
 

Does innovation, sustainability and food make your heart leap?  
Are you passionate about the more sustainable future of food? Then join us! 

Food Hack by Biobord is a digital 24-hour long innovation competition hosted by the 
Interreg Baltic Sea Region project ConnectedbyBiobord, with a transnational team of 
experts and hackers. The ConnectedbyBiobord -project is working for building competitive 
transnational collaboration in unlocking new market opportunities within the bioeconomy 
field in the Baltic Sea Region. The theme of the competition is  ”Alternative proteins and 
functional foods” and we have collected five challenges that are common for companies in 
the Baltic Sea region.  

Want to be a hacker?  

As a hacker you will work in teams with challenges, boosted by the latest research and 
experienced mentors. All in the spirit of open challenge driven innovation! You will be part 
of a team based on what challenge you are most interested in. The challenges are 
presented below.  



Currently Krinova is looking for 5 companies that likes to join the innovation competition. 
Take a look at the challenges to “hack” down below and give us an email to 
elin.h@krinova.se for more information.  

Challenges to hack 

1. How to share and exchange expertise knowledge 
How can different stakeholders working on similar challenges share their knowledge and 
expertise in a creative and constructive way?  
What do the channels of information look like today and how can we improve them? In what 
way can we gain access to process and technology know-how? Today and in the future?   
 
2. Finding new and different strategies for marketing healthy and nutritious food  
What kind of marketing strategies, for example nudging, can be used to increase 
consumption of healthier and more nutritious innovative food products that are beneficial, 
attractive, and affordable, thus more sustainable for the planet, businesses and the 
individual? What technical solutions could benefit healthy food choices? 
 
3. Changing the perception of plant-based protein  
What strategies can be built to, instead of modifying the structure of the product, change our 
perception of plant-based protein as a direct alternative to a particular dish (sausage, 
hamburger) and instead see it as a stand-alone protein? What would we call these products 
and how would they be marketed? 
 
4. Transforming the attitude towards protein from insects and insects in food What would 
happen if we place the insect food product in a different context (environment, tradition, or 
culture)? How do we design the “insect food experience” to attract new markets? What 
marketing strategies can be explored to design the insect food experience? In which context, 
tradition or culture could the insect fit in?  
 
5. Exploration of new protein resources  
What could be new sources for protein and how can knowledge about raw materials be 
obtainable or how should they be made obtainable? 
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