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The thesis investigates and analyses how companies in the industry of biotechnology
working in market gaps that are specialized create and build value through credibility
signaling and scientific marketing, and how investors in the industry of biotechnology are
able to perceive and interpret these signals in their processes related to decision-making. This
research study implements a qualitative approach for the research and it is strongly based on
data that comes from semi-structured interview and on case analysis. The empirical approach
and focus is on two different cases: Biosynth, a raw material supplier in the industry of
biotechnology, and Taaleri, a Finnish investment and asset management firm that is actively
operating in the bioindustry in investment related area.

The results suggest that the creation of strategic value in specialized markets in the
biotechnology industry 1is highly associated to consistent credibility signaling,
communication that is scientifically grounded and clear, and well defined market
positioning. The case of Biosynth illustrates how the idea of avoiding competition with
customer, and complying with quality standards and regulatory standards have the possibility
to maintain and foster long-term relationships with customers and trust in markets that are
highly regulated. Practices that are related to scientific marketing, including signaling that is
certification-based, targeted communication channels, and content that is technically
accurate, play a essential role in diminishing uncertainty and risk across stakeholders.

When it comes to the perspective of investors, the case of Taaleri is underscoring the
significance of sustainability claims that are verified, cost efficiency, scalability and credible
innovation. Investors in the biotechnology industry interpret signals related to ESG
compliance, team expertise, market demand, technological feasibility and raw material



availability as vital and critical factors of investment viability. This thesis advances
understanding how mechanisms related to signaling function in industries that are science
based and how alignment between strategic communication and scientific credibility has an
impact on both investment outcomes and market outcomes.
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Tassd tutkimuksessa tutkitaan ja analysoidaan, miten yritykset bioteknologia-alalla, jotka
toimivat erikoistuneilla markkinoilla, luovat ja rakentavat arvoa uskottavuusviestinnédn ja
tieteellisen markkinoinnin avulla, ja miten sijoittajat bioteknologia-alalla pystyvit
havaitsemaan ja tulkitsemaan néitd signaaleja péidtoksentekoprosesseissaan. Tutkimus
kayttdd laadullista ldhestymistapaa ja se perustuu vahvasti puolistrukturoiduista
haastatteluista ja tapausanalyysistd saatuun dataan. Empiirinen ldhestymistapa ja painopiste
ndkyy kahdessa eri kohdassa: Biosynth case-analyysissd, jossa késitellddn Biosynth-
yritystd, bioteknologia-alan raaka-ainetoimittajaa, ja myos Taaleri case-analyysissé, jossa
kiasitelladn Taaleri-yritystd, joka on suomalainen sijoittamisen, pddomarahastojen ja
vahinkovakuuttamisen  asiantuntija.  Taaleri toimii  aktiivisesti  bioteollisuuden
sijoitusalueella.

Tulokset viittaavat siihen, ettd strategisen arvon luominen bioteknologia-alan erikoistuneilla
markkinoilla liittyy vahvasti johdonmukaiseen uskottavuusviestintddn, tieteellisesti
perustettuun viestintddn sekd hyvin madriteltyyn ja selkeddn markkina-asemointiin.
Biosynthin tapaus havainnollistaa, miten kilpailun vélttiminen asiakkaiden kanssa sekd
laatustandardien ja sddntelystandardien noudattaminen voivat ylldpitdd sekd edistdd
pitkdaikaisia asiakassuhteita ja luottamusta tarkasti sddnnellyilld markkinoilla. Tieteelliseen
markkinointiin liittyvat kdytdnnot, mukaan lukien sertifiointiin perustuva signalointi,
kohdennetut viestintikaavat sekd teknisesti tarkka sisdltd, ovat keskeisessd roolissa
epdvarmuuden ja riskien vihentdmisessé sidosryhmien keskuudessa.



Sijoittajien ndkokulmasta Taalerin tapaus korostaa todennettujen kestdvyysviittdmien,
kustannustehokkuuden, skaalautuvuuden ja wuskottavan innovaation merkitysta.
Biotekologia-alan  sijoittajat  tulkitsevat =~ ESG-vaatimustenmukaisuuteen,  tiimin
asiantuntemukseen, markkinakysyntdén, teknologiseen toteuttavuuteen ja raaka-aineiden
saatavuuteen liittyvat signaalit kriittisiksi tekijoiksi sijoituksien kannattavuuden kannalta.
Tama tutkimus edistdd ymmarrysté siitd, miten signalointiin liittyvit mekanismit toimivat
tieteeseen perustuvilla toimialoilla ja miten strategisen viestinndn ja tieteellisen
uskottavuuden vélinen yhdenmukaisuus vaikuttaa sekd sijoitusten ettd markkinoiden
tuloksiin.
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1 Introduction

This research thesis’ objective is to examine and investigate how companies in the industry
of biotechnology operate and work in specialized market gaps generate strategic value
through credibility signaling and scientific marketing, and how investors in the industry
capture and interpret these signals. The industry of biotechnology is defined by regulatory
environments that are very complex, knowledge intensity, and high uncertainty, creating
challenges to companies to differentiate themselves and draw and attract resources.
Comprehension how companies are communicating their value and how investors in the
biotechnology industry receive and are able to interpret the specific signals is essential for
directing investment decisions and it is also critical for the success of the biotechnology firms

in this high-risk area. This research study is relevant as the need for cutting-edge and



innovative biotech solutions is increasing and growing, while at the same time investors in
the industry are facing challenges and increasing difficulty in examining and analysing

companies in their early-stage because of the information asymmetry.

Previous research on the industry of biotechnology has highlighted how the value creation
depends on the company’s capacity to align scientific abilities and capabilities with
innovation strategies and suitable business models. (Pisano, 2006). Pisano (2006) for
example in his book The Promise, the Reality, and the Future of Biotech, he analyses a lot
how the bioindustry is operating and working and he presents key issues and challenges

regarding financing risky investments in the biotechnology industry.

Prior research has also underscored the significance of the signaling theory in diminishing
the information asymmetry between companies and investors. (Connelly, Certo, Ireland &
Reutzel, 2011) Furthermore, research studies on scientific business models and scientific
marketing demonstrate that clear value propositions and specialized communication can
strongly improve the credibility of a specific company, and also the market positioning of
the company. (Baden-Fuller & Haefliger, 2013; Osterwalder & Pigneur, 2010). Nevertheless,
existing prior research many times addresses these perspectives distinctly and individually
ignoring the two-way interaction between company signaling and interpretation from the

investor perspective within specialized biotechnology markets.

Although the literature which is expanding and growing on signaling, biotechnology
strategy and value creation, there is incomplete understanding of how biotechnology
companies that are considered to be small or medium-sized integrate scientific marketing
with credibility signaling to successfully communicate value, and how investors in the
biotechnology industry examine and interpret these specific signals when they are
concentrating on decision-making related to funding. Typically, most of the research studies
are concentrating either on financial signaling in isolation or on firm-level strategy, leaving
at the same time a gap in understanding the active interaction between investor perception
and the communication practices of companies. This research thesis fills this gap by
combining understanding and observations from signaling theory, strategic management, and
the behaviour of investors, using a two-case embedded study of Biosynth, a biotechnology
company functioning in niche market, and Taaleri, a Finnish investment and asset

management company.
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This research study’s objective is to examine and explore how niche biotechnology firms
manage to create strategic value, and also how these companies communicate their strategic
value. The aim of this study is to investigate also the investor perspective, which means
analyse how investors perceive and interpret these signals. This research study is directed by
the main research question which is: How do biotech companies operating in specialized
market gaps create strategic value through scientific marketing and credibility signaling, and
how do investors interpret these signals? To address this question, this thesis utilizes a
qualitative approach, by conducting semi-structured interviews with the CEOs of the
mentioned companies, Taaleri and Biosynth. The structure of the study is organized follows:
the theoretical framework section describes important and significant key concepts from
resource-based views, knowledge-based views, signaling theory, scientific marketing,
business models related to the topic and market gap theory. The methodology section
describes the process of data collection and presents the design of qualitative case design.
Then the analysis part’s goal is to interpret the results and findings from investor perspectives
and firm perspectives. In the end the chapter of conclusions summarizes the insights related
to the findings, addresses limitations, and outlines and highlights implications for practice

and research.

1.1 Biotechnology a science-based business

The industry of biotechnology is defined by commercialization, a substantial uncertainty in
the area of product development, regulatory complexity and scientific knowledge intensity.
(Pisano, 2006). The biotechnology industry sector consists of different kind of sectors such
as medical device industries, chemical device industries, agriculture and pharmaceutical.

(Hall & Bagchi-Sen, 2007)

Biotechnology companies that are science-based and small and established large companies
have different kind but mutually reinforcing capabilities, which is explaining one reason why
the industry of biotechnology is well-connected and highly networked. (Madhok &
Osegowitsch, 2000) In the biotechnology industry firms have the tendence to concentrate on
early-stage capabilities and upstream capabilities. The companies tend to have focus on
achieving the milestones outlined in licensing deals and agreements and leave issues and
challenges related to commercialization and marketing to their downstream partners.

(Renko, 2006).
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1.2 Key contribution

By addressing the case company Biosyth, this research study contributes to all kind of
biotechnology companies and biotechnology marketing literature by presenting interesting
insights on marketing practitioners’ work related of the context of biotechnology business in
the biotechnology industry. Demonstrating marketing practices and signaling from a
perspective of practice is providing essential, interesting and comprehensive image of how
marketing is being performed in a medium size biotechnology company, in this case
Biosynth, which was originally mostly considered as a chemical manufacturing company in
the sector of biotechnology. Many other companies in the biotechnology industry can relate
themselves to this study. This research study is helping to highlight technological and cultural
aspects of the biotechnology industry that are able to affect and influence firms that are
operating in the industry of biotechnology and how these companies are engaging in their

marketing operations.

1.3 The structure

The structure of this introductory essay is structured as follows. First in thesis will be
addressed interesting previous literature on marketing in the biotechnology. After that the
theoretical framework is presented. The theoretical framework is divided into different
sections. In the first section the strategic value creation is explained shortly. Then the next
section takes into account the market gap theory. The same section opens up the idea of
resource-based view. The resource-based view and knowledge-based foundations are
important in niche biotechnology. The dynamic capabilities are explained too, which has the
potential to navigate uncertainty and the process related to strategical decision-making. Then
the strategy in the context of biotechnology. The section related to business model the
objective to present how the differentiation is built. The framework of value creation and
capture of Baden-Fuller et al. (2013) is being used in this section which illustrates the value
creation and capture. The process of value creation is being opened up with the help of the
presented business model of Osterwalder et al. (2010). The actors which are demonstrated
in the business model figure are explained in a more detailed way dividing them into different
kind of paragraphs. Then after the section related to scientific marketing and STP opens up

a little bit how the value is being communicated in the industry of biotechnology. The next
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section after is about the signaling theory and the investor communication. It is
demonstrating the way investors interpret signals. The section is about opening up the key

concepts of signaling.

After the theoretical framework, the methodology of this research study is presented. It is
including the research design and approach and the case selection, in this case the two chosen
companies, Biosynth and Taaleri. Then there is also a specific section for data collection and
the data analysis. There is also in the end a separate section concerning the reliability and
validity. After the methodology part, in this thesis comes the analysis part, which of course
is the most important part the study. It is divided into different sections based on the topics

of the research questions.

In the beginning is about the case company Biosynth and the topic is about market gap and
competitive positioning. The topic after that is about scientific marketing and brand
communication and then comes a section related credibility signaling and trust. After that
comes a section related to investor relations and strategic growth. The first topic related to
the analysis of Taaleri is about identifying and assessing market gaps and the section after
that is about the investment criteria in the industry of biotechnology. Then there is a separate
section for scientific credibility, brand communication and signaling. After comes the topic
related to strategic compatibility and long-term potential. In the end there is final conclusions

which are based on the analysis and the conducted interviews and the results from them.

1.4 Presentation of the case companies

1.4.1 The case-company Biosynth

Biosynth is an international manufacturing services, custom synthesis and life science
reagents company and the company’s core objective is supplying services and raw materials
to life science industries, diagnostics, and to pharmaceutical industries. It operates across
biological products and chemistry to support commercial applications, development and
research in the sectors of life science. The company is able to secure supply chains in the life
science industry by manufacturing, producing and supplying a broad range of biochemical

products and chemical products or pharmaceutical research, vaccines and diagnostics. The
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firm’s capabilities reach multifaceted key biologics and chemical synthesis — incorporating

enzymes, antibodies and different reagents for in vitro diagnostics. (Biosynth, n.d.)

The firm is customer focused and science-led, with the goal of tackle and address complex
issues and challenges by producing and delivering custom manufacturing services and
products that are high quality that others cannot deliver. Biosynth has a wide international
presence. Its facilities involve different headquarters in Switzerland, chemical production
plants in China, Slovakia and United Kingdom, facilities related to production of peptides in
the Netherlands and United States, and biologics operations in Austria and Ireland. The
company’s mission is “where chemistry meets biology, products meet services and
innovation meets quality,” highlighting its role as a reliable provider for biotechnology and

life science partners. (Biosynth, n.d.)

