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Executive summery 

Frozen yogurt shops have existed for decades and are numerous around the world, especially in the 

US. The trend has also emerged in Europe, and recently in Denmark. A newer global trend is fresh 

yogurt shops, which are appearing in various metropolises. 

 

This paper investigates how the concept of foreign yogurt shops can be transferred to the Danish 

market. The paper is divided into an analysis of foreign yogurt shops, a discussion of how this could 

be adapted to the Danish market, an analysis of the Danish market and a suggestion of a business 

plan for a Danish yogurt shop including an economic perspective.  

 

The analysis of the Danish market and the discussion of how to adapt the concept to the Danish 

market show that a yogurt shop in Denmark should due to cultural differences differ from foreign 

yogurt shops in some aspects. In feminine cultures, such as Denmark, individuals tend to be more 

concerned with the environment, than individuals in masculine cultures. Danes purchase more 

organic food pr. capita than most countries, thus a yogurt shop in Denmark should unlike the 

investigated foreign yogurt shops, sell organic yogurt. Many Danes have the basic physiological 

and safety needs covered and are focused on meeting social- esteem- and self-actualization needs.  

 

Danes consume an increasing amount of yogurt and skyr pr. capita. Foreign yogurt shops provide 

healthy products, which customers can enjoy to go. The products function as breakfast, snacks and 

desserts. In Zealand the majority of people eat breakfast and the majority eat breakfast away from 

home. Therefore the business plan suggests that a Danish yogurt shop’s product could function as 

breakfast. Observed competitors apply strategies of tightly locating shops, which could be the result 

of customers not wanting to travel far for the products at offer. A Danish yogurt shop’s product is 

considered non-exclusive, and customers are not expected to be willing to travel far for the product, 

therefore the location of a yogurt shop in Denmark should be in Central Copenhagen in an area with 

high customer flow.  

 

Gross Margin of 83 percent and 84 percent reflect profitable products and with continuous 10 

percent growth a yogurt shop in Denmark could have a result of 4,788,000 DKK in ten years.  

Cultural differences demands adjustments to the concept of foreign yogurt shops, for the concept to 

be considered a viable business proposition in the Danish market. 
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1.0 Introduction 
	
The relationship to food and health has taken a radical change in Denmark. Danes have gone from 

solely perceiving food as a basic need, to also looking at its lifestyle-related significance. Yogurt is 

a familiar product to Danes who consume twice as much yogurt pr. capita today, than they did 22 

years ago (www.statistikbanken.dk). Yogurt origins from the Balkan area and is a 4500 year old 

milk product. The product has been on the Danish market since the 1950s and has been available in 

low fat variations for 20 years. The Icelandic product skyr, is low in fat and high in proteins and 

consumption of the product in Denmark is likewise increasing.  

 

In Europe frozen yogurt shops have increasing success and Copenhagen has recently seen the 

opening of the two first frozen yogurt shops. Frozen yogurt shops origin from the US where frozen 

yogurt shops are numerous. Pinkberry is one of the largest players with 152 shops across the US 

and 62 shops in foreign countries (www.pinkberry.com). Recently yogurt shops with fresh yogurt as 

the primary product have appeared in metropolises. New York is home to two recently opened fresh 

yogurt shops, owned by two of the country’s largest yogurt suppliers, Dannon and Chobani. The 

trend of fresh yogurt shops has also reached Australia, and in Europe the trend is emerging.  

 

Danes have become healthier and a number of take away shops with focus on healthier food have 

emerged, however there are no fresh yogurt shops in Denmark. Yogurt can be perceived as 

breakfast and Danish consumption traditions can have an impact on whether a yogurt shop could 

succeed in Denmark or not.  

 

Danes consume yogurt. The challenge is not to adapt a foreign product to the Danish market, rather 

to adapt a foreign way of enjoying the product.  
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2.0 Problem statement 
	

Yogurt shops are established in a number of foreign countries, but even though Danes increasingly 

consume yogurt, yogurt shops have not yet been introduced in Denmark. Based upon an analysis of 

yogurt shops in the US, Australia and Portugal an attempt of defining a yogurt shop concept in 

Denmark will be made. A market research encompassing primary and secondary data will be 

developed in order to assess viability of a yogurt shop business opportunity.  A business plan will 

be built, based upon the findings from the analysis. The aim of this paper is to learn whether and 

how the international success of yogurt shops can be transformed into success on the Danish 

market. The analyses and discussions will strive to provide a valid conclusion to the following 

problem statement: 

 

o Is a yogurt shop concept a viable business proposition in the Danish market? 

 

3.0 Limitations 
	

Companies used as inspiration in this paper are Joe and The Juice and Big Apple in Denmark, Iogu 

in Portugal, The Yogurt Culture Company and Chobani SoHo in the US, and The Yoghurt Shop in 

Australia. Interviews with owners and employees in these shops have not been conducted. The 

author is considering opening a yogurt shop in Denmark, and therefore meets ethical issues in 

interviewing owners of competing companies (Esterberg, K. 2002). The investigations of the 

foreign yogurt shops are solely based on public available data, with exception of Iogu in Portugal, 

which was visited. It has not been possible to visit the other foreign yogurt shops, which is a 

limitation in relation to determining special characteristics. 

 

Joe and The Juice and Big Apple have been observed. Both cafes were observed three times: 

between 10 am and 11 am, between 1 pm and 2 pm, and between 4 pm and 5 pm on weekdays. 

Visiting the cafes several days in the same time periods would have secured that the data observed 

is in correspondence to normal circumstances. Furthermore observing the cafes full days would 

have generated knowledge of noticeably slow or busy hours. With respect to these limitations, the 

sales figures are used with caution, when applied as estimations, to avoid creating false positive 

expected sales figures.  
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Two interviews with focus groups have been carried out. The participants in the first focus group 

are women in the age of 24 – 54 years old, living in Copenhagen. These women are individuals 

from the authors’ personal network, which generates a risk of the interview being biased. The 

outcome of the interview is at risk of being affected by the personal relationship between the author 

and the participants, however the findings in the focus group are found to be solid and are 

indicatively used as a learning tool of female opinions and habits. The awareness of the risk of bias 

in the first focus group was considered in the second focus group. Therefore these participants were 

not friends of the author.  

 

The survey conducted was posted on Facebook, thus enabling all the author’s Facebook-friends to 

participate. Therefore the survey is at risk of being biased. Six of the researcher’s friends shared the 

survey on their own Facebook wall, thus inviting their friends to participate. This decreases the risk 

of bias.  

 

4.0 Desk & field research 
 

The paper is built on qualitative research, using quantitative research to support the findings. 

Qualitative observations, interviews individually and in groups, and a survey have been carried out, 

and secondary data studies, i.e. litterateur and statistical figures, have been reviewed and applied. 

The literature, e-sources and articles concern theories, models and trends within Danish lifestyle. 

Likewise websites of competitors in Denmark and of similar concepts abroad have been reviewed.  

 

5.0 The role of the author 
 

This paper seeks to find a valid business plan for a yogurt shop in Denmark. The author of this 

paper investigates foreign yogurt shops to learn their special characteristics. Some characteristics 

are adapted to the Danish market and through a thorough market analysis a valid business plan is 

constructed. In this process the author functions as an external objective professional. The author 

considers opening a yogurt shop in Denmark, and is therefore considered an internal subjective 
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professional when field research is carried out. This means that observations are carried out with 

discretion and owners of competing companies are not contacted.  

 

6.0 Methodology & structure 
 

The paper is divided into four sections: 1. An analysis of foreign yogurt shops with focus on special 

characteristics and a discussion of important cultural aspects to consider. 2. A discussion of how the 

characteristics can be adapted to the Danish market. 3. A market analysis, which takes the business 

idea from plan A to plan B or Z and discusses a promotion plan of how to intelligently incorporate 

PR. 4. A business plan, which includes an economic perspective and theory of location. This will 

result in a conclusion that strives to answer the problem statement. 

 

 

 

 

Observations in the report are made through statistics, interviews, articles and a survey, thus the 

report is based on inductive methodology. Findings through these observations are used to 

generalize tendencies. Deductive methodology has also been applied in order to provide valid 

predictions of future developments.  

 

Own illustration of structure in the paper 
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7.0 Theory and critique of theory 
 

The resource-based view began with Penrose, who suggested that what happens inside the firm is as 

important as what happens outside the firm (1959). Definitions of resources are endless. In this 

report the definition by Daft (1983) will be used: Resources are all assets, capabilities, 

organizational processes, firm attributes, and information knowledge controlled by the firm that 

enable it to conceive and implement strategies that improve its efficiency and effectiveness (Paton, 

S. et al. 2011). The resource-based approach is defined as knowledge push, which is when advances 

in technology drive innovation. The opposite of the resource-based approach is market-based 

approach, which is defined as need pull. Need pull is when identification of gaps in the market 

provide an opportunity to innovate and create a product (Paton, S. at al. 2011). Two of the 

investigated companies are owned by large yogurt suppliers and thus apply the resource-based 

view, since own capabilities are used to define services, which offer a known product in a new way. 

The two smaller yogurt shops, which were observed are likely to be the result of a need pull. They 

may have recognized a need for a healthy snack in the market and developed the yogurt shops to 

fulfil the need. A yogurt shop in Denmark would apply a combination of market and resource based 

views, since applying own capabilities would create push innovation, and an identified market need 

creates market pull.  

 

 

 

The resource-based view does not consider the dynamic nature of markets. Therefore it does not 

consider how current resources can be changed, or how resources can be created to fit future 

environments (Paton S. et al. 2011).  

 

Own illustration of Push and pull innovation. Adapted from Paton, S. Et al. 2011 
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7.1 World 

The first section of this paper is labelled World. In this section foreign yogurt shops will be 

analysed. The Yoghurt Shop in Australia, Iogu in Portugal, The Yogurt Culture Company and 

Chobani SoHo in the US are chosen as benchmark companies. Products, design, atmosphere etc. 

will be analysed to learn special characteristics of the companies. Iogu in Portugal has been visited. 

Thus decorations and design have been experienced, the products have been tasted, and customer 

flow and service has been observed. The other companies have been benchmarked trough websites, 

articles and social media. 

7.1.1 Jobs-to-be-done 

The logic behind Tony Ulwick’s Jobs-to-be-done (JTBD) theory is that people buy products to get 

jobs done (Ulwick, T. 1991). Needs can be fulfilled by people taking actions, however some actions 

require help from a product or a service. In these situations people look for a product or a service 

that can do the job for them. Harvard Business School professor Clayton Christensen has worked 

with JTBD and he explains that success in innovation does not come from understanding the 

customer, rather it comes from understanding the job the customer is trying to get done. Customers 

do not want products or services; they want help accomplishing difficult tasks and goals 

(www.claytonchristensen.com). Clayton Christensen shares the story of a fast-food restaurant chain 

that wanted to improve it’s milkshake sales. The company started by segmenting the market by 

product (milkshake) and demographics of customers. Secondly they asked customers who fit the 

profile of the demographics to list the characteristics of an ideal milkshake. The findings from this 

research were implemented into the recipes of milkshakes, however the sales did not increase 

(www.claytonchristensen.com). They then tried to use the JTBD approach by observing customers 

in the restaurant. Notice were given to who bought milkshakes, what time milkshakes were bought, 

and whether they were consumed in the restaurant. They learned that 40 percent of milkshakes were 

bought in the morning and were not consumed in the restaurant. The next morning customers were 

confronted, and asked what job they had hired the milkshake to do. This brought on the knowledge 

that; 1, milkshakes were bought due to a long drive, were customers needed something to do. 2, 

customers were not hungry, but they knew they would be before they arrived at their destinations. 3, 

customers wanted something that could keep them full until noon. And there were constraints to; 

customers were in a hurry, customers were wearing work clothes, and they only had one free hand. 

Alternatives to the milkshake would be a bagel or a donut, however the milkshake was preferred, as 

it does not crumble and it lasts longer (sucking through a thin straw). With this knowledge the 
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company created a breakfast milkshake that was even thicker (www.claytonchristensen.com).  

 

This example shows how important it can be for companies to consider JTBD. Therefore the 

foreign yogurt shops potential JTBD will be discussed, to get an indication of which jobs a yogurt 

shop in Denmark would be hired to do. There are five steps for a company to go through, to create a 

product or a service that can meet customers’ JTBD (www.claytonchristensen.com). These five 

steps will be used in the discussion of the foreign yogurt shops’ JTBD: 

1. Indentify a focus market 

2. Identify jobs customers are trying to get done 

3. Categorize the JTBD 

4. Create job statements 

5. Prioritize the JTBD opportunities 

 

7.1.2 Hofstede’s cultural dimensions 

Culture is an important aspect to consider, when investigating how a successful foreign concept can 

be adapted to a valid business plan in Denmark. Geert Hofstede derived four main conceptual 

dimensions on which national culture show significant differences. These are power distance, 

individualism/collectivism, uncertainty avoidance and masculinity/femininity (Usunier, J. & Lee, J. 

2009).  

 

Power distance: In high power distance countries supervisors and lower level employees feel 

separated from each other. Power is concentrated at the top, and people of different rankings do not 

often have conversations. In low power distance cultures, individuals feel equal, and close to each 

other in their daily work relationships.  

Individualism/collectivism: In collectivistic countries there is a strong social structure, where 

individuals distinguish between people of the in-group and people of the out-group. There is loyalty 

among people’s own group. In individualistic countries people care for themselves and their 

immediate family. If one individual provides a service for another individual, the favour is expected 

in return. 

Uncertainty avoidance: A common problem for any culture is how to deal with uncertainty. Some 

cultures believe that uncertainty is bad, and do all in their power to reduce uncertainty. These are 

societies with high uncertainty avoidance. The opposite, societies with low uncertainty avoidance, 
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believe that uncertainty is unavoidable, and speculate in likely futures. People in these societies 

tend to be more innovative.  

Masculinity/femininity: The division of masculinity/femininity is close to the classical division 

between genders. Masculine societies are about fierceness, money, showing off and primarily 

caring about own wealth. There is a strong role differentiation between men and women. In 

feminine societies focus is on nurturing, interdependence between people and caring for each other. 

There is less gender differentiation, educations are for everyone and welfare systems are highly 

developed (Usunier, J. & Lee, J. 2009). 

 

53 countries were given scores in each of the four dimensions. The scores of Denmark, the US, 

Australia and Portugal is illustrated in a map of power distance and individualism, to create an 

overview of the countries’ differences and similarities (p. 30). Differences in cultures impact 

companies’ internal and external strategies. In masculine and/or individualistic societies with lower 

uncertainty avoidance, monetary rewards are highly valued, whereas non-monetary rewards are 

more appreciated in feminine and/or more collectivistic societies with higher uncertainty avoidance 

(Usunier, J. & Lee, J. 2009). Consumers likewise have different behaviours and preferences in 

different cultures, which play a role for a company’s external strategy. There are three essential 

points of differentiation in consumer behaviour due to cultural differences. These are hierarchies of 

needs, individual vs. family and institutions (Usunier, J. & Lee, J. 2009), and they will be used to 

determine differences in consumer behaviour in the observed countries and Denmark. Differences 

in consumer behaviour are essential to know, when transferring products or concepts to new 

markets.  

 

7.1.3 Service Blueprint 

A Service Blueprint of a foreign yogurt shop will be illustrated, to strive to gain a greater 

understanding of the process behind the yogurt shops. This knowledge is helpful in the discussion 

of whether and how the concept of yogurt shops can be adapted to Denmark, since the tool 

highlights potential failure points that require special attention, due to cultural differences. There 

are different approaches to illustrating processes, however Blueprint is chosen as “processes with 

high service element are best suited to service blueprinting” (Shostack, 1984). A Service Blueprint 

focuses on the provider, the customer and the interaction between the two. Service is separated into 

physical evidence, customer actions, front-stage interactions, backstage employee actions and 



	 12

support processes (Paton, S. 2011).  

