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This research report delivers input for the municipality of
Amsterdam and partner campuses in their attempt to develop
strategies to attract knowledge intensive businesses to the
Amsterdam region and facilitate their integration. The motivation for
this research is twofold. Firstly, is the increasing attention that
campuses, many of them members of Campus Amsterdam, are
devoting to profiling themselves as attractive locations for
businesses and the desire of campus managers to professionalise
these activities. Secondly, the re-evaluation of the municipal and
regional strategies for the acquisition of foreign direct investment
with the aim of focusing on attracting knowledge intensive
businesses and specifically those who clearly contribute to
addressing pressing societal challenges societal challenges.

The first step in our research was an analysis of current state of
affairs in the region. This focused on understanding the approach
that the campus managers and regional governmental actors take to
the acquisition of international knowledge intensive businesses.
Subsequently, we identified three central challenges that need to be
addressed and explored potential solutions. Finally, we developed
two options for the future organisation of the marketing and
acquisition of knowledge intensive businesses. Below, we present
the challenges and potential solutions followed by a discussion of
the two options for a future strategy. 

The coordination of the activities of regional actors with those of
the campuses was seen to be a challenge which could lead to
fragmentation when marketing the knowledge region and in
interaction with international businesses. Campus managers and
regional actors alike emphasised the importance of improving the
governance. The extent to which these efforts should be centralised
was a major point of disscuion with some preferring a central
agency or entity responsible for developing a value proposition for
the region and coordinating connections within the region and with
external partners. Others expressed a preference for a more
facilitating role to be played by the municipality. In this case the
municipality would primarily support and facilitate new initiatives
and help in attaining governmental funding parallel to bottom-up
initiatives by campuses. Whatever solution is selected, it will need 
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to account for the starting conditions in the region including the
relative autonomy of universities and faculties who are accustomed
to setting their own priorities at the campus level, the diversity of
actors and sectors active in the region and the lack of a strong
organisation on many campuses for the marketing and acquisition of
international businesses.

Developing a clear overall story of the region that highlights the
shared strengths, whilst, in parallel, acknowledging the diversity in
skills, knowledge, and activities across campuses is a further
challenge. A number of sub-challenges was identified. Firstly, the
need to develop a clearer shared profile for the region. Currently, for
outsiders the region is not always recognisable as a knowledge
region despite a strong knowledge base and presence of knowledge
intensive industries. Secondly, the branding of the campuses. At
present the perception of and actual profile of campuses do not
always correspond and what campuses have to offer is not always
clear leading to possible underqualification. With regard to this
challenge, campus managers and regional actors were supportive of
tailoring the branding to emphasise the unity in diversity of the
knowledge region and improving promotional material to better
inform target groups. Points of attention to be emphasised include: 
 the uniqueness of the area linking to its history, the diversity in
terms of disciplines and skills and the focus on innovation in the
region and, finally, its focus on addressing the (global) spatial and
socio-cultural issues and challenges. In creating an overall value
proposition, it should be clear what the common denominator is of
all innovation areas. This
should be linked to the identity of the region. Here the emphasis lies
on what the region has to offer in a certain field on the various
campuses rather than focussing on the profiling of the campuses
individually. An example is the approach
taken by Smart Health Amsterdam. 

A complete overview of the campuses and what they have to offer
was seen as lacking. This means that the acquisitors from
Amsterdam InBusiness rely heavily on their own networks or make
use of IXA to reach the right contacts. Although this is not in itself a
problem, it could be vulnerable when acquisitors leave the
organisation or result in missed chances. A possible solution 
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could be to develop an overarching story of what the Amsterdam
region is as discussed above with a clear link to the campuses. This
would allow them to further develop their specific profile within the
framework of the regional narrative. For example, Amsterdam is a
frontrunner in FinTech. The next step is to create a link with a
societal challenge and integrate this in the value proposition. A part
of this is clearly identifying the target group of businesses and
developing an exact proposition to them that is thought out taking
their perspective and needs as a starting point focus on and the
exact proposition to them. 

Below we present two options for the future approach to the
marketing and acquisition of the knowledge region with the
intention of provoking and providing input to debates taking place.
 

A public agency that combines a top-down and bottom-up
developed value proposition
In developing a value proposition, it is important to acknowledge
that actors at various levels are active in this process. Value is being
presented on macro, meso, and micro level. This implies that, in
practice, value propositions are created through bottom-up organic
processes (at campus level) as well as through top-down policy
actions (on industry and municipality level). Campuses present value
to companies based on network benefits, access to facilities, and
local talent whilst municipalities are particularly concerned with
presenting regional benefits such as general labour standards,
logistical benefits, and sector-level benefits. To work towards a
single coordinated value proposition where the value of the region is
promoted while linking it to the campuses, one possible option
would be to launch a new public agency. One that ‘partners up’
policy agendas and industry players. Members of this public agency
would be marketing specialists, people with experience in attracting
FDI, representatives of governmental agencies, and campus
representatives. An advantage is that this agency would involve a
partnership between public, private and third sectors, i.e. different
levels at which value is promised to (potential) firms that want to
base themselves in the MRA region. A key role would be the
coordination of aligned value proposition messaging (and other
branding and marketing activities). In this, the agency has the option
to select between an array of general themes that converge 
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the value of all different levels (e.g. human capital or social capital
of the region and campuses). Having such an agency might provide
the conditions for consistent messaging in which the value of
regional, sectoral, and campus is represented which, in turn, might
help in the recruitment policies.

Bottom-up campus branding with the municipality as a facilitator
In this option there is less orchestration of branding by
governmental institutions. Conversely, branding happens at the
campus-level in which each campus markets itself and/or this
happens organically by the tenants of the individual campuses. In
this option campuses can voluntarily choose to coordinate efforts,
as is already happening in the area of Smart Health. The role for the
municipality in this scenario is a facilitative one: no ‘interfering’ by
governmental institutions, but more ‘helping’ wherever it can. In this,
the objectives of the municipality could be the building of the
campus network cluster through awareness-raising (amongst other
by facilitating a centralised platform that links the municipality with
sectors and campuses); providing campus support with the
acquisition of firms (as currently done at Amsterdam InBusiness);
and ‘connecting’ the different campuses by means of e.g. logistics or
real estate solutions.
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The Amsterdam region is home to a wide array of various types of
campuses. Traditionally, these were primarily locations for
knowledge institutes. However, in recent years they have become
more diverse. Many campuses are focusing increasingly on
businesses, especially knowledge intensive start-ups and scale-ups.
Campuses profile themselves as attractive locations where
businesses can collaborate with research and educational
programmes and/or can make use of specialised facilities that are
present on the campus.  At present, many campuses are devoting
more attention to profiling themselves as locations for business and
are increasing marketing and acquisition activities. At the same time,
the Municipality of Amsterdam and the Metropolitan Region of
Amsterdam are re-evaluating their strategy for the acquisition of
international businesses and focusing more explicitly on businesses
that strengthen the knowledge economy and help in addressing
major societal challenges. These developments present a chance,
but the coordination between the two levels, which could make it
possible to exploit this chance, is seen by many as lacking. In order
to address this, more insight is needed into the current approach
used by campuses and regional organisations as well as current
developments and the needs of the actors involved.

