, uh, you know, 
the concept of Degrowth, and I saw some pretty clear similarities in what these born-green companies 
did. And then I got interested in the cause I saw like a paradox or tension; you could almost say in this 
constant entrepreneurial struggle. These companies had to grow a customer base, attract capital, and 
stay true to their purpose, mainly these companies; it seemed like they're very purpose-driven. So as a 
communication student, I got interested in; What strategic communicative challenges these ventures 
face as they grow? 
 
I also just have some general questions about the what, why and how of Degrowth. What is it and why 
is it important, and how can it be used in a business context?  
 
Lara: [00:03:56] Yeah. Well, first of all, I have to say that I'm a sociologist and not a business 
person. So I can only tell you from my perspective, you know, I don't belong to this business setting. 
 
But anyway, so, I mean, the concept of Degrowth basically comes from the realization that given the 
environmental crisis that we're facing and climate change, the current economic model can't be 
sustainable or can't be sustained. It undermines the conditions for reproduction, hence the gradation of 
natural resources, destroying nature and enabling climate change. 
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And, there is another concept, which is very important, which is the concept of decoupling, which 
questions, can we decouple growth from the use of fossil fuels? And the answer is no. So it means that 
basically, we need to reconsider whether we have constantly have to grow, or if we can have a steady 
growth. 
 
And in fact, there was an entire debate on post-growth, and then let's say the most radical proposal, 
the most radical vision, is that we want to Degrow. And Degrowth's vision states that we need to 
change our model of life and our production model to consider that we can also live without constant 
growth, as there are limits to growth. 
 
And this is not a new debate. The debate regarding Degrowth started in the sixties with the club of 
Rome, which is a group of intellectual economists and politicians that explored within their report this 
question of growth. So these are the kind of theoretical fundamentals of Degrowth. And then now, 
thee's new vocabulary growing of Degrowth by a group of scholars based in Barcelona, on the 
University of Autonoma Barcelona. And they basically are experts, and they write mostly on 
Degrowth. 
 
Another person is Tim Jackson, who wrote a book called prosperity without growth, which are all 
books that I suggest that you take a look at because these give you the theoretical foundations of the 
concepts.  
Uh, so then when you go to a company, that you know what you're asking. 
 
Actually, it would be interesting to see whether the companies you want to interview are explicitly 
about questioning growth or not because, to be honest, I'm not sure if they are. Because Degrowth is 
not very diffused in businesses or is it? I don't know; I'm just wondering. Yeah. Did you already see 
this when talking to the companies? 
 
Olivia: [00:07:49] So, I've talked to three companies by now. And I did talk to all of them about 
growth and how they see it. My understanding is that they try not to talk explicitly about it towards 
their stakeholders because it does scare some investors, costumer and so on. 
 
Lara: [00:09:16] Well, even the entire CSR, there is a big debate around the validity of the concept of 
CSR. With a kind of critique of this fact, now all the companies have to show that they're sustainable 
because, um, In some senses, some companies are really committed, or some others do this very 
superficial CSR. They seem on the surface, but they're not committed, or maybe it is just a marketing 
operation, I guess. The unique thing in your companies is that there is more purpose; they are 
committed to creating a better world, I guess.  
 
And now, there is a new definition of corporations, which is like a benefit corporation, a B-
corporation, and certain corporations can apply to have this certification. Um, and I guess that there is 
an evolution of the ways in which corporations do business, you know? Many people are talking 
about this conscious capitalism and responsible or green capitalism. So there is a new shift towards 
measuring companies' performance through different indicators and their impact. 
 
Olivia: [00:11:17] Yeah, definitely. And what I know from my interviews with the companies, they 
are very critical towards the current industry. And they have a very; you can say, educational, but also 
like activistic language around how they do things because they want to impact the current market 
players. Because I think in the food industry in general, there's a lot of greenwashing. Um, and it's 
very interesting to see these companies trying to go against it.  
 
And I also see that they struggle a lot with attracting capital. With the words of one of the 
respondents, she said, well, it is just fucking middle-aged white men and how they dismiss them by 
default. Also, with this activistic communication, or like the way you approach your stakeholders, you 
will piss off some people because you're not moderate. 
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Lara: [00:13:40] And, uh, but now I guess it would be interesting also to see whether. You can attract 
capital to other channels, you know? Okay. You have these male investors, and if you read any 
statistics about well distributed in the world, they probably own 99% of the wealth in the world. 
That's the reality. But also I guess these companies can find different ways of getting to capital, you 
know? And now you have like social media; you can reach out to much more people. And maybe 
there are other ways of financing your corporation, you know? And also, it would be interesting to see 
whether they are profit-driven or not profit-driven. 
 
Then what is the governance structure, and whether they only focus on being sustainable in their 
supply chain and their production modalities, or also in the decision structure? Are there some 
cooperatives? Are there some democratic decision-making methods? Are they taking into 
consideration the stakeholders, and do they have to respond to shareholders? Do you see that it is 
possible to have an actual sustainable business model? 
 
Olivia:  [00:14:55] Because, like, I guess as you said before like it's kind of tricky even as, as I would 
say, as a student specializing in this area, but also as a consumer actually to know enough to make the 
right decisions.  
 
Lara: [00:15:10] Do you mean as a student, consumer, or company? 
 
Olivia: [00:15:15] Sorry, I mean as a company, I was trying to, you know, like it identify these 
business models, like the sustainable business models? 
 
Lara: [00:15:26] I'm actually reading an excellent book right now, which would suggest to you it's a 
sci-fi book, but yeah, it's probably not relevant for your thesis, but in general, if you are interested is 
called 'The Ministry for the Future'. It's by an American writer named Kim Stanley Robinson. And 
basically, he talks about how the world will be in 20 years, so not even so much in the future. 
Anyways, um, I think that climate change and the reality of climate change will hit so hard that the 
governments and markets will have to adapt and find solutions to make it expensive, not to be 
sustainable. 
 
And any solutions to do that, you know, you can innovate from the niches so you can have like 
cooperatives or small businesses, that are really innovative. But then I think that if you look at 
legislation, there will probably be incentives and growing incentives to be sustainable. Decreasing 
your use of fossil fuels impacts the environment, especially when it comes to the environmental side 
when it comes to the internal democracy of the company, I don't know. 
 
