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Abstract. Based on a qualitative study of 46 small food enterprises, this article establishes 

a typology of 11 business models that capture value in different ways. The business models 

position the enterprises and their innovation endeavor in a continuum between tradition and 

modernity. The co-extension with tourism value propositions is examined, and prospects are 

particularly immanent in the following business models, which are identified in the study: 

Food as experience, Value chain remodeling, Genuinely authentic, and Collaboration with 

the active prosumer. However progressively, tourism consumption can also be the driving 

force for: The trademark, the SDG profile, the VIP club and Research based food production. 

Three models offer less opportunity for food tourism: Re- and upcycling, Franchised growth, 

and Born globals. The study illuminates the plasticity of food production business models. 

The paper contributes with insights for business actors and marketeers in food and tourism as 

well as for policy makers.  

 

Keywords: Business model innovation, Food tourism. Co-extension.  

 

Introduction 
The purpose of this contribution is to create a consistent typology of business models in small 

food enterprises and to examine business model innovations. We want to understand to what 

extent, how and why touristic components are configurated and blended in. While the re-

search interest in food and gastronomy tourism has increased over a number of years with a 

prolific emphasis on the nature of food experiences and significant features of demand (Ever-
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ett, 2019; Okumus, 2020; Richards, 2015), there is still a void in the inquiries into the symbi-

otic constellation of customer expectations one the one hand and business strategies and mod-

els on the other hand, particularly in small business contexts. This article provides insights of 

business models of 46 Danish food enterprises, and on this foundation the touristic implica-

tions and co-extensions are explicated. 

 

Danish food and gastronomy tourism is of significant practical and academic interest. Over 

the past 2 decades, a change in mindsets and approaches emerged. From being dominated by 

a hyper-industrial approach (Hjalager & Corigliano, 2000), the restaurant and food event sec-

tor diversified considerably in terms of styles, qualities and concepts, an effect not only in-

vigorated by changed customer demands. In parallel, food concepts from the global scene 

have become rooted in the Danish gastronomic landscape, perpetually leading to questions 

about the position of “Danish” food heritage and how this heritage may be preserved and/or 

developed (Gyimothy, 2017). The so-called “New Nordic Food Manifesto” led to mental 

turnaround in the total value chain from farmers/fishers, over food processing entities to food 

outlets. The media-hyped Michelin-awarded NOMA restaurant pioneered a considerably 

higher awareness of food values of many dimensions, which disseminated to hitherto fairly 

passive stakeholders in food sector and led to streams of innovative food products and food 

concepts, including such ones of touristic significance (Manniche & Saether, 2017; Ooi & 

Pedersen, 2017).  

 

A number of studies focus on the characteristics of this remarkable development, which is in 

fact taking place in many countries, and they emphasize a development towards higher food 

quality, more place based authenticity, increased food creativity and variability, broadened 

sustainability, and higher transparency of the origins of raw materials as well as production 

processes (de Jong, 2018; Hall & Gössling, 2016). Alongside, knowledge about resources and 

capabilities of food producers — farmers and manufacturers — is becoming extremely criti-

cal, suggesting new plasticity of the associations with tourism (Hjalager, 2020; Zhang, Chen, 

& Hu, 2019). This study contributes to the insights into the combined food production and 

tourism business models, here framed as co-extension. 

 

Business models and business model innovation 
The productive theorization and the examination of investigative practice in business models 

are endeavors in this article. Overall, for more than two decades, there has been a growing 

interest in theory and practice of business models (Foss & Saibi, 2017; Mason & Spring, 

2011; Zott, Amit & Massa, 2011). Many of the definitions of business models can, at a gener-

ic level, be said to be a representation of the core logic that drives the business of the single 

firm (Magretta, 2002; Morris, Schindelhutte, & Allen, 2005). Based on a literature review 

Foss & Saebi (2018) argued that a business model is “fundamentally about the architecture of 

the firm’s value creation, delivery and capture mechanisms”. Thus, the core of the definition 

of business models is related to its value creation (Zott, et al 2011; Wieland, Hartmann, & 

Vargo, 2017), and understanding the needs of the customers becomes vital in the development 

of competitive business models (Teece, 2018). This includes a wider scrutinizing of the com-

bined product and service context; in the case of food, not only the nutritional values of the 

product, but also significant elements as the eating ambiance, the social values connected to 

the products, the particularities of convenience, multisensory experiences etc. (Eriksen, 2015).  