 

7.2 Adaption to the Danish market 

The second section, adaption to the Danish market, examines the competitive situation in the 

Danish market, as this can generate an understanding of how special characteristics can be adapted 

and applied in a valid business plan for a yogurt shop in Denmark.  

 

7.2.1 Porter’s 5 forces and Downes’ 2 forces 

The competitive situation in the Danish market will be examined by applying Porter’s 5 Forces 

(Michael E. Porter, 1979). Porter’s 5 Forces was created in 1979 by Harvard professor Michael E. 

Porter. During the eighties he also developed Porter’s Diamond model, the Value chain and Five 

Competitive Forces. His models have had a lasting influence on strategic management, and the 5 

Forces will be applied in this paper, as the tool thoroughly examines important factors in the 

market. It is a simple but powerful tool for understanding where power lies in a business situation 

(www.mindtools.com). There are however limitations to Porter’s theories, as they are based on the 

economic situation in the eighties were markets were characterized by strong competition, cyclical 

developments and relatively stable market structures. Furthermore by analysing customers, 

suppliers and competitors, Porter’s 5 forces focus on the current market situation. New entrants and 

substitutes are predictions of a possible futuristic situation; hence the model highlights a current 

market and focuses on how a company can strengthen its own position within this market. However 

in today’s market, changes can be so dynamic that entire industries can change, which is not 

analysed or discussed in Porter’s 5 forces (Reklies, D. 2011). According consultant and author to 

Larry Downes, one of the strongest reasons for the dynamic markets today, compared to the 

eighties, is the rise of the Internet (Downes, L. 2007). He argues that the Internet has had an 

enormous impact on the lifecycle of industries, and must as such, be included in the analysis of any 

market. He further states that the role of information technology is the primary difference between 

the eighties’ markets and today’s markets. In the old markets, strategists decided how they wanted 

the business to develop, and then used technology to enable the changes. Today strategists must 

accept and understand that technology is more than a tool, it is the reason for disruption of markets 

(Downes, L. 2007). Downes has defined three forces, the New Forces, which he argues are the 

forces of today’s markets. These three forces are digitalization, globalization and deregulation. 
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Digitalization includes the Internet. According to him, the world has become digitalized, which 

means that due to the Internet, individuals all over the world can access the same information. In 

many developed countries individuals own one or more devices with Internet access. Globalization 

is a reaction to digitalization, since the Internet has opened boarders. Relatives can easily 

communicate, customers can purchase products from everywhere in the world and information from 

all over the world can easily be accessed. Deregulation is about governments believing that open 

international competition is better than laws to protect local economies. The shrinking of 

governments can be seen in the airline-, communications- and banking industries, as well as in the 

development of the European Union (Downes, L. 2007). The open market, which adapts 

information technology more quickly, than industries with a legacy of regulation, has become a 

viable alternative for many activities. The New Forces strengthen each other, since digitalization 

enables businesses to manage larger numbers of buyers and suppliers, thus speeding up 

globalization. As the world become more global, governments must decrease regulations if they 

want to participate. As deregulation takes hold, companies find they must increase the use of 

digitalization, thus a circular effect is created (Downes, L. 2007).  

 

In this paper, two of the New Forces will be used as supplements to Porter’s 5 forces. Though the 

circular process and importance of deregulation is recognized, the force is not considered of high 

importance for a service business in the start up phase. Important factors for the development of a 

yogurt shop are recognized as suppliers, buyers, competitors, substitutes, new entrants, 

digitalization and globalization, thus these forces will be analysed.  

 

7.2.2 SWOT/TOWS 

The SWOT/TOWS analysis will be used to discuss how the strengths of a yogurt shop can be used 

to create a strong market position, while weaknesses are kept from preventing success. The SWOT 

analysis is wildly used in businesses across the world to define a business’ strengths, weaknesses, 

threats and opportunities. The analysis has been used for decades and is recognized as a respectable 

and valid business analysis tool. However the SWOT analysis should be used with criticism. Critics 

argue that the SWOT analysis is solely a matrix presenting strengths, opportunities, threats and 

weaknesses. By applying the TOWS analysis in conjunction with the SWOT analysis, this 

weakness of the analysis is decreased. TOWS is the reversed SWOT and functions by analysing 

how strengths can be used to fight threats and gain opportunities (ST and SO) and how weaknesses 



	 14

can be minimized to meet threats and opportunities best possible (WT and WO).  

 

The SWOT analysis has been criticized for assuming that noteworthy aspects in a business’ 

environment can easily be spotted. This is untrue, since many external aspects is not visible until 

they actually unfold. Furthermore the analysis assumes that the external aspects that are visible can 

easily be categorized into being either an opportunity or a threat (Valentin, E. 2007). This limitation 

is decreased if the SWOT analysis is frequently updated, and if external aspects are allowed to 

appear more than once in the matrix. Likewise an internal factor can be either a strength or a 

weakness, depending on the opinion of the author. This limitation to the SWOT analysis is difficult 

to overcome, since the analysis demands that the factor is defined as either a strength or a weakness. 

Defining the factor as both will confuse the discussion of whether to put emphasis on the factor, or 

whether to decrease of eliminate it (Valentin, E. 2007). It is therefore very important that internal 

factors are defined as either strengths or weaknesses in accordance to the situation of the business, 

and in accordance to the environment in which the business operates. Some critics argue that the 

SWOT analysis can generate misleading results. This critique is based on the fact that the factors 

formulated in the SWOT analysis are valid at written time, but that the factors often have changed 

at time for implementation (Hill and Westbrook, 1997). 

The SWOT analysis will be applied in this paper, with awareness of the limitations and criticism the 

analysis has been accused of. The SWOT analysis is supported by the TOWS analysis to optimize 

the usage of the analysis. 

 

7.3 Market analysis 

In the third section, Market analysis, the findings in section 2 of how to adapt the foreign concept of 

yogurt shops to the Danish market, are applied in a thorough market analysis. Potential customers 

are addressed, potential Danish competitors are observed and service is discussed. Furthermore the 

innovation life cycle is applied to identify how innovation opportunities in relation to products may 

change over time (Paton, S. 2011). 

 

7.3.1 Getting to plan B 

The theory “Getting to plan B” by John Mullins and Randy Komisar (2009) helps a company move 

from the first idea, to becoming a successful business. Getting to plan B is about experimentation 
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and evolution and about finding a way for an idea to evolve over time, to avoid getting stuck in a rut 

or missing real opportunities. The theory claims that by comparing the business idea to other 

businesses, the uncertainty can be significantly mitigated (Mullins, J & Komisar, R. 2009). 

Working with this theory will take a potential Danish yogurt shop’s business plan from plan A to 

plan B or Z, which is a more promising starting point for the business, since risk has been reduced. 

The theory does however have some limitations. Leaps of faith becomes hypothesises that must be 

tested. This is done by investigating analogs and antilogs and by talking to potential customers. 

Analogs are businesses with aspects to learn from and antilogs are the opposite. It can be difficult to 

figure out, which aspects to adapt to the business plan and which to avoid. The process of testing 

hypothesises is a learning process. When information increases some aspects, which were first 

understood as analogs can now be understood as antilogs and visa versa. Therefore it is necessary to 

return to aspects and investigate them again. Hypothesises can also be tested by dashboarding, 

which is a method for testing quantitative hypothesises. For instance, sales of one product vs. 

another, or sales in the morning vs. the evening could be aspects for dashboarding. In a business at 

the idea stage, such measures cannot take place. 

 

Surveys and focus groups are seldom the best way to learn customers’ demand for new products or 

services, since it can be difficult for individuals to imagine whether they will have a certain need or 

not. Furthermore the investigator chooses the participants in a focus group and (unfortunately) you 

cannot choose your customers. And lastly, once the interview is conducted it is difficult to apply, 

since it cannot be quantified (Mullins J & Komisar R). However there is a need to talk to potential 

customers, and therefore a focus group is interviewed about the concept and idea, since it is easier 

to clarify uncertainties in a focus group than in a survey. The survey conducted does not concern a 

specific product; it is used to learn about habits and values of potential customers of a Danish 

yogurt shop.  

7.3.1.1 Observations  

Ethnography is a qualitative research method in which a researcher uses participant observation and 

interviews in order to gain a deeper understanding of a group’s culture (Bryman, A. & Bell, E. 

2003). During observations there is a risk of “Hawthorne effect”, which is an effect caused by the 

fact that individuals often perform better under observation, because of the attention given to them. 

Henry A. Landsberger coined the term in 1950, when he analysed experiments from the electric 

factory Hawthorne Works, outside Chicago. Hawthorne Works conducted a study to see if the 
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workers became more productive in higher or lower levels of light. The workers’ productivity 

seemed to improve during the study and then decreased again after the study was conducted. This 

led Henry A. Landsberger to suggest that the productivity gain occurred due to the impact of the 

motivational effect on the workers as a result of the interest being shown in them (Rauterberg, M. 

2010). The knowledge of this risk, led to the researcher not informing the individuals under 

observation, of her presence. Therefore the approach of ethnography (participant researcher) is not 

applicable for these observations. Furthermore, the purpose of the observations was to learn 

qualitative and quantitative figures of potential competitors to a Danish yogurt shop, in order to 

investigate if and how the concept of foreign yogurt shops can be transferred to Denmark, whereas 

ethnography strives to understand a group’s dynamics.   

 

Autoethnography is an approach that seeks to analyse personal experience in order to understand 

social experience (Ellis, C. 2002). The approach differs from ethnography, since it focuses on the 

researcher’s subjective experience, rather than, the researcher in interaction with others (Ellis, C. 

2011). Autoethnographers embrace personal thoughts, feelings, stories and observations and 

informs the reader of their total experience. According to Carolyn Ellis autoethnographers can be 

divided into two types of autoethnographers, analytic autoethnographers and evocative 

autoethnographers. Analytical autoethnographers develop theoretical explanations of the social 

contexts they observe, whereas evocative autoethnographers focus on narrative story telling that can 

foster conversations (Ellis, C. 2011). In this paper the author does not provide theoretical 

explanations of the observed data nor does she tell a narrative story, as these are not the purposes 

with the observations. Thus autoethnography is not the best observation method for this paper 

either. 

 

Direct observations are the best approach for anonymously taking notice of design and appearance 

and counting figures of specific actions. In direct observations the observer cannot interrupt the 

individuals being observed. One of the advantages with direct observation is that users can be 

observed in the environment, thus the researcher was able to observe employees and customers in 

their normal activities. This is why direct observation has high face validity, which is validity of 

realism. Observations can be structured or unstructured. Structured observations have categories, 

which enables the researcher to put the observations into boxes. Unstructured observations are 

subjective, as they are the researcher’s solely opinions without structure (Rauterberg, M. 2010). In 



	 17

this paper the observations are structured, since quantitative data of potential competitors to a 

Danish yogurt shop, will be helpful in the discussion of how to transfer the concept of foreign 

yogurt shops to Denmark. The cafés under observation were all observed on three different 

occasions: a Tuesday from 10 am – 11 am, a Wednesday from 1 pm – 2 pm and a Thursday from 4 

p.m. – 5 p.m. The researcher took note of: 

- Number of customers 

- Which items were ordered 

- Number of customers eating in the shop 

- Time customers stayed in the shop  

The author also took unstructured notice of atmosphere, service, furniture and design, and profile of 

customers, which are subjective observations and the conclusions on these areas must be applied 

with caution. Direct observations are performed in a limited time period. In this paper each 

observation took one hour. Since the observer is not allowed to talk to the individuals being 

observed, she does not know if customers’ purchases are equal to the norm of purchases, if the no 

of customers is equal to the norm of that specific time of the day, if more customers usually stay in 

the shop to eat etc. This limitation is, however, decreased by the continuous observations. There can 

be ethical issues with observing individuals who are not aware of the observation (Rauterberg, M. 

2010). To avoid violating private limits, the observations have not been recorded on video or tape.  

A direct observation was carried out in the shop, Iogu in Portugal in the summer 2012. Joe and The 

Juice in Sværtegade and Big Apple in Gothersgade were observed. These cafés offer juices, coffee 

and sandwiches and are located in Copenhagen. They are identified as competitors and inspiration 

sources in the Danish market, since they offer healthy alternatives to breakfast or snacks.  

7.3.1.2 Interviews 

A number of interviews, both individually and in groups were carried out. There are ethical issues 

to consider when working with qualitative interviews, where the participants are not anonymous. 

According to Kirsten Esterberg (2002) there are seven ethical issues to include when constructing a 

research design. These seven ethical issues were considered in the interviews conducted in this 

paper. The following are descriptions and reflections of the issues: 

 

Thematizing: An interview should, beyond seek to answer questions also consider how the human 

situation investigated could be improved (Esterberg, K. 2002). In this study interviews concern 

identifying needs, how to satisfy these needs, and thus improve the human situation.  
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Designing: Ethical issues of design involve securing confidentiality and considering the possible 

consequences of the interview for the interviewed (Esterberg, K. 2002). These considerations are 

included in all interviews in the paper. The interviewed individuals are informed about the purpose 

of the interview, and the fact that the paper will become public.  

Interview situation: There might be personal consequences for the interviewed individuals, which 

must be taken into account. This could be “stress during the interview or changes in self-

understanding” (Esterberg, K. 2002, p. 63). Participants in the group interviews are especially at 

risk of experiencing stress or changes in self-understanding. While this can be disruptive to the 

individual, it is true to reality. In real life individuals can be stressed in discussions or confused 

about changing their minds due to friends’ opinions or due to other external factors.  

Transcription: The interviewed must be informed if the interviewer will transcript (Esterberg, K. 

2002). The interviews have been transcribed, with approval from interviewed.  

Analysis: There is an ethical issue of analysing on the statements made in interviews (Esterberg, K. 

2002). Interviewed might not agree in the analysis build upon their statements.  

Verification: “It is the researcher’s ethical responsibility to report knowledge that is as secured 

and verified as possible” (Esterberg, K. 2002, p. 63). Interviews in this paper are unstructured with 

open-ended questions, since this allows the interviewed to interrupt and add comments, which 

increases the likelihood of knowledge being reported correctly.  

Reporting: It is important that the interviewed are aware that the interview will be made public 

(Esterberg, K. 2002).  

 

7.3.2 Perceived Service Quality 

A yogurt shop in Denmark’s plan B or Z is more likely to succeed if the shop engages in own 

capabilities and manages to create customer loyalty with these. In order to achieve this, a yogurt 

shop must create customer satisfaction by meeting or exceeding expectations. Parasuraman, 

Zeithaml and Berry (1985) created the Perceived Service Quality framework, which generates an 

understanding of customers’ expectations to a company, and the damage not meeting them can 

cause, while meeting or exceeding them can be essential for success (J. A. Fitzsimmons & M. J. 

Fitzsimmons, 2008).  
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7.3.3 The Product Innovation Life Cycle 

Innovation opportunities are either identified by utilizing internal knowledge (knowledge push), or 

by identifying needs in the market (market pull). Abernathy and Utterback (1978) have created the 

Product Innovation Life Cycle, which identifies how innovation opportunities in relation to 

products may change over time. The process is divided into three phases: The Fluid Phase, the 

Transitional Phase and the Specific Phase. The Fluid Phase is dominated by uncertainty about a 

new technology, and is characterized by experimentation and learning. In the Transitional Phase 

activity becomes less random and more planned. Focus is on improving quality and reliability and 

innovation is more incremental. The last phase, the Specific Phase is about improving the 

production process to be able to cut costs. Discussing the different innovation phases a product goes 

through and relating them to the foreign yogurt shops, can generate knowledge of the innovation 

approaches applied by the foreign players. This knowledge can serve as inspiration of how to 

transfer the foreign concept to Denmark.  