But definitely, there are mechanisms in place where a company can show, you know, there's a market 
for CO2 emission certificates for which companies can buy the certificates. So there is a market of the 
certificates, but the market still regulates it. So, it will still become more and more convenient for 
corporations to become sustainable in the future. So in a sense, corporations are starting to shift in that 
direction. And eventually, after doing, not only to greenwashing, but for shareholders to start demand 
accountability, not only when it comes to profit-making, but also the environment and beyond their 
operations.  
 
 
Olivia: [00:18:35] Yeah. Going back to your perspective on this, from your point of view, what is 
your research mostly evolved around?  
 
Lara: [00:18:53] Uh, social movements and citizens of self-organising. So I'm not a business scholar.  
 
Olivia: [00:19:07] but in terms of the social movements. Do you think that that is something that 
businesses can also use to become more sustainable? 
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Lara: [00:19:22] Yeah, I mean, definitely there is a lot of, I mean, the roles of these social 
movements, like Fridays for Future, is impacting many, many corporations and companies. 
 
If you look at it, you can also see that this discourse shapes even the world's economic elite. If you 
look at the recent meeting in Davos, you know The World Economic Forum, the leader, I think he is 
called Klaus Schwab, he just mentioned that we need to reset the system, reset capitalism. A couple of 
years ago, even the Financial Times had a new column called the reset and was the topic was to 
reform capitalism to save it from being destroyed.  
 
So there is a sensibility coming from scientists because if you read recent reports on climate change 
and all the different projections, even the most optimistic ones are severe in terms of consequences. 
 
And that's, I think the point of the Degrowth scholarship is that this crisis is a different type of crisis is 
not like the past economic ones because this crisis is not solvable unless we take radical solutions. 
Like you have like the financial crisis in 2008, 2009, the subprime, which was in some ways resolved, 
you know, by our government's bailing out banks. But, still, the climate change crisis is different 
because the dominant market system is basically destroying its own conditions of existence. 
 
Do you know what I mean? Is this clear? So this crisis is very different from the others. And that's 
why the shift the Degrowth scholars, and I'm not a Degrowth scholar myself. But I know about it and 
write about it, but I'm more like a scholar of capitalism and social movements. But most Degrowth 
scholars say, okay, we need to change the paradigm. And then there has been a lot of debate around 
different concepts because you then have the new Degrowth and economy of enough, lots of different 
concepts. So, um, maybe this is more the theoretical part. But this is what; I think I can contribute to 
you and help you with is the more theoretical part rather than the business business. 
 
Olivia: [00:23:00] Definitely. do you have any other perspectives on how this Degrowth paradigm 
shift is seen in the discourse? 
 
Lara: [00:23:48] Like maybe you heard about the doughnut economy, they monitored the doughnut, 
and there are so many other. Uh, many debates and now especially during Covid-19, there is a big 
debate on the fact that we need to expand also the care economy. 
 
So the current economic system is based on extractivism of natural resources and also financial 
speculation. The financial sector is predominant. Many scholars and economists claim to switch the 
economic model from not being speculation and extractivism of natural resources, but moving 
towards different sectors, like education, wellbeing, culture etc.  
 
And what the Degrowth scholars emphasize is the economy of conviviality. And there are studies in 
psychology that show that if you measured happiness. Well, of course, you have like a piece like a 
bell curve. So you have a peak, and a certain point is of wealth, but then after a certain amount of 
richness of wealth, your happiness doesn't increase anymore; it kind of stays stable. Um, so you know, 
we can grow by focusing on other aspects of our society, which are 
neutral.  
 
But it is of course very, very difficult and requires a switch in the, in the world view, you know? So 
it's like, yeah, it's a really different way of perceiving a way of living. And I hope these companies 
you are interviewing their CEOs or their founders are beginning to change the old ways of doing 
business.  
 
Olivia: [00:25:57] Yes, definitely. Because like, the question is also where the change starts? Because 
these companies right now, I'm talking to, they struggle a lot with, you know, even growing. So what 
if they can't influence others? They might solve their own little corner of the world, but how can this 
enable a structural shift in the bigger picture? 
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Lara: [00:26:37] Yeah, it is a very good question. I mean, all of these companies are niches of 
change, and they sometimes are quite effective in what they do. Um, but you know, there are different 
strategies of change. Of course, if you look at transition studies, you have a niche; this niche can 
become an example for the mainstream. And the mainstream can either eliminate this example or 
embraces it and amplify it.  
 
I think transitional theory is very useful and exciting as it focuses on this, so how do we change? How 
do we transform into something that can change the larger system? I don't believe alone in the power 
of the market. 
 
The market is not a stand-alone entity. It is something that is embedded in society, in a society that is 
regulated by politics, laws and governments. So, you know, in a way, these companies, I think they 
will have flaws because they believe that they can change the world only through a market type of 
transaction, in a sense, you know? 
 
With the consumer becoming more cautious and responsible, and basically are voting with their 
purchase. But that alone is problematic because not all consumers can afford to buy from these 
companies, as the prices are higher than average. So you have to go through governments and politics, 
you know, there needs to be this kind of synergy. 
 
 
Olivia: [00:29:16] Yeah. That's a really interesting point with the consumer where we would think 
that people will not always know what the most sustainable choice is, but also, eh, might not even be 
the real challenge but the inequality in the middle-class voting with their pocket. 
 
One of the things that happens a lot with these companies I talked to is that they spend a lot of time 
educating people about food waste. And you would think that you know, that's not like the companies 
role to teach people about where their food comes from and how much is wasted. That should be, I 
don't know, the government, schools and universities, and so on. 
 
Lara: [00:30:31] But you see, there is a kind of overlap in the sense that companies, in a sense, 
believe that they can be bringers of change in some ways they are. And they end up doing what 
maybe schools or public education should do to educate children or families about the supply chain of 
food? Yeah, so that's also an interesting point.  
 
But at the same time, for instance, I don't know if you have such a thing in Denmark. There are also 
grassroots groups of citizens in Spain and Greece for reasons that they self organise and go directly to 
the farmer to buy surplus products. They're called solidarity purchasing groups, and in a way, they 
skip the mediation of the market and go directly to the producer.  
 
But then what happened was that the market I saw, at least in Italy, they saw this reality and then they 
were like, oh, that's so cool. But maybe not all people have time to gather once a month or check if the 
farmer is truly organic. So let's create a cell phone app to which the family can do that.  
 
 So you can see how a niche grassroots movement that is not for profit get corrupted by the market 
and transform into maybe a business model. So it's interesting this kind of society, economy 
interaction. 
 