In this report, Campus Amsterdam explores the way in which
marketing, branding and the acquisition of international knowledge
intensive businesses is organised in the Amsterdam region.
Subsequently, we identify challenges and chances for more
coordination between actors at the regional level and the various
campuses and conclude with potential options to address these
challenges. The starting point for our research was the observation
that each innovation area develops an own policy/profile for the
acquisition and housing of businesses. In addition, we made the
assumption that increased coordination can strengthen the profile
of the entire region and enable it to more successfully compete with
other regions for foreign direct investment by knowledge intensive
businesses. This report will be used to provide input to continue the
discussion with key actors from campuses (e.g campus managers,
business property developers) and policy makers (Amsterdam
InBusiness, Amsterdam Smart Health, Startup Amsterdam and the
Department of Economic Affairs of the Municipality of Amsterdam)
with regard to more effective marketing and acquisition strategies  
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Approach

This research was carried out in two phases. First, we focused on
how six major campuses in the Amsterdam region approach the
acquisition and housing of start-ups and scale-ups. We carried out
desk research and conducted interviews  with the organisations
responsible for campus management (see Appendix A) in June
2020. We focused on the following themes: 
• The number and type of businesses located at the campuses,
• The organisation, management and governance in the areas of
acquisition, real estate development and business models 
• Strategies to support interact in between businesses and create a
bond with the campus,
• The coordination of acquisition with other campuses and regional
organisations
• The future ambitions generally and with regard to start-ups and
scale-ups

About Campus Amsterdam 
Campus Amsterdam is a network that aims to connect campus managers and support
their professional development. In so doing we conduct (action) research and organize
knowledge and experience sharing through workshops and meet-ups. This network is
supported by the Municipality of Amsterdam with the aim strengthening the synergy
between campuses in the Amsterdam region. Central questions are: To what extent is
more coordination between campuses possible? Can a collective vision for campuses in
the knowledge region be developed? What are the possibilities for cooperation between
campuses with regard to acquisition, profiling and marketing, facility sharing, furthering
entrepreneurship, mission driven innovation and collectively addressing major societal
issues. 

Campus Amsterdam encompasses a wide variety of campuses from knowledge
campuses with a dominant presence of higher education and research institutes,
innovation campuses, innovation districts integrated in the urban fabric and knowledge
hubs focused on open innovation and co-creation.  Currently, 35 campuses in the
Metropolitan Region of Amsterdam (MRA) have joined the Campus Amsterdam network.
Some are just starting up and are looking to support community development in their
areas. Others have a strong internal organization with foundations or separate agencies
dedicated to the further development of the campuses and the stimulation of open
innovation and co-creation. 
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Next, we organised a workshop in October 2020 with key actors
from the campuses studied and policy makers  to explore the needs
and possibilities for further collaboration between campuses and
regional actors regarding the profiling of campuses and the
acquisition of firms. For this, we carried out a round of interviews
with experts (see Appendix C) in key organisations involved in the
branding and marketing of the Amsterdam region and in the
acquisition of international knowledge intensive businesses.  The
interviews were carried out in February and March 2021 and
included the following organisations: 
   • The Amsterdam Economic Board
   • Amsterdam Venture Studios
   • Amsterdam International Business
      o Amsterdam InBusiness
      o Amsterdam Trade & Innovate
   • Amsterdam & Partners
The interviews were semi-structured and focused on the following
themes : 
   • The position of the organisation in the location policy of the
region, activities carried out by the organisation and the way in
which it communicates with various external actors
   • The approach of the organisation in acquisition/marketing 
   • Coordination between regional organisations and between     
      regional organisations and campuses  
   • The factors influencing locational choices of businesses 

This interview round resulted in three key challenges for the
Amsterdam (see Chapter 4). In the second step, a second expert
workshop in April 2021 was organised with experts interviewed
phases 1 and 2 of this research and interested members of the
Campus Amsterdam network. The aim of the session was twofold.
Firstly, we tested the preliminary findings of our analysis of the
challenges by presenting them to and discussing them with
participants. Secondly, in smaller groups we explored potential
ways to address the challenges. 

Below, we present discuss the way in which campuses approach the
acquisition and housing of knowledge intensive businesses and the
challenges facing them followed by an overview of the Amsterdam
approach to marketing, branding and acquisition of international
knowledge businesses. Subsequently, we discuss the challenges
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and possible solutions to better coordinate the marketing in
branding activities between the regional level and the individual
campuses.
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As stated, this step of our research explored the current strategy of
the six major campuses in the Amsterdam region with regard to the
acquisition and housing of knowledge intensive firms and explored
the strengths, opportunities and weaknesses with regard to the
marketing and acquisition of knowledge intensive businesses
potential for further collaboration between campuses. This resulted in
the following conclusions: 

Strengths

Our respondents and workshop participants identified a number of
strengths were identified pertaining to the campuses. Firstly, many
campuses are developing buildings and real-estate concepts to offer
space tailored to different type of businesses from start-ups to scale-
ups and larger firms. Secondly, the campuses in the region have a
distinctive profile and largely do not compete with one another in the
acquisition of businesses. 