1.4.2 The case-company Taaleri

Taaleri is bringing the investor perspective to the research study. Taaleri is a Finnish
investment and asset management company that is operating globally with a intense
emphasis and focus on sustainability-driven investments, renewable energy and bioindustry.
It integrates financial expertise and industry knowledge to support and reinforce innovation
and growth in industrial markets. The strategy of the company concentrates a lot on
sustainability, for example for this is the membership in the UN Principles for Responsible
Investment (PRI). The vision of the company is to develop into a leading investment manager
which is functioning globally in the industry of biotechnology and markets related to
renewable energy. Taaleri is investing in the industry of biotechnology through dedicated
private equity funds. As a good example for this the launching of private equity fund that is
bioindustry-focused. The company is usually engaging in industrial projects that are long-
term. This is including interesting investments in forestry-related ventures in the industry of
biotechnology. The company has a dual focus on sustainable impact and financial return.

(Taaleri, n.d.)
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2 Theoretical Framework

On the theoretical side, the objective of this thesis is on the market gap, the differentiation,
the scientific marketing in the industry of biotechnology, the credibility signals and the
investor perception. Last but least the value that the scientific marketing and credibility
signals are creating to appeal to investors in the market gap. Specifically, this thesis is
concentrating on the business model that is capturing and creating value in the marketplace
in the biotechnology industry. Value creation, scientific marketing and credibility signals is
in a central role in the theoretical part of this thesis. Hence, this thesis provides a
comprehensive overview of strategic value creation in the biotechnology and resource-based
foundations while analysing the scientific marketing taking the credibility signaling and how

they affect the investor perspective.

Market Gap
v
Strategic Value Differentiation
v v
Investor Scientific
Perception Marketing
4 4
Credibility
Signals

4
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Figure 1. Illustrates the conceptual framework guiding this study, describing the structured
sequence between market gap identification, differentiation, scientific marketing, credibility

signaling, the point of view of investors and strategic value creation

2.1 Strategic Value Creation in Biotechnology

In the industry of biotechnology, there is some proof that uncertainty does influence the
relevance of value of expenditures related to research and development. Based on a sample
of pure biotech companies, leaving out the companies in the pharmaceutical industry,
Michaeli & Yagmur & Achmadeev & Michaeli (2022) identifies research and development
invested in the later stages of development in drugs is more value-relevant than the

investments done in research and development in the early stages.

When it comes to projects related to research and development in the biotechnology industry,
the uncertainty associated with the outcome is particularly high when it comes to the
comparison with other industries and sectors. One underlying reason for this, the sector of
drug development which is considered to be among of the most expensive and cost-intensive
in the business sector. Companies in the industry of biotechnology experience strongly
uncertainty and ongoing pressure when it comes to raising funds for research and

development. (Xu, Magnan & André, 2007)

Pisano (2006) explains that companies in the industry of biotechnology usually create value
through scientific advantages in fundamental science, such as biochemistry or molecular
biology which must then be interpreted and translated into possible usable product via
uncertain and long processes of development. Contrasting to industries that are traditional,
where the value can be realized reasonably fast via sales and production development,
companies in the industry of biotechnology many times build and create value before even
the revenues moderate, for example via clinical progress, research milestones and intellectual

property. (Pisano, 2006)
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2.2 Market Gap Theory and Resource-Based Foundations

The study of Tolstoy and Agndal (2010) is combining knowledge related to the smaller
biotechnology companies and their internalization and also at the same time integrating the
resource-based view (RBV) from a network perspective on resources. The study is
examining how these companies manage to commercialize the innovation by integrating
resources in their networks to access international foreign markets which has already existing
offering and products and to launch and commercialize new products into established foreign
markets. The findings of their research are confirming that resource limitations causes
companies to search for resources that are already available in their networks and mix these
specific resources to leverage to enter to new marketplaces and to sell the new products on
markets that are already existing. It confirms also the fact that resources residing outside the

boundaries of the company act as a catalyst for creation of business and innovativeness.

In the context of biotechnology, a market gap is referring to the disconnect or misalignment
between successful market adoption and technology development. This is many times
resulting from the asymmetric perceptions of value across stakeholders, lack of market
valuation in the early phases of innovation, and commercialization pathways that are
uncertain. Such gaps take place at multiple places in the process of technology-to-market,
reflecting illustrating the issues of translating scientific findings into products that are

market-ready. (Lee, Park & Yoon 2019)

In academic literature, usually market gaps are considered to be related to the idea of
opportunities in the entrepreneurial area. This concept arises when unmet needs are existing
or when capabilities and resources are not yet optimally aligned to address a specific market.
Shane and Venkataraman (2000) conceptualize such opportunities as situations where new
processes, services, or new goods can be presented to address an unmet demand or enhance
current solutions. These gaps arise because all needs in the marketplace are efficiently
addressed by companies that are existing or because not all market needs are recognized

immediately. This is specifically in uncertain environments and in complex environments.

The resource-based view (RBV) is addressing that companies are able to gain competitive
advantage when they have resources that are rare, inimitable, valuable and also

nonsubstitutable. (Barney, 1991) In the industry of biotechnology, such mentioned resources
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often are including proprietary technologies, specialized scientific expertise and regulatory
know-how — intangible assets that are intangible that the competitors in the marketplace
cannot replicate easily. (Pisano, 2006) These resources that are knowledge-based are
influencing directly the company’s innovation capability and its positioning strategically in

the value chain. (Grant, 1996)

The knowledge-based view (KBV) emphasizes that knowledge that is organizational is the
most important primary driver and a central source in industries that are science-driven of
competitive advantage. (Nonaka & Takeuchi, 1995) In biotechnology segments that are
specialized- where the differentiation of products is very much based instead of cost on
scientific rigor, as the outcomes of innovation are depending on deep technological
knowledge and advanced research expertise. (Pisano, 2006) Biotech companies that are
niche-oriented often leverage specialized and deep expertise in a domain that is scientific
rather than large portfolios, which are enabling them to follow and serve unique and

specialized gaps in the marketplace. (Gassmann & Keupp, 2007)

The fundamental resource-based view paradigm maintains that the competitive advantage is
the basis and source of value creation. This is accomplished by the employment and
integration of different kind of important assets that are non-substitutable, inimitable,
valuable and scarce and therefore, competitive advantage remains sustainable over time.

(Barney, 1991)

Schreyogg and Kliesch-Eberl (2007) are underscoring in their discussions a fundamental
paradox and tension which is associated with the concept of capabilities. Capabilities can be
seen as problem-solving factor that are very complex and reliable and are built and developed

over time, and they simultaneously enable competitive advantage that are very sustainable.

Over time, the development of these capability structures may possibly give rise to path
dependency, organizational commitment and inertia, which have the potential to constrain
companies, limit flexibility and constrain future strategic options. A commonly proposed
response to this tension is the emphasize the development of more dynamic capabilities.
Nevertheless, increasing improvisation and flexibility have the potential to weaken the
stability of capabilities that are established and increase the risk of their erosion. As a result,
companies may face the dilemma of becoming stuck into specific capabilities that have the

potential to limit the adaptation in the future.
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Dixon’s (2009) research study related on dynamic capabilities is suggesting that the dynamic
capabilities have the potential to offer perspective that is very valuable on start-ups in the
industry of biotechnology are able to navigate uncertainty, and also strategical
decisionmaking processes. It at the same time suggests that such capabilities should be
incorporated with other strategic reasoning to build and structure a more successful

commercialization strategy.

2.3 Strategy and Differentiation in Biotechnology

Only small amount of biotechnology researchers have been focusing on the strategy in the
industry of biotechnology. These specific researchers that are not many are for example Gans
and Stern (2003) who are presenting and explaining the actors that are driving of specific
cooperative strategies in the sector of biotechnology. Kasch and Dowling (2008) who both
managed to extend the research study work by searching and examining different types of
specific cooperative strategies and also at different specific parts of the value chain that is
very essential. Pisano (2006) also investigates a lot the institutional and foundational
framework that is governing the communication and interaction in the industry. In the
industry of biotechnology, the access to property protection that is formal and intellectual,
combined with distribution capabilities and with a concentration of regulatory in the hands
of existing and present pharmaceutical firm, is making transaction in the marketplace for
new ideas for commercialisation strategy that would be effective for most new innovations.

(Gans et al. 2003)

Gans et al.’s (2003) focus at the industry level is very typical for economists and for 10
theory, who have the tendence to stand on the outside of the industry sector examining the
dynamics of the companies that are making direct competition between rival companies,
without any special particular preference for any single one. While they have mapped out
competitive structures versus cooperative structures, they have not analysed the underlying
cooperative processes and competitive processes. They have not analysed and investigated a
lot the complexity of what during the commercialization the practitioners actually do and

therefore offer and deliver limited practical use and limited guidance for action.

Once the start-up company has made the decision with an innovation to start to

commercialize it in the market for new ideas, the decisions that are made has to be made
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regarding the actual mechanism. The decision related to the choice of the specific alliance,
joint venture, acquisition and licensing is depending on the examination of the incentives to
sustain the overall control over the technology for the development for the future versus the
advantages and positive outcomes of ownership for the specific company with the control

that is direct over the innovation’s commercialization. (Gans et al. 2003)

As stated by Gans et al. (2003), it is a matter of balancing and weighing the costs and the
specific benefits of developing a vital value chain internally versus contracting to obtain
access to it. This presupposes that if there are advantages and benefits that are long-term in
creating value chain a company would be able to have the possibility to have access the
finance part it needs to do this. This supposition is very unrealistic. The challenges of the
cash flow and survival and the firm’s continuity have an important and strong influence and
impact on the strategy of commercialization and need to be more recognized explicitly than
they already are in the model of Gans et al. (2003). They talk a lot about biotechnology
companies and different start-ups that are incorporating and integrating themselves into a
value chain that is already existing, removing the possibility to replace or displace a company
in a specific product niche. While this has the potential to be true, it should be treated with
caution when it comes to the “in the short-term” as innovation in the industry of
biotechnology has very much to do with the innovation funnel as it does with a specific
innovation or product. The short-term may motivate co-operation, even though a firm or
start-up may pursue the long-term aim to become a pharmaceutical company which is fully
integrated. Gans et al. (2003) examine and analyse complementary assets at a conceptual
level in abstract terms. They do not see or consider that there are existing many factors and
points at which to add into the existing value chain and that the decision to make a contract
for obtaining the access to complementary assets does not occur in a manner of all-ornothing.
They outline a decision process that is strictly limited to two different kind of options which
are cooperation and competition. This is very useful but unfortunately it falls short. A final
decision to cooperate results in further strategic choices that are important. There are existing
many different types, and also levels of cooperation models which can happen in the value
chain in different various points. For example, the specific cooperation can be via cozy joint
ventures, arms-length licensing agreements and research partnerships amongst other
different options and alternatives. Additionally, cooperation can be undertaken and

implemented at many different points of the value chain from clinical testing to marketing
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or innovation and discovery to testing that is preclinical. The model of Gans et al. (2003) is

not offering and delivering guidance in strategic decisions and making them.

Gans et al. (2003) sustain that an effective strategy of commercialization comes from analysis
that is done carefully of the environment related to the commercialization, evaluating the
costs and benefits and the advantages of the different specific alternative strategies to protect
profitability and to ensure enough good profits. An approach that would be more process-
oriented would be oriented to the question: “How the careful analysis is done by the
company?”. They also sustain that is many of the cases, when it comes to the value chain
and its development, the cost can be much higher than the cost of incorporating the and
implementing the new technology into a value chain that is already established, but which is
not delivering enough support that is empirical. Undoubtedly, the risk is higher when it
comes to developing a value chain, however the potential rewards and returns are also greater
and higher. The model of Gans et al. (2003) is offering and presenting very useful and
interesting point of view for a company in the biotechnology industry developing a strategy
for commercialization. The model can guide companies in the industry of biotechnology to
decide a correct commercialization strategy between competitive or cooperative strategy.
Nevertheless, companies can implement external capabilities and internal capabilities and
add into the value chain in various different ways that can go beyond the model. Of course,
there is much more that have to take into account when it comes to decide of the final
commercialization strategy than just a simple decision between market for ideas or

commercializing the product to the market.

Kasch et al. (2008) extended the model of Gans et al. (2003), they have been assuming and
the commercialization process could include more different kind of forms that are
intermediate or co-operation, such as bilateral forms and hierarchical forms. They also
recognized that along the value chain the co-operation could occur in many different stages
and that the commercialization strategy could be influenced and impacted also by certain

amount of financial resources.

Kasch et al. (2008) managed to combine in the study of 101 therapeutic product development
projects different kind of determinants from the literature related to commercialization.
These determinants are for example capabilities, competition and appropriability regime.
They found out also determinants related to transaction cost economics. These determinants

are for example uncertainty and asset specificity. Financial resources can be considered as
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the determinants related to property rights theory. These, above mentioned determinants can
provide explanation of the possible impact on the choice of type of cooperations and forward

integration.