Olivia: [00:32:26] That's really interesting. And, you know, one could also argue that companies like 
Too good to go can end up being a greenwashing activity for supermarkets, as they still waste massive 
amounts. But they can kind of hide behind the small amount they put out on the app.  
 
But Actually, I think we have talked for half an hour now; I don't want to take up more of your time. 
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Lara: [00:33:20] But yeah, but then of course, if you want to speak to me, maybe in the future if you 
have further questions, you are welcome to contact me.  
 
I think it's another project, but looking at the supply chain in maybe one single company, like the 
entire process, would also probably give you some valuable insights. How is this business model 
founded, what are the mechanisms? And also like maybe looking at another exciting thing, you're 
looking at how, from a communication point of you, how they use social media follows like doing a 
really like a discourse analysis on the company's social media use, you know? 
 
Uh, what are the main base on their Facebook or Instagram page? Who is the average customer, the 
average Facebook user and liker on their Social Media. 
 
 
Olivia: [00:37:03] yeah, I looked into the communication as well across these companies. They really 
engage all the customers because their customers have such an attachment to the product because it 
has this green lifestyle around it. Like they have a community as they call it, um, where people 
discuss a lot and have many questions regarding the product. Is that sustainable? Is the packaging the 
best solution for their products etc.? And I think there's also shows it shows a movement of consumers 
that they're questioning so much, 
 
Lara: [00:38:45] I totally agree. I think that would be it's happening more and more, but at the same 
time that won't be possible to reach out to everyone because if you look at society, I mean, there are 
some people whose goal is not to be into what plastic is used, but getting to the end of the month. So 
for certain social classes, it's not yet their priority, you know? So again, it's a very middle-class 
problem.  
 
I think to reach a mainstream type of change, politics and government are fundamental. You need 
simply to outlaw certain production processes. For example, outlaw plastic or make sure to regulate 
the use or make it more expensive. Without that, the market alone and businesses alone can be movers 
and changers, but until a certain point. 
 
Olivia: [00:39:54] Yeah. I agree. You mentioned some different articles and a book, and I tried to 
write a document recording. But otherwise, but can you send me the names of these afterwards?  
 
Lara: [00:40:29] Yes, and if you want to speak again, we can find a time. Enjoy the sun. 
 
 
 
 

Appendix K – Finbarr Bradley  
 
Scholar Interview with Finbarr Bradley 
 
Conducted through a video call 
 
(Pre small talk)  
 
Olivia: [00:00:01] So I would like to know why you use the term 'Green Venture' in your course? 
 
Finbarr: [00:00:02] I developed the program many years ago here in one of the universities in Gaelic 
or Irish, and it was called fiontar, which was the Irish name for venture. And the reason I did that at 
the time was because I had spoken to some scholar who borrowed the word, the derivation of the 
word venture, which I think is relevant. And it may actually be worth exploring it a bit in the context 
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of your thesis and the issue of strategic communications, all the things I kind of don't quite understand 
what it means, but like the word venture.  
 
And again, this is 30 years ago before I, or when I investigated this, that the word came from the 
French word aventure or adventure in English. Now, it seems to be stripped like it has the financy 
sorta meaning that it's about money and making money. Whereas apparently in the French, its original 
meaning appeared to be a boat sailor going out into the Atlantic and alone territory and discovering 
new things. It was full of adventure and sort of risk and rewards. And apparently, in French, they still 
sort of use the word with a bit of a different meaning than in English, um, to do with a sort of, we say 
an affair which is full of kind of risk, but at the same time, it's so exciting. So this idea of adventurer 
or venture.  
 
Maybe if I may say so for yourself in your thesis, spending a little time in that, because it might help 
in some way to massage some of the raw trade-offs inherent in this issue. But anyway, that's just to 
get the thing going.  
 
Olivia: [00:02:15] Interesting. I like the word Venture, as it doesn't have to be specific to a startup or 
a big corporation but still have this entrepreneurial sound over it. So, you also teach this course at 
different universities, right?  
 
Finbarr: [00:02:40] Yes, in Denmark, Ireland, and I teach in Finland as well. And I called it also 
green ventures as an undergraduate course. So it's a bit different. And I also teach a course here in the 
university, which I made up called green ventures, and then they all take different angles. Like the one 
in Finland, I use a lot of finish examples, Finish companies. And then, in Denmark, I try and use as 
many Danish companies as I can. And over here, I have to use Irish companies. 
 
I find that it's an exciting word. It's also because it doesn't have, as you said, it's not only a startup, it 
can be a big company. So I think it is rich enough to do a lot of things with it. You know, I kind of 
created it as my kind of personal thing. I was asked if I would teach a course in Finland, for example, 
I said I didn't want to teach a finance course because I used to teach finance.   
 
Some students get disappointed with this course because they think it is a finance course. After all, 
I'm in the banking and finance department; there's an assumption because the title of the course has 
the symbol FIN, which says it's a finance course. And then I put a very managementcy sort of 
entrepreneurial psychology goes almost spiritual emphasis in the course. Before, like when we got 
student feedback a few years ago, some of the students, most of them, liked the course a lot. But like 
some of the students who wanted a finance course might drop out, or some of them might stay, and 
then they would write them the review afterwards with the feedback; I'm disappointed, it wasn't more 
financed.  
 
Like, I am a finance professor, and I could have easily taught it as a finance course, but like your 
thesis, it's very difficult. I teach this course originally over here (Ireland). And then even when I went 
to Finland, I said to myself, how will I teach it as a kind of a finance course, but with an 
environmental angle and heart to it, right? You know what I mean? The way you described it in your 
documents, I read your literature review insightful, by the way.  
 
So when I decided to teach the courses, as financed course with a kind of, if you will, a quantitative 
and qualitative dimension to it. So when we usually teach finance courses, even the very basic stuff in 
finance, net present value etc. It doesn't really matter what the answer is; whatever the internal rate of 
return is or the net present value, there's all this soft stuff that matters. Is it part of the strategic plan of 
the company to develop this new product or something.  
 
But the problem is, and I guess you see this very clearly in your thesis, once you start mixing 
quantitative and qualitative stuff together, or rational with irrational emotions. Usually, the rational 
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stuff takes over; the numbers always win. So you end up kind of saying to the students, "oh, by the 
way, make sure you take into account the environment. 
 
And I found it didn't really work. So now I kind of do the opposite: I make it very much at a foozy 
course, if you will, to do with feelings and emotions and soul almost. And then, at the same time, try 
to bring in numbers, but not let the numbers overwhelm things. You know what I mean? So, that the 
students in a way kind of get to see that it's really about us as humans, it's not a, about outside us it's 
inside us. You know what I'm saying? 
 