Weaknesses 

Despite the strengths of the campuses a considerable number of
weaknesses was identified. The first weakness concerns the image of
the Amsterdam region. Despite a strong knowledge base and an
increasing presence of knowledge intensive industries, outsiders
often do not recognise Amsterdam as a strong knowledge region,
especially when compared to Eindhoven, Stockholm, Copenhagen or
München. A quick, practical and informative overview of what the
Amsterdam knowledge economy stands for and what it can offer
knowledge intensive businesses was seen as absent. Secondly, many
campuses still do not have a strong organisation for the marketing
and acquisition of businesses and do not have a strategy in place to
actively approach companies. The majority of the campuses
approach acquisition passively. Campuses usually wait until a
company shows interest. Finally, there is little cooperation or
coordination between them or with the organisations at the
city/regional level responsible for marketing and acquisition. 

Opportunities

In this research, two general trends were observed as creating
favourable conditions for the development of the Amsterdam
campuses as locations for knowledge intensive businesses.
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In terms of general economic conditions, the respondents in our
research emphasised that the Amsterdam knowledge economy has
grown strongly and has the potential to grow further. Furthermore,
knowledge campuses are becoming increasingly important as
locations for businesses; not only for science-based start-ups, but
also for a broader range of knowledge intensive businesses.

Possible solutions

   • The participants in the workshop in October 2020 emphasized  
      the importance of developing promotional material to better 
      inform target groups and are prepared to participate in its  
      development. Campus Amsterdam has already started to 
      develop and interactive map showing campuses and their  
      profiles. 
   • Collective promotion and profiling should reflect the strength of
      the diversity of Amsterdam and emphasise the unity in diversity
      of the region. At the same time a focus on specific sectors (e.g. 
      health/life sciences, AI) is possibly needed to effectively serve 
      specific target groups. The balance between generic and 
      specific requires further elaboration.  
   • In terms of organisation, profiling and branding should be a  
      collective activity of campuses, the municipality and the MRA. 
      Campus Amsterdam can play a central role as a network 
      organisation, as intermediary and connector. To deliver results, 
      the municipality should take the lead in close collaboration with
      Campus Amsterdam and the campuses. 
   • Workshop participants were in favour of further collaboration    
      to strengthen the collective profiling and marketing of the 
      Amsterdam knowledge region. 
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Amsterdam International Business

In the initial phases (awareness/orientation) of the customer
journey Amsterdam InBusiness carries out a number of different
activities. In terms of passive acquisition, they work closely with
the NFIA and receive referrals of businesses that are interested in
the Netherlands/Amsterdam. On the active acquisition front, they
make use of the same CRM system and their networks to come in
contact with international businesses. 

The second step in this research was to better understand how the
profiling, marketing and acquisition of knowledge intensive
businesses is currently organised and the way in which regional
actors currently involve campuses in marketing and acquisition.
Given the myriad of organisations active in the city of Amsterdam
and the region, an important first step towards more coordination is
understanding the functions that the organisations fulfil and how
they currently collaborate. This section is structured as follows. First,
we present the current role of the organisation and its activities in
the areas of marketing, branding and acquisition during the various
phases of the customer journey of a knowledge intensive company.
Second, we consider how the organisations collaborate with other
organisations in the region and with campuses specifically. Finally,
we discuss relevant recent developments. 

This is part of the department of Economic Affairs and has a broad
focus on strengthening international businesses. It is subdivided into
three groups each with a distinct focus: Amsterdam InBusiness
(foreign investment); Amsterdam Trade&Innovate
(internationalisation of businesses in Amsterdam); IN Amsterdam
(facilitation new comers to Amsterdam). As the last primarily focuses
on highly skilled migrants and not the acquisition of international
businesses directly they were not interviewed in this research.

Amsterdam InBusiness

This is the official foreign investment agency of the MRA. It plays a
key role in the marketing of the knowledge region and the acquisition
of (knowledge) intensive businesses. For settled businesses, it
facilitates their integration in the regional and national ecosystems.
Amsterdam InBusiness is active in all phases of the customer journey  
of a business. 



Once a company is interested in the area, in the evaluation
phase, they organise factfinding trips to show what the region
has to offer or may involve researchers active in the field of the
business to provide testimonials and deeper insight into the
regional ecosystem. 
Later they help businesses to find the service providers they
need, for example in the areas of legal, taxes and recruitment
(landing phase). 
Once a business is settled in the area, the support continues.
Amsterdam InBusiness checks if a business encounters
problems, they can find the right people or if there is room for
improvement in the investment climate (retention/connection
phase). Further, they help them in making connections. In areas
where the Netherlands is in the world top, Amsterdam
InBusiness helps in setting up strategic projects and in
connecting to the regional innovation agenda. 

Collaboration with other regional organisations
Amsterdam InBusiness works closely with the Amsterdam &
Partners and the Netherlands Foreign Investment Agency (NFIA) as
regional partner. The 20 NFIA offices around the world generate
leads for foreign direct investment. In addition to government
organisations, they work closely with service providers in the region
for example in the areas of tax, legal and head hunting. 

Collaboration with campuses
The relationships with the campuses do not seem to be structural in
nature. They largely depend on the networks of the acquisitors and
the field in which they operate. For example, in the area of life
sciences there are good contacts with several professors and with
the ATHI, ALSD and ASP. In addition, IXA was seen as a valuable
organisation in making contact with new parties 

Recent developments
Recently a shift can be observed at InBusiness towards an
increased coordination of the level of service for international
businesses with the extent to which they contribute to the region
(e.g. to addressing societal challenges).
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Amsterdam Venture Studios (IXA)

Amsterdam Trade & Innovate 
Amsterdam Trade & Innovate aims to support businesses in the
Amsterdam region in their attempts to internationalise. In so doing,
they make contact between foreign delegations and local businesses,
organise trade missions and help local businesses to develop an
international strategy through the so-called Globaliser. 

Collaboration with other regional organisations
Trade & Innovate works with various actors nationally (Trade &
Innovate NL and the Rijksdienst voor Ondernemend Nederland) and
locally (regional municipalities and their departments of Economic
Affairs as well as groups of businesses). The employees of Trade &
Innovate are detached from the municipalities in the region.  

Collaboration with campuses
 The various trade developers have connections with relevant
campuses and work with businesses there to help them develop their
international activities. That said, just as was the case with
Amsterdam InBusiness, the cooperation with the campuses in the
region seems largely dependent on individual networks and
relationships. The approach of Trade & Innovate in making contact
with businesses is active. They proactively try to find a latent
demand for their services. For many businesses the Chamber of
Commerce is a more logical partner than the municipality. 