 

7.4 Business plan 

The fourth section is the Business plan. Knowledge of foreign yogurt shops’ special characteristics 

and an adaption to- and analysis of, the Danish market can generate a valid suggestion of a business 

plan. The business plan includes customer segmentation and PR. A survey and two focus groups 

have been carried out to gain greater insights into a potential Danish customer segment. The fourth 

section also includes location theory and an economic perspective. 

 

7.4.1 MOST 

Which mission, objectives, strategy and tactics (MOST) a yogurt shop should pursue will be the 

introduction of section four. The MOST framework is a linear framework, which means that it 

never returns to the starting point (mission statement) to follow up on changes caused by external 

factors. By applying emergent strategies the problem is solved, since emergent strategies 

acknowledge the impact external factors can have on deliberate strategies.  
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7.4.2 Customer segmentation and PR 

To learn how strategic solutions could successfully be applied in a promotion plan, a customer 

segmentation is made. The segmentation is based on the discussion of two focus groups, 

observations of competitors, interviews with experts and through the survey. 

 

The theory, Getting to plan B, argues that surveys about new products and services are invalid, 

since it is too difficult for individuals to know, if they would want to purchase a product or not. An 

example of this is when Sony made a survey about a new Walkman they were about to launch. 

Participants were invited to participate in the survey at the Sony office. One of the questions in the 

survey was if the participants would buy the red, blue or black Walkman. A large majority 

answered blue or red. As they left the building after completing the survey, they were offered a 

Walkman of own choice in colour. A large majority took the black (Mullins, J & Komisar, R. 

2009). This is a good example of how individuals can believe they will prefer something, and then 

reality is different. According to Mullins and Komisar many good ideas are never developed into 

businesses due to false negativity before the product exists. Therefore the survey does not include 

questions concerning the product or the concept, rather questions concern the customer’s habits and 

values. 

7.4.2.1 Focus group 

The focus groups were designed to test the product and concept, since in a focus group participants 

can taste the product and the researcher can answer any questions. Typically a focus group is made 

up of six-ten participants. Too small a group is not valid to represent the investigated population, 

while to large a group can result in less effective participation (Bloomberg et al., 2011). In this 

paper the focus groups are made up of eight participants. To increase credibility of the discussion, a 

minimum viable product (MVP) is presented to the first focus group. A MVP is a product of 

minimum requirements to increase the understanding of the product (Ries, E). A crucial issue in 

choosing participants for a focus group is whether to create a homogenous or heterogeneous group. 

Adults in Greater Copenhagen are considered heterogeneous in terms of habits and income. 

Therefore the focus group of 8 adults in Greater Copenhagen is also heterogeneous, by differing in 

sex, education, habits and income. If group members are too similar, for example 8 female friends 

studying at Copenhagen Business School, assumptions shared by the participants might not be 

spoken, and existing social patterns might suppress discussion (Bloomberg et al., 2011). When the 

second focus group was carried out, a final product was produced, thus the group was presented to a 
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suggestion of final product.  

 

7.4.2.2 Survey 

The survey conducted, is an isolated approach, as opposed to being an extension to the focus 

groups. In other circumstances it is a good approach to carry out a focus group, and use findings to 

create the survey. However, when the concept is new to the audience, results of a survey can be 

misleading (Mullins, J & Komisar, R. 2009). In the focus groups participants tasted the product and 

could ask questions regarding the concept, which secured that the participants were fully informed 

of the product and concept in question. In a survey the product cannot be tasted and questions 

cannot be answered. Therefore this survey was used to learn about customers’ values, habits and 

interests, thus the survey is used as a tool to gain information about potential customers, rather than 

asking questions regarding the product.  

 

Potential customers for a yogurt shop in Denmark would be Copenhagen citizens, and individuals 

who work or have errands in the local area. To reach Copenhagen citizens a post was made on 

Facebook. Participants are in the researcher’s own network, or in the network of friends to the 

researcher, which means that the sampling method is not a pure random selection, thus there is risk 

of bias in the sampling. Individuals who work or have errands in the local area are of equally high 

importance, and to reach these individuals a sampling in the street could be made. This demands a 

specific location of a Danish yogurt shop, and has therefore not been carried out for this paper. 

Sampling is the chosen approach, since it is a quick and inexpensive approach to gather information 

on target groups. A different approach is census, where all individuals of a population are included. 

Since this would mean including all adults living in Copenhagen, a census cannot be carried out in 

this study. A limited number of participants were accepted, however for the study to be thorough 

more participants are necessary and costs might increase.  

 

The summated rating scale, the Likert scale is used in the majority of the questions in the survey. 

The Likert scale consists of statements, which the participants are asked to rank on a scale from 1 to 

5. 1 represents the poorest score, 5 represents the highest score and 3 indicates indifference. Likert 

scales are helpful to compare scores at one snapshot of time to that of a later snapshot in time. 

There are three possible errors with the Likert scale: Leniency, central tendency and halo effect 

(Bloomberg et al., 2001). A participant can either be an easy rater or a hard rater, which results in 
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the error of negative- or positive leniency. Leniency cannot be completely avoided, and should 

instead be accepted as a possible error. Central tendency occurs when participants hesitate in giving 

extreme scores. Then all scores tend to be mediocre and provide an incomplete illustration of 

reality. The Likert scale prevents this to some extent, since two scores represent less then mediocre, 

one score represents indifference and two scores represent more then mediocre. Therefore the 

survey results will only reflect mediocre results, if the participants where actually indifferent. A 

four score scale does not provide the possibility of choosing a mediocre score, thus participants are 

forced to choose either a negative or positive score, which can be damaging to the validity of the 

survey results. The halo effect is when a participant lets a perception of a part of the topic in 

question dominate the entire survey. The halo effect is very difficult to avoid when known services 

or products are the topic of the survey. However the survey in this paper concerns individuals’ 

habits and values, thus the halo effect cannot occur.  

 

7.4.2.3 Pilot study 

To reduce the risk of miss-understood questions, the survey was discussed in a pilot study 

consisting of four individuals representative of the target group. This is a qualitative approach of 

elaborating on a quantitative research. Had the approach been census, interviews with all 

participants in the survey would have been possible, to secure that all participants understood the 

questions. However this requires large resources, and is not an option with sampling, thus a focus 

group can function as a generalization of the population. The pilot group represents the population 

since it consists of adult citizens in Copenhagen. The participants were asked to individually test the 

survey and elaborate on points for improvements. This was done via email, thus the participants 

were not in contact with the researcher or each other. This secured that they could not influence 

each other’s perception on the survey, and that the researcher could not argue in this process. The 

feedback given by the four individuals was quite similar. By pre-testing the survey, weaknesses in 

design were identified and questions were refined. 

 

Participants in the pilot were asked to primarily focus on the following aspects: 

Language: The language in the survey is English, but English might not be the first language for 

many in the population sample. Language gaps could harm the survey and was therefore a topic in 

the pilot. The participants are from different educations, and therefore possess different levels of 

English skills. After completing the survey the participants were asked clarifying questions that 
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would reveal any misunderstandings in the survey. No language misunderstandings were 

recognized in the pilot study.  

Length of the survey: It took between 3 and 5 minutes for the participants in the pilot to complete 

the survey, which was perceived as an acceptable length. 

Understandability of questions in general: Understandability of the questions is crucial for the 

survey to be valid. The participants were again asked clarifying questions that would reveal any 

misunderstandings in the survey. For instance, a question in the survey is “do you eat yogurt?” 

Some participants could doubt whether they should answer yes if they seldom consume yogurt. By 

knowing what the participant answered to the question and then asking, “when was the last time 

you ate yogurt?” misunderstandings would be clarified. No misunderstandings of the questions 

were recognized in the pilot study.  

 

7.5 Location theory 
	
Theory of location will be applied to enable a proposition of what characteristics the location of the 

first yogurt shop in Denmark must have. Modern location theory is more than 90 years old. Alfred 

Weber (1858 – 1958) was a German economist, geographer and sociologist. With the publication of 

Über den Standort der Industrie in 1909, he presented the first developed general theory of 

industrial location. In this theory an industry is located where the transportation costs of raw 

materials and final products are minimum. He singled out two special cases: the weight losing case 

and the weight gaining case. In the weight losing case the weight of the final product is less than the 

weight of the raw materials. In the weight gaining case the final product is heavier than the raw 

materials. He looked into how the costs of transporting the raw materials to the plant, and the costs 

of transporting the final product to the customer could be minimized.  In the weight losing case the 

optimal location of the plant is at the source of the raw material, since the final product is less 

expensive to transport than the raw materials. In the weight gaining case the optimal location for 

plant is at the market, since the final product is more expensive to transport than the raw materials 

(www.csiss.org).  

 

These theories on costs proposed by Alfred Weber are still important consideration for choosing 

location. However, they are designed for industrial companies, and as a service business, other 

considerations are of higher relevance:  
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Competitive Clustering is a reaction to observing costumers. Customers tend seek out the area of 

town where they have many offers to choose from (Fitzsimmons, J. & Fitzsimmons, A. 2008). 

Therefore locating a business near similar businesses can be a beneficial approach. 

Saturation Marketing is to locate the same store tightly in well-visited areas. The advantages of 

reduced advertising, easier supervision, and customer awareness overwhelm the competition. This 

strategy works best in downtown locations, where shops can capture impulse customers with little 

time to shop or eat  (Fitzsimmons, J. & Fitzsimmons, A. 2008).  

Site Considerations contains many important aspects to consider regarding location. First of all 

available real estate represent a major constraint on the final selection of a location, but also access, 

traffic and parking are important aspects (Fitzsimmons, J. & Fitzsimmons, A. 2008).  

By analysing how the foreign yogurt shops have applied these location considerations, a proposition 

for location theory of a Danish yogurt shop will be made.  

 

7.6 Economy 
	
The Big Mac Index was published by The Economist, which is an English-language weekly news 

publication owned by The Economist Newspaper Ltd. The Big Mac Index can be applied as a tool 

to find the appropriate price for a product in a given country. A Big Mac, for instance, has a 

different price in every country, and these prices can be used to find a country’s purchasing power 

between two currencies (www.economist.com). Purchasing power is an economic theory and a 

technique used to determine the relative value of currencies, by estimating the amount of 

adjustment needed on the exchange rate between countries in order for the exchange to be 

equivalent to each countries purchasing power (Deaton, A. & Heston, A. 2009). Learning how 

many Big Macs 1 dl yogurt costs in the foreign countries generates suggestions of how much 1 dl 

yogurt should cost in Denmark. While The Big Mac Index is widely recognized as a reasonable tool 

of measuring purchasing power, the method has some limitations: the demand for Big Macs in a 

given country, the amount of Big Macs sold to tourists, local taxes and level of competition may not 

be represented in the country’s economy as a whole. The price of a Big Mac is a reflection of its 

local production costs, the cost of advertising, and what the local market will bear, and not only a 

reflection of currency differences (www.economist.com). Therefore the prices that will be 
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suggested by the Big Mac Index calculations will not be directly transferred and applied in a Danish 

yogurt shop. 

 

The economic section also includes establishment costs and expected sales of a Danish yogurt shop, 

and an estimation of when shop number two could open.  
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8.0 Section 1 – World 
	
This section contains an analysis of the foreign yogurt shops, The Yoghurt Shop in Australia, Iogu 

in Portugal, The Yogurt Culture Company and Chobani SoHo in the US, to learn special 

characteristics of the companies. This enables a discussion of which jobs the yogurt shops are hired 

to do, which can provide an indication of what job a Danish yogurt shop would be hired to do.  

To successfully transfer a foreign concept to a different country, cultural differences must be 

considered. Therefore Hofstede’s cultural dimensions are applied. The section ends with a Service 

Blueprint of a foreign yogurt shop, with special attention given to potential failure points due to 

cultural differences. 

 

8.1 The history of yogurt shops 
	
Yogurt is a 4500-year old milk product. Milk, which if not kept cold, will eventually become sour 

since the sugar in the milk is transformed into lactic acid. At this point the milk is viscous, and has 

become junket. The eldest knowledge of the product leads back to the Balkan area. In Turkey the 

product was named yoğurt, which today is adopted across the world.  

The first shops to engage in yogurt as the core product, solely concentrated on frozen yogurt. 

Frozen yogurt was introduced in New England, in the 1970s as a soft serve dessert by H.P. Hood 

under the name Frogurt. Brigham’s, an ice cream and sandwich chain in Boston, developed and 

introduced the first packaged frozen yogurt in 1978. In the same period Dannon introduced the 

frozen yogurt “Danny”. (www.frozenyogurteurope.wordpress.com). In 1981, TCBY (The 

Country’s Best Yogurt) opened the first frozen yogurt shop in the US (www.tcby.com). Frozen 

yogurt took off in the 1980s, and in 1990s frozen yogurt took up ten percent of the frozen dessert 

market in the US.  

 

In the new millennium the yogurt shops have engaged in serving fresh yogurt as well. The first 

fresh yogurt shop in Australia was The Yoghurt Shop, which opened in 2004 and now consists of 

ten stores in Adelaide (www.theyoghurtshop.com.au). In 2009, Yola opened in Washington DC. 

The owners were inspired by a European fresh yogurt shop and realized that they could be the first 

to introduce this concept in Washington (http://yoladc.com/). In the summer 2012, two fresh yogurt 

shops opened in New York: Chobani SoHo and The Yogurt Culture Company.  
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Frozen yogurt shops are experiencing huge success in London and more moderate success in 

Europe. Iogu, for instance, opened in Portugal in 2011, and sells both fresh and frozen yogurt 

(www.iogu.net). In Denmark the only two frozen yogurt shops are Frozberry in Frederiksberg, 

which opened in 2012 (www.frozberry.dk) and My Fro’Yo Cup in Central Copenhagen, which 

opened in March 2013 (www.aok.dk).   

 

Iogu 

Iogu is a Portuguese brand, which opened in June 2011 in Lisbon, Portugal. The company uses 

franchising as a growth mechanism, and consists of five shops (www.iogu.net).  

 

Product: Iogu primarily uses Portuguese products. Iogu offers yogurt with muesli, granola and 

honey. 1.5 dl yogurt with toppings costs € 3.5. Furthermore they serve frozen yogurt of different 

flavours, with 30 different toppings to choose from. Every month Iogu introduces a new frozen 

yogurt flavour, which stays in the product range for approximately a month. They also sell 

smoothies, Acai with granola, crepes, waffles and drinking yogurt. All of the milk-based products 

are purchased from the Portuguese dairy, Quinta dos Acores (www.iogu.net). 

Degree of organic ingredients: Quinta dos Acores is not an organic dairy (www.iogu.net).  

Shop design and location: Iogu uses bright colours, primarily of pink and blue. The observed shop 

is located in a shopping centre, thus there is no entrance or facade. The design is candy-like. The 

centre offers seating for customers, and in the nearest surroundings approximately ten customers 

can be seated at the same time.  

 

Iogu’s special characteristics 

- Products functions as breakfast, snacks and desserts 

- The customer can customize their own yogurt 

- Products are not organic 

- Yogurt is supplied by a well established Portuguese dairy 

- They offer frozen yogurt 

- Located in metropolises 
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The Yoghurt Shop 

The Yoghurt Shop is Australia’s first fresh yogurt shop. Their first shop opened in 2004 in 

Adelaide, by Simon Reynolds and Con Poulos. Today there are ten shops across Adelaide. The 

Yoghurt Shop also has a wholesale department, and sells yogurt to selected supermarkets, schools 

and cafes all over Australia (www.theyoghurtshop.com/au).  