Olivia: [00:07:35] Yeah. And I think, I'm also a bit hesitant because right now, I'm using the word 
paradox, which is a pretty strong word. I'm like battling with, is it contradictions? Is tensions? And I 
think this is also where the rational part comes in because you are comparing something beyond 
traditional value to the traditional, and then you say it's a paradox, but you can't really set it up like 
that.  
 
Finbarr: [00:08:30] Yeah. It's very difficult. Actually, one of the things that I show is that I start the 
course myself with a thing left brain, right brain diagram. Well, it's not quite a left brain, right brain 
diagram. Actually, it's interesting. You say paradox because I normally call it something like 
paradigm on paradox or something like that. I changed it every time. And the reason is that I put on 
the left-hand side, the industrial age, right? 
 
And kind of the logic of the industrial age and the factory model. And then, on the right-hand side, I 
put what I'm calling the regenerative age. I normally know, call it the regenerator. I don't particularly 
like to be honest, the word sustainable. And particularly don't like green, I think it is misused as well. 
And so regenerative, I believe, is the word in the future.  
 
And so what I have on the right-hand column is this kind of regenerative age where I sort of contrast 
the two. So I like, for example, in the industrial age, I talk about the purpose of the economy is to 
make stuff. It doesn't matter. What you make it just has to grow, and that was the objective. And then, 
on the right side, I pushed the opposite of that. If you will, going back to your thing about opposites, 
I'd write the objective is making sense. So it's kind of a nice play on words, making stuff versus 
making sense, or making meaning, right. But making sense, sounds better. 
 
At one stage, I used to talk about the world's needs to move to the right-hand side, the regenerative 
age. And today, I put a narrow between them, and I kind of talk about, I don't think we'll ever get to 
that. I think it's really a question of how do you balance. Well, I shouldn't have said that they certainly 
won't get to it in my lifetime, or even in your life. You know, that the world is so much in the 
industrial age thing. 
 
You can relate it to a bird looking for food in the garden. And, and if you look at a bird, apparently 
birds like a Blackbird, for example, when they search for food, their left brain is focused on the worm, 
around the food, right. They focus on their right eye, which is linked to their left brain, I guess. So the 
left brain, which is the kind of rational, is linked to their right eyes, and the left eye is in the right 
brain.  
 
So what they do is they focus with the right eye on the lawn or on the grass, looking for the worm 
because it's so focused. And their other eye is sort of scanning the horizon to see if they've going to be 
eaten. Now, I suppose that's a good way of thinking about this rather than a paradox. It's maybe better 
to think about how do they work in unism. You know what I mean? That they function because they 
have both. Yes, I'm convinced it's the emotional part, the irrational part is more important. 
You know what I mean? That it is, it is the one that drives us. And in a way, that's how I've ended up 
teaching this class as well. Because I kind of think that the emotional heart stuff is far more important 
than the numbers stuff. And yet, you need the numbers stuff. It's the way I used to do it long ago. 
When I used to teach in the finance courses, I used to say to the students, let's do all these formulas 
and whatever, whatever. 
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But by the way, when you go to a meeting, you should never talk about the numbers. You should just 
hold them, like have them next to you. And then when you start selling whatever you're selling, you 
understand this better than me as a communications person, when you're selling the concept of trying 
to get money or whatever that's when you start talking to the emotional stuff, you start talking about 
feelings and emotions and all these. And the only time you bring the document that shows all the 
numbers is when somebody questions you or something, and then you kind of wave the air and say, 
well, I've done all the numbers if you want to look at them. Still, they're not really that important; the 
numbers are really there to support the other way around, you know? 
 
Olivia: [00:13:44] Yeah. I know what you mean. And it's quite interesting because it just comes up, 
comes to my mind is, eh, so I talked to four Green Ventures, and they all work with the food waste. 
And they all talk about impact reporting and impact communications, which is very much in the nitty 
gritty of the numbers of this specific apple's life cycles or whatever you sell. So they're; also, they're 
tapping into a lot of like softness because as it is very purpose-driven. 
 
Finbarr: [00:14:43] I mean, we tried to do it in that book, which I saw you referred to, where we call 
it real value. Right. Who's our kind of way of kind of trying to come to grips with it. I tend to what 
I've been thinking about it in the meantime of both. I mean, it's a fascinating issue because I don't 
actually address it in my classes because I kind of, I don't know how you address it.  
I tell you how I think it might be a nice approach to kind of handle some of this. In your initial email 
to me, some of the things you mentioned in your, in your initial email, and then in your literature 
review, et cetera, is that. 
 
Okay. I actually don't see that there is almost a dilemma we say, let's take a food company, right? Um, 
and then the set-up will be with a deep purpose or they have a deep purpose. I don't think they're 
driven by the idea of, you know, making lots of money. I think they're not those type; they're really 
deeply committed to food. Reducing food waste and getting it across to others is that if they truly are 
purposely purpose-driven and, and they really do care like these food companies. So much that 
they've set up a company, they've set up these sort of, um, would you say these ventures with a deep, 
meaningful purpose. 
 
Then I think it makes sense that, that if they grow that they should grow. For the following reasons, 
they should have no apology. They should make no apologies because if they truly believe they're 
creating real value to use our term, which also includes money, value, et cetera. 
Then they have a moral obligation. Maybe that's too strong a term, but they have a moral obligation to 
grow because they're doing good in the world. It's not, you know, that's an objective question, but for 
them, they truly believe they're doing something purposeful. That is good. That is authentic. That is 
true to who they truly are. Then it is a moral obligation for them to grow because they're doing 
something good in the world. And that means they can get that message across. I'm convinced that the 
way the world is going now, that if you, if you're driven by a deep purpose, that you're more likely to 
also be more profitable. It's not the other way around the old way of thinking. The industrial age way 
of thinking was if you were profitable like that, that's sort of, the purpose is to make profits. And 
therefore, if you're profitable, everything is good. Like you're doing better.  
 
I think that's an old way of thinking. I think more and more people are aware of the fact that if you 
start with purpose, you will also be more profitable. It's not the other way around. So that a company, 
for example, I don't see any dilemma in a sense. I'm kind of in a way, fobbing off the problem by 
saying that if you could communicate in some way to your employees, your investors, your 
customers, et cetera, that you are doing something really good that you truly believe in. There is no 
problem in scaling up and growing and all of this, if you can keep true to that, you know. 
 