Recent developments
The respondent at Trade & Innovate saw the development of a
Regionale Ontwikkelingsmaatschappij in the Amsterdam region as
important for the further development of the knowledge region and
for further coordination between regional organisations.

Venture studios is one of four initiativesto support the development
of start-ups on the campuses of the knowledge institutes that IXA
serves. Venture studios provides locations for start-ups. It is largely
financed by the four knowledge institutes and by subsidies from the
municipality and the Amsterdam Economic Board. The exact
approach of Venture studios varies across its locations.



This is related to the fact that the locations existed prior to the
establishment of Venture Studios and the decentral culture and
organisation of the knowledge institutes (e.g. autonomous deans,
institute KPIs leading) and thereby IXA (autonomous business
developers per faculty). 

Collaboration with other regional organisations
Collaboration with other organisations in the region is limited and
incidental. For example, when the municipality introduces a
business interested in the region to IXA or when there is a concrete
initiative or project. 

Collaboration with campuses
As discussed above Venture Studios works closely with the various
knowledge institutes located at the campuses as well as the
campus managers there. 

Recent developments
Currently a trend towards further decentralisation can be observed
within IXA. IXA will then primarily focus on broader thematic areas
(e.g. life sciences, AI and smart cities). 

Amsterdam & Partners is a public-private foundation organisation
in the public-private sector and focuses on the improvement of the
reputation of the MRA and assisting residents, visitors and
businesses in finding their way in the region. The rest of this
discussion focuses on the role of A&P in relation to businesses.
Amsterdam & Partners undertakes a number of activities in relation
to international businesses. In terms of the customer journey, they
are primarily active in the awareness and orientation phases and
increasingly in the retention/connection phases. These activities
include the organisation of congresses, connecting businesses to
the MRA and supporting knowledge sharing, intermediating
between stakeholders to improve the city and address societal
problems and improving marketing. In terms of the customer
journey of an international business they play a role in the
awareness phase. They make use of social media and their website
and are active at conferences. Given the success of Amsterdam
their marketing campaigns are becoming more focused (see also
Recent Developments) 

21

Amsterdam & Partners



22

Collaboration with other regional organisations
Amsterdam & Partners works closely with Amsterdam International
Business and Amsterdam InBusiness with regard to the approach and
strategies used and during the connection and retention phases of
the customer journey. In addition, they also share office space. 

Collaboration with campuses
The cooperation with campuses has increased in recent years. This
was seen as being spurred on by Campus Amsterdam and
Amsterdam Smart Health. The respondents see it as a challenge to
coordinate their activities as campuses approach marketing from a
supply perspective and aim to present what their campus has to offer
whilst A&P approaches it from a demand perspective. 

Recent developments
In addition to the increased cooperation with campuses further
important new developments are the further development of a
customer journey for an international business including an overview
of actions per phase. Finally, A&P (in cooperation with Amsterdam
InBusiness) shifting its focus away from economic competitiveness
towards a broader perspective on building a sustainable region
where everyone can profit from its success. Accordingly, they focus
their activities on a number of key ‘societal/regional challenges’
identified by the Amsterdam Economic Board and the Municipality of
Amsterdam as well as and related ecosystems.

The Amsterdam Economic Board is not directly involved in the
acquisition of international businesses. It is a network organisation
that focuses on agenda setting with the aim of facilitating the
development of Amsterdam as the smart green region of the future.
They focus on the attractiveness of the living environment and the
attractiveness of a professional ecosystem of various interconnected
parties. In this process they work with their members, with municipal
organisations and knowledge institutes.

Collaboration with other regional organisations
As part of their work in agenda setting the AEB works with various
government organisations such as Amsterdam InBusiness and other
network organisations 

Amsterdam Economic
Board



Collaboration with campuses
In the process of agenda setting the AEB works with various
knowledge institutes that are located at the campuses. The campus
managers or organisations were not explicitly mentioned. 

Recent developments
None mentioned
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Challenge 2: Getting the message right (Branding)

In the interviews, a number of challenges were identified concerning
the coordination between campuses and government organisations.
Below, we discuss the major challenges that emerged from our
interviews. In general, the majority of the respondents emphasised
the urgency to improve the collaboration with the campuses in the
areas of marketing and acquisition. The respondents from
Amsterdam and Partners indicated that the shift in the profiling of
the region towards a clear focus on attracting businesses that
contribute to addressing societal challenges could offer a chance to
more actively involve campuses. That said, a number of questions
need to be addressed when in order to develop a model that is
tailored to the context of the Amsterdam region. 

A theme that recurred (see table 1) is related to the coordination of
the activities of regional actors with those of the campuses. One
respondent suggested that many parties were reinventing the wheel
and contacting the same parties in an uncoordinated way indicating
that chances are being missed and that resources are not being used
efficiently. Another respondent indicated the importance of
connecting the various ecosystems more strongly. A challenge when
connecting to the organisations at the level of the campuses is the
dominant presence of universities, who are primarily focused on their
own KPIs and operate autonomously. Both mean that a form of
coordination will need to be found that achieves the right balance
between the interests of the universities and regional interests.
Despite the urgency and the observation of two respondents that the
changing approach to acquisition presents a chance, it remains
largely unclear how roles and responsibilities can be allocated. Whilst
not directly related to marketing and acquisition of international
businesses, the Amsterdam Economic Board suggested the necessity
of a network organisation such as Campus Amsterdam to make it
possible to connect to the many campuses in the region. 

An important challenge that emerged related to developing a a clear
overall story of the region that highlights the shared strengths,
whilst, in parallel, acknowledges the diversity in skills, knowledge,
and activities across campuses. All respondents (see table) indicated
the importance of various aspects. Firstly, the need to develop a
clearer shared profile for the region. Secondly, and specifically 

Challenge 1: Governance and coordination 



related to the campuses, the profiling of the campuses was seen by
regional actors as demanding attention. One indicated that the
perception of some campuses not always correspond to their actual
profile. He pointed out that outsiders sometimes underqualify
themselves as a potential tenant. In this process some tenants base
themselves on a campus profile without further in-depth campus
investigation. This may lead to losing potential tenants due to a
lack of effective campus branding. At campus level, a challenge is
to profile the campuses in a way that their characteristics can be
distinguished from one another. At present two respondents noted
that campuses profile themselves in a supply-oriented way. This
means that they aim to show the diversity of their campuses, which
leads to very similar profiles. A final challenge is the organisation of
the vast number of brands and labels. Currently, there are brands
and labels on regional level, industry level, and campus level. As an
example, in the Amsterdam region many different labels exist for
organisations supporting businesses and start-ups, such as ACE,
Venture Studios. One actor suggested that in order to have clear
profiling of the Amsterdam region, the number of labels should be
reduced, whilst another suggested that different labels could exist
as long as the region presents itself with one brand externally.
Addressing the challenge of moving from a fragmented approach
to the profiling of the knowledge region towards a strategy in
which a clear regional narrative or profile is present that is closely
connected with campuses each with a distinguishable profile will
clearly require collective action of all parties involved. It will also
require making (sometimes difficult) choices that may not directly
serve short term interests.  At the level of the campuses one
respondent suggested that this could be hindered by a trend of
increasing autonomy of campuses, universities and even faculty
deans.  

