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Programme 22 September

Sharing experiences in breakout sessions  
09:30-11:00 Breakout sessions – Discussing cases 
in three groups  

2.2 Business Models to access new markets
Local2Local, a business model to access new 
markets in Utrecht region – Mr Mark   
Frederiks - Amped - Local2local -
Herenboeren, The Netherlands    
How to run a successful short food supply chain 
enterprise in Cambridge,   Box Schemes and Food 
Hubs – Mr Duncan Catchpole - The Cambridge 
Organic   Food Co. Cambridge, UK 



Mark Frederiks

- a sustainable business development company



Case: Utrecht Science Park
(Uithof)



2013



2013



L2L organized stakeholder 
meetings / workshops;

a. do we want the same? 
(local sourcing)

b. what can/will you 
contribute?



We e-surveyed employees, 
students & inhabitants
about their food wishes and
what they would like to 
contribute to new food chain 
(volunteer, work, offer space, 
invest, etc). This delivered 
very powerful data.

www.voedselindebuurt.nl



We started working 
with stakeholders
through events and 
pilot-projects, collecting 
more demand-driven 
data.

(the winter glass house)



L2L coordinated/produced 
content & communications, 
social media engagement, 
(network)marketing & PR and 
media exposure for all 
involved.



We opened important hubs 
(pickup-points) in Utrecht 
Science Park, such as a 
student-run cafe & in the 
Botanical Gardens.



We built the e-commerce software for the B2C & B2B 
webshop, crm, distribution and logistics.



Social media (network) marketing
| Facebook | Twitter |Blog |

● L2L, producers, products, hubs, 
seasons, events



How to create a market for 
local, artisinally produced honey, targeted 

at the Muslim community.



WHY
● NL population: 17 million;
● NL Muslim population: 1 million;
● Dutch people mostly buy cheap, sugary, 

inferiorly processed honey. Muslims buy pure 
honey for traditional medicinal / religious 
motivations.

HOW
● We built a bi-lingual (Dutch/Arabic) webshop;
● We ran a Facebook ad campaign for 3 months, 

targeting Muslim citizens aged 25-50, living in 
the 5 big cities;

● “Like HNYB & you could win three pots of 
HNYB-honey!” - weekly lottery, give-away.

● Engage with content & create reach and 
awareness.

WHAT
● Artisinally produced, pure honey from a 

respected beekeeping company;
● A newly developed brand: HNYB. PURE HONEY.



Results

● Over 700 new and engaged followers in 3 
months;

● HNYB added over 60 local Islamic resellers in 
Amsterdam, Rotterdam, The Hague and 
Utrecht;

● The Facebook activities provided an export 
opportunity to Iran.



EGG NOT FOUND:



.@albertheijn I wish to trace the origins of #egg 1-NL-4076701. I’d like the supplier to 
identify himself on www.eggandchicken.nl, please. #eggandchicken



EGG FOUND > 
TWEET:

.@albertheijn I bought free range #eggs at your 
supermarket & I traced its origin via eggandchicken.nl
#eggandchicken #transparancy #HappyChicken



Results
● Top 10 ranking of supermarket egg transparancy;
● Top tier supermarket provided dataset to obtain #1 position;
● Insight into price fluctuations;
● Farmers gain insight into where their eggs are sold (at which 

supermarket);
● Insight into food miles of eggs sold in the Netherlands.

Lessons learned
● You don’t need 100(0).000 followers to have impact;
● Address the marketer instead of the buyer;
● Social media and data create a (more) level playing field.

Don’t fight the system, but fool the system



MyFarm
MyFarm is a sophisticated program / 
application that can serve as a 
benchmark tool (social norm strategy) 
for e-grocers. 

• MyFarm stimulates sustainable 
behaviour through intervention in 
the online purchase process;

• MyFarm intervenes on the 
parameters health & local;

• Social identification is key.

Online interventions can influence 
200 million shoppers (EU). 



In 2014 MyFarm ran a pilot for research purposes to test this 
social norm strategy.

This research has shown it is possible for consumers to change 

their purchase behaviour, even if consumers have no special 

interest in sustainable behaviour. Product information had no 

significant effect on the purchase behaviour of the consumers.



MyFarm

• Pilot has shown significant positive effects in purchase 
behaviour;

• MyFarm’s intervention is effective for people who don’t care 
about sustainability;

• MyFarm has come to agreement with Albert Heijn (AHOLD) 
to integrate MyFarm into their online shop and stimulate 
sustainable behaviour along the parameters health & local.


