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1. Why partnerships?

”No man is an Island” 
John Donne - English poet 

(1572-1631)



Partnerships

• When we work together across sectors, we can
combine knowledge, resources and strengths. 
Together we can develop new solutions to problems 
and find synergies.



Background
1990-2000
Carb fright/fear and fashion diets
Decreasing intake of bread (rye) and Nutritional concerns
New research results showed correlation between whole grains
and cancer

2008
Whole grain definition and dietary guideline

2009
Danish Whole Grain Partnership established 



The Whole Grain Logo
Flour, flakes, cracked kernels and rice
- 100% whole grain calculated as product dry 
matter (%DM)
- At least 6 g dietary fibers/ 100g

Bread and bread mix
- 50% whole grain calculated on dry matter and
30% on QUID

- At least 5 g dietary fibers/100 g. No more than:
- Sugar 5 g/100 gram
- Salt 1 g/100 gram
- Fat 7 g/100 gram

Criteria also established for: Rye bread, crisp bread and crusts, breakfast 
cereals and muesli and porridge and instant porridge powders, pasta, noodles 
and rice.



Adding a little bit of whole grains
We have set targets for whole grain content in products 
without the logo for different categories and set targets for 
the share/number og products within the different 
categories added with small amount of whole grains.



2. Objectives – examples
• Increasing the whole grain content in products. Content 

of whole grains: 15%-30% on QUID

• The population eats more whole grains. 30% of the 
population should eat at least 75 grams of whole grain a 
day. 

• If there is a logo - recognition of the logo should be 50% 
and a percentage of them should agree that they shop 
according to the logo.

• Number of products with whole grain logo

• Market shares on whole grain products

• Focus on holding on to existing partners and invite new 
partners to participate



Development
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Recommendation: 75 grams of whole grains per 10 MJ. 



Development
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Awareness of
Whole grain logo

Kendskab til fuldkornslogoet
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Consumer behavior
Look for the logo when buying

products

Handler efter fuldkornslogoet



Commercial 

Partners

- Millers

-Bread, rice, 

pasta producers

-Retailers

- Craft bakeries

-Breakfast 

cereals 

producers 

- Industry 

organizations

Danish Whole 

Grain 

Partnership

Secretariat
2 full time

1 student

Danish Food 

Administration, 

Health NGO’s

- Danish Cancer 

Society

- Danish Diabetes 

Association

-Danish Heart 

Association

Business Health

Availability

Product 
development

Communication
Packaging

Credibility
Dietary guidelines

Research, PR
Knowledge

New norms

Society

3. Partner roles

http://www.google.dk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=v1kdUJG-ASoznM&tbnid=SLGw4Iyvw3O2jM:&ved=0CAUQjRw&url=http://politiken.dk/tjek/sundhedogmotion/sundhed/sundhedsp/ECE1636090/klarlund-rugbroed-kan-faa-dig-til-at-spise-16-procent-mindre/&ei=vhMjUu-SJcfIsga2iIGoAw&bvm=bv.51495398,d.Yms&psig=AFQjCNHhgbSwZTlhn06U7WpS8xnKUbZciQ&ust=1378116919849412


Risk and obstacles

• Identify the possible risk and obstacles and how to 
address them

• What if we disagree on a decision?

• We share risk but also gain from the partnership

• Q & A



Risk and obstacles
- Our experience

• Non-performing working groups without passion, 
ressources or interest. Lack of commitment

• It takes very dedicated persons within the partnership-
with true commitment to drive the projects forward

• Persistence and real action from a dedicated secretariat
that sticks to the plan is crucial

• As a partner, you have to be willing to both pay a 
partnership fee and work hard as an individual to achieve
the common objectives.  



4. Organization, strategy and action 
plans



Strategy Availability

Source of Inspiration 
and Best Practice

Example

Product 
Development

Whole Grains
and Climate

Logo and 
Communication

Events 
and 
New 

Norms



Strategy
Availability – make it easy for consumers to choose whole grains

Source of inspiration – share best practice and experiences

Product development – the food producers is committed to develop
whole grain products

Whole Grains and climate – tell that grain products are among the 
most climate-friendly foods

Logo and communication – increase awareness to logo and whole
grains

Events and new norms – create events and new settings for eating
whole grains (nudging)



Action plans

• Yearly targets

• Activites to reach

targets

• Role distribution



5. Budgets and agreements

• Partnership agreement

• Coorporation agreement

• Yearly budgets and 

financing



6. Management, activities and reporting

• Daily management 

• Serving board operations

• Managing stakeholders

• Coordinating and implement campaign activities

• Maneuver between different partner organizations

• An open mind, patience,risk-oriented, flexible and 
selfless

• Expand bounderies and build relationships



Activities

https://www.youtube.com/watch?v=wgB9Sz1k1XA


Activities – partner portraits
• Partners contributions

• Attract new partners 

• Engage other stakeholders in                                                     
activities - outside the partnership



Activities – Social Media



Reporting 
• Document and follow up on targets and activities

• Make sure participants become aware of the 
benefits from partnering 

• Newsletters, updates, phone/teams/meetings IRL

• Highlight successes - it creates excitement within
the partnership



7. Maintenance and progress
• Find new ways to corporate and set new targets

• Find new partners

• Expand the partnership and the idea of what you
can achieve in a partnership – think big! 

• Make sure the partnership has support from the 
partner organizations and that resources are
available

• Listen to partners wishes for new events and 
activities



Lessons learned
• Get the knowledge base right
• Set common and measurable goals, strategy- and action plans
• Be precise about the role distribution and find synergies 

between partners
• Ensure mutual benefits for all 
• Document and follow up on targets
• Prepare properly - it took 2 years to establish the partnership 

and another 2 years to get the operation in place
• Create dynamic activities that attract interest and impact 

consumer behaviour
• Create excitement and make partners proud of being part of 

the partnership. 
• As a secretariat, always contribute with a lot of concrete 

results and have a high level of activities. Always be creative
• Renew the partnership by finding new ways to cooperate both 

with partners and with organizations outside the partnership 
to promote whole grain consumption.



The whole grain partners in Denmark



Thank you!

Contact:
Rikke Iben Neess
Danish Whole Grain 
Partnership
rikn@di.dk
www.fuldkorn.dk
Find us on facebook, 
LinkedIn & Instagram:
”Fuldkornspartnerskabet”

mailto:rikn@di.dk
http://www.fuldkorn.dk/

