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Why a Nordic Food Branding 
seminar?  

We are passionate about brand building with in depth consumer 
insights as a foundation, especially in the food sector.  
Lately we have seen a growing interest from clients to increase 
their understanding of food consumption, and what motives and 
values that affect the behaviour of consumers. Therefore we 
thought if would be a good idea to share our know-how with you. 
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Cases

We invited three succesful companies within the 
food sector to talk about their experience of working  
in the forefront of innovations, concepts and processes. 

01. Golden Green Foods
02. Arla Pro
03. Hunter Gatherer Shanghai



P: 6D: 03/16/18

Gold&Green 
Foods
Maija Itkonen, Co-founder 
Gold&Green Foods 

With multiple successful ventures behind 
her, visionary entrepreneur Maija has 
now invented the perfect protein at 
Gold&Green: pulled oats. The next step 
is taking her innovation global, and 
defining the future.
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• Gold&Green is a design centric and research driven 
company that has invented “pulled oats” – the 
perfect protein.

• Gold&Green’s mission is to create a better world by 
breaking the meat habit. 

• Design is usually at the end of a product 
development process, but for Gold&Green design 
has been a central part of the innovation process 
from the beginning, using design thinking with 
the purpose to really understand the customer. 
This approach made them move really fast, from 
lab desk to a food phenomenon and industrial 
production in 24 months.

• It has never been more important to know your 
target groups. There isn’t just one type of vegetarian 
anymore, but instead we see different groups: the 
Traditional vegetarian, the Athlete, the Foodie/
Instagrammer, the Non-healthy eaters, etc.

• Plant proteins have been here for 40 years,  
but with the rising trend of climate consciousness 
and easy-to-use products, the breakthrough is 
happening here and now.

• The nerds are taking over. “Next generation of 
protein is not made by farmers, it’s made by nerds.” 

Key take aways from the Gold&Green case:
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Arla Pro
Tomas Rosenquist,  
Account Director & Branding 
Consultant, Kuudes 

Tomas shared his insights on the 
process, challenges and learnings  
of working towards a new mindset  
in Arla’s global B2B-brand building.

D: 03/16/18

02.



P: 9D: 03/16/18

Key take aways from the Arla Pro case:

From product-focus to a more holistic approach

• For Arla, brand building in B2B required a 
different approach and mentality compared 
to traditional B2C. Products are harder to 
differentiate with, whereas attitudes, services  
and solutions around your products, make ground 
for appreciation and value among professionals. 

• A cooperative process challenged the team  
to evaluate the potential directions to take,  
such as exploring the impact and requirements 
within the organisation through different 
positioning scenarios.

 

Involve the right stakeholders for buy-in

• In a global project with very different market 
maturities and needs, involving key internal 
stakeholders into the process is essential both  
to learn from each other, and also to ensure 
buy-in, commitment and understanding of the 
roadmap toward future goals.

• Involving existing and potential customers in the 
development process allowed us to feed valuable 
external insight into the internal workstream, 
and to validate our visions and assumptions with 
customers iteratively along the process.
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Through insight to vision

• Finding the common denominators of value within 
your customers allow you to find a positioning and 
offering that many markets can share and build on 
despite market specific differences.

Be bold and open-minded

• Prepare to shift focus or point of view during the 
process, as learnings along the way might point 
you in a different direction than initially expected.

• Too much democracy and carefulness can 
undermine the learning process. Be agile, bold and 
brave when testing.
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Hunter Gatherer
Shanghai
Ben Moore, Co-founder 
Hunter Gatherer Shanghai 

Hunter Gatherer in Shanghai is a seed-to-
table restaurant and marketplace sourcing 
from their own organically-certified 
farms in China. They are dedicated to 
transparency in their supply chains and 
will give you insights on opportunities for 
Nordic food brands when entering the 
international market
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Key take aways from the Hunter Gatherer case:

• Hunter Gatherer started as a value-driven and 
mission-oriented brand but they found out that the 
local consumers didn’t really care about that: they 
we’re looking for experiences, things you could 
share on social media.

• The importance of continuous iteration.

• Know your market(s). When entering a new market 
there might be a need for localising flavours.

• When a new concept is introduced you might need 
to “educate” local consumers.

• Today Hunter Gatherer has built a community that 
they continuously engage with through branded 
events, their own newspaper, social media etc.

• It is crucial to involve the community; committed 
customers are excited when they’re feeling noticed 
(dinners, events, etc.).
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SUMMARY



P: 14D: 03/16/18 P: 14D: 03/16/18

• Don’t sit at your desk and think too much. Start doing and testing 
• Work in cross functional teams
• Use design as an iterative process to continuously improve and  

stay relevant
• Involve the “customer voice” as early as possible in the process
• It is a challenge to create change. Make sure everyone understands 

that hard work and uncertainties are part of the process
• Design is important to differentiate and be likeable
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The Kuudes’ way of working

We are
multidisciplinary:

↗  We are a truly holistic team  
of diverse disciplines from brand
strategists to digital designers 
and interior architects

↗  Our teams works closely 
together, which means branding 
in all channels is based on the 
same insight and concept

We are 
design and insight driven: 

↗  We believe in working closely 
together with our clients and 
engaging end-users during the 
design process

↗  We believe in creating a rich
dialogue through interviews,
workshops, design sprints, service 
design tools 

Service Design Digital Strategy

Concepting

UX/UID esignU serR esearch

Visual Identity

Future forecasting

Brand Strategy

Interior Design
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The Informed Consumer study

Kuudes team has studied consumers for more than 10 years. We have  
traveled across Sweden and Finland, and met with people in their homes  
to ensure we understand the demands and compromises of daily life.  
This study provides us with a unique understanding of the values and  
attitudes as well as the trends that shape the consumption choices in  
these markets. Read more here: www.theinformedconsumer.se

We implement the data and insights in the following type of projects:
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Kuudes Watch List
The speed of change has 
impacted us so, that guessing 
what lies around corner has  
been replaced by the need of 
actively creating and defining  
the future.
We are living the times where the visionary and 
bold companies thrive. For people it is not any 
longer about buying a service or a product. It is 
about being a part of the change.
 
We have gathered a collection of interesting  
needs that we consider impactful, interesting  
and relevant.  

Read more at: kuudes.com/watchlist
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Kuudes Stockholm
Sankt Eriksgatan 63 B

112 34 Stockholm

www.kuudes.com

Åsa Samuelsson

+46 733 937 323
asa.samuelsson@kuudes.com


