Chr. Hansen in 30 minute presentation program on national Danish TV  

As a company that does well in spite of the financial crisis CH appeared in the program “Crisis Crushers” on December 14 at 23.00 Danish time  
The Danish TV channel DR2 is running a series of programs about Danish companies (“Kriseknuserne”) that are doing well in spite of the financial crisis.
Chr. Hansen has been selected to be presented in the program on Monday, December 14 at 23.10 Danish time. (Re-run on the following Sunday at 17.30 Danish time).

DR2 has been filming on numerous occasions since September 2009, among other things at information meetings, board meetings, global business reviews, the FIE exhibition, in labs and production facilities in Denmark. 

Tied together by a general presentation by Lars Frederiksen, CEO, the program presents a dynamic, global company working at full blast in many different functions and areas.

Introduction to the program 

“The crisis has hit Danish business life causing mass firings, collapses, stock market slumps and bankruptcies. But some companies escape. They are successful securing lots of orders – and they are expanding. They are The Crisis Crushers – meet Chr. Hansen!”

Program hosts are Mads Oevlisen, former CEO, Novo Nordisk, and Henriette Divert, Management Consultant.

Shootings from headquarters, FIE exhibition, color lab with brief statements that are elaborated on later on in the program.
Welcome by Lars Frederiksen, CEO

Lars introduces Chr. Hansen and himself. He has been with the company for 29 years. Chr. Hansen was established in 1874 by Danish pharmacist Christian D.A. Hansen who invented cheese rennet – an enzyme that turns milk into cheese.

Shootings from Application Technology Center, Hoersholm
Chr. Hansen has 10,000 customers and companies in 30 countries. We make lactic acid bacteria for cheese and yoghurt and natural colors for confectionery, ice cream and beverages.

Sales grew by 10 percent in 2009, and within probiotic cultures the growth is 27%.

We are 2200 employees, of which 800 work in Denmark.

We are market leaders in the product areas where we are present, we have a good structure in place and a good “innovation muscle”. Customers rely on us as a steady supplier in times of crisis.




Shootings from Avedoere factory

Innovation is a key driver for Chr. Hansen who is constantly focusing on renewal.

Henrik Hansen, process operator:

We are always looking for new cultures so we can enter new markets.

Carsten Londorff, Plant Manager Avedoere, Color Division:

The only way for natural colors is up, up up and ahead. We have had to hire more process operators to keep up with demand, and I am very proud of the team.
Shootings from LMU (Food Tech Herning, Denmark – “Landsmejeriudstillingen”)
Chr. Hansen has major customers from the global dairy industry.

Customer testimonials:

Poul P: We have always worked with CH, and that has always been beneficial.

Dr. Oetker: Chr. Hansen delivers top quality at a good price.

Ivar: Chr. Hansen gives us consistent and high quality to ensure that our product is the same every time.

Per: It is very important to get input from the big world with a view to developing new products. Chr. Hansen brings us this input.

Program hosts

Discuss the statements made in the program so far. Henriette notes the strong consumer interest in natural colors and the long-term relations chr. Hansen has with its customers, whereas Mads is anxious to learn more about how Chr. Hansen copes with consumer scepticism towards new technology in food/novel food.

Shootings from color lab in Hoersholm

Annette Salskov-Iversen, VP, Color Development, presents the new natural white explaining that it is made from calcium carbonate.
It is a major trend in the food and beverage industry to use natural ingredients in order to have a short ingredient list on the end-product (“clean label”).
Shootings from Lars Frederiksen’s office

Lars: Consumers prefer a raspberry drink naturally colored with grape skin over a synthetic alternative.
Back to Annette

Chr. Hansen has patented a technology that encapsulates the calcium carbonate. This makes our natural white unique.

Tour of Chr. Hansen

Everyday 100 million people eat or drink a product containing CH ingredients. Customers include Arla Foods, Danone, Dr. Oetker …

Lars Frederiksen’s office:

Before the dairies made the bulk starter cultures themselves, but now more and more dairies are focusing on their core competencies – making cheese and yoghurt – and let companies like Chr. Hansen handle the technological aspect of food production (industrially produced cultures).
Shootings from LMU/Food Tech

Most of the products presented at Food Tech contain Chr. Hansen ingredients. 9 out of 21 “Best Dairy Product” award candidates contain CH ingredients – including the cheese that ended up winning the contest.

Customer testimonials:

Per: It depends on good raw materials. The milk is important, but the cultures provide the taste and texture.
Shootings from ATC, Hoersholm:

Morten Carlson, Dairy Application Specialist, Cheese: We are working on a cottage cheese project for the American market.

The cultures are frozen at the Avedoere factory.

Michael Juhler, Plant Manager, Production Management, Cultures Avedoere:  The cultures are frozen in -196 degrees C liquid nitrogen and are stored at Denmark’s coldest work place, the cold storage room at -55 degrees C.

Tina Iversen, Process Operator, Fermentation Avedoere: We wear a man down alarm in case we stumble. Humans cannot stand this cold for very long.

Shootings from Hoersholm, Culture Collection

Christian Gilleladen, Global Application Manager, Fermented Milk and Probiotics:

We have the world’s largest commercial collection with more than 10,000 bacterial strains. This particular strain is from a closed-down Danish dairy.

We use the Culture Collection to find unique properties when searching for new cultures for cheese and yoghurt.

Sensoric Panel

But the products must also TASTE good and this is tested on humans.

Tina Hornbæk, Specialist Application Manager, Fermented Milk and Probiotics: This is nice yoghurt, it tastes good and is very rich and creamy.

Shootings from lab with artificial gut “Tim”

Enikö Hansen, Research Technician, Health & Nutrition Innovation, presents the artificial gut that allows us to measure how probiotic bacteria are working in the human intestinal system.