 

Product: The Yoghurt Shop offers a broad variety of yogurts. For fresh yogurts, they use a three-

step approach, where the customer first chooses size, then yogurt base (96 or 99 percent fat free, or 

no added sugar) and finally topping. There are eight sizes to choose from. The smallest size is 100g 

cups, however these are only sold in six-packs. The other sizes are 140g at $3.30, 200g at $4.20, 

240g at $4.70, 400g at $6.90, 700g at $9.90, 1kg at $12.90 and 5 kg at $55. There are 31 different 

toppings to choose from, to name a few; berries, muesli, caramel crumble, nuts and lemon 

cheesecake. The Yoghurt Shop also sells hard frozen yogurt. They have 12 different flavours and 

sell them in two different sizes. Furthermore they offer three different sizes of smoothies in 34 

different flavours, dips, juices and water.  

Degree of organic ingredients: Two of The Yoghurt Shop stores offer organic yogurt in limited time 

periods. The permanent product assortment is not organic (www.theyoghurtshop.com/au). 

According to The Yoghurt Shop’s Facebook page the yogurt has no artificial flavours, colours or 

sweeteners, no preservatives, no gelatine, no water, no thickeners, no cream, no gluten and no 

acidity regulators. 

Shop design & location: The Yoghurt Shop’s logo is colourful, with red/orange and blue. The 

decoration of the shop supports the expression of the logo. Like Iogu, the design is candy-like. The 

Yoghurt Shop has limited seating for customers. The Yoghurt Shop is located on ten different sites 

in Adelaide. The first shop opened in Adelaide central markets, which is a central well-attended part 

of Adelaide.  

 

The Yoghurt Shop’s special characteristics 

- Being the first fresh yogurt shop in Australia  

- Customers can customize their own yogurt 

- Product functions as breakfast, snacks and desserts 

- Products are not organic 

- They offer frozen yogurt 



	 29

- Located in metropolises 

 

Chobani SoHo 

Chobani SoHo is a yogurt shop in New York City that opened in summer 2012. The shop is part of 

the brand Chobani, which was established in 2005. Chobani makes Greek yogurt, which is sold 

through supermarkets (www.chobanisoho.com). Greek yogurt is drained yogurt, with a thick 

texture. Chobani is the number one selling Greek yogurt in the US and has become a $750 million 

business. Greek yogurt represents 20 percent of the total yogurt sale in the US and Chobani is the 

third best selling non–frozen yogurt product in the US (www.businessinsider.com). Fresh yogurt 

shops are still a new phenomenon in the US. It is however interesting, that the few fresh yogurt 

shops that do exist are owned by huge yogurt producers (The Yogurt Culture Company is owned by 

Dannon).  

 

Products: Chobani SoHo has ten different flavours of yogurt to choose from. These cover dessert 

flavours such as pistachio and chocolate, traditional flavours such as strawberry and granola and 

snacks such as cucumber and olive oil (www.chobanisoho.com). The owner and founder Hamdi 

Ulukaya wants to serve Greek yogurt to the Americans in the traditional Greek way. Therefore 

customers cannot customize their own cups. However one flavour with peanut butter and jelly is 

offered to match American habits (www.businessinsider.com). Chobani’s yogurt is 95 percent 

lactose free (www.chobanisoho.com). The yogurt cups at Chobani SoHo come in two sizes, 6 

ounces at $3.75 and 12 ounces at $4.75. 

Degree of organic ingredients: Chobani is not organic.  

Shop design & location: 

 

 Picture from the article by Glenwood: Chobani SoHo: Greek Yogurt Café Starts New Trend in NYC (2012) 
(www.glenwoodnyc.com) 
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Chobani SoHo has a brown facade, with the brand name as the only decoration. The inside of the 

store is likewise decorated in brown colours. A wooden ceiling, tables and shelves dominate the 

shop. Fruits and vegetables are randomly scattered on the disk. There is no seating area in the shop. 

Chobani SoHo is located on Prince Street on Lower Manhattan, which is a well-visited street.  

 

Chobani SoHo’s special characteristics: 

- Is owned by the well established company Chobani 

- Products functions as breakfast, snacks and desserts 

- Products are predetermined in combinations of yogurt and toppings  

- Ulukaya is Turkish 

- Products are not organic  

- Located in a metropolis 

 

The Yogurt Culture Company  

Dannon opened The Yogurt Culture Company in summer 2012 (Fabricant, F. 2012). Dannon 

Company Inc. is the top selling yogurt brand in the world, and is one of the two top yogurt 

manufactures in the US. Dannon was founded in Spain, in 1919 by Isaac Caresso. In 1942 Daniel 

Carresso immigrated to the US and founded the first American yogurt company, Dannon Milk 

Products Inc (www.dannon.com).  

Product: At The Yogurt Culture Company the customer can choose a cup of 10 ounces at $5.49 or a 

parfait at 12 ounces at $5.99. Unlike Chobani SoHo, The Yogurt Culture Company has not 

predetermined combinations, but lets the customers mix their own combinations. There are four 

different yogurts to choose from: traditional, greek, skim or frozen. A fruit puree of the customer’s 

choice is then added. Finally the customer chooses between toppings; fresh fruit, roasted nuts, 

whole grain granola and traditional and novelty toppings.  

Besides yogurt, The Yogurt Culture Company also serves juices, salads, sandwiches and coffee 

(www.yogurtculturecompany.com) 

Degree of organic ingredients: The yogurt at The Yogurt Culture Company is not organic 

(www.yogurtculturecompany.com). 

Shop design & location: 
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The Yogurt Culture Company is designed in a Nordic fashion. The white brick walls, the wooden 

floor, the ‘milk wagon’ and milk buckets remind the customer of a Nordic farm. Yogurt is not 

originally a Nordic product, but it has been a part of the Scandinavian food culture for many 

decades. There are a few bar-seats along the window, and along a wall inside the store. The store is 

located on the well-visited Park Avenue. 

 

The Yogurt Culture Company’s special characteristics: 

- Is owned by Dannon, the largest yogurt supplier in the world 

- Customers can design their own yogurt 

- Not organic yogurt  

- Frozen yogurt, salads, sandwiches, juice and coffee are supplementing goods 

- Located in metropolis 

 

8.2 Jobs-to-be-done 
	
According to JTBD theory customers have a job-to-be-done, and hire the best product or service to 

do it (www.claytonchristensen.com). Learning what jobs the foreign yogurt shops are hired to do is 

important knowledge in adapting the concept of yogurt shops to Denmark. The special 

characteristics of the yogurt shops can, accompanied by online available data of customer 

experiences, suggest jobs the yogurt shops fulfil. 

The five steps, a company must go through to identify customers’ JTBD, will be applied in this 

discussion (www.claytonchristensen.com): 

1. Indentify a focus market 

2. Identify the jobs customers are trying to get done 

Picture from the article Beat the Heat at Yogurt Culture Company: A first look (2012) 
http://midtownlunch.com/2012/07/12/beat-the-heat-at-yogurt-culture-company-a-first-look/ 
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3. Categorize the JTBD 

4. Create job statements 

5. Prioritize the JTBD opportunities 

 

Indentify a focus market 

Markets can be identified by considering, core growth, related job growth, new jobs growth or 

disruptive growth. Core growth is about improving an existing product or service to meet JTBD. 

Dannon and Chobani applied this strategy when they opened their yogurt shops. They may have 

realised a customer need of consuming yogurt on the go, and they improved their product offerings 

by opening yogurt shops. Related job growth entails bundling solutions that meet more than one 

main or related JTBD. In Australia the customer purchasing yogurt, may want cold beverage as a 

supplement, due to the hot weather. As a result The Yoghurt Shop in Australia offers juices and 

smoothies as supplements to their core product. In New York the climate is different, and The 

Yogurt Culture Company offers coffee as supplement. Related job growth is also about considering 

the situations in which the customers want to consume the products. The foreign yogurt shops have 

focus on to go, thus the packaging must be convenient for consuming the product on the go. New 

jobs growth is about product and service expansion to accomplish different JTBD. Frozen yogurt 

shops have existed in the US for decades. When The Yoghurt Shop was established in 2004 in 

Adelaide, frozen yogurt shops were a well-known phenomenon in Australia, and when Iogu was 

established in 2011 in Lisbon, frozen yogurt shops were numerous across Europe. Frozen yogurt is 

purchased as an alternative to ice cream, and is as such understood as a dessert. The foreign yogurt 

shops might have seen a need for a healthy breakfast or snack, which led to the idea of using fresh 

yogurt as opposed to frozen yogurt. Disruptive growth focuses on non-consumption. This is when a 

product or service is only available to some people. There are four drivers of non-consumption: 

price, time, skill and access to the technology or solution. Examples of disruptive growth are 

Whitestripes by Procter and Gamble, as opposed to having teeth whitened at the dentist, home 

pregnancy test and online stock trading. In all of these inventions the price and time of the 

product/process is decreased and the customer does not need special skills to apply the technology 

at home.  

 

Identify jobs customers are trying to get done 

Ethnography, direct observations, interviews, focus groups and cultural research are good methods 
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to identify jobs customers are trying to get done. Cultural aspects of JTBD are discussed in the 

section, Hofstede’s cultural dimensions. The foreign yogurt shops have not been observed and 

customers have not been interviewed. Instead online available data shows indications of the jobs 

customers are trying to get done. Twitter, Facebook and the online rating site, Yelp, are online tools 

for customers to discuss, rate and comment on products and services. In these forums, the 

comments on the four foreign yogurt shops are dominated by citations about great taste, guilt-free 

snack, quick lunch and breakfast. Pictures in the forums are of people alone or in groups holding a 

yogurt cup in the street (www.yelp.com) (www.twitter.com) (www.facebook.com). The product 

requires two hands to consume, and is therefore less convenient to consume on the go, than a juice 

or a sandwich. Thus to consume the product on the go, individuals cannot be driving or bicycling. 

Individuals are likely to consume the product on the go, bring it to the office/home or eat it while 

walking. A suggestion of the main job customers of foreign yogurt shops are trying to get done is: 

To satisfy hunger in a healthy matter with a product that can be enjoyed to go.  

 

Categorize the JTBD 

Jobs can be main jobs or related jobs. Some jobs are parents of other related jobs. It is suggested 

that the main job of the foreign yogurt shops is to satisfy hunger in a healthy matter with a product 

that can be enjoyed to go. Related jobs could be socialising with friends or passing time. 

 

Create job statements 

A job statement is used to describe a JTBD. A job statement consists of an action verb, an object of 

action and a contextual clarifier. For the foreign yogurt shops the job statement is suggested to be: 

Taking (action verb) a healthy product (object of action) to go (contextual clarifier).  

 

Prioritize the JTBD opportunities 

The importance-satisfaction model measures how important a certain job is to customers and how 

satisfied customers are with current solutions. The foreign yogurt shops might have had these 

considerations when they decided to offer healthy food on the go. In the section Getting to Plan B, 

the importance-satisfaction model is applied (p.53)  

 

8.3 Hofstede’s cultural dimensions 
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Geert Hofstede derived four main conceptual dimensions on which national culture show 

significant differences. These are power distance, individualism/collectivism, uncertainty avoidance 

and masculinity/femininity (Usunier, J. & Lee, J. 2009).  

53 countries were given scores on each of the four dimensions. Following are the scores for the 

three countries in question and Denmark. A map of power distance and individualism, provides a 

graphical illustration of the differences and similarities between the countries: 

 

Country Power distance Uncertainty avoidance Individualism Masculinity 

Australia 36 51 90 61 

Denmark 18 23 74 16 

Portugal 63 104 27 31 

United States 40 46 91 62 

 

 

 

Figures adapted from Hofstede, 2001 and own illustration of Hofstede’s map of countries ranked on power distance and 

individualism indices (Adapted from Usunier, J. & Lee, J. 2009).   
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The map shows how the culture in Denmark differs from the culture in Portugal, which is a 

collectivist country with large power distances. Being a collectivist country means that there is a 

strong social structure, where individuals distinguish between people of the in-group and people of 

the out-group. Large power distances means that supervisors and lower level employees feel 

separated from each other (Usunier, J. & Lee, J. 2009). The figures in the matrix show that 

Australia and the US are individualistic masculine countries with smaller power distances. In 

individualistic masculine countries individuals care for themselves and their immediate family, and 

focus is on fierceness, money, showing off and primarily caring about own wealth. Individuals feel 

more equal and close to each other in the daily work relationships due to the smaller power 

distances (Usunier, J. & Lee, J. 2009). The matrix also shows that Denmark is a feminine country 

with small power distance and low uncertainty avoidance. Thus Denmark does not differ much 

from the US and Australia in power distance, however being a feminine country means 

interdependence between people and caring for each other (Usunier, J. & Lee, J. 2009). These 

differences in culture are important factors to discuss, when transferring a foreign concept to a new 

country. Considerations of internal and external strategy, and differences in consumer behaviour 

across cultures are therefore discussed next.  

 

The internal strategy of a yogurt shop in Denmark, should consider differences in feminine and 

masculine cultures. In masculine cultures, where focus is on one self, monetary incentives are often 

appreciated (Usunier, J. & Lee, J. 2009). A monetary incentive system is often structured by 

monetarily rewarding individuals on good performances. Such an incentive system is not 

necessarily the best approach in a feminine culture. In feminine cultures, carrying for one another is 

in focus, thus individuals might be satisfied by rewards that show care, as for instance a day of, a 

team dinner or an office party.  

 

The external strategy should also consider that the Danish feminine culture is about carrying for 

each other and having a strong sense of responsibility (Usunier, J. & Lee, J. 2009). According to 

Landbrug & Fødevarer, Danes were those who consumed most organic food in the world in 2010 

(www.lf.dk). According to a survey conducted by the International Federation of Organic 

Agriculture Movements (IFOAM) and the Forschungsinstitut für biologischen Landbau (FiBL), the 

organic food market share in Denmark in 2011 was 6 percent. In comparison organic food products 

had a market share of 0.6 percent in the US in 2011, and in Australia the market share for organic 
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food was 2.93 percent in 2011 (www.organic-world.net). In feminine cultures in general individuals 

have a strong sense of responsibility towards wellbeing of each other and nature. Stronger care for 

nature could indicate that Danes are more sensitive towards organic vs. non-organic food, as 

opposed to the masculine countries (the US and Australia), where the self is more important, and 

focus might be more on saving money rather than thinking of the environment. Portugal differs 

from the other countries by being more collectivistic, which means that there is a strong social 

structure, where individuals distinguish between people of the in-group and people of the out-group. 

Portugal is a rather feminine country, however not as dominantly as Denmark. In 2011, the market 

share for organic food was 5.79 percent in Portugal (www.organic-world.net). A valid business plan 

for a Danish yogurt shop should consider that Denmark is more feminine, has lower power distance 

and is less uncertainty avoiding then the observed countries.  

 

There are three essential points of differentiation in consumer behaviour due to cultural differences. 

These are hierarchies of needs, individual vs. family and institutions (Usunier, J. & Lee, J. 2009), 

and they will be discussed next to learn important differences between the culture in Denmark and 

the observed countries, which is important knowledge in the discussion of how to transfer the 

foreign concept of yogurt shops to Denmark.  

 

Hierarchies of needs 

Maslow’s hierarchy of needs (1943) is a graphical illustration of human needs. The logic behind it 

is that the needs in the bottom of the pyramid must be fulfilled before individuals focus on fulfilling 

the next need. Physiological needs are in the bottom of the pyramid, and then safety needs, social 

needs, esteem needs, and last self-actualization. In most cultures physiological needs must be 

fulfilled before other needs present themselves, as physiological needs are essential to live. 

However, some cultures, for example Hinduism, encourage the pursuit of self-actualization, before 

the pursuit of lower level needs. In modern societies, fundraiser parties can persuade participants to 

give charity, to be a part of the social network (Solomon, M. 1999). Individuals, who desire to be a 

part of a social network, might prioritize esteem- and self-actualization needs to such an extent, that 

resources are spent on fulfilling these needs, rather than on meeting physiological and safety needs. 