During the interviews, it became clear that the regional actors
(Amsterdam InBusiness and Amsterdam Trade & Innovate) lack a
complete overview of researchers/ knowledge institutes, and
businesses that are active at the various campuses. In addition, one
respondent noted that the profile of the desired businesses was
also lacking. When international businesses are interested to base
themselves in the Amsterdam region or at one of the campuses, the
acquisitors from Amsterdam InBusiness rely heavily on their
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own networks or make use of IXA to reach the right contacts. Although this is
not in itself a problem, it could be vulnerable when acquisitors leave the
organisation or result in missed chances. In the guidance of potential tenants,
an overview with a network of available institutions with corresponding
services would be helpful. The role that technology can play was a reoccurring
theme. More specifically, it emerged that some parties such as the chamber of
commerce use a different content management than the others, which hinder
the ability to find the right parties.  

Amsterdam
InBusiness

Better overview of
activities of UAS’s

needed

Table 1: Challenges in campus-governance coordination per organisation 

Image of campus
does not always

correspond to reality 

Amsterdam
Trade &
Innovate

Ecosystems in the
region should be
connected more

strongly 

-Chamber of
commerce uses a

different CRM system 
-Approach is

bottom-up, for it to
work you need the
right community

managers 
 

Clear profile needed
for the region, then

consider what
parties can
contribute 

IXA Venture
Studios

-Collaboration difficult
due to financing and

reporting occurring at
the level of university

faculties. 
-A way needs to be

found to make
connections between

campuses to
strengthen the

ecosystem. 

Reducing number of
labels for incubators
can improve clarity
for external actors

Amsterdam &
Partners 

-This is a transition
moment for improving

coordination. 
-Which organization

should play which role
is not clear

-Profiling campuses is
supply-oriented. This
results in profiles that

are not clearly
distinguishable. -
Connecting the

regional story to the
campuses and focus

on regional
challenges demands

attention
 

Amsterdam
Economic

Board 

-Need a network
organisation (such as

Campus
Amsterdam) to

effectively connect
to campuses.

-More collaboration
and coordination

between
governments needed

A shared vision and
more focus are

needed to attract
businesses that add
value to the region 

Organisation Governance &
coordination

Profiling Overview



Conclusions and
recommendations 
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In order to contribute to the actual discussions regarding the MRA
strategy to acquire international knowledge intensive business we
have explored the challenges and opportunities in better
coordinating the activities at the regional level and those taking
place at the industry level and the level of the campuses. Two parallel
developments offer a chance to improve the branding of the region
and the coordination between the three levels, namely the increasing
focus at the regional level on international businesses and focusing
more explicitly on businesses that strengthen the knowledge
economy and help in addressing major societal challenges and the
increasing attention that many campuses are devoting to branding,
acquisition and the development of real estate concepts tailored to
businesses. In our interviews with campus managers and
representatives of relevant regional organisations three challenges
emerged. 

Firstly, finding the right form of coordination that balances the
interests of the individual campuses and the region and involving the
campuses more actively in acquisition and branding. Secondly,
developing a clearer branding of the region and distinguishable
profiles of the campuses. Finally, developing an overview of the
region that enables both businesses and regional and industry actors
to easily navigate through the knowledge region and find the right
locations and partners. 

During the expert workshop that was held in April 2021, the three
challenges presented and potential solutions were discussed with the
members of the Campus Amsterdam network. These were: 1) How to
develop an overall value proposition of the campuses in the MRA
region? 2) How to organize a process in which campuses are given a
structural place in the locational and acquisition policy? 3) How to
create a clear overview of campuses in the region?  This section first
explores potential solutions for these challenges: Second, we present
options that might be taken into consideration by both policymakers
and campus managers in dealing with abovementioned challenges.



With regards to the first challenge (‘How to develop an overall
value proposition of the campuses in the MRA region?’) the
following solutions were raised: 
     1) There should be a clear ‘identity’ for the region. A clearly 
         established identity contributes to a clear value proposition 
         and this, in turn, helps attracting FDI. In creating an identity 
         for the region there are several elements that should be     
         considered: first, it is important to highlight the uniqueness of
         the area. This can be done by creating a link to the history of  
         the region as well as to the historically available industries.  
         Second, the diversity of the region, in themes and skills, 
         should be emphasised. Third, there should be a strong focus  
         on innovation. In this it is paramount not only to stress the 
         economic potential of the region, but more importantly, how 
         it deals with the (global) spatial and socio-cultural aspects 
         and challenges.
    2) In creating an overall value proposition, it should be clear 
        what the common denominator is of all innovation areas. This 
        should be linked to the identity of the region. Here the 
        emphasis lies on what the region has to offer in a certain field 
        on the various campuses rather than focussing on the profiling
        of the campuses individually. An example is the approach 
        taken by Smart Health Amsterdam. This will help to 
        differentiate from other (inter)national knowledge regions. In 
        terms of governing the overall value proposition there are two
        factors that should be considered that might contribute to 
        success. First, the development of the value proposition (and 
        identity) should be centralized at one agency or knowledge 
        institute. Second, there should be one an overarching entity 
        that enables creating connections between the offering of the 
        region and the ones seeking a connection with the region.