 

An important aspect is the migration of knowledge and preferences across the customer seg-

ments (Hacklin, Björkdahl, & Wallin, 2018). When changing the value creation, it is crucial 

to have a good understanding of the connection between the customers’ real needs and the 
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ways in which the needs can be met in a specific market (Bohnsack & Pinske, 2017). This 

initially raises an essential point about what a value is and how it is created. Ritter & Pedersen 

(2020) hold the view that what is exchanged between a supplier and a buyer constitutes the 

basis for understanding the nature of value. Value is “what a firm sells and a customer buys” 

(Ritter & Pedersen 2002, 184); however, sellers tend to emphasize the intended value proposi-

tion whereas the buyer evaluates the potential value-in-use. Thus, understanding how differ-

ent customers make use of offerings becomes pivotal in demonstrating and accommodating 

customer needs (Grönroos & Voima, 2013). Moreover, it has been made clear that it is not 

only important for businesses to interrelate with customers, but more comprehensively to 

demonstrate the ability to collaborate with a plentitude other players, as the delivery of value 

typically depends on the inputs and flows of many actors (Oliveira, Mendes, Albuquerque & 

Rozenfeld, 2018). This begs the question: How do firms relate to their surroundings and how 

do external actors inflict on business model innovation? An attempted answer to this may be 

found in the segments of the business model literature that claims that business models are an 

articulation of behavior patterns, or, as a practice and as narrative (Baden-Fuller & 

Mangematin, 2013; Doganova & Eyquem-Renault, 2009; Magretta, 2002; Mason & Spring, 

2011). In line with this, “[business models] capture important elements of organizational 

strategy and make them form a coherent and compelling whole.” (Mason & Spring, 2011, p. 

1033). They can be seen as a “market device”, “a narrative” that provide meaningfulness and 

coherence (Doganova & Eyquem-Renault, 2009) or “bundles of practices” (Mason & Spring, 

2011), which help to make sense of the purpose of the firm and how it plans to operate and 

integrate itself in a sustainable way in a complex business landscape. However, the question 

of how firms interrelate with other actors and how this impacts business model innovation 

goes beyond these ramifications.  

 

First and foremost, studying the interrelation with different actors adds to our understanding 

of how business model innovation unfolds (Mason & Mouzas, 2012, La Rocca & Snehota 

2017). La Rocca & Snehota (2017) argue that external actors are particularly important for 

business model innovation. The external actors, such as suppliers and customers, will, 

through their interaction, affect how the business model is adjusted consciously or abruptly. 

As different actors apply various resources and capabilities and pursue different requirements, 

this shapes the direction to the innovation of the business model. However, so far little is 

known about business model innovation where the practices and narratives of the business 

model are innovated through the interplay between the focal firm and its external actors in 

tourism research (Miller, McAdam, Spieth & Brady, 2020; Reinhold, Zach, & Krizaj, 2017, 

2019). 

 

This point about the need to acquire a deeper understanding of different types of bonds in the 

value chains has been repeatedly emphasized in tourism research. Business models are narra-

tives about interdependencies and the careful management of these (Hjalager & Madsen, 

2018; Reinhold, Zach, & Krizaj (2019), both with customers and suppliers, and not least with 

stakeholders in local destinations. In spite of the fact that food and gastronomy tourism is 

lacking cohesive business model studies, the collaborative culture is often accentuated as a 

critical condition (Hall & Gössling, 2016) and worthwhile bearing in mind. 

 

Over time, business models are not necessarily stable (Battistella, De Toni, De Zan, & Pessot, 

2017). New business models can lead to a better utilization of existing resources or needs, or 

create access to and activate alternative resources (Aversa, Haefliger, & Reza, 2017). Hence, 

business model innovation occurs when a firm adopts a novel approach for commercializing 

all of its underlying assets and challenging its hypotheses about creating and capturing value. 
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Deep insight into customer needs and technology in the specific context is often decisive in 

order to use resources effectively in innovative business models (Teece, 2018). In addition, 

Cornez & Noto (2018) mention that contractors may have a particular need to learn about 

resource use and the accompanying value for customers. Such learnings can be achieved by 

experimenting with the business model, also in new collaborative formats. Some relations 

may become obsolete, while others have to be built or remixed, for example in insourcing or 

outsourcing arrangements. 

 

When it comes to business model innovation in tourism, much emphasis has been placed on 

the massive ICT-driven platform economy, which not only created new business models such 

as Airbnb, but also changed the operational model and the access to the market for nearly all 

other tourism businesses (Buhalis, 2019). There are examples where the co-development of 

food and tourism taps into this development, for example the peer2peer platforms, which ac-

tivates resources in new ways and moves the accumulation opportunities from standard res-

taurants to the platform owners, but also creates a touristic market access for particular cate-

gories of food producers (Atsiz, Cifci, & Law, 2021). Digitalization is critical for business 

model innovation in almost all subsectors or forms of tourism, although food has been later 

movers in this respect than many other consumption elements (Baralla, Pinna, Tonelli, Mar-

chesi, & Ibba, 2021; Schimperna, Lombardi, & Belyaeva, 2020). 