The needs identified by Maslow, differ in importance, rank ordering, and in the way each need is 

met across cultures. Therefore desire, instead of need, might be a more useful concept for consumer 

behaviour across cultures (Usunier, J. & Lee, J. 2009). The British investment fond, Legatum 
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Institute makes yearly measurements of wealth in 142 countries. The measurement includes private 

salaries, public finances, level of education, social competences, the development of firms, 

entrepreneurial opportunities, governance, security, personal freedom and access to health services.  

In 2012 Denmark came in second place, after Norway (Sørensen, L. 2012). Access to health 

services, supports Hofstede’s identification of Denmark being a feminine culture with concern for 

one another. High level of wealth suggests that many Danes have physiological and security needs 

covered, and that many Danes can focus on social-esteem and self-actualization needs. A yogurt 

shop in Denmark could have a cosy seating area to meet these social needs, and to make a setting 

for families and friends. A Danish yogurt shop should exude quality, and care for environment and 

nature to meet the esteem and self-actualization needs. Denmark is low in uncertainty avoidance, 

which means that people are less afraid of an unknown future. 78 percent of the participants in the 

survey would pay more for quality and 60 percent enjoys spending money on them selves (Focus 

group 1 and Focus group 2). This could partly be a result of the security Danes have. It is important 

to distinguish between caring for strangers by paying taxes, and wanting to socialize with strangers. 

Danes are in general private persons, who often do not enjoy longer conversations and interactions 

with strangers (Gram, S. 2003). A research conducted by the National Institute for Consumer 

Behaviour in Norway, showed that 15 percent of Danes consume breakfast alone (Kjærnes et. al. 

2001). This should be considered in a yogurt shop in Denmark, by allowing for individuals to dine 

privately. The power distance in Denmark is low, which means that individuals of different 

educational and financial wealth interact. The waiter is not less than the customer, thus an informal 

tone and appearance of employees could be in tact with Danish society.  

 

Individual vs. family 

Many studies have been carried out, to investigate the decision processes in families in different 

countries. Hyman Rodman (1972) identified four types of societies where the marital power is 

likely to differ: 

1. Patriarchy: a high level of paternal authority across all levels of society (India) 

2. Modified Patriarchy: patriarchy family norms are modified by equalitarian norms, where 

paternal authority is related to social class (Greece and Yugoslavia)  

3. Transitional Equalitarianism: paternal authority is decreased and personal resources affect 

the level of influence (Germany and the US) 
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4. Equalitarianism: Both husband and wife share power throughout all levels of society 

(Denmark and Sweden) 

(Usunier, J. & Lee, J. 2009) 

These types of societies reflect Hofstede’s masculinity-femininity dimensions. Highly feminine 

countries, such as Denmark share social and economic responsibilities between men and women, 

gender roles are overlapping and the level of freedom is high. The US and Australia have larger 

gender-role differences, lower equality and a high level of individual freedom (Usunier, J. & Lee, J. 

2009). The US and Australia are Transitional Equalitarian cultures, which allows residents to make 

individualistic decisions without consulting with the family. This could mean a higher level of self-

indulgence, and an increased likelihood of consumers purchasing yogurt away from home at a 

higher price. Danes live in an Equalitarian culture, which should give them even more freedom to 

make individualistic purchases of pricier products for self-pleasure. This indicates that Danish 

customers can make spontaneous decisions, rather than having to consult with the husband/family 

before making a purchase, which is a beneficial shopping behaviour for a yogurt shop in Denmark.  

 

Institutions 

Institutions in countries play a large role in consumer behaviour. Recently the Danish law of closing 

hours was adjusted to allow stores longer opening hours and to be open on Sundays. Years of stores 

closing at 6 on weekdays, 4 on Saturdays and being closed on Sundays, have had an effect on 

Danish consumers’ purchasing habits. Likewise eating habits are influenced by governments, since 

eating habits should be considered as the process of purchasing food, cooking, tasting and 

commenting on it (Usunier, J. & Lee, J. 2009). Thus governments control when consumers can 

shop for groceries and visit restaurants. According to Richard Wilk (1995) “Food is both substance 

and symbol; providing both physical nourishment and a key form of communication that carries 

many kinds of meanings.” (Usunier, J. & Lee, J. p. 73). There are many aspects of food and eating 

habits that vary across cultures. Following are a few of them: 

1. The number of meals consumed each day 

2. Duration of meals and position in the day 

3. Size differences and nutritional content 

4. Beverages 

5. The social function 

6. Self-made or prepared by servants 
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(Usunier, J. & Lee, J.) 

The serving sizes at The Yoghurt Shop in Adelaide and The Yogurt Culture Company and Chobani 

in New York, are larger than the serving sizes in Iogu in Lisbon, which could be an indication of 

general size differences of meals in the cultures. Portion sizes are by tradition large in the US, 

compared to portion sizes in Europe (www.foodnaviagator-USA.com). For a yogurt shop in 

Denmark it is important to find serving sizes, which are in accordance to Danish tradition. Likewise 

beverages to supplement yogurt may differ between cultures. Serving sizes and supplementing 

products were discussed in the focus group number two. The women believed that they would most 

often want a size of 1.5 dl, whereas the men believed they would want 2.5 dl yogurt.   

The number of meals consumed each day, duration of meals and position in the day and the social 

function varies within cultures. Denmark might have general norms for these aspects, however 

habits vary domestically as well. Approximately 50 percent of Copenhagen citizens are in the age 

of 20 – 40 years and are unmarried, and 72 percent of all adults living in Copenhagen do not have 

children (www.statistikbanken.dk). These individuals are not obliged to pick up children from 

school or cook and eat meals with families, and are more likely to spend money on self-indulgence, 

eat breakfast away from home or have a snack after work, than married adults with children. Recall 

the suggested JTBD for foreign yogurt shops, taking a healthy product to go. The JTBD a yogurt 

shop in Denmark should fulfil could be, consuming a healthy product away from home. This is 

further discussed in the importance-satisfaction model in the conclusion of Getting to plan B (p.53).  

 

8.4 Service Blueprint 
	
The knowledge gained from observing the foreign yogurt shops enables a valid suggestion of a 

Service Blueprint for yogurt shops. 
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Each step in a blueprint is a potential failure point. Suppliers may fail to deliver on time, back-stage 

tasks can fail, front-stage service level can be dissatisfying due to demand exceeding capacity, 

customer behaviour is unpredictable, and physical evidence can at times be dissatisfying. In the 

case of adapting a foreign concept to a Danish business plan, some steps must be given extra focus 

to avoid failures due to cultural differences. The first obstacle is to get the customer to visit the 

shop. Western individualist consumers have shown to engage more in impulse purchasing than 

Eastern collectivist consumers (Usunier, J. & Lee, J. 2009). The Yogurt Culture Company, Chobani 

SoHo and The Yoghurt Shop are located in individualistic countries, which should give the shops 

some benefit in consumers’ willingness to impulse shop. Denmark is likewise an individualistic 

culture, and consumers might act in the same manner regarding impulse shopping. A fresh yogurt 

shop in Denmark would be the first in the country, and could as such benefit from customer loyalty 

Own illustration of Service Blueprint of a yogurt shop 
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due to originality. However, in western countries standard consumer behaviour is assumed to be 

disloyal, since people enjoy change more than stability and seeks more variety in their purchases 

(Usunier, J. & Lee, J. 2009). This could mean that it would be difficult for a yogurt shop in 

Denmark to retain customers, if another player entered the market. However, it also means that it 

could be easier for a yogurt shop to attract customers, who are unlikely to be loyal to their current 

breakfast/snack provider, and who enjoy changes.  

 

The physical evidence of the shop and the employees are other potential failure points, and as 

discussed a yogurt shop in a feminine individualistic culture should be appealing to groups of 

friends as well as to individuals dinning alone. The shop should exude quality and care for 

environment and nature, and employees should appear and act informal.   

 

8.5 Conclusion of section 1 
	
Benchmarking foreign yogurt shops has resulted in identifications of special characteristics for each 

of the companies. Some special characteristics are the same and some differ. The giant dairy 

manufacturers Dannon and Chobani own the Yogurt Culture Company and Chobani SoHo, 

respectively. Thus these two yogurt shops may be the result of knowledge push, in that new 

services have emerged from exploiting opportunities. The Yoghurt Shop and Iogu are smaller 

independent yogurt shop chains, and are likely to be the result of a need pull. They may have 

recognized a need for a healthy snack in the Australian and Portuguese market and developed the 

yogurt shops to fulfil this need. The serving sizes at Iogu are smaller than the serving sizes at the 

other observed companies. Portuguese serving sizes might be more similar to appropriate serving 

sizes in Denmark, since the serving sizes by tradition, are larger in the US than in Europe 

(www.foodnavigator-usa.com). The companies purchase yogurt from well-established dairies and 

use non-organic yogurt. Danish culture is feminine, has lower power distance and is less uncertainty 

avoiding then the observed countries. Being a feminine culture means caring for each other and 

having a strong sense of responsibility (Usunier, J. & Lee, J. 2009). This could have an impact on 

the perception of organic food, and Danes actually purchased most organic food pr. capita in 2010 

(www.lf.dk). To entice customers the product or service at offer must be appealing to the customer. 

Therefore JTBD were discussed to learn what jobs the foreign yogurt shops are hired to do. The 
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suggested JTBD for the investigated yogurt shops is: taking a healthy product to go. JTBD for a 

yogurt shop in Denmark is suggested to be: consuming a healthy product away from home. 
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9.0 Section 2 – Adaption to the Danish market 
	
Section 1 determined several special characteristics for the foreign yogurt shops. Cultural 

differences were considered, since special characteristics can be highly affected by it. Internal- and 

external strategy can vary across cultures to match consumer behaviour and preferences. To create a 

valid proposition of which characteristics to adapt for a yogurt shop in Denmark, the Danish market 

will be analysed. The analysis consists of Porter’s 5 Forces & Downes’ 2 forces, followed by a 

discussion of consumption behaviour in Denmark and lastly a SWOT/TOWS analysis.  

 

9.1 Porter’s 5 forces & Downes’ 2 forces 

 

 

 

New entrants 

Direct competitors would be fresh yogurt shops. Such stores do not exist in Denmark at present 

time, however a yogurt shop could easily be benchmarked and copied. The only two yogurt shops 

that exist are Frozberry and My FroYo Cup, which only serve frozen yogurt. There are no large 

fresh yogurt shop chains in other European markets, however there are many frozen yogurt shop 

chains. They could enter the Danish market, and add fresh yogurt to the product range. There is 

therefore high possibility of new entrants, and securing customer loyalty is important for a possible 

yogurt shop in Denmark. New entrants are however not considered at high threat, since similar 

Own illustration of Porter’s 5 forces & Downes’ 2 forces 
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concepts in the market could increase the understanding of the concept, and thus serve as an 

advantage. The Yoghurt Shop in Australia was the first fresh yogurt shop in the country, and since 

2004 they have opened ten shops across Adelaide. Leading an aggressive expansion plan can be 

important for first mover advantages, and is a strategy which could be adapted by a Danish yogurt 

shop. Western consumers in general enjoy trying new brands (Usunier, J. & Lee, J. 2009), which is 

a benefit for new entrants. 

 

Buyers 

A yogurt shop would appeal to every Copenhagen citizen who likes yogurt and who has concern for 

health and calorie consumption. The Danish Food Administration carried out the first nationwide 

survey concerning diets in Denmark in 1985 (Groth, M. V. & Fagt, S. 2003). The result showed that 

90 percent of Danes ate more fat and less carbohydrate than recommended.  This tendency has 

changed since then, and a survey conducted by The Danish Food Administration in 2003, showed 

that one third of the participants were concerned about health, and those concerned about health 

were typically educated women (Groth, M. V. & Fagt, S. 2003). The graph illustrates that yogurt 

consumption in Denmark has more than doubled since 1990, 7.6 kg yogurt consumed pr. capita in 

1990, against 14.6 kg yogurt consumed pr. capita in 2011 (www.statistikbanken.dk).  

Skyr consumption has increased tenfold, the past four years (www.fdb.dk). 

 

 

 

 

Source: Danmarks statistikbank. www.statistikbanken.dk 

Yogurt consumption pr. capita in Denmark, in years	
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Mette Hoffman from Arla Foods claims that the pre-packed yogurt cup with muesli is the product 

with the highest growth in sales from Arla’s product range (www.lf.dk). Preben Vestergård, who 

teaches in human nutrition at the university, Metropol in Copenhagen, says that the tendency has a 

lot to with the fact that Danes have become more aware of eating healthy, and eating breakfast is a 

part of this. According to Preben Vestergård, 15 percent of Danes eat yogurt for breakfast (Haar, S. 

2012). A focus group consisting of eight women living in Copenhagen was carried out. The results 

confirmed that these women focus on eating healthy. Seven of the eight women said that they eat 

either yogurt or skyr with muesli every day, and five of the eight women often eat it more than once 

a day. A second focus group consisting of four men and four women living in Copenhagen was 

carried out, and again confirmed that women have focus on eating healthy. Two of the men in the 

focus group were concerned about eating healthy and two were not. The four women consumed 

yogurt or skyr every day. Only one of the men consumed yogurt or skyr on a regular basis. An 

important factor to consider when discussing potential buyers is the travel distance to the product. 

How far are customers willing to travel to purchase a cup of yogurt? Since a cup of yogurt is a non-

exclusive product, the willingness to travel far to purchase it, is not believed to be high. This subject 

will be discussed further in Customer segmentation (p.61) and in Theory of location (p.67) 

 

Substitutes 

Substitutes to a yogurt shop in Denmark are many, however direct substitutes are few. Substitutes 

are sandwiches, pizzas, juices, hotdogs, salads, ice cream, buns, in short all smaller foods. In 

Copenhagen there are numerous providers of such foods. Thus for the customer who wants 

something easy to eat away from home, substitutes are countless. However for the customer with 

concern for health and calories, substitutes are fewer. The direct substitute is fresh yogurt from a 

different supplier. The only alternative is to purchase an Arla yogurt with muesli or the new product 

Karoline’s Køkken Hytteost snack, which is cottage cheese with muesli (www.arla.dk). Other 

products that are similar, in health and calories are juices or salads. Joe and The Juice is the 

dominant juice provider in Copenhagen and would be a strong competitor. As an alternative to 

breakfast, customers could choose bakers. Lagkagehuset is present on more locations in 

Copenhagen and offers dark healthier bread (www.lagkagehuset.dk). As an alternative to dessert, 

customers can substitute a cup of yogurt with an ice cream. Paradis Is a chain of ice cream stores, 

with 11 shops located in Copenhagen (www.paradis-is.dk). Frozberry and My FroYo Cup are direct 

substitutes to the frozen yogurt variant.  
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Suppliers 

Whether Bornholm’s dairy St. Clemens, the similar small dairies Naturmælk or Løgismose, the 

larger organic dairy Thise, or the giant player Arla, should supply a yogurt shop in Denmark is 

considered. St. Clemens is owned by Bornholm’s dairy farmers and has existed since 1950. The 

yogurt is not organic (www.st-clemens.dk). Naturmælk and Løgismose are both small organic 

dairies, with focus on providing good and healthy products (www.naturmaelk.dk) 

(www.loegismose.dk). Thise is a larger organic dairy, owned by 64 members (www.thise.eu). Arla 

is the largest Danish dairy in Denmark and offers both organic and non-organic yogurt 

(www.arla.dk).  

 

The four foreign yogurt shops, which were investigated in section 1 used non-organic yogurt. The 

conclusions of the two focus groups were that ecology is of high importance when concerning meat 

and dairy products (Focus group 1 and Focus group 2). This is supported by the findings in the 

survey, which showed that 70 percent of the participants purchase organic dairy products (Survey). 