Pisano (2006) offers an interesting discussion on commercialization in the industry of
biotechnology that can be considered more or less consistent with Gans et al. (2003), but
more concentrating on structures that are institutional instead than dynamics that are
competitive, and also more comprehensive. Pisano’s (2006) main focus on the examination
is the lack of profitability and the reason behind it in the industry sector where the
institutional structure is not working as efficiently as it could work. He is arguing that the
performance of the profitability in the industry might have better opportunities to work better
if the institutional industry environment would been differently structured. Pisano (2006)
states that the problems in the industry of biotechnology are usually coming out from its
specialized character as a business which is very science-based, with this mentioned special

character being out of the sector’s anatomy or the institutional organization.

A business that is very science-based is a business that not only uses science that is already
existing but also has the aim to advance the creation of knowledge that is scientific and it
also attempts to capture and reflect the value of the crested knowledge. According to Pisano
(2006), there is three key factors due to whom the special character can be described. The
first key factor is that due to the knowledge that can be very limited about complex biological
systems, companies in the biotechnology industry are operating under persistent and
profound uncertainty, which is making research and development of drugs very risky.
Secondly, the parties involved in the process must collaborate together in an integrated way
so that the drug development cannot be broke down into different independent pieces. This
is demanding well protected and carefully defined intellectual property rights, which after
Pisano (2006), in the biotechnology industry sector are not always the case even it should
be. Thirdly, the collective learning can be very complicated because the knowledge which is
spread to different parties can sometimes be very intuitive. According to Pisano (2006) the
main challenges in the biotechnology industry are risk management, which is due to the
uncertainty in the science-based industry, integration, which is about integration of different
kind of functional areas of expertise due to the nature of base of the scientific knowledge
which is very complex. There is also cumulative learning which is about keeping up with the

progress in the scientific area which can be very fast, and also rapid in the industry of
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biotechnology. Based on the statements of Pisano (2006), the biotechnology sector’s
anatomy is based on direct participants (customers, investors, universities, well-established
pharmaceutical companies and also start-ups), institutional arrangement that are potentially
connecting these mentioned participants (angel investment networks, grant systems, product
markets, technology markets and capital markets), and also the rules that are able to influence

and govern these how these arrangements work.
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Figure 2. Pisano’s conceptual framework highlights how organizational challenges and

scientific characteristics shape the economics of biotech (Pisano, 2006)

Pisano (2006) does not investigate the management practices of companies in the
biotechnology industry regarding their relation to these rules and institutions. He is more
into the anatomy of the industry and in how can change to support in a more efficient way

companies in the biotechnology industry in their key challenges and issues. These key
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challenges are learning, integration and managing risk, which are all mentioned in the
conceptual framework above. Pisano (2006) describes how the market for ideas is working
which is one very important determinant issue which is depending strongly on four different
factors. It is depending on the degree of appropriability of the know-how, the tacticalness of
the know-how, the need for investments in specialized assets and on the degree of

information asymmetry.

2.4 Business Model and Differentiation

In section, the aim is to present business models that have the ability to illustrate how the
differentiation is built so value creation process could be understood in a clear and

comprehensive way.

Baden-Fuller et al. (2013) have a clear and simple business model, which is strongly
concentrated on value creation and capturing it. The framework by Baden-Fuller et al. (2013)
presents in a comprehensive way and interesting and simplistic approach by underscoring
the similarities of what most business models have. This is the creation of value and the
capture of value. They further refine this and specify the business model as “a system that
involves the problem of identifying who are the customers, engaging with their needs,
delivering satisfaction, and monetizing the value”. (Baden-Fuller et al. 2013). When it comes
to examination of the framework, it is enabling to deconstruct the framework in four different
detectable categories that can be measured. As stated in their description of these categories,
these categories are value delivery, identification of the customers, customer engagement

and monetization.
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Figure 3. Value creation and value capture (adapted from Baden-Fuller & Haefliger, 2013,
p. 421)

According to Baden-Fuller et al. (2013) the identification of the customers is the beginning
of the process of the value creation. This means that of course there must be done a clear
distinction between the user of the product and the actual payer for the product or offered
service. Always the final users are not the ones who are paying for the offered products. As
a great example for this is user of Google who are using the search engine, but the ones who
finance the service are the actual advertisers. When it comes to the industry of biotechnology,
for example an active user of a specific product or drug is not necessary always the one who
purchase and buy it. Under these circumstances the customers are hospitals and the patients
of the hospital are the users. This demonstrates that differentiating different customer-user
groups is important in order to successfully identify their needs in a comprehensive way,

which can be considered to be a subsequent step in the process of customer engagement.

The focus of the customer engagement is the identification and recognition of the needs of
the customers, as well as the needs of the users of the specific product. This approach can be
examined in two different ways. In an approach that is scaled up, where the focus is the

customer-users that form bigger groups. Then there is a project-based approach where the
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customer-users are more individuals are engaged. There is a significant difference for
example between car manufacturers versus consulting services. The manufacturers of care
have the goal to engage in a larger group, while consultants provide different kind of
specialized services for various different demands and needs. Both of the approaches
mentioned approaches are demanding diverse resources and expertise and skills inside the

firm. (Baden-Fuller et al. 2013)

After having done the identification of the customers and their specific needs, the central
issue is how value is created and then delivered and provided. This is describing the famous
value chain of the organization. When it comes to facing several various customer groups, it

can result in many different value chains. (Baden-Fuller et al. 2013)

Finally, there is the monetization which is incorporating the pricing and also effectiveness
and timing. The money can be gathered before the sale, during the sale or after the sale,
depending on the business model. (Baden-Fuller et al. 2013) Osterwalder et al. (2010)
describe their own business model as a model that shows how the company creates value,
delivers value and also captures value. It has a lot of in common with the model of
BadenFuller et al. (2013), for example the shared language to proceed via description, and
also through discussion. Osterwalder et al. (2010) have created nine different building

blocks, as it is presented in the figure below.
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Figure 4. Business Model Canvas (adapted from Osterwalder & Pigneur, 2010)

Each block in the figure includes a definition which has been made by Osterwalder et al.
(2010) and in this framework the aim is to reinforce them with supplementary informative

paragraph explaining more about the specific topic.
Customer Segments

Since different consumers have different needs that are varying, the market can be
differentiated into different segmented groups of several different customers with
characteristics that can be very similar to each other (Kotler & Keller, 2011) This, as Kotler
etal. (2011) stated, it is described to be market segmentation, is necessary to correctly outline
the strategies of the companies for particular different group of customers. Osterwalder et al.
(2010) mentions additionally that each specific segment necessitates a tailored offer, which
can be approached via several multiple channels, and also involve different distinct types of
approaches on customer relationships. The firm can target and serve at the same time

multiple segments in the marketplace if its business operations are including providers of
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services and products which are addressed to customers with different various behaviours,

needs and other different characteristics. (Osterwalder et al. 2010)

The marketplace of biotechnology is operating in a global market which has the possibility
to lead to the increase of the size of the potential customer group. If biotechnology SMEs in
the pharmaceutical sector have the goal to sell to bigger companies in the pharmaceutical
area, they must be aware and well-informed of the specific requirements and need of these
firms, even though their limited number and the unique nature of sales process that can differ
from the one in other industries. This supposition is derived from the article “Partnering with
Big Pharma — What Academics Need to Know” of Lipton and Nordstedt (2016), where there

is described in a comprehensive way the big pharma’s needs and demands.
Value proposition

The definition of value proposition is considered to be a set of values or benefits to serve the
needs of the customers (Kotler et al. 2011). This is consisting also of propositions that makes
the specific potential customer choose the firm’s products instead the products of the
company’s competitors. This value propositions can be an assortment of quantitative
elements, such as qualitative nature such as customer experience or design, the speed of

service or the price. (Osterwalder et al. 2010)
Channels

Channels related to this topic are consisting of sales, distribution and communication the
firm has with its customers in order to create and provide value. Through these contact
points, the firm can have the possibility to deliver the customers a successful experience,
including after-sales services. (Osterwalder et al. 2010) The mentioned channels serve
following purposes and functions: provide post-purchase support, deliver value, allow
customer purchase, explain value proposition and raise awareness. The mentioned channels
have the possibility to approach the potential customer indirectly or directly using different

intermediaries (Kotler et al. 2011).
Customer relationship

This factor in the framework, is also called customer relationship management, has a
significant key role in marketing, and it deals with the previously stated issues of retention,

growth and customer acquisition. (Kotler et al. 2011) In general terms, it is referring to the
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management of customer interactions. (Kim, Suh, & Hwang, 2003) As noted by Kim et al.
(2003), this is suggesting that this entails a shift from a perspective that is product-oriented
to a perspective that is more oriented towards customers. They conceptualize the customer
relationship management as “managerial efforts to manage business interactions with
customers by combining business processes and technologies that seek to understand a

company’s customer.” (Kim et al. 2003).
Revenue streams

Although the business model is very much concentrated around the customer, the revenue
streams demonstrate how financial capital flows into the company. The biggest factors are
the design of transactions, and also pricing. Examples of these are subscription fees, onetime

purchases, and also renting and licensing. (Osterwalder et al. 2010)

Because the industry environment of the companies in biotechnology is highly risky due to
high investments that are required and research processes that are very uncertain. This has
the potential to create a unique case for revenue streams. Companies should create several
revenue streams which could be for example deals that come from licensing in early stages
(Jones & Clifford, 2005) and for example milestone-based payments in collaborative

research and research partnerships. (Cavalla, 2003)
Key resources

The key resources can be for example special resources what is necessary to sustain
customer-focused activities, such as creation of relationships to customer, channels, and also
creation of value proposition. Depending on the business’s needs, the specific resources may
take different forms. They can take forms such as human capital, intellectual capital,

financial form or physical form. (Osterwalder et al. 2010)
Key activities

As stated by to Osterwalder et al. (2010), key activities illustrate the action that is necessary
to take to maintain and ensure the effective functioning of the business model. These
activities facilitate the utilizing of the key resources to effectively provide services to the
customer satisfying the demands and needs of the potential customer. They can be classified
in network activities, platform activities, problem-solving activities and activities related to

production. Network and platform activities are essential to business models that represent a
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platform themselves. Problem-solving activities are related to resolving problem that is
related to an individual customer, Activities related to production focus usually to develop

and improve the service or the quality of the product.
Key partnerships

The is different kind of considerations when it comes to looking for a suitable and successful
partnership. As an example for this can be a small firm can searching for a partnership to
provide the capital required to fund the development of the operations, as well as a suitable
partner who will be able to bring commercial and development expertise to the table. At the
same time a bigger company can be searching for a strong asset within the current business
strategy, as well as scientific knowledge and expertise related to that asset. So, the important
considerations for a small firm looking for a partner in biopharma industry can be for
example scientists that have enough expertise and talented management. The considerations
related to searching for a suitable partner can include also different kind of complementary
indications both commercially and clinically and also a certain king of strategy related to

manufacturing. (Smith, Culme-Seymour, & Mason, 2018)
Cost structure

The cost structure can change and vary regarding the actual business and it is an essential
factor the business model. Different kind of models are having variable costs or otherwise
fixed costs in accordance to is the pursued product is considered to be low cost product or
product with a higher cost. Undoubtedly, it is essential to take into account the costs in order

to obtain a business model that would be profitable enough. (Osterwalder et al. 2010)

2.5 Scientific Marketing

Biotechnology companies typically communicate their brand personalities via the websites
of the companies. The websites of the companies are important tools that have the possibility
to link the companies to other members of their network. It is essential that the companies in
the industry of biotechnology are aware of the images that are used in the communication to
external parties. This is extremely important, especially when this has potential to have
consequences searching their future funding of the company and also when this can have

consequences to collaboration with the company. Biotechnology companies are investing a
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big amount of resources in the development of their online presence. (Papania, Campbell,

Opoku, Styven, & Berthon, 2008)

Based on the study of Eriksson and Rajamédki (2010)_The science marketing is a very
important and essential part of biotechnology marketing. Taking into account the insider
view on the industry of biotechnology, marketing is a strong method that has a lot of potential
of sharing crucial information on what is considered important and vital by the actors of the
business. Based on the findings of the study, a combination of outsider view and insider view
is bringing new opportunities to create and produce useful knowledge. The adaption of
outsider view is essential and when this is done, it is important to examine the marketing of
companies in the industry of biotechnology by comparing it into knowledge that more
theoretical and into firms that are operating in other industries. The combination of outsider
and insider view, and also the qualitative research is a useful method in identification of
practical delivery and conceptual delivery and the context of specificity of marketing in the

biotechnology industry. (Eriksson et al. 2010)

2.6 Signaling Theory and Investor Communication

When it comes to examine biotechnology firms and companies in their industry, signaling
theory helps a lot to understand how firms communicate their future prospects and their
quality to potential investors when it comes to situations related to information asymmetry.
This is happening when investors have hard time to observe directly the growth potential of
the company and also the value of the company. Janney and Folta (2003) are suggesting that
companies in the biotechnology industry are facing significant challenges and issues when
it comes to attracting capital because the potential investors in the industry face difficulty
evaluating commercial viability of new offerings and products and technical uncertainty.