Olivia: [00:19:25] that's true. But what happens, what I've observed in some of the companies 
communication is that, for example, when they were scaling up in Denmark, they actually made this a 
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blog post about it. About this Green Value, and I am thinking, how can I observe this in their 
communication?  
 
Finbarr: [00:21:42] I really don't deal with this, Olivia. Interesting. But I do see what you're saying. 
if you've seen an article, it was in, I think, the Sloan management review. I have a copy of it here, and 
I can email it to you if you haven't seen it. It isn't exactly what you're talking about, but I think it's 
very relevant in some aspects. And it's about, it's about Novo Nordisk. I know it's not a food 
company. It's a pharmaceutical company, right. I used it in class before. I haven't used it for many 
years. Well, it's only about five or six years old, so it's not all old, but I tell you what its tone was or 
what the whole thing was. Novo Nordisk was trying to become more sustainable. I know it's not your 
born green one. That's not even a food company. But the reason they might be valuable to have a look 
at is that it has a very good discussion about how they went from sort of trying to reinvent themselves 
in terms of the way they communicated things within the company to external people and how they 
implemented that.  
 
So it had a nice, I remember at the end of the article, it had a nice little diagram which showed sort of 
two boxes. And it had arrows showing, I guess it was the two stages that they did it, and they started 
stage one. , I think stage one was changing their identity, you know, becoming green, we'll say. And I 
mean, they have a great reputation anyway for being that, you know, they're an unusual 
pharmaceutical company, but they started with the first with like their identity. 
 
And then I think stage two was implementing that identity and then holding the different elements, 
like trust and a whole bunch of other things. So I think it's kind of relevant. It's not, it's not directly, 
but it's worth reading because I think there's something I've always taught that way of doing this. 
Now I'm leaving out communications because it's not my area. But the reason I used it in the class at 
one stage was because I like to show a company decides that it wants to change its purpose and 
identity and how does it then change? It doesn't change because the boss at the top, whatever makes a 
speech, which is the normal way of saying we care. 
 
I mean, I see this in a lot of websites. That's why I'm so cynical myself. I see many companies now 
that green is cost and all this, there is no website of a company that doesn't have a sustainable 
strategy, and they all sound the same. You know, they all kind of say we car, we reduce waste. What I 
liked about this particular article is the way it described, just the way they did it. Like they really 
believed.  
 
I remember at one stage somebody gave a talk and said, um, something like; the worst thing you can 
do is pretend that you're green and then not be that. You know, the worst thing is to promise 
something, I guess, is the better way of putting it, to promise, something, and then not deliver on this, 
you know? And, and I liked the way this company going back to Novo Nordisk conducted their 
change.  
 
Olivia: [00:26:04] And I think, I think like it's also like, um, it of course shows the very, the 
importantness of the soft, you know, values being implemented because like, in all of these companies 
I talked to, they all started from universities. 
So they had a course actually about something. And then they were like, we have to change it. So one 
thing is the educational aspect is so important, and they are very much into educating because nobody 
knows the actual impact of food waste. And it's a lot of educating the consumer before even being 
successful. 
 
Finbarr: [00:27:12] you see, I used the word earlier authentic. I'm actually convinced the whole thing 
revolves around being authentic. I mean, we see it in, for example, if you want to book a hotel, the 
hotel can say, how clean it is and how lovely it is. 
 
But when you read the reviews, you really get what is going on. You know what I mean? I feel that by 
being authentic, by being true to yourself and to others, by truly believing in something, you actually 
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get away with a lot. Like even my own style, if I can personalize it for a second, my students know 
that I'm a bit all over the place. Like I am with this interview with you, I'm a bit all over the place 
because my mind goes in various directions. Well, I do truly believe in things. I mean, I find it very 
hard to fake this. Right? So, I have been getting a lot of credit from most people because they believe 
that I'm not faking this. I mean, I'm not saying that I'm better than anybody else. I'm just saying that 
over the years, I've discovered that. Like for example, when I would teach a class when I was much 
younger. If I didn't know the answer to something, I might try and fake it. But now, if I don't know the 
answer, or if I think a student actually has a better opinion than myself, I'll say that, and so I've gotten 
much better over the years. 
 
Going back then to these companies, I actually think it almost again, I'm actually oversimplifying it, 
but I actually think it is the key to it all. Generally, it goes back to how I ran innovation programs and, 
you know, in various companies at various stages of my life, I would get contracts to go into PayPal 
or some American companies and try and design programs for them. I found that the best way to 
stimulate innovation, well creativity first, and then innovation, was to do two things simultaneously. 
And I think they were applicable to a lot of companies in this area, and in the area, we are talking 
about. So you start out by outlining the vision of what you want.  
 
For example, one of these food companies, like a food company, has a big dream, you know, a 
wonderful dream, like they will save the world through food. So to create this vision, that is very kind 
of clear but almost too outlandish and too idealistic. And then, at the same time, give lots of autonomy 
to the people in your organisation to do with whatever way they want. And, you create that kind of an 
atmosphere, and what happens is 99%, or 97% of human beings will do their best. They will do 
incredible, innovative, creative things. There will always be a certain %age who will screw up and 
don't really believe. But that's a very small amount. So, what happens is you create a thriving, 
flourishing milieu and out of it comes incredible stuff that you could never predict accenting. That 
like magic. Like it's, it's just magic. And, in a way, that's what I think is the secret to all of this stuff. 
You know, like you, you create a dream; you communicate the dream. 
 
I know this is as a non-communication person, what the leaders or managers of these companies need 
to do is to constantly talk about the vision, this grand vision, but not get into the specifics of what they 
do or how to do it, but give the employees greater autonomy and greater independence. And that 
could be towards the customers as well. And I'm talking mostly about people working in the 
organisation, but even customers, I think what customers want more and more. For example, in the 
craft industry is relevant we see that people want to be doing things themselves more and more. You 
know, they want to use their own creativity. So if you can design something that allows the human, 
the customer to also do things, I mean, food is a perfect example of it. I mean, food is one of the few 
industries in which people kind of buy products and then want to do it themselves. You know, make a 
cake or make something or create a lovely meal. 
 
And, and I think the real opportunity is that like, in a way, it's not the passive thing of buying food. 
But the beauty, the real beauty, is in the value you add when you take them and create something 
yourself. 
 
Olivia: [00:33:54] Yeah. Yeah. And I think that these companies all have a community, and they even 
interconnect people. They're pushing each other's messages, sharing recipes, and connecting the 
farmer and more directly to the consumer. And this makes not only making your lovely dish and nice 
experience but also having bigger connectivity to the purpose. And I think this is also like this is the 
social part of it. That also becomes a very important for consumers. 
 