In 2010, Denmark was the most consuming country of organic food pr. citizen, with 1350 DKK 

spend on organic food pr. citizen pr. year (www.lf.dk) According to Arla, 3-6 percent of the adult 

population in Denmark are lactose intolerant (www.arla.dk) however a larger number of Danes 

think they are lactose intolerant. This may be the reason for the larger dairies producing lactose free 

milk, chocolate milk and yogurt. Arla’s sales of lactose free low fat milk increased with 523 percent 

from 2010 to 2011 (Aarup, L. 2012). Based on the knowledge on Danish consumers preferences, 

criterion for a yogurt supplier of a Danish yogurt shop can be formulated: 

- Danish dairy 

- Organic yogurts 

- Offer skyr, drained yogurt, lactose free yogurt and frozen yogurt 

With intervals of six months yogurt suppliers that meet these standards can be considered, and the 

suppliers with best product/taste can supply the yogurt shop the following six months.  

The special characteristics of the foreign yogurt shops derived in section 1 showed that serving 

supplementing products to yogurt can help the shop’s product to be recognized as snacks, desserts 

and breakfast. The focus groups agreed that they would want a cup of coffee or juice with the 

yogurt, and the males mentioned the need for a bun as well (Focus group 1 and Focus group 2). 57 

percent of the participants in the survey have coffee with their breakfast (Survey).  
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Digitalization 

Information technology is increasing. Digitalization provides an inexpensive and affective approach 

to share information, purchase and sell. Digitalization, and thus the Internet have caused more 

transparent markets, where competition is intense in many industries. Digitalization has made it 

possible for customers to purchase products online, which for many firms have enhanced the B2C 

relationship. The graph below illustrates how online shopping has increased for all Danes.  

 

 

 

 

 

 

 

 

In 2008, 42 percent of Danish women had made an online purchase within the latest three months.  

In 2012 this figure had increased to 59 percent. Copenhagen citizens’ online shopping habits have 

also increased from 2008 to 2012 with eight percent, which is reflected in the red bar. By dividing 

Danes into 16-19 year olds and 20-39 year olds it is apparent that the last mentioned group is the 

strongest in online shopping, with 75 percent having made an online purchase within the latest three 

months in 2012. The figure for the younger group is 67 percent in 2012. These figures show that a 

yogurt shop’s potential customers are active online shoppers. Therefore it could be beneficial for a 

yogurt shop to have an online ordering system. Customers who purchase many cups (for a private 

Source: Dansk statistik.  
URL:	http://statistikbanken.dk/statbank5a/default.asp?w=1280  

Purchases on the Internet by type and time. 
Within the latest three months (percentage of the population)	
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gathering or for a business meeting) would perceive this as good service, since it would reduce 

waiting time. Digitalization is understood as an opportunity rather than a threat. Foreign 

competitors or new entrants have easy access to information about the company, however these 

circumstances are likewise affective the other way around.   

 

Globalization 

Globalization, like Digitalization, is understood as an opportunity rather than a threat. Globalization 

open borders to foreign countries and increases competition for domestic companies, however 

Globalization also increases the ease of being inspired from foreign players.  

 

Rivalry 

The largest threats for a yogurt shop in Denmark are Substitutes and Buyers. Since a similar 

provider does not exist in the Danish market, it is a risk to open a yogurt shop. There are no 

providers of a similar product to benchmark from, thus there is a risk that fresh yogurt away from 

home will not sell in Denmark. The numerous options for easy food away from home in 

Copenhagen makes it easy for the sceptic customer to choose a different product. A yogurt shop 

would have monopoly in Denmark and foreign companies that become aware of this can easily 

enter. They can be financially strong and experienced, which would enable them to open more 

stores quickly and offer different and broader product ranges. Likewise Danish new companies 

could easily benchmark, and avoid first mover mistakes. The possibility of these new entrants are 

however not only understood as threats, since more companies with similar concepts increases the 

customers understanding of the product. The untouched market also brings great opportunities; the 

market is monopolistic, thus suppliers are rather easy to negotiate with and a yogurt shop would 

have exclusive rights of customers who want fresh yogurt away from home. Globalization and 

Digitalization are factors that are primarily seen as opportunities for a yogurt shop. Rivalry in the 

start up phase is not understood as too intense, since a yogurt shop would introduce a new product, 

with no existing direct competitors.  

 

9.2 Consumption behaviour 
	
The products offered in the foreign yogurt shops functions as breakfast, snacks and desserts. 

According to professor Preben Vestergård, 15 percent of Danes consume yogurt for breakfast 
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(Haar, S. 2012). In the survey conducted for this paper 43 percent of the participants consume 

yogurt for breakfast and 86 percent consume breakfast at home (Survey). This is supported by the 

focus groups, where 12 of the 16 individuals claimed that they consume yogurt for breakfast, 

however only five consume breakfast at home (Focus group 1 and Focus group 2). These figures 

and findings indicate that the product of a yogurt shop corresponds to Copenhagen citizens’ 

consumption habits in the morning. Approximately 50 percent of Copenhagen citizens are in the 

age of 20 – 40 years and are unmarried, and 72 percent of all adults living in Copenhagen do not 

have children (www.statistikbanken.dk). Thus many Copenhagen citizens might not be constrained 

to consume breakfast at home, and are more likely to consume breakfast away from home than 

other Danes. This is supported by a research of consumption behaviour in Sweden, Norway and 

Denmark conducted by the National Institute for Consumer Behaviour in Norway, which found that 

individuals in metropolises in general consumed more meals outside the home, than people in urban 

areas (Kjærnes et. al. 2001). McDonald’s has hired YouGov to conduct an analysis of Danes’ 

breakfast habits. The result of the analysis showed that on Zealand seven out of ten people eat 

breakfast, and nine out of ten people eat breakfast away from home (news.cision.com). Most of the 

86 McDonald’s restaurants in Denmark used to be closed in the morning, however since April 15, 

2013, the restaurants started opening at 7 am, serving yogurt, oatmeal, organic eggs and buns 

(nyhederne.tv2.dk). The next question is then, how far customers will travel to purchase the 

product. As yogurt is not considered an exclusive product, willingness to travel far to purchase the 

product is believed to low. This has high importance for location of the shop, and will be further 

discussed in Customer segmentation (p. 61) and in Theory of location (p. 67).  

The research by the National Institute for Consumer Behaviour in Norway draws distinctions 

between individual and social consumption and between private and public consumption: 

 

 Private Public 

Individual Eating taking place alone in the 

home 

Individual snack in the street, 

or alone at work. 

Individual meal at a restaurant 

or cafe 

Social Family meal at home, or a 

meal with friends in a private 

home 

A meal in a restaurant or café 

with company, or lunch with 

colleagues 
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Location (private or public) and social vs. individual are two of the most important aspects of 

consumption behaviour. In the following graph, figures show the division of these aspects in 

Denmark:  

 

 

 

 

 

 

The figures show that in 2001 consumption away from home was more often a social event in 

Denmark than an individual. This supports the discussion in section 1, of a Danish yogurt shop 

having a cosy seating area to meet social- esteem- and self-actualization needs, and to provide a 

nice setting for families and friends. As learned in section 1, the caring part of the Danish culture is 

not the same as Danes being social with strangers. Therefore a Danish yogurt shop should still be 

appealing to individuals dining alone.  

 

Danes consume yogurt and are concerned with health, therefore it is reasonable to believe that 

Danes would purchase yogurt away from home as breakfast or as a healthy alternative to a snack or 

Own illustration of social context for consumption during weekdays. Adapted 
from the National Institute for Consumer Behaviour in Norway by Kjærnes et. al. 
2001 

Social context for consumption during weekdays	
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dessert. The challenge is not to adapt a foreign product to the Danish market, but to adapt a foreign 

way of enjoying the product. 

 

9.3 SWOT/TOWS 
	
 Opportunities 

- Business agreements  

- Develop a chain  

- Additional sales channels 

Threats 

- Other providers of healthy 

food away from home 

 

Strengths 

- First in the market 

- Only in the market 

- Cheap labour 

- Central location 

- In accordance to tendencies 

- Strong PR  

SO  

- Central location and 

monopoly can, via PR, create 

customer loyalty among 

private customers and 

businesses  

- Customer loyalty can 

generate financial strength and 

enable the opening of more 

stores and expansion of the 

product range 

- Monopolistic situation can 

generate possibilities for 

additional sales channels 

ST 

- Good PR can help create 

customer loyalty among 

private persons and businesses 

 

Weaknesses 

- No direct competitors in the 

Danish market to benchmark 

from 

- Risk: Will yogurt away 

from home sell? 

 

WO 

- Agreements with businesses 

can secure some income 

- No direct competitors enable 

a yogurt shop to benefit from 

first mover advantages 

- Additional sales channels can 

secure some income 

WT 

- By offering supplementing 

products, a yogurt shop is 

better prepared for the risk of 

yogurt away from home not 

selling, and is a stronger 

competitor to providers of 

other healthy food 

 
Source: Own illustration of SWOT/TOWS analysis 
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A yogurt shop in Denmark would be the first of its kind. Being first mover can be beneficial, since 

customer loyalty can be built, and there is no direct competition. However, the first player in the 

market must test whether yogurt away from home will sell in Denmark, which is a huge risk. By 

making agreements with businesses and by establishing additional sales channels, some income is 

secured, and by offering supplementing products, a yogurt shop is better prepared for the risk of 

yogurt away from home not selling in Denmark.  

 

9.4 Conclusion of section 2 
	
A Danish yogurt shop’s yogurt supplier should be Danish, organic and provide skyr, drained yogurt, 

lactose free yogurt and frozen yogurt. Skyr consumption has increased tenfold during the last four 

years (www.fdb.dk) and even though few Danes are lactose intolerant, many believe that they are 

(Aarup, L. 2012). In 2010, Denmark was the most consuming country of organic products in the 

world (www.lf.dk). A yogurt shop would have monopoly in the Danish market, and would 

primarily be threatened by substitutes and buyers, therefore continuous sales and customer loyalty 

is important. Theory of location is important in this matter, since yogurt is not considered a product 

the customer is willing to travel far to purchase. One of the foreign companies’ special 

characteristics is that products functions as breakfast, snacks and dessert. A Danish yogurt shop 

should offer more than fresh yogurt, to strive to achieve the same broadness. 15 percent of Danes 

consume yogurt for breakfast (Haar, S. 2012) and 43 percent of the participants in the survey 

consume yogurt for breakfast. The result of an analysis conducted by YouGov on behalf of 

McDonald’s showed that on Zealand seven out of ten people eat breakfast, and nine out of ten 

people eats breakfast away from home (news.cision.com). These findings and figures indicate that 

the product of a yogurt shop corresponds to Copenhagen citizens’ consumption habits in the 

morning. 
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10.0 Section 3 - Market analysis 
	
With the thorough analysis of how to transfer the foreign concept of yogurt shops to Denmark, a 

market analysis can be made. The market analysis will generate knowledge that can lead towards a 

valid proposition of a business plan. By addressing potential customers, and investigating potential 

competitors, Getting to plan B, provides more detailed suggestions for a yogurt shop in Denmark. 

The Product Innovation Life Cycle will be used to highlight phases where innovation needs special 

attention in product vs. process and visa versa. As discussed, preferences and expectations to 

service differ across cultures. The Perceived Service Quality goes through important aspects of 

providing good service that will satisfy customers. 

 

10.1 Getting to plan B  
	
The first idea for a new business is by John Mullins and Randy Komisar labelled Plan A. They 

state: “Why Plan A – Yes, Yours – Probably Won’t Work” (Mulling J & Komisar R, p. 3) and 

describe how Plan A’s must address leaps of faith to learn about potential failures in the business 

plan. Leaps of faith are then formulated into hypothesises which can be tested by investigating 

analogs and antilogs and by dashboarding. An analog is a company with one or more aspects a 

yogurt shop in Denmark can adapt, whereas an antilog is a company with one or more aspects a 

yogurt shop in Denmark should avoid. A company can have both analog and antilog qualities. 

Testing the hypothesis as quickly and cheaply as possible – and measure the results in a structured 

manner is called dashboarding (Mullins J. & Komisar R. 2009). A dashboard measures qualitative 

figures such as sales pr. hour, or which items have highest sales. At an early stage, when the 

business does not exist, such measures cannot be made. Instead qualitative interviews and 

observations can generate great knowledge, of adjustments that need to be made to the business 

plan. 

 

As previously discussed an increasing number of Danes eat breakfast, approximately 15 percent eat 

yogurt for breakfast (Haar, S. 2012) and yogurt and skyr consumption is increasing. Danes are 

familiar with the product, however it is yet to be learned whether customers will buy yogurt away 

from home. Furthermore whether yogurt sales will differ with seasons is a concern. A cup of cold 

yogurt with topping might not be appealing in January. The customer segment is assumed to be 

Copenhagen citizens, primarily women, and individuals with errands in the local area, however this 
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is yet to be confirmed. Coffee, water and juices are considered the most important complementary 

products, however this must likewise be confirmed by field research. These considerations leads to 

three leaps of faith: Will people buy fresh yogurt away from home?  Will people buy yogurt in 

winter? And are women in Copenhagen and individuals with errands in the local area, the primary 

customer segment? 

These leaps of faith lead to the following hypothesises:  

 

Hypothesises 

H1 Customers will buy fresh yogurt away from home 

H2 Customers will buy fresh yogurt during winter 

H3 The primary customer segment are women in Copenhagen and individuals with errands in 

the local area 

 

These hypothesises are tested through the investigations of analogs and antilogs, through interviews 

and a survey. Iogu, Joe and The Juice and Big Apple were observed. Focus groups were 

interviewed and a survey was conducted.  

 

Plan B 

Addressing customers directly led to adjustments to the business plan, thus deriving at plan B. 

Surveys and focus groups are seldom the best way to learn customers’ demand, since it can be 

difficult for individuals to imagine whether they have a certain need or not (Mullins J. & Komisar 

R. 2009). Despite these limitations, a focus group provides insight into the segment. In real world 

individuals are affected by the people they trust. Customers affect each other’s opinions; this is also 

what happens in a focus group. In individual interviews one person elaborates on his or her thoughts 

and is not affected by others, which is not very realistic. The first focus group consisted of eight 

women living in Copenhagen. They could not see nor taste a potential product. However they were 

presented to a Minimum Viable Product (MVP). A MVP is a product that reflects the product in 

design and taste, and is made of minimum required goods (Ries, E. 2011). A MVP helps the focus 

group to be honest about their thoughts of the concept, as they can see and taste the product in 

question.  
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A second focus group was carried out, when a final proposal of a product could be presented. This 

focus group consisted of four men and four women living in Copenhagen. All the women in both 

focus groups stated that they consume yogurt during winter, which suggest that H2 might be true. 

Only one of the men consumed yogurt on a regular basis, and he claimed that he also consumes 

yogurt during winter. In the survey conducted participants were asked in which seasons they 

consume yogurt, and the variances were little. 97 percent of the participants consume yogurt during 

summer, and 89 percent consume yogurt during winter (Survey). Figures from Dansk statistik 

supports this by showing very little variations in yogurt consumption between seasons 

(www.statistikbanken.dk).  

 

The women in the focus groups claimed that they eat yogurt every day, some even twice a day. 