 

Another and very consistent strand of the business model development in food and tourism 

focuses on the trends related to food heritage and authenticity, the base for a number of 

emerging concepts and business types. Examples are comprehensively outlined by Broccardo, 

Culasso, & Truant (2017) and Liu, Yen, Tsai, & Lo (2017). They are keen to emphasize the 

possibility to create a competitive advantage in the transformation towards sustainability by 

relying on local resources and traditions. 

 

Since the publishing of their instructive handbook in 2010, Osterwalder and Pigneur’s ap-

proach to business model creation and innovation has been widely adapted in practice and 

also influenced academic inquiry. The framework includes nine interactive fields of analysis: 

Value proposition, Customer segments, Customer relationships, Channels, Key activities, Key 

resources, Key partners, Cost structures and Revenue flows. These fields have been used as 

the cornerstone in our attempts to gain a broad ramification of a business model. First, the 

interactive fields provide a framework for understanding the “objects” or “elements” of busi-

ness model (Osterwalder & Pigneur, 2009; Reinhold, Beritelli & Grünig, 2018). These ele-

ments provide a means through which different elements of firm can be identified and de-

scribed in order to paint a picture of how firms do business. Second, all 9 elements of a busi-

ness model are important for the conceptualization of a business model, but as noted by Rein-

hold et al (2017, 465) the creation and capturing value are “the cores of business model re-

search”. In accordance with this, the value proposition of the business and its innovation are 

in particular focus in this contribution. Third, it must be emphasized that business models do 

not succeed and are innovated in isolation (Mason & Mouzas, 2012, La Rocca & Snehota 

2017). Accordingly, the interactive fields or elements of a business model are to be underlined 

as a means for understanding how firms take knowledge on board and learn about possibili-

ties for business model innovation (Cornez & Noto, 2018). Fourth, this article goes beyond a 

basic conceptualization of a business model, as we have aimed at understanding the business 

model as a device or schema for revealing aspects of the actors’ understanding or mindset in 

connection to a particular business model. On the one hand, business models include a num-

ber of element or interactive fields which signifies a firm’s representation on a market; and on 

the other hand, these interactive fields are to be analyzed as parts of a cognitive schema which 
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unfold and emerge over time in interplay with the surroundings (Baden-Fuller & 

Mangematin, 2013; Doganova & Eyquem-Renault, 2009; La Rocca & Snehota, 2017). Sum-

ming up, this contribution focused on how firms through co-extension can innovate their val-

ue proposition and build a business which can develop and prosper. This focus on business 

models is based on a view where a business model is conceptualized through particular ele-

ments which provide a basis on which actors depict their understanding of a business model. 

 

This application of the business model concept is found logical and helpful. However, tourism 

studies related to food still lack to see the global picture of the business model innovation, and 

the paradoxes, balances and imaginative combinatory reinventions in the realm of modernity 

and tradition. Any business model innovation may disrupt existing enterprise concepts and 

even lead to a cannibalization of the existing domains and the moving in of new types of en-

terprises (Bohnsack & Pinske, 2018). In addition, there is also a lack of knowledge about how 

to relate to other actors inflicting on business model innovation and in particular how small 

food enterprises co-extend into tourism domains. 

 

Method 
This study was undertaken with the Danish organization “Knowledge Centre for Food Devel-

opment” (VIFU), which is responsible for the policy development and counseling for mainly 

small food enterprises. The overall framework was to investigate growth opportunities and 

barriers for such enterprises. The study was performed through on-site semi-structured inter-

views with 46 managers of food enterprises, identified through VIFUs prior networks and 

further media investigations. The sample included enterprises with different fields of produc-

tion, and both newly established and older enterprises participated. The average number of 

employees was 6.3, which illustrates the focus on small business, the biggest with 36 employ-

ees, the smallest ones with only employment for the owners. The enterprises are all located in 

rural environments or small towns. 

 

The interviews included a number of aspects of the business model, inspired basically by the 

Osterwalder and Pigner (2010) framework. However, this mainly inside-out view, the 

sensemaking, is supplemented with an outside-in view where external actors such as suppliers 

and customers through their interaction will affect how the specific business model can be 

innovated (Mason & Mouzas, 2012, La Rocca & Snehota 2017). In other words, we examine 

the narratives which emerge internally about business models innovation in small food enter-

prises, but such narratives are not seen as emerging in isolation.     