Finbarr: [00:35:34] I actually think the Degrowth movement. Um, and when I say the Degrowth, 
there's a lot of discussion about, as you know. And I read recently, and it was like a document signed 
by a thousand economists or commentators or whatever. And I actually thought it was, I told them it 
was missing something. And, I'd like to tell you some of the stuff where you know, that we're talking 
about at least.  
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You commented on Degrowth in the literature review. This is a very simplistic way of saying 
something now. But I think, I don't say this kind of stuff in the class, because it sometimes frightens 
people. Maybe if you say something as boldly. But I think most problems in the world, all problems in 
the world, are all based on an imbalance between the spiritual and the material. We all want the same, 
pretty much the same thing, a happy life, all these kinds of things, but some of us are so out of balance 
that we think that physical things like new cars and new houses will satisfy that other need, that 
second needs that we all have. And that's my, my feeling of Degrowth then is that while they talk, I 
see a lot of discussion about what we need to, you know, not focus as much on growth, so we need to 
share more equitably all good things. I don't think the political will is there. I don't think we'll ever get 
to that stage without going back to why we want to degrow. 
 
If you know what I mean. When I read the document, I have a copy of it here somewhere by those 
economists who said, like Degrowth should be a new movement. They call it new roots; they called it 
for the economy and our new roots or something like that. I think they didn't actually go back to 
where I think the real issue is the real issue: we as humans, and I talking in generalities, we as humans 
are so disconnected now from our heritage or past, or our nature. Because of the nature of global 
economics and all that sort of stuff, we've become disconnected. And so what that craving inside us is 
searching for meaning and purpose, and those cravings will not be satisfied by material things.  
So we should focus far more on spiritual things. The problem with that is that people think you're 
talking about religion, whereas I am talking about a deep connection of a sense of belonging. I've 
often said that the greatest hunger in the world is a need to belong or connect, or be rooted. I'm not 
sure what the right term is, because if you use the word rooted, people think, oh my God, he's talking 
about, a narrow thing; if you're born in a certain place, you don't want people coming immigrating to 
that place or something like that. And so they get all worked up about it, you know, so rootedness 
might not be the right word, but connection sounds a bit too fuzzy. I think rootedness is a far more 
powerful word. Belonging is another word that I like or attachment; it's having a feeling of belonging 
to something greater than yourself. 
 
I mean, that you're like you are an individual, you have great freedom. Um, but the freedom you have 
is also the freedom to not do things, you know, it's not just the freedom to do things. So you have a 
responsibility to others, to your ancestors, to the people who come after you. And, you have a 
responsibility to not only fellow human beings but to nature. It is a deep sense of self and of meaning 
and purpose.  
 
I mean, that's, that's why I put so much emphasis in my classes and not so much. As I said, I don't use 
the word spiritual too much, but I ask them to write an essay, for example. I don't actually give them 
an exam or anything. I ask them to write an essay. And essentially, what I'm looking for is for them to 
tell me who you are, where you are, where you've come from, and how you will live a good life.  
I can tell you here, Olivia, you will get amazing answers from students, you know, and when I say 
amazing, they are a pleasure to read, like I used to hate correcting exams. It's awful. You know, you're 
trying to figure out what is the right answer or the wrong answer. Whereas if you ask people to dig 
deep into themselves and to search for meaning and purpose in their lives and where they're trying to 
go, you get amazing answers. And I don't think, I don't think students spend enough time getting to 
that in their education. 
 
What intrigued me this summer or this year was that I read somewhere the strategic plan for CBS, and 
the new strategy. And it was full of that talk it was about, you know, the student exploring 
themselves. And I was saying to myself, you know what, that's what I'm trying to do. You know, I 
don't give the exam questions because I think the answer is inside the person; it's not outside of the 
person. So when I hear both Degrowth, for example, it tends to be far more outside the person, like, 
how do we make the economy more equitable? How do we good things, but not enough about us as 
humans?  
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Olivia: [00:43:06] Yeah, I'm also still battling with this, finding the good answer, seeing the right 
patterns. This field is very fragmented, but there are just so many terms that you can use. So it's a lot, 
like a lot of my thesis will also have many limitations, as I can't cover everything.  
 
Finbarr: [00:45:22] Well, I actually think to Olivia that's the right way to do it because. Going back 
to when I used to teach finance, for example, there was always an answer. Now I'm not saying it was 
the right answer in an objective sense, but it was my right answer. Like in economics, for example, 
going back to your thesis, there's a right answer in theory, that is to grow. And so, as a teacher, when I 
used to teach finance, for example, and you would ask students, what is the answer to the price of a 
stock? It was based on a whole bunch of crazy assumptions, but there was a right answer in the end. 
Right. And if the student didn't give the right answer, he or she was marked down because they gave 
you the wrong answer. Now, I then started teaching fuzzy stuff. I started teaching international 
business at one stage, and there is no right answer. It's all kind of discussion about, well, as you said, 
paradoxes, is it this or that? Is it this versus that? Now, it's much harder for a guy like me to teach 
because I don't have the answers anymore. I have questions because it's far more powerful as a 
learning environment. After all, the student himself or herself is forced to question. Like, having 
reflected deeply on the thing, I've listened to all the arguments, I've listened to this. I've listened to 
that and, and I've come up with an answer that satisfies me now.  
 
I once wrote a book on integrity, and I think that's linked to this issue as well. What is integrity? I 
mean, what's the difference, for example, Olivia, between honesty and integrity. The difference 
between being honest and being a person of integrity is the following. I'm honest if I'm in a room and 
I see some money that I could take, I decided I won't take it because I'm honest and it's not mine that's 
being an honest person, right? On the other hand, a person of integrity has to sacrifice; it has to cost 
you cost something. It didn't cost me anything not to take that money. 
 
A person of integrity, and now we can extend it to a company of integrity, which I think is relevant in 
this issue. For example, if we go to the environment or waste or a social issue, if you're a company, 
you could make more money. If you did it a certain way, but you reflect on it, you listen to all the 
different arguments you read, think about it, and then come up with an answer and, and it costs you 
something. I mean, that's the important thing. It costs you something to do. That's a person of 
integrity, and that's a company of integrity. If you go back to your thesis, I think that's probably 
another way of looking at things.  
 