This is increasing the costs related to investment decisions.

In order to assess this asymmetry, companies have the possibility of using private equity
placements as useful credibility signals. As stated by Janney et al. (2003), the declaration of
private equity placement communicates and messages to the market that managers see the
growth opportunities of the company are underappreciated and undervalued, and this is

considered to be a essential communication mechanism that is important for investors to
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interpret. Investors are using these equity placements to adjust the valuation of the company

and such signals are considered to be related with so called positive abnormal returns.

(Janney et al. 2003)

Moreover, Janney et al. (2003) are stating that the traits, features and characteristics of signal
has a big importance. For example, the reason for the signal being increased in the eyes of
investors is many times because of the fact private placement is combined with research
partnerships. This reinforcing the communicative effect. This indicates that investors
interpret both the signal’s quality and occurrence, not just the presence of the signal, when it
comes to examining the biotechnology company’s prospect. Credible signaling helps
diminishing the uncertainty for investors at the same time that information about traditional

financial issues have the possibility to be insufficient. (Janney et al. 2003)

When it comes to key concepts in signaling theory is mainly concentrating on delivering
messaging and communication of mainly positive with the aim to convey organizational
attributes that could be positive. The signaling theory usually concentrates strongly on the
insider’s actions that he takes intentionally to message and communicate the positive
qualities of insider in the organization. Efficacious signals in this context have two main
traits and characteristics. The first trait in this case is the signal observability, which
represents the extend to which the signal can be detected and perceived by the outsiders. The
second trait 1s called the signal cost. The signal cost in the signaling theory comes from the
fact that some specific signalers can have the possibility to be in a better position than other
signalers in other organizations to cover the associated costs. If a specific signaler does not
have the specific quality which is corresponding with the signal, the signaler has the risk to
be motivated to pursuit signaling that can be false. In the timeline of the signaling process,
the third element is the signal’s receiver. Based on the description of signaling models, the
receivers are considered to be outsiders who don’t have enough or all the information about
the firm in question but at the same time are interested to receive the information about the

firm in question. (Connelly et al. 2011)

3 Methodology

This chapter presents a methodological approach used to evaluate the positioning of Biosynth

in a niche market in the sector of biotechnology and also the company’s engagement with
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investors in the biotechnology industry, represented by Taaleri, and how the investors
interpret the credibility signals and the strategic signals. The methodological choices are
established in grounded qualitative research literature which are reflecting the research
study’s goal to better understand interpretations that are subjective, positioning in the
marketplace and strategic communication within an industry environment with high

uncertainty and industry that is very complex.

The objective of this research study is to describe the research-design and
knowledgetheoretical approach used in answering this research study’s core research
question - How do biotech companies operating in specialized market gaps create strategic
value through scientific marketing and credibility signaling, and how do investors interpret

these signals?

3.1 Research Design and Approach

This research study’s case study is adopting a qualitative design. The aim to investigate and
analyse how biotechnology companies, in this case the case company Biosynth, operating in
specialized market gaps are creating and building strategic value to their companies through
credibility signaling and scientific marketing. The goal is to investigate also how the
investors in the industry are interpreting these specific signals. In this case the case company
1s Taaleri which is an investment and asset management company. The knowledge intensity
and high uncertainty in the industry of biotechnology which are mentioned by Rothaermel
and Deeds (2004) is one of the principle reasons for choosing qualitative approach for the
research study is appropriate. Qualitative research design was also selected because of the
objective of the research to understand and examine investor perceptions, strategic

communication and interpretive processes, instead than test hypotheses that are predefined.

Qualitative research has the goal to examine different kind of processes, interpretation and
meaning-making. (Flick, 2018) Qualitative research aims to understand social phenomena
from the perspectives of those involved, emphasizing meaning, context, and process rather
than quantification. (Flick, 2018) Interpretive research focuses on understanding how social
reality is constructed through interaction. (Guba & Lincoln, 1994) The orientation of the

research is strongly based on an interpretivist epistemology, where stated by Crotty (1998)
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the reality is viewed as socially constructed via interpretations of organizational actors and

interactions of organizational actors.

This research perspective is well-suited and appropriate for analysing trust, credibility and
value signals are built and structured, communicated and also conceptualized and interpreted
in situations that are very much characterized by the information asymmetry. Example for
this are the decisions related private equity investment and decisions related to biotechnology

industry and markets.

This research study is structured as a two-case embedded study. According to Yin (2018), a
two-case embedded case study has the aim to investigate a phenomenon that is considered
to be contemporary and the two-case embedded case study is analyses within real-life
context. As stated by Yin (2018), a two-case embedded case study is useful especially in
situation where the boundaries between context and phenomenon are not very clearly evident
and also when the specific phenomenon is process-based and complex and where context
matters. As described by Yin (2018), the two-case embedded study is perfect as a method
when the researcher has the aim to understand interactions, mechanisms and interpretations
and in this case a comparative insight is theoretically significant and meaningful. This
twocase embedded case study constitutes of Biosynth, the case company, which is reflecting
a SME in the industry of biotechnology which is working and operating in a market gap
which is very specialized, and which is engaging in credibility signaling and scientific
marketing. The research study constitutes also of Taaleri, which is a great example
representing the perspective of investor and it demonstrates how the specific signals related
to credibility, capabilities and market gaps are analysed in the context of bioindustry

investments.

This dual perspective enables the study to capture both signal formation by firms and signal
interpretation by investors, which is central to signaling theory. (Connelly et al. 2011) This
research study’s dual perspective gives the opportunity to the research study to gather signal
formation form the company and also signal interpretation from the side of the investor,
which can be considered to be for signaling theory. All together, these theoretical approaches
provide inclusive and comprehensive structure to investigate the strategic positioning of the

case company Biosynth and Taaleri.
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3.2 Case Selection

The two specific case companies for the research study was chosen carefully using
purposeful sampling. Biosynth, the biotechnology company was selected because it has an
position that is well-established withing a specialized segment and also technically complex
segment in the biotechnology value chain. According to Pisano (2006), in the industry of
biotechnology segments are very highly technically complex and highly specialized, the

long-term relationships, trust and regulatory compliance are notably essential and important.

The focus on scientific communication, certifications and long-term parterships makes the
context suitable for analysing the credibility signaling in practice. (Connelly et al. 2011)
Taaleri is chosen to represent the perspective of the investor due to its important role as an
investment and asset management company with relevant experience in the industry of
biotechnology and investments in the sector of renewable energy. The perspective of Taaleri
delivers interesting insight into how different investors interpret credibility signals and
strategic signals in investments related to biotechnology, and also they define important
market gaps. It gives also perspective to the question how do the investment companies

assess risk versus opportunity.

3.3 Data Collection

In this research study the main data is consisting of two interviews that are both
semistructured, which are according to Kvale and Brinkmann (2009) one of the most
commonly used types when it comes to qualitative research. Kvale et al. (2009) underscores
that the semi-structures interviews are shaped to understand the participants’ experiences in
depth and perspectives and they usually enable the interviewees freedom to express ideas
and meanings in their own words. According to Kvale et al. (2009) semi-structured
interviews give the opportunity to support the production of data that is context-rich in order

to obtain detailed analysis.

They are conducted interviewing both CEQ’s of both case companies. The on interview was
conducted with the CEO of Biosynth, Urs Spitz. This interview was concentrating on

credibility signaling, customer communication, practices related to scientific marketing and
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on positioning in the market gap. The other interview was conducted with Jorma Alanne, the
CEO of Taaleri. This interview’s main focus was interpretation of firm-level signals,

analysing the market gaps and investor decision-making.

The process of the interviews was following the framework of Flick (2007), “Seven Stages
of an Interview Inquiry”. It includes the following stages: thematizing, designing,
interviewing, transcribing, analysing, verifying and reporting. This chosen approach to this
research study, according to Flick (2007), guarantees methodological transparency and

methodological rigor from start to finish during the process of research.

A semi-structured format was chosen to conduct the interviews. A semi-structured format
allows and enables themes that are predefined, such as investor evaluation, trust, scientific
marketing, signaling and market gaps, to guide the research discussion at the same time
ensuring flexibility to investigate emerging findings and insights. (Kvale et al. 2009). The
interview with Urs Spitz, the CEO of Biosynth was conducted in English. The interview with
Jorma Alanne, the CEO of Taaleri was conducted in Finnish and then translated to English,

which was necessary to achieve analytical consistency across the research analysis.

3.4 Data Analysis

The research study was conducted using a qualitative analysis and in the data analysis part
the research is following the main principles of an interview that is classed as qualitative
interview as presented in as outlined in the Seven Stages of an Interview Inquiry of Flick
(2018). Instead of relying on procedures related to coding that are formal, the analysis is
strongly focused on theory-informed reflection, comparison and systematic interpretation on

the material related to the interview.

After transcription of the conducted interviews, the data related to the qualitative interviews
were carefully analysed by iterative review of the data and attentive interpretation, with the
goal of recognizing and detecting important and meaningful patterns which reflect the
research questions in a comprehensive way. The research analysis was concentrated on how
the interviewees analyse and describe the credibility, scientific marketing practices, market
gaps and processes related to signaling within the industry of biotechnology and within the

contexts related to investment.
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Consistent with the Flick’s (2018) approach, the research analysis was conducted as a process
that is interpretive instead of conducting it as a mechanical coding practice. Special close
attention and focus was given to how the respondents shaped their processes related to
decision-making and their experiences. Particular attention was given also on how value
signals and credibility were justified and articulated. Also, attention was directed towards on
how the perceptions of investors were aligned with signaling practices that are on the

firmlevel.

First, both interviews were carefully analysed to develop and create holistic understanding
about the topic from the interviewee’s perspective related to the specific company. Secondly,
the findings from the interviews were compared between the two cases to identify
complementarities, contrasts and similarities in how credibility signals and market gaps have
been interpreted and analysed. The research analysis was done also based on the theoretical
framework and its findings, especially literature on scientific marketing and market gaps and
signaling theory which was an important part of the theoretical framework. The framework
of the research study provided useful analytical perspectives and lenses for interpretation of
the topic and the empirical material used in the research study. The interpretation that is
theory-informed enabled the research study to connect empirical observations and findings
to larger discussions that are conceptual without enforcing pre-established categories to the

data.

A theory-informed interpretation allows linking empirical findings to broader conceptual

discussions without imposing pre-established categories on the data. (Guba et al. 1994)

3.5 Reliability and Validity

Validity measures how accurately an argument, result or suggestion has the potential to
express the specific object which they are supposed to refer to. Reliability demonstrates the
level of consistency. (Koskinen, Alasuutari & Peltonen 2005) Both case companies have
been carefully chosen from the relevant sector in the industry. In order to enhance the
reliability, both perspectives for the research study were selected to take into account. The
biotechnology company’s side, and also the investor’s perspective. Furthermore, both

interviews were recorded for better analysis and better reliability. To be sure of the level of
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the validity, the goal was to use clear questions and examining answers from different angles

and perspectives.
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4 Analysis

This chapter presents the results of the interviews and the analysis. The results of interviews
are based on 4 different themes during the conducted interviews. The interview with the CEO
of Biosynth, Urs Spitz, was splitted into four different themes. First theme focuses on market
gap and competitive positioning. The second theme concentrates on scientific marketing and
brand communication. The focus of the third theme is credibility signaling and trust. The

fourth theme is focusing on investor relations and strategic growth.

The interview with the CEO of Taaleri, Jorma Alanne, was also splitted into four different
themes. The first on is focusing on identifying and assessing market gaps. The second
theme’s focus is on investment criteria in the industry of biotechnology. The third theme is
concentrating on scientific credibility, brand communication and signaling. The fourth theme
is about strategic fit and long-term potential. The interview answers were recorder and
transcribed carefully in order to analyse them. Later after reading the interviews, some notes
were made. The analysis is not mixing the analyse of interviews but concentrating on both

companies separately, in order to prevent incorrect analysis from occurring.

4.1 Market Gap and Competitive Positioning

With the interview of Biosynth, before concentrating on themes, first was asked: "How do
Biosynth identifies itself and markets itself in the market gap and how the strategies are
perceived by investors in terms of credibility and strategic value?”. Then the idea of research
study was presented, which is how Biosynth company uses marketing, communication and
credibility signaling to stand out in a complex high regulated and competitive environment.
The CEO of Biosynth was also informed in the beginning that there is made a comparison
with the investor perception, in this case through the perceived perception by investor like
Taaleri, which invests in biotechnology companies and companies concentrated in
sustainability-driven investments in the bio industry. First there was mentioned the objective
of the research to understand how Biosynth builds trust and communicates technical value
and differentiates itself from larger competitors such as Merck, Sigma and Enzo Life

Sciences. Then the main research question is given to Spitz: “How do biotech companies
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such as Biosynth identify and market themselves within a market gap, and how is this
perceived by investors such as Taaleri in terms of credibility and strategic value? According
to Spitz, in the beginning Biosynth was not really a biotechnology company. Biosynth was

in the beginning a chemical manufacturer.