 

The inquiries dealt with the companies’ main value propositions, and thereby the cognition of 

the owners in terms of their position in market and the alliance with their customers and sup-

pliers. In many cases, the customers include visitors and tourists who will purchase the prod-

ucts or enjoy other elements related to the specific food production. Some of the 46 enterpris-

es, however, will and cannot so directly see their business as suppliers of experiences in a 

tourism context. The examination on site, which also allowed for guided tours to fields, sta-

bles, production facilities, storage rooms etc., also illuminated such issues that link together 

operational elements of critical understanding of the composition of business model narra-

tives. The narratives presented by the business owners clarify how they prefer to make deci-

sions, and to what extent they involve others in the development of their companies.  
 

The recorded interviews were transcribed verbatim. As part of the first cycle open coding 

process, data were broken down into parts and analyzed regarding differences and similarities. 
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A matrix was used to assist the process. In a second coding cycle, a pattern coding was ap-

plied in order to group data into themes, and the transcribed interviews were supplied with 

colored underlining to emphasize statements and points. Finally, the identified patterns were 

compared and linked with the theoretical frameworks, particularly those observed in the tour-

ism and gastronomy literature, and discussed internally among the researchers to ensure an 

accurate understanding of the enterprises’ endeavors. The rich data includes many aspects of 

small business management, but the center of attention here is solely on the business model 

taxonomy and the tourism relations.  

 

A main advantage of the method is the possibility to undertake interviews in a trustful atmos-

phere, with respondents eager to share their experiences with others. A limitation is that it has 

not been possible in this project to follow the enterprises over an extended period and assess 

the success of the business models and the gradual development over time. Future repeated 

analyses could illuminate more about the development of business models and the continuous 

innovation efforts. 

 

Towards a business model taxonomy  
A main purpose with this article is to acquire an understanding of the basic of business model 

innovation in small-scale food and tourism. As noted above, business model innovation in-

cludes the re-conceptualization of the underlying assets of a firm and remixes the creation and 

capturing of value in ways that are commercially feasible. A wide perspective of what consti-

tutes the assets is critical in this process, and the interviews in the 46 enterprises had a focus 

on not only the narrow economic scaling perspectives, but also about a number of emic and 

connotative associations between the enterprises and their owners. In other words, the emo-

tional elements are of importance alongside the factual situations and the cognitive processes, 

and quality of life is part of the equation, as entrepreneurs are woven into every fiber of the 

enterprise. The emic perspectives are recognized in the core of business-related tourism re-

search (Ateljevic & Doorne, 2000; Liburd & Derkzen, 2009), and inescapable when analyzing 

business model innovation. 

 

A close reading and analysis of the interviews in the theoretical contexts demonstrated that all 

enterprises tend to juggle between three distinctive points of orientation. Tradition, which 

concerns how to generate a meaning with culture and history, both the personal storyline, but 

also what lies in the destination, for example the rural surroundings and landscapes. Tradition 

is also about the reinterpretation and reinvention of the basics of raw materials and inherited 

production processes. The modernity corner embraces the need to ensure profitable resource 

allocation, which also includes the adaption of digital solution to the processes, the communi-

cation with partners and customers, and the adoption of scientific advancement wherever pos-

sible in the value chain. The third dimension, co-extension, reflects the perpetual and ongoing 

negotiation of the main discourses of the enterprise, whether it be a food producer or tourism 

enterprise, and, wherever possible, how to make the best of both.  

 

The 46 enterprises cope with these dimensions. Taken this into consideration, the analysis 

proposes the existence of eleven distinguishable business models, which can be applied to all 

46 enterprises. As in all typology studies, some objects with be in the margin of a type or tend 

to somewhat overlap, and that is also the case here. However, the proposed model is the at-

tempted “best fit”, where all 46 enterprises as far as possible can be attributed to one model 

only. In order to highlight the touristic components on three axes, the combined space 

evolved, where we can think about present and potential co-evolution of tourism and small-

scale food production.  
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Figure 1. Business model space

 
1. Food as experiences 

2. Recycling and upcycling 

3. Born globals 

4. Value chain remodeling 

5. Genuinely authentic 

6. The trademark 

7. The VIP club 

8. Research based food production 

9. The SDG profile 

10. Collaboration with the active prosumer 

11. Franchised growth 

 

 

 

     The horizontal axis illustrates the dichotomy between traditionalism and modernity. On the 

left-hand side are enterprises that — with financial success — strive to deliver authenticity. 

On the right-hand side of the continuum, there are enterprises that embrace in their production 

methods, technologies, marketing, and customers relations and contemporary business mind-

sets, with equally high accomplishment. Also illustrated at the top of the figure is the tourism 

co-extension. The placement of the numbers of the business models suggests that both mod-

ern and traditional food sector methods may be compatible with tourism. In the below sec-

tions, each of the business models will be briefly described, with an emphasis on the tourism 

co-extension.  