As I said earlier, I'm kind of at the margins of academia, now I teach one class. Still, when I was in 
the university here, not too long ago, full-time, I remember the Dean wanted me to help with the new 
strategy for the business school was going to be this. And they were going to reinvent business 
education because it was too many scandals associated with business people. And they wanted 
students to come out and be more full of integrity or whatever the right word is. And I remember 
saying to him, we had discussions, and eventually, I was dropped from his advisory because I 
basically told him what I thought. I said, yeah, you can create courses on ethics, and you can talk 
about being ethical and being good, but then the real test is, are you willing to put your money where 
your mouth is? And I gave him some examples of where the university business school decided to do 
things. 
 
Right. I said, here was an example where it's like a parent is smoking or not smoking or whatever. It's, 
if you tell your kids don't smoke when you're smoking yourself, you know, what's going to happen. 
Well, it's the same with business schools. And it's the same if I may say so with companies that is if it 
doesn't cost you something, don't talk about it.  
 
Do something that costs you something and show the world that you're doing it, but it's costing you 
something, and you don't have to make a big deal about it. 
 
But show the world that you're doing it, and while you're doing it and that you believe passionately in 
it, it is costing you. And the strange thing about that, Olivia, is I'm convinced that the companies that 
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do so do far better financially; I mean the perfect example is Patagonia. You know, where Patagonia, 
if you remember the whole story about it, they basically put ads on the New York Times, et cetera, 
saying, don't buy our jackets. Don't buy this. Don't buy that. You don't need it. Why don't you get it 
repaired? We'll repair it for you. And it cost them something. Now, what happened in the end, 
though? They got such a great reputation for being good, and they genuinely do care. I genuinely 
think they are a great example of a company that does things that they believe in, but they ended up 
getting this great lots of stories. Loads of articles in the newspapers, lots of media coverage, all the 
sort of things that companies crave for, but they didn't actually look for it, but they got, because they 
believed in something and people, they showed their actions, it was going to cost them money. 
But by doing it, they actually generated more revenue and more profits, presumably in a way that goes 
back to your food companies and truly believe in something. Again, this is a very sensitive issue in a 
way because what you don't want is, as you call them here, true believers; once you do, one is faking 
that you're a true believer. Whereas I actually think if you're a true believer, you should be doing 
things that cost you something. And then the word integrity, as I say, which if you go back to the 
Latin or the derivation of it is all about wholeness being whole. In a way, it's kind of a nice play on 
the focus of your food companies. When they're talking about food that isn't whole, in the sense that 
people look at the food and think it's imperfect. And yet here are these companies doing something far 
more of wholeness. 
 
Olivia: [00:53:33] You know, there's a nice. And it's all interconnected because it's also going back to 
the roots. Right? It's like we were taught very artificially we go down to the supermarket, and we're 
like, oh, this is how the world looked like. And the story is it doesn't; it's not even transparent for us. 
 
Finbarr: [00:54:00] Exactly. Yeah. One of the cases I do with the students is on this company, Illy 
cafe, you know, the coffee company. And they tend to have relations with their, with the smaller 
growers we say Guatemala or Brazil or wherever. And they nurture that relationship, and they help 
them, and they set up a university of coffee and all this sort of stuff, which cost them a lot.  
But what they're trying to do is, is it's like what I said to you earlier, Olivia, it's almost like a food 
company should be, its purpose should be to save the world. In a sense, Illy's purpose is coffee is 
going to save the world, you know, like coffee, which we all kind of, we normally see coffees as 
something where we just relax. It's not going to save the world. And yet, because they care so much 
about how they make coffee and growers and the relationships.  
If you went to their website, you see a place where they say they quote a Greek philosopher. I can't 
remember the philosopher, but it's about a concept in ancient Greece about beauty and goodness. 
Right? This concept in ancient Greece was that you like something beautiful is also good, and 
something good is also beautiful. So you can't be beautiful without being good, and you can't be good 
without being beautiful. 
Going back to what you said about when you say these products like they're meant to be beautiful. 
Like a round and red tomato, that's meant to be beautiful in a conventional way. But what is goodness, 
in how the farmer treats the ground, the way he or she didn't use artificial insecticides, all those things 
are the definition of excellence or good. So, just looking at it in the shape of this and saying, oh, this is 
beautiful tomato doesn't make it good or beautiful because the relationship is out of balance. You 
know, it only looks beautiful because we've been conditioned to believe that if it's red and round. 
That's why I put so much emphasis on certain things like excellence.  
And, when I asked my students to write an essay on the link, in a sense between rootedness or 
belonging or connectedness and a good life. That's how I see the, like that if you reflect on who you 
are and where you're from, and how did you end up where you are. In living the life, we live that link 
between that and living in authentic goods flourishing life, which is the key to so many things. I know 
I moved too far away. 
 
Olivia: [00:57:14] No, no, but it makes sense because you can take it back to the company's purpose 
mission, right? So if you say that coffee is going to save the world, hopefully, it can triple down on 
the organisation. And if you give the employees enough autonomy, transparency, then the innovation 
will flourish. And it's essential to show in your communication. 
 



 
 
 

65 

Finbarr: [00:57:36] And that's what we were using Illy. We actually, one of the chapters of our book 
talk about Illy. And you see that so clearly, if you go to the website, Olivia, you'll see a lot of what I 
am talking about. Like, it has the whole idea of learning of creating this beautiful world around coffee 
with the arts are brought in. So the way the relationship with the, with the growers, as I said earlier, 
and it's not fake, I believe.  
 
Olivia: [00:58:11] Yes, and in a communication sense, it's interesting because as a food company, I 
go to these companies' Instagram or Facebook, and it is just beautiful pictures with, of course, some 
text. 
 
But if you just look at the visual it is beautiful. And you're like, well, shouldn't this be? You know, 
where are the big graphs of like where the climate is going and maybe it shouldn't because you also 
have to show good and beautiful. 
 
Finbarr: [00:58:49] Yeah. You see, that's what's missing. I think a lot of times you take fast fashion. 
For example, like they have beautiful, beautiful clothes and beautiful people showing the clothes and 
all that sort of stuff. But underneath, you always get the sense that what's the underpinnings of all 
this? Sweat factories and people are working for nothing in awful conditions. I still think that. I 
haven't answered anything today. I've just ranted on about it.  
 
Olivia: [00:59:31] No, I think because we're talking about, we're talking about what can enable a 
foster that this kind of company to succeed and grow. And we talk about integrity the autonomy for 
the employees in the company. And then I think also, relating to your style of teaching, I think 
education is an important part of growing students or entrepreneurs with integrity. 
 