The advanced laboratory model has a stomach, a gut and gut wall and furthermore distributes the acid, bile and digestion enzymes that the human body has.
Then, after a day or two, we can check how many probiotic bacteria survived the passage through the intestinal system.
(Read more here: http://c-net/about/news/Pages/ArtificialgutinHealthNutritionDivision_633870506543194344.aspx)
Shootings from lab

Chr. Hansen has a mini dairy where we are making trials with drinking yoghurt.

Christian Gilleladen, Global Application Manager, Fermented Milk and Probiotics: We are making tests in a production environment similar to that of our customers.
Natural colors - Annette Salskov-Iversen, VP, Color Development
Blue comes from red cabbage, green comes from spinach and red comes from the cochineal lice containing 25% colorant.
Even though the colors are natural they still carry an E-no. and therefore Chr. Hansen also supplies plant extracts which do not have to carry an E-number.

Annette presents hardboiled candy made of elderberry and a soda explaining that it needs to have a nice, homogeneous structure with no color “ring” on top.
Annelise Sylvest explains how she is working on testing our colors in different applications such as hardboiled candy, chocolate lentils, caramels, wine gum etc.

Shooting from color factory
Process operator explains that the color he has blended must be analyzed in the lab to see if it is good enough.

Shootings from different management meetings
Sales have increased by 10%.

Interview with PAI, Frederic Stevenin: Chr. Hansen has done an excellent job in a difficult environment.

Lars Frederiksen is pleased about the positive words – but stresses with a smile that PAI still told us that it could be even better!

Program hosts

Discuss what they have heard so far. Henriette is impressed by the technology she has seen, especially the artificial gut. She likes the natural aspect of the business and highlights how successful the year has been in spite of the economic crisis.

Mads is wondering where Chr. Hansen gets the inspiration to be on a constant journey towards renewal. For more than 130 years the company has pursued innovation successfully.

Shootings from FIE, back to color lab

Annelise Sylvest, Senior Application Technologist, Color Division explains how it is necessary to coat chocolate lentils with natural white color before applying another color, but our new white can also be used in its own right, for instance in chewing gum.

Shootings from FIE

A color sales person presents the new natural white to a customer.

Speaker: Chr. Hansen is in for an unpleasant surprise – a competitor also presents a natural white!

Lars’ office

Lars: It is amazing how we can keep on developing new products towards special target groups, for instance pregnant women, children, the elderly, sports athletes etc. We are always looking to produce new and better products and spend up to DKK 250 million a year on research.

Speaker:

Chr. Hansen has been following a dual strategy: Full blast ahead in some areas and slowing down in others.

Lars: It is all about identifying opportunities. I believe that we will come out of the crisis stronger than before.
A successful approach has been to focus on payment terms.

Lars: We have lost a number of customers due to our strict focus on payment terms but we would rather have good customers that pay the price than risk losing money on bad debtors.

Chr. Hansen is knowledge based company and knowledge on production and application of our products is extremely important. That is the reason that we chose to build our most expensive factory ever in Avedoere, Denmark (the new culture plant). The fact that we can fast and easily transfer knowledge from the labs into production is much more important saving a few bucks in wages, had we placed the factory in a low cost country.
We have a major upside in the probiotics business. Only scratching the surface we are experiencing 27% growth so the potential is immense.

Shootings from business review/sales meeting

Carsten Hellmann: We must always challenge ourselves – if we can grow 10%, then why not 20-30-40-50%? And then we must find out how we get there!
Speaker: The global sales managers meet twice a year to discuss strategies and goals.

Interview with James Wu, Country Manager, China:

Our boss is very challenging always daring us to do more.

Program hosts

Once again express their views on what they have seen. Are impressed by the fact that the ambition and enthusiasm radiating from headquarters reach out to every corner of the company worldwide. It is clear to see, they say, that all employees LIVE the vision and believe in it.

Shootings from FIE

Pernille Borre Arskog, Technical Industry Manager, Color Division reports from FIE that 20 customers have inquired about the new natural white, both for applications in confectionery, meat and cheese. Presents a huge pile of visitor reports: “We’ll be busy when we get home!”

Customer statement, Zentis: We are very interested in the new white.

BUT coming out of the blue is a competitor (Sensient) who also introduces a natural white color!
Competitor: The customers want it so we are offering it.

Pernille: I have heard about it, but not seen it yet. There has been a market need for quite some time, so it is not surprising that a competitor comes up with a similar product.

Competitor: May the best man win!

Pernille: The customers will choose the best product at the best price – and the supplier with the best service, not least!

Concluding interview with Lars by program hosts
Mads asks Lars if we have been sleeping in class since a competitor can launch a new natural white at the same time?

Lars: Needless to say a large market potential attracts other suppliers. The competitor uses a different technology from us. We are fully confident in our own product.

Mads asks Lars how we address the scepticism from consumers in terms of “tampering with” our food, adding ingredients?

Lars: Chr. Hansen focuses on all natural ingredients, nothing funny there. 

Henriette: The consumer mindset seems to be shifting, health seems to be mega trend.

Lars: Many of our employees have a background in the food industry and know the challenges inside out.

Finally Lars comments on the benefits of being owned by a private equity fund. It has given us the freedom to focus on our core competencies while going through a “rejuvenation” process. We have been given the necessary time to do this, instead of putting our efforts into reporting to the stock exchange every 3 months.
Concluding remarks by program hosts – key points in Chr. Hansen’s success
· A Board that gives positive strokes to management (it works!)

· Investment in technology

· Take out complexity as a key focus area

· Knowledge and development centers close to production

· High ambitions and strict follow-up on goals (target management)

· Employee communication – trustworthy and simple