 

Eleven business models in small scale food production 
Business model #1: Food as experiences 

Basically, the main value proposition in some of the businesses in the sample is not solely 

related to food production, understood as the provision of food as a consumer product and 

source of nourishment. They go beyond this logic and create a range of complementary visitor 

facilities that are likely to increase the sales and create a stream of revenue unrelated to the 

food products (Dixit, 2017). In their development of the business model, they are occupied 

with, for example, the establishment of the flow through the physical facilities, the stables, the 

fields, the workshops, the storage rooms, with opportunities for the guests to gaze, test, and 
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purchase. They develop narratives, and they work on formats of the products that can allow 

consumption on site, such as restaurants, tasting rooms, communitarian kitchens where visi-

tors can participate in the production, etc. Furthermore, owners of the enterprises attempt to 

create symbioses with local food events and place marketing. An example from the study is 

Skærtoft Mill, which produces high value flour for baking, a main market being gastronomy 

bakeries and high-end restaurants. Visitors may view the facilities, which are located in an 

attractive landscape, and they can enjoy cakes in a bakery located inside a building with an 

old-fashioned atmosphere, which is also used for baking courses and for product launches. 

Skærtoft Mill has private customers as well and B2B relations, and the owners recognize that 

experiences are captivating for both segments. Eco Goat and Green, another company in the 

study, had to conclude that, unexpectedly, the enterprise earns a higher income from provid-

ing guided tours for visitors than from selling milk, cheese, and meat.  

 

Business model #2: Recycling and upcycling 

These enterprises align with a sustainability agenda and circular concepts, and they attempt to 

recognize the economic value of the scrap resources. In the business model there is a strong 

focus on the resource assets and on collaborators who may possess complementary ad-

vantages and resources. For example, Gundestrup Dairy and Brewery utilizes in beer brewing 

the whey from the cheese manufacturing, which would otherwise have been discarded or used 

as animal feed, and they apply modernized traditional husbandry skills. The beer is popular 

during open workshops, but also on the shelves in bars and restaurants. Enterprise Byrial ex-

periments with aronia berries, and the pulp may, after juicing, be used for the production of 

dietary additions for industrial use. In terms of business opportunities and in terms of resource 

optimization there is a careful reconsideration of any single substance of the product down to 

the biological and chemical sub-units of taste and nutrition. Gradually, but still slowly, recy-

cling is included in the tourism narrative (Manniche, Topsø Larsen, Brandt Broegaard, & 

Holland, 2017), as practiced with agrotourism facility Busk. Multicultural production meth-

ods are employed, where visitors can observe that chickens feed around the berry bushes and 

that beehives are integrated in the production system. Visitors may purchase egg and honey in 

the farm shop.  

 

Business model #3: Born globals 

These enterprises observe international consumer trends and from the very start they construct 

their models to be able to address several markets and to ensure rapid expansion and up-

scaling (Hjalager & Madsen, 2018). To enforce this, they work with the consolidation and 

certification of qualities and the optimalization of supplies and logistics. Glocals frame the 

situation where enterprises rely on local traditions, resources and assets, and yet can transform 

the potentials to wider audiences and customer groups, and where they design delivery sys-

tems and outlets that combine the authentic flair with trendsetting on larger markets (Aguayo, 

Jiménez, & del Campo Castro, 2019). Nordic Sea Weed produces a range of products such as 

fresh and dried sea weeds, food additives, salts, skin product etc., and on special occasions the 

company offers tourists to dive with staff in order to follow the production in location. The 

ideas tap into not only an emerging Danish market for healthy food, but promotes the prod-

ucts also markets where seaweed is long known, such as Japan. Born global enterprises might 

not be likely to focus on tourism alliances as a first choice, as staying within a local environ-

ment will not support their primary endeavors for growth. They head for space on supermar-

ket shelves and B2B supply, and the communication with customers may be limited to phases 

in the innovation process when the products are tested. Hence, Nordic Sea Weed has a large 

community of locals to support the business, even if the market is far from confined to the 

local. 
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Business model #4: Value chain remodeling 

Under this title is embraced the strategic upstream or downstream integration or disintegra-

tion. Outsourcing and collaborative value chain expansion will allow a capacity re-

composition that may support product quality and competitiveness, lead to cost savings or 

better capacity utilization. It is for example illustrated by Stauning Whiskey that invites rec-

ognized restaurants to make pop-up food events in the production facilities. It creates a flow 

of visitor of value for all enterprises, and Stauning Whisky can concentrate on the skills and 

capacities related most directly to the whiskey production. This example also illustrates how 

value chain remodeling in the direction of a diversification can make a food producer come 

closer to tourism without compromising its production focus. Tourist enterprises may move 

upstream in order to be able to control better essential assets and the quality hereof. For ex-

ample, restaurants in rural areas are moving into the activities of horticulture in order to sup-

ply the kitchens with fresh produce. The integration often gives the guests possibilities to ex-

perience not only the taste, but also the views of the produce, an additional reconciling and 

value enhancing narrative for a touristic food provider (Sidali, Spiller, & Schulze, 2011). 