Regarding challenge two (‘How to organize a process in which
campuses are given a structural place in the location- and
recruitment policy.’) the following solutions were highlighted: 
There should be a role for the municipality in the location and
recruitment policy. Mainly, to support and facilitate new initiatives
and to help attracting governmental funding. This should exist in
parallel to bottom-up initiatives by campuses. In the overall 
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metropolitan region, it would be advisable to establish
themes/topics/socio-cultural challenges (e.g., related to FinTech, AI,
Medical Transfusion). Around these themes the region could aim for
agglomeration of firms and knowledge institutes. This, in turn, will
help to attract firms and other forms of FDI. Once these themes have
been developed it will be clearer what the overall positioning is of
the innovation areas, which will help in the structural location- and
recruitment policies. Two points of attention are important here:
    1) The perspective of businesses. Understanding the perspective    
        of international businesses, their decision-making processes and
        their customer journey should play a central role in strategy 
        development.  
    2) Space for variation. Given broad array of actors, themes and 
        domains represented in the Amsterdam region, there no one 
        size fits all strategy. A regional strategy should therefore allow 
        for diversity in the way in which it is worked out concretely. 

With respect to challenge three (‘How to create a clear overview of
the offering of the innovation areas?) the following was proposed: 

There should be an overarching story of the Amsterdam region that
relates the innovation areas to the global societal challenges of
tomorrow (which is also related to a clear identity).  Each innovation  
area could then develop profiles related to specific projects/social
challenges. This enables creating specific points of differentiation
and a clear story in the recruitment narrative. For example,
Amsterdam is a frontrunner in FinTech. The next step is to create a
link with a societal challenge and integrate this in the value
proposition. A part of this is clearly identifying the target group of
businesses and developing an exact proposition to them that is
thought out taking their perspective and needs as as starting point
focus on and the exact proposition to them. In the overarching story
it is important to highlight the competitive advantage of the
Amsterdam region: innovative, progressive, and frontrunner in
dealing with future challenges. 

Next, we present two extreme options to address the
aforementioned challenges with the intention of starting a broader
discussion between regional actors and campus managers as to the
approach to be taken in Amsterdam. 



A public agency that combines a top-down and bottom-up
developed value proposition

In developing a value proposition, it is important to acknowledge
that actors at various levels are active in this process. Value is
being presented on macro, meso, and micro level (see figure 1). 
 This implies that, in practice, value propositions are created
through bottom-up organic processes (at campus level) as well as
through top-down policy actions (on industry and municipality
level). Campuses present value to companies based on network
benefits, access to facilities, and local talent whilst municipalities
are particularly concerned with presenting regional benefits such as
general labour standards, logistical benefits, and sector-level
benefits. To work towards a single coordinated value proposition
where the value of the region is promoted while linking it to the
campuses, one possible option would be to launch a new public
agency. One that ‘partners up’ policy agendas and industry players.
Members of this public agency would be marketing specialists,
people with experience in attracting FDI, representatives of
governmental agencies, and campus representatives. An advantage
is that this agency would involve a partnership between public,
private and third sectors, i.e. different levels at which value is
promised to (potential) firms that want to base themselves in the 

32

Option 1

Figure 1: Value
proposition for
companies on
macro, meso,
and micro level
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MRA region. A key role would be the coordination of aligned value
proposition messaging (and other branding and marketing activities).
In this, the agency has the option to select between an array of
general themes that converge the value of all different levels (e.g.
human capital or social capital of the region and campuses). Having
such an agency might provide the conditions for consistent
messaging in which the value of regional, sectoral, and campus is
represented which, in turn, might help in the recruitment policies.

Bottom-up campus branding with the municipality as a facilitator

In this option there is less orchestration of branding by governmental
institutions. Conversely, branding happens at the campus-level in
which each campus markets itself and/or this happens organically by
the tenants of the individual campuses. In this option campuses can
voluntarily choose to coordinate efforts, as is already happening in
the area of Smart Health.  The role for the municipality in this
scenario is a facilitative one: no ‘interfering’ by governmental
institutions, but more ‘helping’ wherever it can. In this, the objectives
of the municipality could be the building of the campus network
cluster through awareness-raising (amongst other by facilitating a
centralized platform that links the municipality with sectors and
campuses); providing campus support with the acquisition of firms
(as currently done at Amsterdam InBusiness); and ‘connecting’ the
different campuses by means of e.g. logistics or real estate solutions.

Option 2
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Appendix  A
List  of  interviewees  (Phase  1)

Communications officer AHTI  (Amsterdam Life
Sciences District)                            
 Manager Expertisecentrum huisvesting & techniek      
 (Amsterdam Life Sciences District UMC-locatie AMC)
 Director Science & Business (Amsterdam Science Park)                  
 Community Manager (Cumulus park)                     
 Programmamanager Campusontwikkeling (Innovation
District Zuidas)              
Beleidsadviseur Gemeente Amsterdam (Riekerpolder)                     
CEO B. Building Business (Riekerpolder)              
Partner PWC (Riekerpolder)                                    
Partner PWC (Riekerpolder)                   
Projectmanager PWC (Riekerpolder)                      
Programma & community manager (Marineterrein)                          

1.

2.

3.
4.
5.

6.
7.
8.
9.

10.
11.
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AppendixB  
Interview  guide  (Phase  1)

Hoeveel bedrijven zijn er op de campus
Wat was de groei in de afgelopen 3 jaar?
Hoeveel FTE aan werkgelegenheid
Wat was de groei in de afgelopen 3 jaar?
Welke bedrijfsectoren/branches zijn dominant en
waarom?

Hoeveel start-ups telt de campus
Was de groei in de afgelopen 3 jaar
Hoe lang mogen startups blijven?
Is er een doorgroei- of exitbeleid? 
Welke ondersteuning is er voor start-ups (incubators,
programma’s)
Waar komen de start-ups vandaan in %
(onderwijs/studenten, onderzoekers, anders)?
Zijn er bepaalde specialismes in het type start-ups?
Wat voor type huisvesting is er voor startups (+
Foto’s!)
Hoeveel huur betalen ze? 
Waarom zijn startups belangrijk voor de campus
Waarom is de campus belangrijk voor start-ups?

Kunt U een beeld schetsen van de kennisintensieve
bedrijven die op de campus zijn gevestigd
Elementen:

Wat was de groei in de afgelopen 3 jaar (in aantal en
FTEs)
Hoe en waar zijn de bedrijven gehuisvest? (+ foto’s!)
Waarom zijn deze bedrijven belangrijk voor de
campus?
Waarom is de campus belangrijk voor deze bedrijven?