They primarily eat yogurt for breakfast and as an afternoon snack, and claimed that they would 

either stay in the shop to eat the yogurt or they would bring it with them to the office. They all 

agreed on the need for a healthy snack away from home and could all vision themselves being 

customers at a yogurt shop. Supplements and criterion for location were discussed, which lead to 

adjustments to the business plan and formed the new Plan B: 

 

 People will consume the yogurt in the shop or in the office 

 Coffee, water, juice, tea and a bun are also important supplements  

 The shop must be located in Central Copenhagen, in an area with high customer flow 

 

MVP used with focus group 1, and final product used with focus group 2 
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Plan C 

Joe and The Juice and Big Apple are located in Central Copenhagen in an area with high customer 

flow. Therefore these two cafes were observed on three different occasions. The observations were 

structured with notice to no of customers, which items were ordered, no of customers eating in the 

shop, and time customers stayed in the shop were made (Joe and The Juice and Big Apple). Notice 

was also given to the total experience of visiting the cafés. Joe and The Juice opened in 2003, and 

has since then become a success in Northern Europe with 35 shops across Denmark, Sweden, 

Norway, Germany and England. 25 of the shops are located in Denmark, and 17 of these are located 

in Copenhagen (www.joejuice.com). They have succeeded in creating a complete concept. Before 

entering the store the customer can hear loud music. When the customer enters the store he/she sees 

hip and modern employees at the counter, often dancing, singing or making loud jokes with each 

other. The shop is dark and inventories are low couches, which invites for hanging out. Big Apple 

opened its first juice bar in 2010 in Gothersgade and has another shop in Fiolstræde. The store does 

not have as clear a profile as Joe and The Juice. There is no music, the seating area consists of bar 

chairs and benches, there is nothing on the walls and the light is bright.  

 

The observations in Joe and The Juice and Big Apple have provided an indication of customer 

flows in cafes in Central Copenhagen on three different times on weekdays. Furthermore the 

observations provided indications of spending pr. customer (no of purchased items) time spend in 

the café and no of customers who stayed in the café to consume the product. The final adjustment to 

the business plan, forms plan C: 

 

 A seating area is important for Danish cafes 

 

Conclusion  

The learning process has taken a potential Danish yogurt shop’s business plan from plan A to plan 

C. If a yogurt shop opens, dashboarding can be performed, which will take the business to plan D or 

Z. The learning process is an ongoing process, and the success of a yogurt shop in Denmark is 

reluctant on the owners’ ability to understand and apply this tool.  

 

Recall the discussion of JTBD in section 1, World. A job statement for the foreign yogurt shops was 

suggested to be: taking (action verb) a healthy product (object of action) to go (contextual clarifier). 
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The analysis and discussions have led to a valid suggestion for a Danish yogurt shop’s job 

statement: consuming a healthy product away from home. The importance-satisfaction model 

measures the importance to customers of a certain job and how satisfied customers are with the 

current solutions (www.claytonchristensen.com). Based on the research in this paper the 

importance-satisfaction model of consuming a healthy product away from home can be illustrated: 

 

 

 

 

 

 

As illustrated in the model consuming a healthy product away from home is of high importance to 

potential customers of a Danish yogurt shop, while satisfaction of the current solutions is low. 

Therefore this job statement is under-served in the Danish market, which invites for innovation. 

 

 

 
	
	

Own illustration of importance-satisfaction model. Adapted from 
Clayton Christensen (Christensen, C. 2007)

Importance-satisfaction model 
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10.2 The Product Innovation Life Cycle 
	
It is important to identify innovation opportunities, either by utilizing internal knowledge (resource-

based view) or by finding market needs (market-based view). The Product Innovation Life Cycle 

helps in this, as it identifies how innovation opportunities in relation to product may change over 

time (Paton, S. 2011). From a product development point, innovation will move from radical 

innovation to incremental innovation, with each add-on or change to the product becoming less 

impactful. Likewise process development becomes more incremental as the product matures and 

smaller corrections to the process are made.  

 

 

 

 

 

The life cycle is divided into three stages, with different emphasis on innovation: 

The Fluid Stage: There is a lot of uncertainty in this stage. This uncertainty can be divided into 

target and technical. Target defines what the application of the technology will be, and technical 

defines how the technology can be exploited to meet this application (Paton, S. 2011). Dannon, for 

instance defined the target of opening a yogurt shop (The Yogurt Culture Company). The technical 

approach was to use existing technology of producing yogurt. When these aspects are defined the 

Own illustration of The Product Innovation Life Cycle. Adapted from Abernathy and 
Utterback (1978) 
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company goes through experimentation and learning processes to find the dominant design. In the 

case of yogurt shops processes of combining taste flavours and finding appropriate serving sizes are 

likely to take place in this phase. Focus at this stage is on the product, and at the end of the phase 

the target has been defined and the technical issues in relation to reaching the target should have 

been mostly overcome (Paton, S. 2011).  

The Transitional Phase: In this phase activity becomes less random and more planned. The focus is 

on finalizing the product, improving quality and reliability. Innovation is becoming more 

incremental, with focus on differentiation in the market (Paton, S. 2011). Chobani SoHo, for 

instance, offers yogurt with salmon, olive oil or peanut butter jelly (www.chobanisoho.com), which 

differs the shop from other yogurt shops in New York. Process innovation is important in this 

phase, as ideas partly will define the operation process. For example, Chobani SoHo’s yogurt with 

salmon brings additional complications to the operating process.  

The Specific Phase: Innovation is now focused on production process. The aim in this phase is to 

cut costs and improve efficiency. The product is considered mature in the market, and may have 

customer loyalty based on low price or high quality. In this stage the product is ready for 

replacement or add on. The Yogurt Culture Company recently began asking Facebook followers of 

their wishes for flavours offered in the shop (www.facebook.com). This could be a sign of The 

Yogurt Culture Company engaging in adding new/other products to the product range.  
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10.3 Perceived Service Quality 
	

 

According to James and Mona A. Fitzsimmons, customers use the five dimensions Reliability, 

Responsiveness, Assurance, Empathy and Tangible to measure service. If the service provided does 

not meet the expectations, quality satisfaction will be negative. If the service provided meets the 

expectations, quality satisfaction will be neutral, and finally if the service provided exceeds 

expectations, quality satisfaction is positive (Fitzsimmons, J. A. & Fitzsimmons, M. J. 2008). 

Service providers are fighting to provide better service for customers, which enhances customers’ 

expectations. 

 

Reliability: It is important that a yogurt shop manages to perform service dependably and 

accurately. If business agreements are made, it is important that demand can always be met. The 

resource-based view of the firm is about applying own resources to gain success. As Sarasvathy 

explains entrepreneurs start with their own capabilities and build a business around that 

(Sarasvathy, 2008). Knowing the limitations to own resources and capabilities is essential for 

creating a successful business. Demand must never exceed capacity, since this will result in 

expected service exceeding perceived service, i.e. unacceptable quality. One mistake can cause 

serious damage due to word of mouth. A yogurt shop could benefit from having additional sales 

channels. Again it is important that agreements can be met by capacity. Satisfaction of private 

customers is equally important. When PR is initiated, customers are likely to visit the shop. When 

Source: Own Illustration of Perceived Service Quality. Adapted from A. Parasuraman, V.A. Zeithalm and L.L. Berry 
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they do, all products must be in stock and fresh, service must be spotless and the shop must be clean 

and inviting.  

Responsiveness: Even with the greatest efforts, reliability is bound to suffer occasionally. Illness 

among personal, supplier delays or other unforeseen circumstances can result in unacceptable 

quality. However the ability to recover quickly and with professionalism can create very positive 

perceptions of quality (Fitzsimmons, J. A. & Fitzsimmons, M. J. 2008). If demand exceeds capacity 

on a certain occasion, and the promised order is not respected, customers should be given 

compensation. Then instead of being dissatisfied, they would experience a quality surprise, and 

would possibly spread positive word of mouth. Unforeseen demand, or illness among personnel 

could result in unacceptable waiting time. Impatient and unsatisfied customers could experience a 

service surprise, by being offered coffee on the house, or a plate of fruit could be put to their 

admission.  

Assurance: Assurance is the employees’ ability to convey trust and confidence. The employees 

must have competences to perform service, politeness and respect for the customer, effective 

communication with the customer, and the general attitude that they have the customer’s best 

interest at heart (Fitzsimmons, J. A. & Fitzsimmons, M. J. 2008). Employee non-monetary 

incentives such as unlimited consumption of yogurt, coffee and fruit while on work and having 

social events is in accordance to the feminine culture in Denmark, where non-monetary rewards are 

appreciated. Having a friendly and flat hierarchy can enhance engagement and service and is in 

accordance to the low power distance in Denmark.  

Empathy: Empathy includes approachability, sensitivity, and effort to understand the customer’s 

needs (Fitzsimmons, J. A. & Fitzsimmons, M. J. 2008). Employees who manage to show high 

empathy will contribute to quality surprise. In this aspect it is important to give employees 

responsibility to make decisions in the moment. An unsatisfied customer should, as discussed be 

compensated with products free of charge.  

Tangible: The tangibles of the physical shop, on the website and on Facebook are of high 

importance. PR can result in potential customers visiting the website and Facebook page. Therefore 

these must be graphically appealing and informative. Benchmarking from other yogurt shops can 

serve as inspiration for what to do and what not to do. The Yogurt Culture Company serves as an 

analog in this aspect, since they have an appealing website, with aspects that could be adapted 

(www.yogurtculturecompany.com). Joe and The Juice, on the other hand, serves as an antilog, since 

their website is uninformative (www.joejuice.com). Again, to avoid unacceptable service by 
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demand exceeding capacity, the website and the Facebook page should not make promises that 

cannot be kept. With time, an online ordering service could increase customer satisfaction, due to 

ease of purchase. However for start up, such a service could lead to unacceptable service, due to 

lack of capacity. The customer should be able to ask questions on Facebook and on the website, 

however a comment stating that questions will be replied in a certain time period is needed.  

The tangibles of the physical shop are of even higher importance. The tangibles of the shop reflect 

the product. Thus the customer must experience a complete, stylish and appealing shop. The time 

spent in the shop contributes to the total experience.  

Conclusion: When perceived service does not meet expected service, there is a quality gap, which 

due to the power of word of mouth, can be damaging. Customers have high expectations to service 

providers, due to many companies with high service. However, expectations can be controlled, by 

not promising too much and by not engaging in too many or too large business agreements. Sales 

could increase by engaging in additional sale channels; this should be with attention to own 

capabilities. Furthermore when reliability does fail, quick and professional recovery can create very 

positive perceptions of quality. 

 

10.4 Conclusion of sections 3, Market analysis 
	
Via the theory Getting to plan B, focus groups of potential customers were interviewed. The 

participants in the focus groups could all imagine themselves purchasing yogurt for breakfast in a 

yogurt shop. They agreed that they would stay in the shop to consume the yogurt or bring it to the 

office (Focus group 1 and Focus group 2). This supports the suggestion in Section 1, of having a 

seating area in a Danish yogurt shop. The JTBD for a yogurt shop in Denmark is suggested to be: 

Consume a healthy product away from home. This job statement is under-served in the Danish 

market, which invites for innovation. The Product Innovation Life Cycle provided an overview of 

where to focus innovation in a start up. Attention must be given to the product, to develop a unique 

product that corresponds to the culture. With a final product, attention can be given to the processes, 

with focus on minimizing costs and increasing efficiency. Then innovation is again focused on 

product, to strive to introduce add-ons or new products. Starting a service business requires high 

understanding of the customer’s preferences and behaviour, in any culture. In the Perceived Service 

Quality model important factors for gaining customer satisfaction were discussed.  
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11.0 Section 4 – Business plan 
	
After investigating foreign yogurt shops, adapting findings to the Danish market and analysing the 

Danish market, a valid proposition of a business plan can be made. To start this process MOST will 

be formulated. Then a customer segment will be defined, which enables the construction of a 

promotion plan. Theory of location will determine important factors for the location of a Danish 

yogurt shop. The section ends in an economic perspective with a discussion of price setting, using 

the Big Mac Index, establishment costs and an estimation of when shop number two could open.  

 

11.1 The MOST framework 
	
Mission, Objectives, Strategy and Tactic are four important aspects to include when creating a 

sustainable strategy.  

 

Mission 

The idea behind a yogurt shop is to introduce yogurt as food that can be enjoyed away from home. 

The foreign yogurt shops’ special characteristics were adapted to the Danish market, and through a 

market analysis it was learned how to change the concept to meet the Danish customers’ 

requirements. The mission statement for a Danish yogurt shop can thus be formulated: 

 To create a shop with a cosy seating area, that exudes quality and care for the environment 

and offers organic yogurt of few calories and high quality. 

 

Objectives 

The next part of the framework is about formulating few sustainable and profitable objectives. The 

following objectives are identified: 

- Make business agreements 

- Have additional sales channels 

- Create a loyal customer base  

- Invest in product innovation to have product variation 

- Invest in process innovation to cut costs 

 

Strategy 
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The third factor in the framework is strategy. The short-term strategy is to generate awareness and 

loyalty with one shop and to have additional sales channels. Location plays a huge role in this 

matter. The neighbour stores and the individuals who reside in the area will have an impact on the 

perception of the shop. The critical matter of customers’ lack of willingness to travel to purchase 

the product, require a yogurt shop to be located in Central Copenhagen in an area with high 

customer flow. 

 

Tactics 

The last factor is tactics. These are plans that will be applied to meet objectives:  

 Bring product samples to companies, and encourage them to replace the afternoon snack or 

breakfast with yogurt cups 

 Bring product samples to hotels and introduce the idea of selling the product in their 

restaurant 

 Find the right location 

 Make a strong promotion plan  

 

11.2 Emergent strategies 
	

 

As a linear framework MOST does not consider unrealised or emergent strategies. All though 

objectives are realistic, some of them will not be realised as smoothly or quickly as expected. The 

strategy will then have to be adjusted. Emergent strategies are external factors, such as the financial 

crisis, climate disturbances, pandemics or volatile oil prices. Climate disturbances could have a 

negative impact on a gross margin, since it could increase prices on fruit and berries. This could 

Source: Own illustration of emergent strategies. Adapted from Mintzberg, Henry & Water, James A. Of Strategies, 
Deliberate and Emergent	
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result in less fruit and berries for topping sizes, or an increase of sales prices. Emergent strategies 

will lead to redefinitions of the MOST framework’s tactics. Adjusting the tactics, leads to 

adjustments of the strategy and mission statement. Emergent strategies can be natural and serve, as 

a positive adjustment between the company and the environment, meaning that when the 

environment changes it is important to adapt. 

 

11.3 Customer segmentation 
	
The targeted customer segment is Copenhagen citizens and individuals who have errands in the 

local area, regardless of were they live. The question is how far customers will travel to buy the 

product. Yogurt is not considered an exclusive product, and it is reasonable to believe that 

individuals will purchase breakfast, snacks or dessert nearby, thus the willingness to travel far to 

purchase a cup of yogurt is perceived as being low. Baresso, who offers coffee, seems aware of 

customers’ unwillingness to travel far for coffee, by closely locating their shops. The Yoghurt Shop 

in Australia likewise uses the approach of locating shops close to each other, which can be an 

indicative approach for a Danish yogurt shop. The Yoghurt Shop has ten shops across Adelaide, 

with 2-6 km between the shops, which in Copenhagen would not be comprehended as closely 

located shops, since distances are differently perceived in different countries. In Adelaide the 

population density is 659/km2 (www.autralia.com), whereas in Copenhagen the figure is 5.876/km2 

(www.kk.dk). In Copenhagen the population density is 9 times the population density in Adelaide, 

thus instead of locating shops within 2-6 km, shops should be located within 200 – 600 meters in 

Copenhagen. With the understanding that customers are not willing to travel far for the product, 

there are three types of potential customers for a yogurt shop in Denmark: 

 

1. Copenhagen citizens: Even though customers are unwilling to travel far to purchase the 

product, Copenhagen citizens in general, are potential customers for a Danish yogurt shop, 

even if they do not have errands in the local area. Distances in Central Copenhagen are not 

far, thus with a strong promotion plan it is reasonable to assume that some citizens will take 

a detour to purchase the product. 

2. People who work in the local area, or passes the area to get to work: Regardless of where 

they live, these individuals are closely situated to the shop five or six days a week, and are 

as such potential frequent buyers. 
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3. People who have errands in the local area: These individuals are shoppers, tourists, or 

persons who have business meetings in the area.  