 

Business model #5. Genuinely authentic 

Retrieved authentic recipes, local (terroir) raw materials and ostensibly old-fashioned produc-

tion methods constitute the significant and decisive value components for many small-scale 

food enterprises in this category (Bele, Sickel, & Norderhaug, 2017). They appeal to emo-

tional connotations of nostalgia and evoke memories of the childhood happiness among cus-

tomers. Indirectly, the enterprises and their products signalize that they distance themselves 

from the supposedly negative characteristics of the highly industrialized production such as 

anonymous, environmentally unsustainable, and tasteless products packed with additives etc. 

Key elements in business model innovation efforts are to reinvent the production processes 

and attach reliable narratives about all steps and phases, and that matches the appeal to tour-

ists who seek the genuinely place-based authentic total experience, where food is an important 

ingredient. An example of this business model is Årsdale Herring Smokery, working with a 

traditional product of the Danish island of Bornholm. In terms of original taste qualities, the 

challenge of this firm is to combine the old-fashioned smoking methods with modern food 

safety standards, whilst inviting the tourists to come observe and taste. Bornholm utilizes the 

iconic smoked herring dishes intensively in its place-branding imaging.  

 

Business model #6. The trademark 

There are many international trademarks in Danish food and drink, for example Carlsberg and 

Lurpak Butter. Some of the enterprises in the study have the ambitions to initiate consistent 

growth trajectories, build trademarks, if not globally, then at the national market. The endeav-

or requires systematic approaches throughout the value chain, and not the least in terms of 

communication. Travelers will, however, meet successful trademarks in product outlets in 

airports or on high streets, for example for this study the Caramel Company. This company 

works intensively on the design of packaging and store interiors to support the recognition of 

the product. Stauning Whisky is working on achieving trademark status and acquired invest-

ment from the largest alcohol producer. Nevertheless, the company insists on maintaining its 

links with the local area and its visitor facilities for tourists. Some international trademarks, 

such as for example Kikkoman or Campari, become so established that they can celebrate 

themselves in museums and support their place of origin to attract substantial flows of tourists 

(Garibaldi & Pozzi, 2021). 
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Business model #7. The VIP club 

“Rarity is gold” can be said to be a motto for this type of enterprise. It nourishes special and 

extra qualities and asks high prices for the products. The customers may imagine that they are 

members of a club of connoisseurs, and they will pay back with not only purchases, but also 

long-term loyalty and members of a cultural elite (Stringfellow, MacLaren, Maclean, & 

O’Gorman, 2013). The club feeling can be supported by the food enterprises, for example 

through selective invitations to events and alliances with celebrities. Craft beer producers 

have been modestly successful at employing this strategy, but the study demonstrates that the 

tactic can also be connected to tourism in the sense that beer enthusiasts are inclined to travel 

to try and enjoy the produce on new locations. In this study, Frederiksdal Cherry Winery in-

sists on the relationship building in interest regimes (Sundbo & Sundbo, 2018). Foodies are 

often organized across national boundaries. The customer relationship dimension of the busi-

ness model needs to be highly developed if enterprises go down the VIP club line, but suc-

cessfully pursued, the benefits and revenues will be paid not only for the specific product but 

also for the market positioning and equity value.  

 

Business model #8. Research-based food production 

Some enterprises are not only producers of food; they are also producers of food knowledge. 

On the surface, Sejerø Geese is a normal poultry producer, but the enterprise is also deeply 

involved in the development of more resistant species of geese and in the advance of the meat 

to comply better with the operational realities in restaurants, for example in terms of applying 

sous-vide technologies. The owner of Sejerø Geese is a food engineer with a research-based 

educational background. The connection to tourism from this type of enterprise is normally 

very indirect, if any. However, experience from other countries reveals that research labs can 

attract tourists who want to volunteer in development activities, and they find it meaningful to 

spend time during holidays to “give back” to research and development. Volunteering, work 

holidays, and farm stays in advanced food producing entities are highly specialized types of 

responsible tourism, traveling “with a purpose”. The research-based food production units 

need in particular to cultivate alliances and partnerships with NGOs, universities, and gov-

ernments, as their business models deliver knowledge and products in subtle combinations. 