Basics

Start-ups (= jonger dan 3 jaar en forse groeiambitie)

Kennisintensieve bedrijvigheid

       -Oorsprong: Amsterdams, nationaal, internationaal
       -type activiteiten/branches/sectoren
       -Omvang van de bedrijven
       -Dominante spelers?
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Wat wordt er gedaan aan promotie/PR/acquisitie om
bedrijven aan te trekken
Hoe/via welke kanalen komen bedrijven op de campus
terecht?
Met wie werk je samen in acquisitie?
Waarom willen bedrijven zich vooral vestigen op de
campus? (toegang tot talent, tot kennis, tot
faciliteiten, goede bereikbaarheid) 
Welke toelatingseisen stelt de campus aan bedrijven
die zich er willen vestigen?
Wie zien jullie als concurrenten?

In hoeverre maken bedrijven gebruik van
onderzoeksfaciliteiten op de campus 

In hoeverre leveren bedrijven een bijdrage aan
onderwijs op de campus? (gastcolleges, stage- en
scriptieplekken)
Zijn bedrijven echt onderdeel van de campus
community, of toch meer op zichzelf gericht?

Management
Hoe is het aantrekken en huisvesten van bedrijven
georganiseerd 

Toekomstvisie en strategie
Wat zijn de ambities voor de toekomst m.b.t. het
aantrekken en huisvesten van startups en
kennisintensieve bedrijvigheid?
Wat zijn de grenzen en mogelijkheden voor verdere
groei?

Aantrekken van bedrijven

Verbindingen met onderzoek en onderwijs

        -ad hoc of gestructureerd?
        -Hoe betalen ze voor dat gebruik? Zijn er bepaalde 
         businessmodellen voor?
       -Welke faciliteiten gebruiken ze vooral?

         -is er een aparte organisatie die dat regelt?
         -Hoe is die organisatie ingebed/verbonden in het 
          campusmanagement?
         -wat is het businessmodel?
         -wordt er gedifferentieerd in huurtarieven, en zo ja 
           hoe dan?
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Is het belangrijk om meer afstemming te brengen
tussen kennislokaties in de regio?
Hoe zou je de jouw campus positioneren als locatie
voor bedrijvigheid (lokaal, nationaal en internationaal)
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Appendix  C  
List  of  interviewees  (Phase  2)

 Trade Developer  (Amsterdam Trade & Innovate)         
 Marketing Manager (Amsterdam Venture Studios        
 Project Leader (Amsterdam & Partners)      
 Marketing Strategist (Amsterdam & Partners)          
 Senior Advisor Foreign Investments (Amsterdam 
 InBusiness)                             
 Senior Advisor Foreign Investments (Amsterdam
InBusiness)                             
 Strategic Advisor (Amsterdam Economic Board )         
Relation Manager (Amsterdam Economic Board)                             

1.
2.
3.
4.
5.

6.

7.
8.
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AppendixD  
Interview  guide  (Phase  2) 

Voorstellen, uitleggen achtergrond onderzoek, een idee
geven van waar het gesprek over gaat en wat ermee
gedaan wordt.

 Rol organisatie binnen het Vestigingsbeleid/
Vestigingsklimaat van de MRA
 Rol jouw functie binnen het Vestigingsbeleid/
Vestigingsklimaat van de MRA

 Welke activiteiten voert jouw organisatie uit binnen
Vestigingsklimaat
 Welke communicatie platformen gebruiken jullie
(websites, social media etc.) en ander                           
 promotiemateriaal? Via welke kanalen komen bedrijven
bij jouw organisatie terecht?
 In hoeverre worden technologische mogelijkheden en
ontwikkelingen (belangrijk in Covid-tijd) ingezet      om
de netwerken te versterken? (Pasquinelli & Teräs,
,2013).  
Is er een hoofdboodschap (main message) die
consistent terugkeert in de communicatie?

 Welke doelgroepen richten jullie je op?
 Waarom willen bedrijven zich vestigen in de MRA
(toegang tot talent, tot kennis, tot faciliteiten, goede      
bereikbaarheid)? 
 Goed recent voorbeeld van een bedrijf wat zich
succesvol/ juist niet succesvol op een campus of               
innovatiegebied gevestigd heeft.
 Is er feedback gekomen vanuit de bedrijven wat
betreft het proces/ verwachting en belofte versus             
realiteit (Hospers, 2006; Pasquinelli & Teras, 2013).
 

Algemeen: introductie, achtergrond

Jouw plek in het vestigingsklimaat

Activiteiten / communicatie

Doelgroep
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 Kort schetsen rol van jouw organisatie
 Werken jullie samen met campusmanagers of
vastgoedmanagers op de campussen? 
Welke organisaties/netwerken houden zich bezig met
het begeleiden van vestiging van (internationale)
bedrijven? (Nathan e.a., 2019) 
 Heeft jouw organisatie concurrentie? In welke mate
wordt samengewerkt? 
 Met welke organisaties werk je samen en wie heeft
daarin welke rol?
Hoe zit het met de aansturing van het vestigingsbeleid.
Is deze meer Bottom-up of meer Top-down? Zou er
vanuit de perceptie van jouw organisatie meer sturing
moeten zijn top-down vanuit de MRA/ Gemeente/
Provincie in dit vestigingsbeleid? 
Wat is volgens jou de ‘Amsterdam Approach’ en hoe uit
die zich in het kader van het vestigingsbeleid van de
regio, de gemeente, en de gebieden (dus op drie
niveaus?) Wie is verantwoordelijk voor wat? En wie zou
verantwoordelijk moeten zijn voor welke rol/ taak?
Bij wie ligt de ‘makelaarsrol’ volgens jou?
 

Worden er eisen gesteld aan de aspirant vestigende
bedrijven? 
Wordt er onderscheid gemaakt tussen grootte en type
bedrijven? 
Wordt er overwogen wat het bedrijf evt kan halen in
het gebied en wat het bedrijf komt brengen?

Plek in het Vestigingsbeleid: Een beeld krijgen van
bestaande netwerken/ samenwerkingen /
kennisinfrastructuur
Heel veel partijen hebben een rol in het Vestigingsbeleid
van de MRA. Wij willen begrijpen wie wat doet.