Spitz: “It was chemical manufacturer manufacturing chemicals for biological application,
not for chemical applications, specifically diagnostic applications. For application in biology

particularly protein processing, and also for some instances for pharmaceutical applications”

Spitz explains during the interview the reason why Biosynth decided to branch out to biology.
The reason was that in a lot of diagnostic companies that sold Biosynth sold chemicals to,
where also at the same time buying biologics. As Spitz explains during the interview, the
idea was to expand to biologics to continue to sell to the same customer base. Good thing in
this case after Spitz was that the company don’t have to change the customer base and rather
than selling the customers just chemicals, the company could sell them also antibodies and

other proteins.
Spitz : “That was the idea, and I think that idea was a good one and it worked well”

Spitz explains that most companies in the diagnostic field, who do have chemical
requirements, they also have requirements for biologics. Then for some reason, Biosynth
decided to do the same with peptides, which is basically considered to be a special chemical,
and that did not work according to Spitz. Spitz explains that in his opinion the problem was
the peptide market, due to significant overcapacity already being generated in the peptide
market. Basically, the idea was very simple. First there was a customer base which was
already existing and creating more revenue from selling more different products to the same
customer base. Biosynth was being positioned as a supplier of critical raw material to
diagnostic companies and also to pharmaceutical companies. That was the idea first, which

was partly failed because the issue with peptides which came along.
Spitz : ” Biologics was a good idea, peptides was a bad idea, in a nutshell”

As stated by Spitz, the logic behind was that you have to have a specific customer base,
which is the most important thing. He states that if you have the customers, you find the
products. Spitz mentions that your customer base is your most valuable asset and that if you
have a good customer base, a lot of big companies, good names and also form investor

perspective it is a good thing. According to Spitz a very good example for this is KKR, very
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big private equity firm, which bought the majority stake of Biosynth. According to Spitz
KKR definitely liked the strategy of Biosynth. That is how Biosynth was put into the same
basket like Merck and Thermo Fisher Scientific. These companies have a very broad supply

of life science products.

When it comes to the theme focusing on market gap and competitive positioning Spitz states
that the company identifies the market gap as critical raw materials across the customer base
of the company. He says that if Biosynth can do chemistry, it can do biology also. Spitz says
that because the supply chains in life science are extremely fragmented, there is a lot of very
small companies supplying products to large life science, diagnostic and pharmaceutical
companies. According to Spitz, in Biosynth they felt that there is a lot of space to expand
and to consolidate the supply chain into diagnostics and pharmaceuticals. That is where

Biosynth saw a gap and an opportunity.

When asked about what unmet customer needs or inefficiencies in the biotech supply chain
does Biosynth address, Spitz states that the supply chains are generally inefficient because
there is just too many suppliers. It is very onerous if you have a very board supply base. For
example, developing something like a COVID vaccine, there were hundreds and hundreds
of different suppliers. It is very expensive and very difficult especially in a regulatory
environment where you need to qualify the suppliers. These suppliers may not be very

efficient and that creates of course opportunities to consolidate. (Spitz, U. 2025)

When it came to the question of “Why do you believe larger players have not filled this gap

and what makes Biosynth kind of better than the competitors?”, Spitz says:

“We clearly saw that our large competitors they were inherently conflicted. Because we did
not do what our customers do. We did not try to compete against our customers. We did not
try to develop diagnostic products. We only developed raw materials that go into diagnostic
products rather than developing diagnostic products. And we also we never tempted to
develop pharmaceutical products, we only supplied components to make pharmaceutical
products. And that is the difference. Our larger competitors have the tendency to enter the
customers territory. Which make their customers feel uncomfortable, because you don’t want
to buy from your competitors. So, we never tried to compete with our customers, and

I think it is a good idea. *
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When asked about the competitors, Spitz mentions Thermo Fisher Scientific, Merck and
Sigma-Aldrich. These very large companies, they have been invading the territory of their
customers, and the customers many times don’t like that. These big companies are also very
difficult to manage, for example Thermo Fisher. Within the company you can talk to one
person, and the person does not even know if the specific business exists in the company,
and may not have even have connections inside the company. These are so large structures
that basically only the brand is common, but basically everything else is not. In Biosynth, it
can be said that there is a good flow of information between different departments and
divisions of business. Idealistically everything will be shared, and people could speak to

customers with one face. (Spitz, U. 2025)

The market can be described difficult to scale because of the high complexity in the offering.
What makes the offering very complex is the fact that there are many different products that
are required in relatively small quantities. So, it is a high complexity business with a lot of
different products that are very demanding in terms of documentations and in terms of

compliance. That can be considered definitely a challenge. (Spitz, U. 2025)

When Spitz was asked if the market is considered to be underserved, he says: “Underserved
I guess, maybe it is just the opposite. In a sense it was like overserved, so making it for
customers very difficult. When you have so many different suppliers, and that is something
that is clear that our larger customers are were happy about, because if we would help them
to reduce the number of supplier they have to deal with, so they rather buy from us knowing
that some of the materials we provided to them, we would purchase them from the third
parties with who they did not want to deal themselves. So, they would rather deal with us.

That was clear.”

The market positioning has evolved, because the company went in three steps. First from
chemistry to biology, and then into peptides. These were the three steps, and the plan is still
to consolidate these businesses. First, Biosynth expanded the offering within the chemistry
sector, and the company took it beyond chemistry into biologics and peptides. First two
things went really well, expanding into chemistry and biology went well, but the peptides
did not go so well. They were all driven by the same logic to offer broader product range to
the same customer base. The position of Biosynth was from the beginning, that the company

does not want to compete with its customers. The company is a raw material supplier from
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the beginning. The company never wanted to create a situation where it would be conflicted,

for example being a competitor of its own customers. That is a big differentiator, because

Biosynth’s large competitors always compete with their customers. (Spitz, U. 2025)

4.2 Scientific Marketing and Brand Communication

When it comes to the question related to the core messages or themes that Biosynth
emphasizes in marketing and communication, Spitz mentions several things that needs to be
paid attention to. One important thing to pay attention is that the communication of the
company has to be competent and knowledgeable. Producing meaningful content is really
important. Regarding marketing, it is necessary to produce meaningful content, whatever
channel is being used. Because of lot of individuals and scientists are reading the content,
and is there is mentioned unwise things or statements, it will be negatively reflect on the
company. The people in the company who do marketing have to be educated people. They
must understand what they are talking about. Then of course the marketing approach depends
a lot on the size of the company. For example, if you are a very large corporation, your
marketing, your marketing is going to be very different compared to a very small company.

(Spitz, U. 2025)

Scientific marketing has changed a lot during the past ten years. It has changed a lot with all
the digital marketing and the different new marketing optimization tools. It has become
feasible for relatively small organizations to build effective marketing by using content
marketing, or the best term to describe is inbound marketing. In inbound marketing, the idea
is to publish form the channels that are available for the company. These channels can be for
example internet, newsletters, webinars, tradeshows, blogs, social media posts and so on. In
inbound marketing, the idea is to use these channels to create meaningful content about
interesting topics. If the content that is being published is resonating with the customers and
it is getting reactions from the customers, that is when the company should try to catch
potential customers. Connecting with people and potential customers happens by offering
engaging content. As soon the company manages to connect with them, it should try not to

lose them. (Spitz, U. 2025)

Spitz: “You try to catch the fish”
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That is basically the only way to do it, if it is concerning a large organization. For Biosynth
it worked really well, now Biosynth has close to 40 000 followers in LinkedIn. In the
beginning the company had just a few thousands of followers in LinkedIn. Biosynth
systematically worked and tried to figure out what resonates with people. Comparing the
channels, for Biosynth for example website is really important and also tradeshows are also
very important for the company. Tradeshows are mostly important to nurture relationships
and develop relationships, but not to create new ones. Website, blogs and social media posts
are good to initiate and find new relationships. So, every channel has its own profile and
what kinds channels work the best also depends of the kind of company and how technical
the company is and how focused is the company’s customer group. Biosynth’s customer
group is very broad and quite diverse so the company uses all the channels. Important thing
that needs to be taken into account is that the company has to measure a lot of things and the
company has to see how things work and then it can figure out what content or what channel

to use and how to optimize it. (Spitz, U. 2025)

According to Spitz, marketing has become much more quantitative. He mentions that when
he started his career, marketing was considered to be like art. Nowadays a requirement for
marketing is to generate leads, to qualify leads and hand the leads over to sales. The
marketing is measurable nowadays because you can count the number of leads you generate
and the leads are getting captured in the CRM system. Usually, you have a big expensive
software, like Hubspot, Salesforce that is used to manage the customer base and every lead
goes into that software, and the lead that are qualified turn into opportunities and
opportunities turn into actual sales. Because it is measurable, you can give it a value, and
statistically value can be given to the leads. The effectiveness of the people who do the
marketing can be measurable by counting and assigning value to the leads they achieve to
generate. So, marketing has converted from soft non-tangible type of activity into something
that is more quantitative and much more measurable. This of course puts a lot of importance
for all the new digital tools than can be used, artificial intelligence and all the fancy software

tools that have been created during the past 20 years. (Spitz, U. 2025)

Depending, if it is about start-up companies or larger corporations, the adjustment of
positioning things is important. After that the company can start to segment its messaging,
sending out newsletters and segment the customer base. Certain segments of the customer

base can get different versions of the newsletter that are more suitable for the specific target
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audience. This becomes relevant when the company have a certain size, because too small
companies don’t have budget for that. The bigger the company becomes the sophisticated
the marketing gets and the more segmentation the company does within its customer base,
the more it does things in more targeted way. It is important to have customers that keep
buying from the company or to penetrate customers that the company already has. That is
what Spitz, mentioned above, Biosynth needs to sell more to its already existing customer
base, expand the product to sell it to the company’s already existing customer base, because
Biosynth already has a supplier customer relationship in place and the idea is to build on

that. (Spitz, U. 2025)

According to Spitz, storytelling gives authenticity, because the company is really describing
how the company is really solving a certain problem. Spitz mentions that it gives credibility
and in today’s messaging credibility is very important. Storytelling about particular cases,
white papers, everything that is tangible adds a lot to the quality of the content. Also
publication and periodical publications are part of serious scientific communication. Spitz
mentions during the interview also the regional preferences. As an example for this is that
Asia is not one, China and Japan are different from each other. And for example, in China
the company can do the marketing with the local people, who do local marketing. The
Western world is more homogenous. Even in Europe dealing with France or Italy is really
difficult and Northen Europe is much easier. The company needs to adjust the language and
how it approaches things. There are things you cannot use in English language in US even if
you can in UK. American people and British people have differences expressing themselves.

(Spitz, U. 2025)

Based on the comprehensiveness of the website of Biosynth, the company has done a lot of
effort to present the company’s offerings via the website. The website clearly presents
Biosynth as a specialist in custom manufacturing services and as a specialist in life science
reagents. The company is positioning itself as a partner for different kind of researchers, and
also as a partner for firms in the biotechnology industry, pharmaceuticals and diagnostics.
The firm’s emphasis is strongly on problem-solving capabilities and on scientific expertise.
The website is signaling credibility to its audience which is scientifically knowledgeable
audience. The messaging on the website is very complex. For example, they have a clear
Company & Brand Overview, where they clearly present the complex chemicals, quality

peptides, key biologics and research products. This is including very specific scientific terms,
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which is suggesting strongly that the target audience includes research and development
professionals and scientific decision-makers instead of just general consumers. This kind of
scientific positioning is demonstrating a B2B approach which is concentrated on credibility,
creating partnerships and technical authority. All this is very common in scientific marketing

and industrial contexts. (Biosynth, 2026)

The information on the website is really detailed, and it is strongly emphasizing the full
spectrum, which means from the first idea of product to the finally finished product. The
website contains separate pages which are describing for example catalog products, chemical
services, peptide services, biologics services and these pages are divided again into separate
detailed pages about the specific information. By presenting via the website multiple product
lines and service categories, the website markets the company a comprehensive collaborator
and a comprehensive scientific supplier instead than just a limited-scope supplier or niche
supplier. The messaging of the website has a technically oriented tone and a very professional

tone. (Biosynth, 2026)

4.3 Credibility Signaling and Trust

First question of the theme related to credibility signaling and trust in the interview was:”
What certifications, partnerships, or accreditations (GMP, ISO) act as trust signals to
customers or partner?”’. According to Spitz, the minimum the company needs at least is the
ISO 9001 certification. He mentions in the diagnostics also ISO 13485, which is needed in
diagnostics and pharmaceuticals, depending on what the company is doing. Spitz mentions
also the need for some kind of GMP qualification. Biosynth has the certificate of GMP
Compliance of a manufacturer, which is reflecting the status of manufacturing site. Biosynth
has also ISO 13485:2016 Certification of quality management system that has been assessed
to comply with requirements in respect to scope of operations such as the contract
manufacture and supply of biological raw materials for the in-vitro diagnostic industry. The
certificate for ISO 9001:2015 is about quality management system and it is in relation to
distributor and manufacturer of catalog and custom peptides and products that are related to

peptides for the research communities and pharmaceutical communities. (Biosynth, n.d.)
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According to Spitz, the compliance level of the company has to match the customer base. As
an example, he takes in the interview a situation where a researcher in a big pharmaceutical
company that has the objective to find an industry partner. And as a project manager, you try
to select a right partner for your project which is determining if you get sacked or promoted,
because the project you are organizing can succeed or fail. That is why choosing the right
partner may be the important decision you manage in this situation. It makes your reputation
in the marketplace. There has to be all the right capabilities and the right equipment in order
to gain the trust, otherwise it can be risky for the customer to work with you, because the
customer don’t want to take risks to fail. Hitting the target is really important. (Spitz, U.