Tourists who participate, are blurring somewhat the clear distinction in the business model, as 

they are both customers and labor resources (Olsen, Vogt, & Andereck, 2018). 

 

Business model #9. The SDG profile 

    Small-scale food producers are often very intensively embedded in their local society, sim-

ultaneously seeking to create a symbiosis of business and financial goals while showing con-

cern for societal matters. The Sustainable Development Goals (SDGs) are highly complex and 

multi-faceted, and the application in tourism is difficult, as tourism taps into most of the 17 

goals (Liburd, Duedahl, & Heape, 2020). Land use and husbandry proficiency is not new to 

food entrepreneurs, and some of them work on the unfolding of the potentials in concordance 

with the SDGs. Dalsbakkegaard’s Angus Cattle is one of the enterprises in the study with a 

clear SDG profile. Facilitated by a mutually beneficial contract with a nature park, the cattle 

are simply allowed though grassing to protect the vegetation and biodiversity of hills and 

fields. The nature park is a popular place for tourists and other visitors, and the importance of 

grassing for the visual qualities is emphasized in the interpretation. The high-quality beef can 

be purchased in the farm shop. Enterprises that want to include in their business inspiration 

from SDGs will typically have to alter the logics of all nine fields in the Oesterwalder and 

Pigneeur (2010) model and the links between them.  
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Business model 10. Collaboration with the active prosumer 

 Consumer involvement, co-creation and co-marketing is increasingly becoming part of the 

food production and pursued for the sake of the experience quality and to enhance the trans-

parency of the production methods. Such endeavors are, for example, ensured by inviting cus-

tomers (prosumers) to participate in the testing of new products. In Denmark, labor costs are 

high, and if the experience can be creatively combined by “lending a hand”, a double purpose 

is achieved. Struer Craft Brewery invites a group of locals and visitors to help in the packag-

ing of the product before Christmas. The effort is honored by samples of the beer, but the so-

cial element is immensely important as well. The brewery has by this means also a loyal 

group of consumers who eagerly promote the product on social media. Another example from 

the study is vegetable producer Lammefjordens Food Store, which delivers to a cooperative 

that ensures the distribution to consumers in the local area and beyond. The coop shop is a 

distinctive attraction factor and ensures a close alignment with touristic agendas. The atmos-

phere of the community involvement spills over to the tourism as in the case of 

Lammefjorden. The destination is becoming renowned for its ability to add narratives to the 

food flows, and that is of considerable value to the many summer tourists, who also look for 

the regional produce in the shops when backing their place of residency. In a business model 

context, the external relationship building with key partners as well as consumers are preva-

lent to establish trust and loyalty. However, the consumers can also brutally and suddenly lose 

interest, which requires the utmost of flexibility in the business model (Eriksen & Sundbo, 

2016). 

 

Business model 11. Franchised growth 

Franchising is a recognized growth model and intensively used in relation to fast-food outlets. 

The study of small-scale food producers include, for example, Farmers Icecream, a Dutch 

concept imported to Denmark. Farmers with a dairy production can, as franchisors, diversify 

into ice cream, based on their own milk and dairy farming. The system is comprehensive and 

comprises recipes, production, and packaging machinery and also store facades and interiors 

to start an on-farm store and service visitors. The outlet in the study enjoys the location in a 

busy touristic area, and to the surprise of the owners, the tourists are also keen to look at the 

cows in the stable and the fields. Franchised business models allow, when the concept is 

properly tested and verified, a possibility to undertake a rapid upscaling (Alnassar, 2017). In 

that process, the business model of the franchisors will change completely. The benefits for 

the franchisees, and in the case of the Farmers Icecream outlets in Denmark, are that many 

elements of the business model will be determined and planned in great detail, for example 

the knowledge flows with supplying stakeholders. The franchisor can concentrate on the crea-

tion of the value for the customer and building meaningful alliances with them.  

 

Discussion  
This study of business models for 46 food enterprises shows a significant creativity and varia-

tion when it comes to logical and cohesive ways to create value of small-scale food produc-

tion. It appears that for the proprietors, value includes benefits not only for customers and 

tourists, but also widely for the owners, staff and communities. The study also leads to a solid 

understanding of the variety of resources available for the entrepreneurial endeavor, and that 

the local circulation of materials and knowledge assets is crucial. Being small in size, most 

enterprises are in their business models and in their continual innovation of these dependent 

on the relationships with key stakeholders locally. However, some models suggest an interna-

tional outreach and a distance from the close environments, but even in this situation enter-

prises may be successfully combining some business practices with local commitments.  



