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Key export drivers for Danish agriculture 
and food companies in Germany

Presentation of the Insight Report on Denmark as a food nation by 
Maria Dyrby Nielsen, project manager, Food Nation
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The core of what we do

We are the go-to portal 

for international private 

and public decision-makers

seeking information about the 

Danish food cluster, and how it 

works towards better solutions, 

products and global cooperation
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Public - Private 

Partnership

Public Private

What gives us credibility and agility

Not for profit
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Public - Private 

Partnership

Our founders & partners

Public

Business organisations and workers unions

Corporate partners

<<<<<<<<<<
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Strongholds of the Danish food cluster
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Visit 
www.foodnationdenmark.com

Let’s collaborate





The Insight Report 2020 was the second of 

the annual image analysis of Denmark as a 

food nation.

The analysis was conducted in six selected 

export markets; China, Germany, Great 
Britain, USA, Japan and India.
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By engaging 1.229 decision makers across 6 international markets

Background and purpose

1.229
Interviews collected in six 

international markets

All decision makers are from 

companies working with 

agricultural or food 

products/solutions

Total

N=1229  Question: Now, we will introduce you to a series of statements that others have made about 

Denmark. Do you agree or disagree with the following statements?

USA

200
interviews

JAPAN

201
interviews

UK

200
interviews

GERMANY

221
interviews

INDIA

203
interviews

CHINA

204
interviews
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While top-of-mind awareness is limited, Danish agriculture and food products/ 
solutions have a strong reputation – especially with regards to sustainability

Key findings

Denmark is associated 

with quality, food safety,  

sustainability and 

reliability

More than half of decision 

makers (55%) consider 

Danish agriculture and 

food products/solutions to 

be among the most 

sustainable in the world

The majority (83%) thinks 

that sustainability will 

become more important 

in the coming years

… and that proposing 

sustainable products/ 

solutions is necessary to 

secure long-term 

growth

Denmark has an 

unaided awareness 

of 5%
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Brand awareness – Great potential to grow

Brand Awarenss

When international decision-makers 

are asked which countries are top of 

mind as suppliers of relevant food 

and agriculture products and 

solutions, 5% of them mention 

Denmark.
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Brand awareness – Great potential to grow

Brand Awarenss

When international decision-makers 

are asked which countries are top of 

mind as suppliers of relevant food 

and agriculture products and 

solutions, 5% of them mention 

Denmark.
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Awareness of Denmark

13

N=1229

Question: Which countries pop up when you think about agriculture and food production and solutions 

relevant to your industry?

Note: Decision makers own country is excluded from answers

Unaided awareness of agriculture and food production countries

Denmark has an unaided awareness of 
5% among international decision makers

Denmark is ranked on 15th place 

with an awareness level of 5% 

competing with large nations.  

Awareness of Denmark tends 

to be higher in countries that 

account for a large share of 

Danish exports.
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Danish characteristics – all stakeholders 

Denmark is associated with several positive characteristics

N=1229

Question: Which of the following words do you associate with Danish agriculture and food products and solutions? 

Note: The words are predefined. Multiple choice. Only showing top 10
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Danish characteristics – all stakeholders 

The top five attributes of Danish food and agricultural exports that decision makers rank higher than 

products and solutions on their domestic market. 

Top 5 attributes of Danish food and agricultural exports compared to domestic 
products and solutions (all six markets)

I believe many Danish companies

underestimate the potential of focusing

marketing and branding on the Danish

food cluster’s historical ability to develop

and produce healthy, sustainable and

organic food.
Hanne Søndergaard, EVP & CMO, Arla Foods

“
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Let’s zoom in to Germany – The biggest European market
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Top 5 attributes when doing business with Germany

German decision makers 

Germany is the country out of the 6 

surveyed markets where the unaided 

awareness of Denmark is the most 

profound - 11% of the decision makers 

mentioned Denmark

Efforts to drive brand 

awareness should focus on 

quality, healthiness, organic, 

innovation and reliability

When producing, purchasing, selling or handling food and agricultural products and solutions, the 

following five attributes are important to German decision makers. 
The top five attributes of Danish food and agricultural exports that decision makers rank higher than 

products and solutions on their domestic market. 
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Sustainability – all answers + country split 

More than half (55%) of the international decision makers agree that Danish 
agriculture and food products/solutions are among the most sustainable in the world

N=1229

Question: Now, we will introduce you to a series of statements that others have made about Denmark. Do you agree or disagree with the following statements? Danish agriculture and food 

products and solutions are among the most sustainable in the World. The graph shows the percentage of decision makers who ‘agree’ or ‘strongly agree’ with the statement
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Decision makers from Germany mostly associate the word sustainability with 
sustainable use of resources regarding energy, water and waste

Sustainability – decision makers from Germany

N=1229  Question: Now, we will introduce you to a series of statements that others have made about Denmark. Do you agree or disagree with the following statements?

Sustainability top-of-mind (unaided/open question)
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Don't know?

Other

Regulation & policies

Renewable energy

Importance for the future

Organic products/biodegradable packaging

Local products/more sustainable transport

Reduce CO2/prevent global warming

Business & sustainability symbiosis

Recycability (products/packaging)

Environmental responsibility/clean environment

To act, work and consume sustainably

Sustainable use of resources (regarding energy, water, waste) • When asked what their 

company primarily 

associates with 

sustainability, 25% of 

decision makers 

mention “sustainable 

use of resources”, such 

as using less 

water/energy, generate 

less waste and 

sometimes also “less 

plastic”

• Renewable energy is 

mentioned less 

frequently (4%)

Key findings
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Sustainability tendencies according to German decision-makers
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Drivers of sustainable dev. 
from a German perspective

The top three drivers according to German decision makers.

A broad range of actions are needed to 
drive a more sustainable development

21

N=1229 

Question: For your company, which of the following would have the biggest impact in terms of driving a 

more sustainable development? You can choose up to 3 answers

Important drivers – all answers Important drivers  – German decision-makers
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Tailormade communication and marketing on the German market can increase 
brand awareness and sales

Leverage and continue to develop Denmark’s position as 
a driver of high innovation and low environmental impact. 

Communicate the Danish strongholds explicitly, especially 
within quality and safety, and link them to sustainability.

Emphasise the use of environmentally friendly packaging 
and its positive effect on the sustainability agenda.

Business opportunities on the German market 

Collaboration
Quality and

safety
Innovative 
technologySustainability

IngredientsOrganic GastronomyHealth

Danish strongholds
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Find the Insight Report 
on our website
foodnationdenmark.com/toolbox
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Join the launch of the Insight Report in September 
2021 - Stay tuned in our newsletter
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Thank you 
for your 
time -
questions? 

Contact:

Maria Dyrby Nielsen

mdyn@foodnationdenmark.dk