2025)

During the interview, when Spitz was asked about the use of technical documentation, white
papers, and scientific publications as part of the communication strategy, he states that
Biosynth always did use but Spitz is not sure if other biotechnology companies use. So
scientific papers, white papers, poster presentation, oral presentation and scientific meetings
and tradeshows are all important. The company may have a small audience, but the audience
is extremely important. If you give an oral presentation at the scientific meeting, you may
have only 20 people listening to it, but these may be 20 important people. They can be more
important than 2000 people. If you get the right people in front of you, that is very valuable.

Good communication and good quality content is absolutely important. (Spitz, U. 2025)

In the pharmaceutical industry, there is CPHI China, which is specifically important to
companies in the industry of biotechnology. Then there is Medica. If the company is working
with diagnostics, for example of the company is supplying to the diagnostics industry. Some
tradeshows are a mix between scientific meetings and commercial meetings. There are some
things that are provided by industry associations. For example, many companies are looking
to reduce costs and continue sharing information about compliance and regulatory changes
and that type of things. Often this type of information is provided through industry
associations. (Spitz, U. 2025)

During the conducted interview Spitz was asked about scalability, reliability and
customization, and about the client perspective to these actors. What the clients consider
most valuable and what do they value most and how does Biosynth communicate this? In

diagnostics, scalability is not really an issue. This is due to the fact that the quantities for



47

materials required have the tendence to be really small. But in other fields, such as food

ingredients, nutraceutical, cosmetics or pharmaceuticals, these quantities can be very large.

At the same time, they can be relatively small or huge, and it is difficult to cover everything

form very small to very large. (Spitz, U. 2025)

During the conducted interview there came up the question on how does the company ensure
the consistency of brand and messaging across different international markets. According to
Spitz that is a matter of management. It depends on a lot of the fact, if the marketing or the
product mix is the same in all the marketplaces. If that is the case, you don’t have to have a
consistent messaging, but of course your mix might be different. It depends, if the marketing
or your product mix is the same in all the markets, you won’t have to have very consistent
messaging, but of course your mix it may be different. Regarding regional trends, maybe the
company occupies different market niches in China or the company sell product in US, the
competitive advantage can be different so of course it can have an impact on how you
message. But in general, especially in a smaller organization, you try to put together the
value. Basically, what is behind the brand is what the brand promises. Consistency is really
important. If you are not consistent, then as a good advice is to have sub brands, using
different kind of brands and using different messaging to different brands. It is very difficult
to have one brand and associate one brand with different messages, especially if you have
customers that are very big or large. It is important to send the same message and be very
consistent. It is very crucial to send the same message and be consistent. But of course, if
your company is very large you can break down to sub brands. Because maintaining different
brands is very expensive, especially as smaller organization you try to avoid it. In this case
you try to stick to one brand. But the messaging should be quite consistent. You should never
tell one market that you are a low-cost brand and to another market that you are a premium

brand. (Spitz, U. 2025)

Spitz: “People try that, but usually it doesn’t work. Your positioning should be consistent,

and your brand promise should be consistent. “
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4.4 Investor Relations and Strategic Growth

In the interview with Spitz, the CEO of Biosynth, the first question related to the theme
which is concentrating on investor relations and strategic growth was “Has Biosynth’s
communication strategy ever been tailored to attract investors or partners?”. Biosynth is
mainly owned by the private equity company KKR. Biosynth has been successful in
communicating with investors, because the majority of the company was sold to investors
already. That is what the company wanted to do and ended up to do. A few years ago,
investors were extremely queen on biotechnology, this has totally changed, on the market
sentiment, biotechnology investments over the past 2 or 3 has completely collapsed after
Covid. Before Covid and during covid there was a huge spike and then after it collapsed.
Covid was a very major reason for the collapse, it totally disrupted the biotechnology
industry sector. A lot of biotechnology companies made a lot of money during the Covid,
especially those who were involved in supplying some vaccine or materials used in the
vaccine manufacturing. It also disrupted projects in inside Biosynth, the company did well
during the Covid. Biosynth lost a lot of projects because companies were strongly focusing
on just the Covid and abandoned a lot of other things. Biosynth lost also other things, but the
company over all gained. But when the Covid was over, the projects were still dead, so the
other projects had to brought back to life. So, the biotechnology industry had to take the
focus out of the Covid, and that took quite some time. So, the Covid had a big impact on
general on what biotechnology companies were doing, and then also in a lot of areas within
the biotechnology sector recently suffered because the investor frustration. For example,
Gene and Cell therapy-company, it nearly collapsed, it turned out that a lot of the promises
that were made by companies to investor communities did not come true. In gene and cell
therapy there was a lot of failures in clinical trials and there was a lot of issues around
manufacturing. For example, the products turned out to be very difficult to make. Because
of the issues in the clinical trials, investors turned their back on it, due to the losses in cell
and gene therapy. Basically, the money evaporated. Interestingly the same happened with the
vaccines, the business with the vaccines which was extremely important during the Covid
and managed to save lives also ended up collapsing. Looking companies like Modera,
Moderna is pretty much how it was ten years ago, everything that came out with Covid
almost evaporated completely. There are existing a lot of vaccine companies that are really

struggling, it is difficult to understand, that despite the huge success during the Covid, why
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vaccines in the industry of biotechnology are out. During the interview Spitz explains that
cell and gene therapy vaccines are very difficult, but what it still working in the industry of
biotechnology are the therapeutic antibodies, ADCs and the drug delivery. Spitz explains
also that investors in the industry are focusing the more and more on less risky assets. So
basically, according to Spitz the investors in the industry are genuinely considering selling
gene therapy and vaccines too risky so the investors are not very interested in that. But

antibodies and ADCs and drug delivery are still a good idea. (Spitz, U. 2025)

During the conducted interview Spitz mentions that a strategically big change related to the
growth in the biotechnology is the use of artificial intelligence. He explains that basically
third of all investments in the biotechnology are going to artificial intelligence. As an

example, he takes Cradle Bio.

Cradle Bio is a biotech firm which is developing an artificial intelligence — driven software
for engineering and for protein design. Its own platform is leveraging machine learning and
artificial intelligence that is generative to propose to its audience optimized amino-acid
sequences for proteins with desired properties, which have the possibility to facilitate
research when it comes to comparing to traditional trial-and-error wet-lab methods. (Cradle

Bio, 2026)

Spitz explains that Biosynth also invested a lot in artificial intelligence. Spitz calls it during
the conducted interview a sponge because the investors are going a lot into artificial
intelligence or into low risk assets. He also explains that the amount of money in total that
is available in the biotechnology is much smaller compared to about ten years ago. The
overall amount of money is less plus there is the need to concentrate more on de-risking and
also focus on artificial intelligence is important. That is the reason why many young
companies are struggling and a lot of companies cannot get funded, even if they have very

good technology. (Spitz, U. 2025)

When it comes to the question: “What role does investor relations play in shaping the
company’s brand?”, Spitz explains that it does have an important role because the companies

try to position themselves so that they attract the potential investors.

Spitz: “I remember when KKR, our investor, they felt that CDMOs are not attractive. So,
they did not allow us to use the term CDMO at all. So, related to the positioning, there is like
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two faces for the company. There is the face what the company really is and the face that the

company would like to be, which may be quite different.”

Spitz continues to explain that, depending on weather you talk to investors or customers, the
company may position itself in a different way. Whatever investor like, companies try to
position themselves in such way that the investors find them appealing. Especially in
situations, where the company depends on investors, where the company is seeking
investments, if the company needs financing or it is about a public company that is worried
about shared price, the investment sentiment is really important, and it has a big impact on
the company. In cases, when it is about privately owned type of business, the company cares
only how it appeals to the owner, employees and customers, and it does not care about the
investors. But as soon as you need investors for whatever reason, then of course the influence
of investors on your positioning becomes very important. Sometimes is becomes too
important, sometimes people forget their customers over their investors. (Spitz, U. 2025)
Spitz was asked the question “How do you balance the need for transparency with protecting
proprietary information or trade secrets?”, and according to him there is always challenges

related to the topic.

Spitz: “If you want to build a relationship with your customers, you have to advertise the
capability. But at the same time, you don’t want to give away your secrets. That is always a
compromise. It good to reveal enough, but it not good to reveal more than you absolutely

have to. That is a fine line to walk™

According to Spitz some companies reveal too much information, and in some cases the
companies can be too secretive, and that makes it difficult to build a trusting relationship.

Spitz states that there is always some kind of conflict and compromising is very important.
As new growth areas and strategic pivots Spitz foresees in the next two or three years the bio
configuration, which he estimates to be very important. He thinks it takes time, but it will be
more potential in the future. Spitz explains during the interview that Biosynth is a private
equity owned company, so it has private equity investors. If the investors are queen on the
company, they will approach themselves. Spitz explains during the interview that about five
years ago he received two or three emails, letters and phone calls from different private
equity companies that were interested in investing in the business. Now people won’t get

that many letters because the investment climate has changed. Maintaining the network for
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the company is really important. If the company is attractive, the investors will come. Private
equity companies and venture companies basically monitor the market and that how they see
which companies could be interesting. Based on their preferences, they filter the database
and then approach the companies they are interested in. First, they do their own research on
the companies and if they find companies that are attractive enough, they will target these

companies. (Spitz, U. 2025)

4.5 Identifying and Assessing Market Gaps

Jorma Alanne, the CEO of Taaleri, a Finnish investment and asset management company,
explained that in the beginning they were setting up bioindustry venture capital company.
Alanne was involved in Taaleri's bioindustry side, where there was one fund which was
focused on investing in growing companies. When Taaleri tried to raise funding for
companies that venture capital type of firms working with bio—green transition, Alanne was
involved. Alanne explained during the conducted interview that he has no expertise in the

pharmaceutical side. (Alanne, J. 2025)

Taaleri is a private asset management company, which means that regarding to the market
gap, Taaleri focuses on industry sectors where it has expertise so basically the interesting
potential sectors where Taaleri could help companies and firms. This thinking comes from
form the perspective of private equity. Taaleri launched the first wind fund of Finland, which
1s basically a fund for renewable energy which is based on establishing wind turbines across
Finland. Taaleri rented the land for the construction, build the specific windmills, and had
important institutional investors- most of them smaller institutions, entrepreneurs, businesses

that are family-owned and different specific individuals that are wealthy. (Alanne, J. 2025)

Alanne: ” In actual terms, this means we the right expertise to build a private equity fund, or
an investment portfolio, with investments that are portable enough”. From then on, Taaleri
has been evolving more toward hiring engineers with expertise. Jorma Alanne: ” We have

essential expertise in the sector of renewable energy”.

Taaleri also created the first forest fund of Finland, or basically the second one but the first

one which is investing in Finnish forests. This was bringing more bio-related perspective at
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the same time Taaleri had skills and expertise in the forestry sector also. Afterwards, Taaleri
was looking more on a broader context into the area of renewable energy. Later on, Taaleri
came across a certain entity who introduced Taaleri the idea of looking into biotechnology
related companies and it built a specific team for that. The objective of creating the team was
to build a pipeline of firms in the industry of biotechnology which are in need of support to
invest. Large firms and companies have projects with different institutional universities
where tests made in laboratories and experiences done in laboratories prove and show if
certain specific projects can be conducted. Later the next step is the so-called garage phase.
In the garage phase the objective is to duplicate the exact specific chemical from the
laboratory into the firm’s in-house laboratory setup environment. It can be called a
demoplant. That is the time usually when the firm is in a need for a venture investor. These
socalled demo-plants, specifically in the industry of forest or the bioindustry, are considered
to be very expensive. The price can be over 10 or even 30 million. The so-called demo plant
may not yet be considered cash flow positive, which in another word means profitable. The
firm needs a well-defined financial plan, the knowledge of its next funding rounds, and
knowing the plan of how to successfully finance the full-scale plant. This means to take into

account what cash flows it can produce and what it costs. (Alanne, J. 2025)

Alanne: I suppose they are an industrial-scale firm which is manufacturing chemicals.
Taaleri enters at the phase of growing, when the firm is structuring its first industrial plant.
We have a specific fund for this purpose and normally we are able to assist this kind of

company”’

From an investor perspective, there’s a path to follow. First, there’s the innovation, which
needs to be credible. That requires engineering expertise because there are tons of different
innovations out there. Not long time ago, on Finnish TV, there was a firm making algae from
the Caribbean Sea, extracting it to obtain pure compounds and pure ingredients which are
used in the cosmetic industry. While it may have negative impacts on the environment and

the sea. But it is well harvested, it can be used to useful things. (Alanne, J. 2025)

When it comes to the question are these ideas credible enough, that is when expertise presents
its importance. The firm has to confirm the availability of raw material and identify and
determine the true limiting factor in the industry of biotechnology which is the sales. Many
products that are considered to be bio-based have higher cost of manufacturing and

production than alternatives that are more fossil-based. This is meaning that the world is not
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ready yet to pay more. (Alanne, J. 2025) During the conducted interview Alanne gives an
example of a cotton-centric bioindustry bubble. The cotton cultivation in the areas of Russia
or China involves often inhumane labour practices and it also many times consumes a lot of
water. New alternatives came into the surface, such cellulose from the wood, and also

recycled materials which have the capacity to develop new fabrics which are close to cotton.