Vestigingsklimaat in de gebieden
Inzicht krijgen vanuit het innovatiegebied (van
campussen):
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Wat is jouw perceptie van hoe bedrijven keuzes maken?
Welke rollen spelen onderzoeksthema’s in de gebieden
bij vestiging?
Welke rol speelt de dynamiek in een gebied bij
vestigingsoverwegingen? 
Is de mate van community management in het gebied
een factor?
Wordt er gelet op vestigingseisen/ toelatingseisen in de
gebieden? 
Zijn de onderzoeksfaciliteiten in de gebieden een factor
in de overweging? 

Hoe maak jij de overweging om een bedrijf voor te
stellen aan een gebied? 
Heb je gedetailleerde kennis over subgebieden in
Amsterdam/ Sturing op de gebieden
Wordt er gelet op het ecosysteem van de sector waar
het bedrijf zich in bevindt?
Is er een ‘grotere’ strategie/ langere termijn visie die
gevolgd wordt bij het vestigen van bedrijven op        
 campussen en innovatiegebieden? 
Wanneer bedrijven zich melden, is er dan een bepaalde
volgorde die er gehanteerd wordt bij het             
 benaderen van campussen binnen de MRA. (bijv.
binnen en buiten de ring, Amsterdam vs. buiten                      
Amsterdam)

Wat is nu de propositie van de regio
Hoe wordt er gekeken naar een regio profilering. Is dat
wenselijk? Of toch in isolatie per gebied? (Nathan et al.
,2019)
Waar zijn de succesfactoren, waar zijn de pijnpunten
nu? 
Is er een verbindende factor/thema tussen de
gebieden? Met de MRA? (Hospers, 2006; Hafeez, 2016)
Worden verschillende clusters in de regio
onderscheiden en geprofileerd? Zo ja, welke?

Inzicht krijgen vanuit de vestigende organisatie:

Inzicht krijgen vanuit de rol van jouw netwerkorganisatie /
jouw functie met betrekking tot het vestigen van gebieden
specifiek op campussen en innovatiegebieden.

Gezamenlijk vestigingsklimaat/ propositie
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Hoe zijn deze clusters geïdentificeerd/hun identiteit
geconstrueerd (onderop vs. Bovenaf)? (Nathan e.a.
2019)
Welke actoren zijn hierbij betrokken geweest? (Nathan
e.a., 2019)
Welke rol spelen actoren in de clusters zelf (bedrijven,
organisaties) (Nathan e.a., 2019) 
In hoeverre is er een link met de identiteit van de MRA?
Tolerantie, blik naar buiten, diversiteit van de stad. 
Wat wil je naar buiten presenteren als identiteit? 
Imago maken als MRA, gezamenlijke branding
campagne, identificeren campussen en                            
instellingen zich daarmee?  
Is de positie van de MRA sterk in vergelijking met
soortgelijke Europese netwerken? Hospers, G. J.
(2003). (Het artikel onderstreept dat het van groot
belang is dat Europese steden zich blijven inzetten op
creativiteit en innovatie. Wel stelt het artikel dat het
veelal een kwestie is van geluk en de juiste middelen op
de juiste plek)
Hoe verhouden thema's of clusters of sectoren zich tot
de gebieden (Hafeez, 2016)? Learning: Wordt kennis
van de expertise van bestaande/van oudsher bestaande
clusters gebruikt voor de vestiging van bedrijven in
nieuwe clusters?   (Hafeez, et al. (2016) (dit artikel
onderstreept het positieve effect dat al bestaande
clusters kan hebben op nieuw ontstane gebieden)
Moet er worden ingezet op campagne om ervoor te
zorgen dat bedrijven zich sterk verbonden voelen met
de MRA? Hospers, G. J. (2006). (Het artikel wijst erop
dat het van groot belang is dat een metropoolregio zich
inzet voor het sterk promoten van de lokale economie,
zonder daarbij het lokale aspect uit het oog te
verliezen)  
Wordt er vanuit de gemeente/MRA breed ingezet op
het binnenhalen van innovatieve, creatieve bedrijven?
Hospers, G. J. (2003). (Het artikel beschrijft hoe
ontzettend belangrijk het is voor steden om ervoor te
zorgen dat ze de bedrijven die innovatief en creatief 
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zijn moeten aantrekken. Dit is nodig om de concurrentie
met andere creatieve steden aan te gaan)
 Welke tools dient de MRA beleidsmatig toe te passen
om ervoor te zorgen dat bedrijven zich hier vestigen?
Nathan, M., Vandore, E., & Voss, G. (2019). (Het artikel
onderstreept dat beleidsmakers vaak minder goed zijn
in grip krijgen op bepaalde clusters en dat branding
vaak een betere tool is. Dit neemt niet weg dat
beleidsmakers alsnog hun best moeten doen om dit te
verwezenlijken.)
Clusters zijn een soort communities of practice en daar
zijn ook imago's aan verbonden (zoals in Eindhoven de
techniek?
Paasi (2002) Hoe wordt er gekeken naar de
ontwikkeling van het totaal gebied als het gaat om:

o    Geografisch gebied (hoe verhouden de verschillende
campussen zich tot elkaar; is er een hiërarchie (bijv. op
economisch vlak, op branche niveau)?; hoe zijn ze fysiek
verbonden?)
o    Symboliek (denk aan o.a. logos, andere (visuele)
middelen verbinding uiten). Zijn er factoren die
integrerend werken?
o    Instellingen (welke instellingen spelen allemaal een rol
om de integratie te stimuleren; zijn er verschillen tussen
instituties; zijn er pijnpunten?)
o    (Socio-culturele) Identiteit (hoe wordt er gekeken naar
het creëren van 1 vs afzonderlijke gebiedsidentiteiten)

Customer journey
Wat is de werkwijze als een bedrijf zich meldt? Is er een
fasering te maken?
Hoe ziet die begeleiding er concreet uit per fase? 
 Welke organisaties spelen welke rol per fase? 
 Fase 0: voor een bedrijf zich heeft gemeld
 Fase 1: als een bedrijf zich meldt, wie wordt er dan
gebeld?
 Fase 2: als er concrete interesse is vanuit het bedrijf, wat
gebeurt er dan? 
 Fase 3: als een bedrijf besluit om zich te vestigen, hoe
wordt die begeleid? 
 Fase 4: als het bedrijf er zit wordt er dan contact
onderhouden? 
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Dit gesprek overziend: Wat is het belangrijkste signaal
dat u wilt geven over de eventuele ontwikkeling van
een gezamenlijk vestigingsbeleid?
Welke bijdrage zou u willen en kunnen leveren?

Tot slot