Copyright C 2021 Cognizant Communication Corporation 
 

12 
 

 

The persistence of the basic elements of business models depends on principles that guide the 

owners and staff, but which also allow for gradual adjustments as the businesses grow or de-

velop. Most business models are not “finished”; they are in process, and yet, it is uncommon 

for them to have worked out a detailed business plan. A few of the enterprises have plans not 

only to expand, but also for exit strategies for the owners. Nevertheless, most enterprises are 

keen to stay in the market and ensure a continuous profit doing something that they love to 

do.  

 

The enterprises started out with food, while the tourism ingredients have mainly been added 

and enlarged along the way. The co-existence of food production and tourism shifts the mean-

ing and the value propositions, and not necessarily in a negative way. Diversification into 

tourism is a positive choice, but also an action to the well-planned and put in appropriate di-

mensions. The proprietors have had to recognize that the dedication to tourism is not always 

very compatible with professionalism in food production.  

 

The term co-extension is used in this article to illustrate the rationales of development trajec-

tories in farming, food production and food delivery together and in parallel with tourism. 

The study supports other research endeavors in tourism and food which point to the fact that 

more can be achieved in this direction (Dixit, 2019; Hjalager, 2020; Okumus, 2020; Sidali et 

al, 2011). The study also illustrates the scholarly value of scrutinizing the opportunities 

through the lens of business models and business model innovation, so as to avoid unsubstan-

tiated celebration of food and tourism entrepreneurship. Many of the entrepreneurs in this 

study have in fact experienced a financial crisis, and some of them have changed careers a 

number of times during their work life. However, the study also highlights the importance of 

staff and communities in innovating business models. Inviting in other actors in co-extension 

activities may push the boundaries of the current mindsets and enlighten the possibilities and 

challenges at hand in terms of business model innovation.    

 

Conclusion 
It has been argued that competitive advantage can be gained by developing the business mod-

els’ value proposition in a way that makes them difficult to imitate, for example by taking on 

board digital opportunities in order to capture extra value (Teece, 2018). The empirical find-

ings indicate that building food businesses and taking into account touristic relations can pro-

vide a basis for competitive advantage. Food producers’ co-extension with tourism can acti-

vate new resources, material as well as immaterial. While there is a tendency to enhance the 

authenticity and traditional elements, the alliances are not necessarily against such tourism 

enterprises that are pursuing modernity. This is a point for the enterprises, but also for region-

al and national agencies that support and promote tourism and/or food production.  

 

Internationally, the trends inspected in this study are widely supported by tourism research 

which particularly point to the integration of ICT to support the opportunities and potential of 

co-extension. However, as observed by Eriksen & Sundbo (2016), business model innovation 

is cumbersome for traditional agricultural producers and food manufacturers. The most suc-

cessful of the 46 enterprises are either entirely entrepreneurial, with a novel idea as a base. Or, 

they have been able to embrace new categories of competences and knowledge inflow, for 

example in connection with generational shifts. This suggests that in the future the purposeful 

interaction can lead to the achievement of more benefits for food production and tourism 

alike, but that the production field may need to take advantage of a supply of new competenc-

es. The co-innovation with different groups of customers and community actors pave the way 
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for new mindsets in the food sectors, enhanced by an undercurrent of resistance against the 

major industrial food conglomerates. We still lack to see the full expression of this, but the 

business models such as those aligning with SDG goals and authenticity and transparency 

may lead the way, although they all call for distinctive innovative efforts from proprietors.  

 

From a theoretical perspective, the creation of new approaches through co-innovation adds to 

the understanding of how business models are innovated. On one hand, this study demonstrat-

ed that co-extension with tourism value propositions includes innovation of more tangible 

elements of a business model. However, on the other hand, bringing in diverse groups of cus-

tomers and community actors paves the way for understanding how too established mindsets 

limits business model innovations and may be challenged. Thus, when different ramifications 

of a business model are carefully considered, a road is established to the re-shaping of the 

existing the business model or to the removal of stumbling blocks for radical new business 

models (Pine & Gilmore, 2016).  

The article can be regarded as “conservative” in the sense that it relies on business study ap-

proaches as they have been practiced over many years. New interesting research avenues are 

emerging, for example by giving food activism a greater focus. The meaning of food and food 

events to the customers is changing, and it translates into ways that businesses unfold co-

extensional spaces (physical environments) or interfaces (personal or digital relationships). 

Small business may have the potential more than larger food conglomerates to align with 

novel food agendas, but we still lack to see the full pictures of such potentials.  

 

Acknowledgement: Thanks to Videnscenter for Fødevarudvikling (VIFU) and to Thorkil 
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