These firms received a lot of funding for their operations, but it looks like the market has not

been opened yet. (Alanne, J. 2025)

As a good example for this is a Swedish firm called Renewcell went bankrupt. The company
managed to get a big funding for themselves and went also public before getting any revenue
yet. Its objective was to invest in a pulp mill. There are cases of a similar nature also in
Finland too. The industry of biotechnology had a hype-driven cycle, but now it is way more
harder to promote the ideas again. Then there is also the political situation that has shifted
and changed internationally, but fundamentally, products that are made from cultivated
materials and from biomass shouldn’t be noticeably more expensive than alternatives that
are fossil-based. We recognized, in our role as funders that many companies that are in their
early-stage operate in the sector of the bioeconomy sector and the industry of biotechnology.
Alanne explains during the conducted interview that they started to build a start-up fund but
Taaleri did not manage to raise a sufficient amount of capital. Nevertheless, the company
managed to build a pipeline of over 100 different kind of firms from the Nordic countries,
and also from some Baltic countries such as Poland and from some other countries as well.

(Alanne, J. 2025)

Taaleri put efforts into investigating them, and it had a team that consisted of couple business
graduates, an engineer and a specialist in ESG who had an interesting background in the field
of forestry and agriculture. The team working together collected the teams. This is strongly
linked to marketing meaning how to gather information about these potential companies in
the industry of biotechnology. In the community of start-up companies, there is a huge
amount of events, such as Slush and other type of conferences where the investors in the
industry have the potential to meet each other and there is also representers of institutional

universities that give inspiration. (Alanne, J. 2025)

Regarding the question where Taaleri gets its funding, there is a team which is consists of

three individuals whose responsibilities are organizing the equity financing and also organize
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the dept and this team also organizes the marketing projects and create a pitch and then the
team puts efforts in searching the right potential investors from the right contacts. (Alanne,

1. 2025)

During the conducted interview, there was asked the question : “What signals suggest that a
company operates in an underserved or promising market segment?”. According to Alanne
there is three important actors which are input, technology and output. Input is about having
a specific raw material, which is available in sufficient quantity which enables and supports
scalability. Technology is related to the principle that a technology is not supposed to be too
capital-intensive. In other words, the product that is being sold and the raw material that is
being used means that the technology should be cost-efficient and not too expensive so that
the price will not be too high. Then there is the output which is the actual sales and the actual
market of the products. There is the question of if there is the market existing for the actual
product. There is also the issue coming up if the proposed price is competitive enough when
it comes to comparing the price for alternatives related to fossil. In certain circumstances and
areas, alternatives and options that are fossil-based will evidently lose its expected value, but
there is a possibility that the waiting period can be long if the offered product may happen
to be too expensive while assuming and waiting for the fossil prices increase over time.
Governments are continuously increasing and growing costs related to emissions and for that
reason it is extremely important to ensure that there is an existing market for the offered
product. Policies that are related to carbon pricing are crucial to also take into account. And,
also in addition to these factors, the team working behind the projects and operations are

essential and matters a lot. (Alanne, J. 2025)

Alanne noted that a key challenge within the industry of biotechnology is recognizing the
areas that are underfunded. Alanne talks mostly about Finland and European countries and
there is a lot of companies in their early-stage funding. But many times, when a company
has grown past a certain point, the company can become too big or large for typical VC.
Then there are many times a shortage of investors that are in their early growth—stage.

(Alanne, J. 2025)

In the decision-making processes in the bioindustry, scalability has a huge importance. One
reason for its importance is the construction of industrial facilities which is very expensive
and is involving big and significant investments. In this case, scalability is corresponding to

the ability and capacity of product expansion with smaller-scale investments. It can also be
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considered to be corresponding to technology which is reasonably flexible to allow scaling
with capital which is cost-efficient. When it comes to growth investments, scalability is

always considered to be very essential and critically important factor. (Alanne, J. 2025)

So, how does Taaleri distinguish potential opportunities from speculative ones? For the

objective to distinguish the potential opportunities, Taaleri builds a structured pipeline.

According to Alanne, talking to the specific targeted company is essential and by doing that
they go through the proposed model. He states that investing is a fun thing, but when you
invest in a wrong place can easily become painful. For this specific reason, the phase in the
process related to due diligence is really vital and essential. This is important to be sure that
the technology is right and working and is cost-optimized and cost-efficient. (Alanne, J.

2025)

4.6 Investment Criteria in Biotechnology

When Taaleri evaluates the companies in the industry of biotechnology, it uses a key criteria.
First there is the key factors that are already mentioned above which are input, output,
technology and the team. Then not last but not least there is also the impact of the green
values. And, also ESG funds which we have. They're dark green funds approved by the EU,
article 9 funds, and the criteria related to these should be met. (Alanne, J. 2025)

The most essential thing is the product that is created and the raw material from what it was
made of. In addition, Taaleri is looking at some other UN indicators, such as equality and
work community. EU has certain kind of article funds. According to Alanne ESG criteria is
really important. Taaleri has an ESG person, who evaluates the process and the project is
compliant with green principles and values. He goes through the certifications and verifies
them and especially in the forest sector it is important that certificates are valid. For example,
the raw material has to be certified. Regarding the question, how does Taaleri assess, and
also evaluate the business expertise and the scientific expertise of the management of the
company and of the founders, Alanne explains that they get references and the Taaleri’s funds
many times have university professors in the background who are providing a second
opinions. Taaleri uses quite a lot technical universities. When it comes to stations when the

criteria which is mentioned above is not matching, Taaleri tries to avoid from investing.
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Especially in cases when it seems that there might be some greenwashing or misleading
environmental claims. Recently, there has been talk about the fact that in the industry of
biotechnology, the raw material typically comes from the nature, at the same time preserving
its diversity and also at the same time ensuring that the raw material can be obtained in
quantities that are sufficient without causing harm and damage to the nature and

environment. (Alanne, J. 2025)

Alanne:” We have decided that with this current fund we are in the growth stage”. He states
that Taaleri is focusing on companies that are in series A, sometimes series B. There is also
companies that are in their early stage, so called pre-seed stage. Then there is seed A, which
is in a very early-stage, but for the VC fund the A round would have been good. At the

moment Taaleri is mainly focused on companies in the series B.

4.7 Scientific credibility, Brand communication, and Signaling

There is different ways, how does companies in the companies in the biotechnology industry
usually signal their scientific credibility to investors. It is essential to have the ability to
recognize the ways that are genuine. Overall, the signaling marketing is pretty much based
on the fact, that it is close to nature and that it is providing and offering services to people
without burdening the nature or harming the climate. In the marketplace, it is really common
to use a very refreshing marketing material, such as image material related to forest,

mountain or sea. (Alanne, J. 2025)

When it comes to the role that partnerships, academic contacts or board members have
playing in building trust, in Finland, especially universities are considered a really important
and essential routes for commercializing new innovations. When it comes to the pre-seed or
seed phase in the beginning phase, the people involved are typically students who are under
supervision of a professor who make an innovation, and the students continue developing it
or it is the professor who starts developing it. Universities are a significant area that are
becoming an essential part of the new innovations in the industry of biotechnology. Then the
board members are really important for these companies, and it is important that the board
members must be from different areas. That way they open doors for the company. So
basically, the board should have different kind of expertise. One person should have technical

expertise, the other person should have a sales list and then probably someone who knows
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about financing. Partnerships have communities that the company maintains, where smaller
companies get a kind of peer-to-peer knowledge, and then they get to learn about how to
solve certain problems and what kind of grants are possible to apply for. These socalled start-
up communities are really important, especially for smaller companies. Biosynth may have

passed that stage, but they certainly have their own communities involved. (Alanne, J. 2025)

In Taaleri’s analysis regarding investment, Taaleri is analysing and evaluating the firm’s
marketing efforts, and also the brand. Typically, branding and other related factors have a
big impact on the decision-making process regarding investments without even being
knowingly acknowledged and recognized. Particularly in the company’s created deck, it has
a lot of significance for that first impression. Then indeed, Taaleri has in the company
different people working inside who are doing their research to choose the correct and right
companies to target. These people are for example engineers that are focusing a lot on the
elements that are related to technology. If the colour scheme that the firm is using looks good
and the brands looks good and attractive, it has the possibility to somehow build and create
credibility for its chances to be successful on the sales font. According to Alanne, all this is
really important, and it has to be taken into account. Does Alanne think that companies in
the industry of biotechnology invest enough in communication and branding? Alanne states
that about three years ago there was existing a so-called boom in the industry of
biotechnology and money was easily accessible and available. Now the situation is
fundamentally different and almost completely the opposite. In some way it seems that the
companies in the biotechnology industry are more apparent and visible when the money was

more accessible and available. Now they should be visible in the market. (Alanne, J. 2025)

Alanne: “ They could invest more now in communication and branding because the situation

has changed”

In a certain sense, the situation has changed, due to the fact that there was the period of zero
interest rates and money was directed towards various investment targets. There was
potential to develop and produce interesting and big projects with promises that were small
and unfunded. This setting contributed to the outcome that interest rates started to rise and
experienced an upturn all financing was temporarily suspended and stuck, so private equity
funds cannot find exits. because the exits are inaccessible and this led to the fact that there is
no money to invest. This situation has shifted. Currently, at the moment, access to funds and

getting is limited. Now, more of those successes should be visible. (Alanne, J. 2025)
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Strong storytelling and branding are strongly influencing decisions related to investments.
And specifically in the phase of due diligence, the promises that are made in the stories about
the company and the brand must be deliverable. But in situation where there are two different
companies doing the same thing, and one has good marketing, a good story and also a
successful elevator pitch, it will definitely go further. In this case, also the reputation has the

possibility to spread much faster. (Alanne, J. 2025)

4.8 Strategic compatibility and long-term potential

During the conducted interview, Alanne explains that from the perspective of Taaleri he
cannot answer what specific strategic trends that are most significant in the sector of
biotechnology. But for example, Taaleri has been concentrating a lot in circular economy.
Regarding the focus on circular economy, selling the output has been quite difficult there,
and then again, in the industry of biotechnology, the raw materials for the forest industry are
close to the Finnish ones, because in Finland has a big forest industry. Finns are successful
in the area of forest industry, but globally probably algae raw materials and things like that
are certainly interesting. but in Finland the so-called trends at the moment revolves around
the forest industry and biomass. Taaleri focuses mostly on Finnish biotechnology companies.