Finbarr: [01:01:10] If I had one message because I'd like to try and encapsulate it in some way in my 
own words. I used to say at one stage, when I go drinking with friends or whatever I said to them, I've 
only had one idea in my life. And they usually are very nice, and they say things like, no, you have 
had more. No, I say I've had one idea, and I've spent 30 or 40 years thinking about it. Really 
everything I've done has been around that one idea. Like I've written some books and various other 
things. But there's only one idea. And it's this idea, I think, which I have talked to in various ways.  
It's that thing I said earlier, that link; I'm convinced everything has to do with a sense of belonging or 
connection to something. We do it in the book; we call it roots. If you looked at the front cover of that 
book that you quoted, you know it has picked your roots. 
 
And, I used the word earlier rootedness to you, but something to do withour connection with 
something, it's an emotional connection. That is, in some ways, the key to everything. I think that, as 
you mentioned it, when you talk about EatGrim that something hit them, you know, or something 
struck them, and then they had to do it. You know, it's so simple in a way because it's just kind of 
what life is all about. 
 
It's, it's the link, I mean, it's even the link between creativity and innovation. I used to say to my 
students at one stage, you know, I solved all the world's problems in bars late at night. And, you 
know, because when I'm in a bar late at night, I'm creative, I'm saying, oh, this is how those guys 
should act because I don't have to do anything about it. 
 
I only have to talk about it in the bar. You know, I mean, doing it as the real hard part, you know what 
I mean? Where you have to solve the problems? No, it's the same with this in a way, like the two that 
like creativity is about imagination and ideas; then innovation is implementing and creating value. I 
think going back to your thesis, I think if you don't focus on the underpinnings, on the why.  
Like half of my class, I have a topic on place, sense of place. I've done a bit of work on place and the 
relationship between places; it is such a powerful word. The course is called green ventures, so I can't 
spend the whole time on what I really want to teach, which is on what I'm calling place-based 
ventures. So I have to do the first half on sort of leading up to it. Every time that the course is over, 



 
 
 

66 

pretty much all of the students tell me that the most interesting part is the thing with place. And the 
reason I believe is that the word place is so powerful.  
 
For example, is what the difference between space and place is? A space is something you, a simple 
way of answering that is to say a space is something you pass through if you're on an aeroplane or 
driving. It doesn't have any meaning for you. You know, you're just going from a to b. A place is 
where you stop and a place has meaning. For example, I had read that Danes believe Bornholm is the 
soul of Denmark. That was the quote I read somewhere, right. That it encapsulates something. I know 
Denmark had said it was surrounded by the sea, but it's an island kind of with a certain mystique and a 
whole bunch of things that have to do with something deep inside ourselves. To Danes, it kind of 
captured something. So when I went there, I was searching for the soul of Denmark. You know what I 
mean? I haven't been to any other part of Denmark except Copenhagen airport, which isn't really 
Denmark. And yet, I've been in Bornholm for a week in a cottage, trying to figure out where the soul 
of Denmark is.  
 
So integrators that are rooted in places going back to your focal ventures. I'm not sure how rooted 
they are to the particular place they are. Then, the example I used from Denmark, actually the one, I 
have a few examples. But the one example that really strikes, and I know it's kind of half-closed or 
move somewhere else, was Noma, the restaurant. Right. And the reason I used it was because I had 
read from the founder, his name is Redzepi, he had said, we cook our place because it's to do with 
foraging and eating local, you know, buying and getting ingredients from Denmark, et cetera. And 
being the number one restaurant in the world in various years. It was all about loving your place and 
cooking your place. And so the place was the key. And in a way, these companies, the ones you 
mentioned, while they're wonderful companies in terms of what they're trying to achieve, think that 
the thing that often might be missing is this idea of loving the actual place you're grounded. 
You know, that, that idea of being from a particular place and being rooted in a particular place and 
loving that place and cooking that place and eating that place because meaning is at the heart of that. 
You see what I mean? So maybe there's something there that is.  
 
Olivia: [01:09:40] Yeah. The food industry is struggling a lot with place and space because, for 
example, the supply chain of the moving, overseas transportation, the mono-cultured production, etc. 
So how can they create meaning in these old ways of doing things if we are disconnected from our 
place? 
 
Finbarr: [01:10:38] So, the thing that comes across when I said earlier that linked today, a lot of my 
own work is the link between sense of place or rootedness or belonging, and kind of living an 
authentic life or living with integrity. The thing in the middle is meaning and purpose. And that's 
because I don't think you have a strong sense of self or a strong sense of meaning. 
 
If you don't have a sense or rootedness or belonging, I'm not sure how you can translate that meaning 
into action are the things that stimulate action. Those EatGrim girls, you mentioned, the reason that 
they would have acted and set up the company surely was driven by some sense of self. It was deep 
inside themselves, you know what I mean? So I think the key is to always come around to that 
relationship between a sense of belonging like belonging is sort of where you've come from in the 
sense that the roots are, you know, how you've ended up, where you are, being is how you live or give 
meaning. Anyway, I just shut up because I kind of, yeah. So I got your whole head full, all of that 
kind of stuff I've been talking about is. 
 
Olivia: [01:13:47] I think it relates pretty well with what I've been talking about with the company. I 
think it's, you know, I'm going to do my total qualitative research, and I'm going to, um, I'm coding all 
these interviews and trying to have some theory development from it as well. 
 
Finbarr: [01:14:06] And what I've read of yours so far, I was impressed by, I know you only send me 
eight pages of the literature review. But you obviously have thought deeply about it. And I'm the fact 
that I can't give you an answer is actually a good thing. 
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When I ran, when I ran a program at one stage, a degree program, I used to say to the students on the 
first day of class, my job is not to give you answers and just to give you questions. And I know you 
come with questions. But I have no answers. Like I really don't. The answer comes from yourself if 
you will. You know what I mean? And I think that's the right spirit of writing this thesis. I don't think 
you should look for an answer. I don't think you are, but you are looking for a discussion around the 
issues. I don't think you need to find an answer. You find you explore, you get into the issues, and you 
let the reader and say, oh, I see what's happening. I think you know, so even though I haven't given 
you anything of substance, maybe it has added to your questions, you know. 
 
 
 
 
 
 
 
 
 
’ 
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Appendix L - Casju Social Media Post 
 
Retrieved the 8/7/2021 from: https://www.instagram.com/casju_cph/ , 
 

 

 
 
 
 
 
 
 
 
 
 