(Alanne, J. 2025)

The company’s policy on circular economy and the UN Sustainable Development Goals
affect investment decisions, because for example the UN Sustainable Development Goals is
included in the list of acceptability conditions. Fundamentally, there are about four actors
that are very important for a venture capitalist. There are input, output, technology and team.
Then there can be a relevant show stopper in the ESG side. In the ESG side, there must be
the issues related the sustainable development in order. The most important it is the product
that comes from there and the raw material. Taaleri is focusing also at other UN indicators,

such as equality, work community which has also a significant impact. (Alanne, J. 2025)

The balance the importance of intellectual property rights and the timing of market entry is
talking basically about whether they have been patented or not. It is related to the question
if those rights really belong to the company. So, there are certain industries where patents
are considered to be really important for protection. Then there has been a fear in other

industries that if you patent something, those specific innovations have the risk to spread to
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others. This is because patents have to present precisely what you have done. According to
Alanne the answer to the question if those rights really belong to the company is at the same
time yes and no. Specifically in the industry of concrete, where there is a lot of new
innovations for example related to cement with fewer emissions that are being developed or
final products with fewer emissions, fewer patents are made. Then if there is some kind of
new technology such as the battery industry, there more patents will probably made more.
During the interview, Alanne was asked the question what does sustainability mean to Taaleri
in biotechnology—economically and environmentally? He states that sustainability is
precisely that the supply of raw materials should not burden the nature and the environment.
When it does not burden the nature, it is considered to be a positive thing, and then you can
also talk about circular economy. That is when the waste is being used and the industrial side
streams as raw materials. And then correspondingly, the specific product is that has been
manufactured also has to meet those standards, or be biodegradable or it can be recycled

again. These above mentioned factors have a strong importance. (Alanne, J. 2025)

As an example of a company where Taaleri has invested because of its strategic
communication, Alanne gives a company called Petolar, where Taaleri has openly invested.
It was a good idea, since the company was listed. The company’s objective was to make
more greener cement and concrete. There was also the idea about the cement industry that
was 9% of the world’s emissions that should be reduced. Taaleri invested in that and still
considers it a good decision. Alanne mentions also that he has been involved in cases related
to circular economy. There is a company Taaleri is collaborating with which has not been a
good idea. There is existing the specific raw material and also the buyer for the product but
the technology side has been really complicated and difficult. The issues in the technology
side is mostly related to plastic recycling which is the chemical recycling of plastic. In this
case the plastic is pyrolyzed in a way so that it can be made into plastic again. That is one

example of a company with Taaleri have been involved in. (Alanne, J. 2025)

Taaleri is a pioneer who loves innovation, and the company tries to do positive things for the
nature and environment. But the markets go in cycles. Taaleri has been a pioneer in the
bioindustry and a frontrunner in renewables and it is looking to expand its operations.
Circular economy is a part of the bioindustry fund's investment target. Taaleri fills a
significant financing gap for growth and investment projects that operate at an industrial

scale in the bioindustry and renewable energy sectors. (Alanne, J. 2025) Taaleri combines
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competence, expertise, entrepreneurship and strong relevance in its operations. Taaleri’s

team has a proven ability to turn opportunities into successful investments. (Taaleri, 2026)

5 Conclusions

This research study investigated how companies in the biotechnology industry, in this case
Biosynth, operating in market gaps that are specialized build and create value through
credibility signaling and scientific marketing. This study also examined how these signals
are interpreted by investors. The results and findings from the conducted interviews with Urs
Spitz, the CEO of Biosynth, are demonstrating the strategic value in biotechnology markets
that are specialized is formed and constructed mainly via a precisely defined market role and
position, consistent credibility signaling and resilient and strong scientific communication.
Biosynth, the case company, instead of placing itself a developer of finished pharmaceutical
products or finished diagnostic products, it places itself as a supplier or critical raw materials.
Biosynth differentiates itself from the leading players in the industry of biotechnology by
intentionally avoiding competing with its customers. This way the company also manages to
decrease identifies conflicts regarding interests. This positioning gives possibility for
Biosynth to focus inefficiencies in a supply chain that is considered to be highly fragmented.
In this mentioned fragmented supply chain, due to qualification burdens and regulatory
complexity the customers value and put a lot of importance on supplier consolidation.
Therefore, the strategic value is built by introducing new product lines and expanding the
product portfolio within an already existing customer base while sustaining long-term

relationships that are based on trust.

Comprehensible scientific marketing plays a key role in the communication of the value. The
analysis shows that it is extremely important to make effort in putting attention to fact that
the communication of the company has to be knowledgeable and competent. Producing
meaning content is essential. Scientific marketing has changed a lot because of the digital
marketing and new kind of marketing optimization tools. Inbound marketing is the best term
to describe scientific marketing, which means publish from different kind of channels that
are possible to the company to use. These channels after Urs Spitz are internet, newsletters,

webinars, tradeshows, blogs, social media posts. According to the analysis, when the content
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or publication is getting reactions form the potential customers, that is the moment to put
effort to try to catch the customers by producing and offering engaging content. According
to this research study, marketing is described to be a data-driven and measurable activity
which is strongly focused on customer engagement and lead generation. White papers,
caseexamples and storytelling enhance credibility and authenticity, when it is about
addressing audiences that are scientifically knowledgeable. As a key communication for the
company is the website of the company. The website helps positioning Biosynth as a reliable

and comprehensible B2B partner.

Credibility signaling is strengthened and reinforced via participation in scientific forums and
industry forums, compliance standards and formal certifications. The analysis indicates that
certifications such as GMP compliance and ISO are viewed as minimum requirements at
least for company like Biosynth. As revealed by the analysis, there certifications are acting
as relevant and strong trust signals in environments that are very regulated. These signals
have the possibility to reduce perceived customer risk, whose own project outcomes and
reputation is strongly depending on suppliers that are reliable. According to the results of
this study, targeted participation in conferences and scientific documentation provide the
means for effective communication with important key decision-makers. Biosynth’s
strategic value is strengthened and supported by its planned product expansion withing a
customer base which is well-established. Important to its positioning is the firm’s intentional
choice not to compete with its customers. This approach diminishes conflicts related to
interests and has the potential to differentiate the company from larger competitors. The
ability of Biosynth to expand its product offerings while at the same time avoiding competing
with its customers, sustain trust with customer base which is specialized and leverage
technical expertise enables the firm to occupy a resilient niche in the biotechnology supply

chain that is fragmented and very complex.

The findings from the interview with the CEO of Taaleri, Jorma Alanne, complement the
findings collected from the case of Biosynth by demonstrating how potential investors
perceive and interpret credibility signals and strategic value in market that are specialized in
biotechnology. When it comes to the viewpoint of Taaleri, recognizing, evaluating and
assessing market gaps demands careful analysis of the company’s input, technology and
output. There are considered to be the key criteria for Taaleri. The team can be added to be

also part of the key criteria. Potential investors are concentrating on weather a company has
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access to raw materials that are sufficient, weather there is profitable market for the end

product and weather the technology is enough cost-efficient and scalable.

The findings form the analysis suggest that alone scientific credibility is not sufficient
enough. Alignment with the market demands, production capacity and operational feasibility
are essential part of investor confidence. Taaleri is putting a lot of importance for the team
which is behind the firm. For ensuring that new innovations have the possibility to be
commercialized successfully, the investors consider the operational competence, scientific
knowledge and technical expertise very important and essential. Communities, academic
partnerships and board members supporting companies in their early-stage play a central role
in signaling credibility to investors, especially for companies in their seed-stage or preseed
stage (Alanne, J. 2025). These signals give the possibility for investors to differentiate firms
with speculative ventures and companies with genuine potential. This reinforces the belief
that transparency and trust in signaling are considered to be key factors of decisions related

to investment.

The investor perspective underscores the importance of ESG and the criteria related to
sustainability. Taaleri’s job is to examine and analyse weather the firm’s raw materials and
products adhere to broader UN sustainability goals, circular economy practices and green
principles. Firms that establish compliance with social and governance standards are
considered to be more responsible and ethical investment, investments that have lower risk,
and capable of building relationships that are more long-term. Communication and branding
are also very critical and essential regarding investor evaluation. Clear communication,
professional branding and strong storytelling can have a significant influence on results and

outcomes of investment decisions and due diligence. (Alanne, J. 2025)

Taaleri states that investor materials that are well-prepared, including visible market
positioning, technical documentation, and pitch decks, reinforce the perceived credibility
and helps in differentiating firms that are operating in emerging or competitive
biotechnology niches. Companies that are able to effectively communicate their market
potential and technical capabilities have more possibilities to attract attention form investors,

even in situations when the fundamental market is very challenging.

As a whole, combining these results and findings from Taaleri and Biosynth, it is obvious

and clear that in biotechnology markets that are specialized, the strategic value emerges from
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the alignment of effective signaling, operational feasibility, and scientific credibility to both
customers and investors. Biosynth illustrates how communication channels, targeted
scientific marketing and credibility signals such as technical documentation and
certifications build trust with the potential customers and clients and strengthen the
positioning in the marketplace. When it comes to the investor perspective, Taaleri confirms
that these mentioned signals -combined with sustainability alignment, strong teams, and

scalable technology — result into investment attractiveness and perceived strategic value.

Fundamentally, both the investor perspective and the point of view of the company
underscores that credibility signaling and scientific marketing are not simply communication
tools; they can be named as internal mechanisms through which companies in the industry
of biotechnology who are operating in market places that are specialized have the ability to
create strategic value that is measurable and cultivate trust with both financial stakeholders

and commercial stakeholders

The analysis of Taaleri and Biosynth indicates that specific marketing efforts, and
communication channels are crucial to both signaling credibility to potential investors, and
building strategic value to potential investors. Biosynth uses its digital platforms,
tradeshows, scientific publications and website to sustain and maintain trust with potential
customers and clients and to deliver technical expertise. From the point of view of investors,
Taaleri identifies that firms’ storytelling, branding and marketing materials are in a similar
manner informative, delivering first impressions of professionalism, market awareness and
reliability. Active participation in conferences and scientific forums, and collaborations with
universities have the ability to reinforce credibility signals by spotlighting the firm’s
connection to established and validated knowledge networks. These mentioned channels
fulfil a dual role: they communicate and message the technical expertise and competencies
to potential customers and clients while in parallel signaling to investors that the company
has a scalable and credible business model, a capable team and a structured approach. Visible
engagement in academic communities and industry communities, clear technical
documentation and consistent messaging this reinforce and enhance both investor-facing
credibility and market-facing credibility, addressing the gap between decisions related to

funding and specialized biotechnology operations.
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Appendix 1. Interview Questions for Biosynth
Theme 1: Market Gap & Competitive Positioning
1. How would you define the specific market segment that Biosynth focuses on?

2. What unmet customer needs or inefficiencies in the biotech supply chain does

Biosynth address?

3. Why do you believe larger players have not filled this gap? (What makes Biosynth
kind of better than the competitors?)

4. Would you describe your market as underserved, emerging, or difficult to scale?

5. What differentiates Biosynth from companies like Merck/Sigma-Aldrich or Enzo

Life Sciences?

6. How has your market positioning evolved over time, especially after expansion or
acquisitions?
7. In the broader pharmaceutical or diagnostics value chain, how would you describe

Biosynth’s role?

Theme 2: Scientific Marketing & Brand Communication
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10.

11.

12.
13.

What are the core messages or themes that Biosynth emphasizes in marketing and
communications?

How do you align scientific accuracy with broader brand messaging and commercial
goals?

Which channels (e.g., conferences, B2B sales, publications) do you use most to reach
clients?

How do you adapt communication strategies for different customer segments (e.g.,
pharma vs. academia)?

To what extent do you use storytelling, case studies, or success metrics in marketing?
How do you address regional differences in language, regulation, or customer

expectations globally?

Theme 3: Credibility Signaling & Trust

14.

15.

16.

17.

18.

What certifications, partnerships, or accreditations (e.g., GMP, ISO) act as trust
signals to customers or partners?

Do you use technical documentation, white papers, or scientific publications as part
of your communication strategy?

How important is participation in industry fairs, consortia, or expert panels in
establishing credibility?

Among scalability, reliability, and customization—what do clients value most, and
how do you communicate this?

How do you ensure consistency of brand and messaging across different international

markets?

Theme 4: Investor Relations & Strategic Growth

19.

20.
21.

22.

Has Biosynth’s communication strategy ever been tailored to attract investors or
partners?

What role does investor relations play in shaping the company’s brand?

How do you balance the need for transparency with protecting proprietary
information or trade secrets?

What new growth areas or strategic pivots do you foresee in the next 2—3 years?
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23. Are there any internal reflections on past campaigns or messaging that didn’t resonate

as planned?

Appendix 2. Interview Questions for Taaleri
Theme 1: Identifying and Assessing Market Gaps
1. How does Taaleri define a “market gap” in the bio- or biotechnology field?

2. What signals suggest that a company operates in an underserved or promising market

segment?
3. Are there areas in bioindustry that are underfunded?
4. How important is scalability in bioindustry investment decisions?
5. How do you distinguish real opportunities from speculative ones?
Theme 2: Investment Criteria in Biotechnology
6. What key criteria does Taaleri use when evaluating biotechnology companies?

7. How important are regulatory certifications like GMP or ISO in investment

decisions?

8. How do you assess the scientific and business competence of the company’s

management or founders?
9. What are some signs that lead you to refrain from investing?

10. Do you prefer companies in a specific development stage (e.g., seed, growth,

scaleup)?
Theme 3: Scientific Credibility, Brand Communication, and Signaling
11. How do biotech companies typically signal scientific credibility to investors?

12. What role do partnerships, academic contacts, or board members play in building

trust?

13. Do you evaluate a company’s marketing or brand strategy as part of the investment

analysis?
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14. Do you think biotech companies invest enough in communication and branding?

15. Can strong storytelling or branding influence investment decisions, especially if

companies are otherwise similar?
Theme 4: Strategic Fit and Long-Term Potential

16. From Taaleri's perspective, what are the most significant strategic trends in the bio

sector?

17. Does a company’s alignment with the circular economy or UN Sustainable

Development Goals affect investment decisions?

18. How do you balance intellectual property (IP) protection with market timing in your

evaluations?

19. What does “sustainability” mean to you in biotechnology—both economically and

environmentally?

20. Can you give an example of a company you’ve invested in (or chosen not to invest

in) because of strategic communication or market positioning?

Figures

Figure 1: Illustrates the conceptual framework guiding this study, describing the structured
sequence between market gap identification, differentiation, scientific marketing, credibility

signaling, the point of view of investors and strategic value creation.

Figure 2: Pisano’s conceptual framework highlights how organizational challenges and

scientific characteristics shape the economics of biotech (Pisano, 2006)

Figure 3: Value creation and value capture (adapted from Baden-Fuller & Haefliger, 2013,
p. 421)

Figure 4: Business Model Canvas (adapted from Osterwalder & Pigneur, 2010)