 

70 percent of the participants in the survey lived in Copenhagen and 73 percent of the participants 

consume yogurt (Survey). Nina Wiboltt, Partner at 9PR, has expertise knowledge of trends and 

tendencies. She says that the modern Copenhagen female is very aware of health and calories, and 

that the tendency has increased during the last couple of years. According to her men too, are aware 

of their looks and health, but not to the same extent, and she believes that many men exercise to be 

able to eat high calorie food (Wiboltt, N.). The lifestyle blogger Emily Salomon has been 

interviewed, to gain a greater understanding of the Copenhagen female. Emily Salomon has 50.000 

unique readers every month, with 200.000 visitors and 700.000 page views. Her readers are 

primarily females living in Copenhagen. Emily claims that she experiences most responses to posts 

about her clothes, personal things, travels and recipes. She further explains that she enjoys writing 

about new places, especially if the product is new or different (Salomon, E.). 81 percent of the 

participants in the survey are interested in health, 80 percent are interested in travel, 72 percent are 

interested in food, 67 percent are interested in sport and 53 percent are interested in fashion 

(Survey). 

 

In the focus groups participants were encouraged to consider and discuss interest, values and 

opinions. They all valued quality, and all the women agreed that they enjoyed shopping and 

spending money on themselves. Only one of the men agreed with this (Focus group 1 and Focus 

group 2). Emily Salomon highlighted the same characteristics about herself, and she believes that 

her readers share her interests (Salomon, E.). 60 percent of the participants in the survey like 

spending money on themselves and 78 percent will pay more for quality (Survey). A Danish yogurt 

shop’s product would function as breakfast, snacks or desserts. As learned in section 2, Adaption to 

the Danish market, there is a tendency of people in metropolises dinning more out, than people 

living in suburban areas (Kjæres, et al. 2001). Furthermore the survey conducted by YouGov on 

behalf of McDonald’s showed that only one out of ten people in Zealand eat breakfast at home, and 

that seven out of ten eat breakfast (www.news.cision.com). Individuals without children might be 

more flexible to eat breakfast away from home, or to have a dessert after work, instead of going 

directly home. In Copenhagen 72 percent of the residents do not have children 

(www.statistikbanken.dk).  
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This knowledge enables a suggestion of a customer profile. A Danish yogurt shop could appeal to a 

broader segment than the suggested, however concept and promotion plan will be more complete, if 

a primary customer segment is identified (Wiboltt, N.). 

 

Primary customer segment: 

 

Criterion 1. Copenhagen citizen, or 
2. Work in the local area, or pass the area to get to work, or 
3. Errands in the local area 

Gender Female 
Interests Health 

Travel 
Food 
Sport 
Fashion  

Values Quality 
Organic 

Opinions I enjoy purchasing things for myself 
I will pay more for quality 

 

11.4 Promotion 
	
When the primary customer segment has been identified a promotion plan can be formulated. PR is 

important for creating customer awareness. PR must be constructed to be appealing to the primary 

customer segment, and must use channels that are visible and familiar to them.  

The initiatives are as follows: 

 Social media 

o Intelligent use of Facebook 

o Intelligent and frequent use of Instagram profile 

o Blogger activation by making blogger event 

 Press and local area 

o Send out press releases 

o Give the press and other VIPs discount cards 

o Visit editor offices with product samples 
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Social media 

By using social media the company is in direct contact with the customer, thus creating a pull 

strategy. The Internet has enabled many-to-many communication, which means that the customers 

have a voice as well. Kim Jacobsen is head of business development at the advertising agency 

Vertic. He defines social media: “Social media is people having conversations in the digital space” 

(Jacobsen, K.). Figures from a Nielsen report show that 78 percent of people trust recommendations 

made by other customers, while only 14 percent trust advertises. Figures from Dansk statistik show 

that 54 percent of all Danes are active on social media. In the age of 16-24 years, 91 percent of 

Danes are active on social media (Jacobsen, K.). According to Kim Jacobsen 200 people are 

reached when one person likes something on Facebook. He elaborates on how “social influence 

marketing should be applied in order to employ social media and social influencers to achieve the 

communication, marketing and the business needs of a company” (Jacobsen, K.). Social media can 

be used for sharing and recommending, to ask customers what they want, to serve customers in an 

instance, to build real personal involvement and for competitions and events (Jacobsen, K.). 

According to Nina Wiboltt, a company’s Facebook page should be created before the store opens. 

By creating the page a month before opening, an online audience can be build. The audience are 

potential customers and they can interact directly with the company. The page can serve as a teaser 

for “something new is coming to your neighbourhood”, which could generate curiosity (Wiboltt, 

N.). Communicating directly with customers can generate co-operation, which is in accordance to 

focusing on product innovation in the first phase of the Product Innovation Life Cycle.  

 

Dissatisfied customers can spread negative word of mouth about a company. It is fortunate when 

dissatisfied customers complain in a public forum, since the company can explain and fix the issue 

with an audience. Competitions on Facebook can enhance customer interaction, and is an 

opportunity to promote a product.  

 

Emily Salomon has 3377 followers on Facebook (Salomon, E.). When Emily Salomon posts 

something on Facebook, 3377 persons could press like, thus reaching more than 675.000 people 

(each individual has 200 friends on Facebook in average (Jacobsen, K.)). Emily Salomon has made 

a link between the blog and Facebook, thus posts on the blog are often communicated on Facebook 

as well. Bloggers sharing and recommending products on their blog and on Facebook can have a 

strong impact on brand awareness.  
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As the model below illustrates, European brands often post about products on Facebook, which 

generates a high interaction rate. Events, celebrities and questions are likewise of high interest to 

people.  

 

 

To enhance interactions on Facebook, a Danish yogurt shop could write about products, events, ask 

questions, and throw competitions. The participants in the survey showed interest in health, travel, 

food, sports and fashion. Posts and updates where these aspects are used could capture the interest 

of customers. When celebrities are present at Facebook pages interactions are high, therefore it 

could generate interest among customers if celebrities were invited to the shop and pictures of the 

visits were shared on Facebook and on Instagram.  

 

Kim Jacobsen suggests that the use of social media should be authentic; the content must be real 

and involving. Furthermore he highlights the importance of ensuring others involvement. Nina 

Wiboltt suggested that a new yogurt shop in Denmark should throw a blogger event. Lifestyle 

bloggers would be invited to an event in the shop where they could taste the product. Emily 

Own illustration of L2TT – European Fashion 2011. From Kim Jacobsen’s presentation (Jacobsen, K.) 
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Salomon claims that an invitation to an event would increase the likelihood of her posting about a 

new product or store. 

 

The social media plan should focus on mentions on blogs and Facebook activity. Kim Jacobsen 

explains that frequency and timing of posts on Facebook is of high importance. He suggested 2 – 4 

posts pr. week, since too many posts will annoy people, and too few will not generate interest. 

Furthermore he suggests morning hours, lunch time and evening hours as the best times for posts, 

since most people check their Facebook account in these hours. Instagram is an image base, and 

environmental images and product images should frequently be posted on the Instagram profile to 

entice followers to visit the shop. 

 

Social media plan: 

 Competitions on 
Facebook 

Facebook posts 
about products

Facebook 
questions 

Blogger 
events 

Actions on 
Instagram 

Frequency 4 pr. year 4 – 12 pr. 
month 

4 pr. month 2 pr. year 2 - 7 pr. week 

 

Press and local area 

Press texts and environmental pictures will be sent to editorial directors and lifestyle directors of 

leading women magazines in Denmark. By sending directly to top management, the chances of 

being mentioned in the magazines are highly increased (Wiboltt, N.). A yogurt shop should create 

discount cards, which would be sent to selected individuals in Copenhagen, who could use the card 

to receive discount in the shop. The individuals who should receive this card are press and public 

figures with high influence. A breakfast event should be held and bloggers should be invited 

(Wiboltt, N.). 

 

11.5 Theory of location 
	
The foreign yogurt shops that were observed were all located in metropolises. Joe and The Juice, 

the sushi restaurant Sticks n’ Sushi and the coffee bar, Baresso in Denmark applied the same 

approach to location strategy, by opening the first café/restaurant in Copenhagen (www.sushi.dk) 

(www.baresso.dk) (www.joejuice.com). By locating the first shop in metropolis the shop can 

manage with little market share, as opposed to small villages were shops need great market share to 

manage. 2 percent market share in Lower Manhattan is a huge turnover, whereas 2 percent market 



	 71

share in a small village, can be insufficient. Furthermore trends and tendencies are fostered in 

metropolises, thus sushi, coffee- and juice bars had greater chance of success in Denmark by being 

introduced in Copenhagen.  

As a service business, there are important factors to consider when choosing location. These are 

competitive clustering, saturation marketing and site considerations, and are discussed below:  

 

Competitive Clustering: Customers tend to seek out the area of town where they have many offers 

to choose from (Fitzsimmons, J. & Fitzsimmons, A. 2008). Sticks n’ Sushi are among other 

locations, present in Central Copenhagen, Copenhagen Ø and Copenhagen V, in areas with many 

other restaurants and cafés. Baresso is located on 17 well-visited areas in Copenhagen. Likewise 

Joe and The Juice’s locations in Copenhagen are in well-visited areas with other cafes. Joe and The 

Juice and Baresso are often present with more than one shop in a local area.  

 

Saturation Marketing: Some companies choose to locate the same shop tightly in well-visited areas. 

This strategy works best in downtown locations, where shops can capture impulse customers with 

little time to shop or eat  (Fitzsimmons, J. & Fitzsimmons, A. 2008). As discussed in Customer 

segmentation, it seems The Yoghurt Shop in Australia uses this approach, with ten shops across 

Adelaide. Baresso is located in six locations within a 1 km radius in Copenhagen. This strategy of 

locating shops tightly can also be the result of customers’ lack of willingness to travel far for non-

exclusive goods. By frequently appearing, advertising costs are reduced. Furthermore, shops that 

are closely located are easier to supervise and customer awareness is increased. These benefits of 

saturation marketing often overwhelm the competition, which can arise between the shops of same 

brand (Fitzsimmons, J. & Fitzsimmons, A. 2008).  

 

Site Considerations: Available real estate represents a major constraint on the final selection of a 

location. The well-visited parts of a city are popular among operators and therefore difficult to 

acquire. Rent is expensive and the landlord might demand down payment, justified by the high 

number of customers in the area. Further considerations are access, traffic and parking 

(Fitzsimmons, J. & Fitzsimmons, A. 2008).  

Iogu in Lisbon is located in a shopping centre with easy access for the walking customer. The 

Yogurt Culture Company and Chobani SoHo in New York, are located in streets with high traffic of 

both cars and walking customers. The foreign companies have chosen locations that are convenient 
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for customers in cars as well as for walking customers. Baresso’s coffee bars are primarily located 

in pedestrian streets and are easy accessible for walking customers, however not for customers in 

cars. Likewise Joe and The Juice are located in pedestrian areas and one-way streets. One-way 

streets dominate Central Copenhagen and car traffic might not be as heavy in Copenhagen as in the 

US or in Portugal. Considerations of the product at offer and in which situations customers will 

make a purchase are important in this matter. Sticks n’ Sushi are located in more convenient 

locations for customers in cars. Sticks n’ Sushi’s primarily customers are likely to have planned to 

go out for sushi, whereas the customer who buys a coffee or a yogurt might be impulse walking 

shoppers. The participants in the focus groups claimed that they would purchase a yogurt for 

breakfast, or after work as a snack. All but one work and live in Copenhagen and bike to work 

(Focus group 1 and Focus group 2). According to The Minister of Transport and Energy, 

Denmark’s transportation by bike had increased by 50 percent over the past 15 years (Hansen, 

Flemming, 2007). Figures presented by the City of Copenhagen, show that 55 percent of 

Copenhagen citizens bike to work and that Denmark after Holland are the two countries in the 

world that bike most pr. capita. In Europe Portuguese, Greek and Spanish people are those who bike 

the least. In Denmark 18 percent of all transportation are by bike, compared to one percent in the 

US (www.kk.dk). Thus locating a yogurt shop in pedestrian areas in Denmark, with no easy access 

for customers in cars, does not appear to be damaging for customer visits.  

 

11.6 Economy 
	
The economic perspective includes a price suggestion, using the Big Mac Index, calculating Gross 

Margin (GM), estimating establishment costs, expected sales and cash flows.  

 

Big Mac Index 

The Big Mac Index can be applied as a tool to indicate an appropriate price for a product in a given 

country. The price of a Big Mac differs in every country, and these prices can be used to find the 

purchasing power between two currencies (www.economist.com).  

In the first section, World, prices of foreign yogurt shops were observed. However, the purchasing 

power varies between currencies, thus these prices may not be the appropriate prices for a similar 

product in Denmark. Using the Big Mac Index will provide a more accurate idea of suitable prices 
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for similar products in the Danish market. The Big Mac Index cannot stand alone, since other 

factors are of high importance. These are discussed after the calculations. 

 

US vs. Denmark 

The yogurt shop Chobani SoHo’s smallest portion is 1.8 dl at $3.75, thus 1 dl yogurt costs $2.08 

 

The price of a Big Mac in the US is $4.20 

The price of a Big Mac in Denmark is 31 DKK 

1 dl yogurt costs (2.08/4.20) 0.49 Big Mac 

In Denmark, 1 dl yogurt should cost (31*0.496) 15.38 DKK   

(www.economist.com) (www.bigmacindex.org) 

 

The Yogurt Culture Company’s smallest offer is 3 dl at $5.49, thus 1 dl yogurt costs $1.83  

 

1 dl yogurt costs 0.43 Big Mac 

In Denmark, 1 dl yogurt should cost 13.51 DKK   

 

Portugal vs. Denmark 

1.5 dl yogurt with toppings costs € 3.5 at Iogu in Portugal, thus 1 dl yogurt costs € 2.33  

 

The price of a Big Mac in Portugal is € 3.49 

1 dl yogurt costs 0.67 Big Mac 

In Denmark, 1 dl yogurt should cost 20.73 DKK   

(www.bigmacindex.org) 

 

Australia vs. Denmark 

The smallest serving size of yogurt at The Yoghurt Shop in Australia is 1.4 dl at AUD 3.30, thus 1 

dl costs AUD 2.36  

 

The price of a Big Mac in Australia is AUD 4.80 

1 dl yogurt costs 0.49 Big Mac 

In Denmark, 1 dl yogurt should cost 15.22 DKK   
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(www.bigmacindex.org) 

 

Prices and serving sizes in Denmark 

The portion sizes of the foreign yogurt shops might not be the best sizes to apply in Denmark, since 

portion sizes varies across cultures. To test suitable portion sizes for Denmark, focus group 2 was 

presented to different sizes of the product. Sizes of 1.5 dl and 2.5 dl were recommended for serving 

sizes in the Danish market.  

The Big Mac Index calculations show different prices for each of these sizes:  

 

Company Suggested price of 1.5 dl in DK Suggested price of 2.5 dl in DK

Chobani SoHo 23.07 DKK 38.44 DKK 

The Yogurt Culture Company 20.27 DKK 33.78 DKK 

Iogu 31.09 DKK 51.81 DKK 

The Yoghurt Shop 22.84 DKK 38.06 DKK 

 

The foreign yogurt shops do not charge the same amount pr dl when sizes are increased. For 

instance Chobani SoHo’s next offer is 3.5 dl at $4.75. The size has increased with 1.7 dl, however 

the price has only increased with $1, as opposed to an increase of $3.54. The production costs of 

producing a small vs. a large sized product is often not very noticeably, therefore a well used 

pricing technique, is to entice the customer to choose the larger size, by choosing price points with 

small differences.  

 

It is well documented that low prices accelerate retail purchases. However there is evidence of a 

positive relationship between monetary price and perceptions of product quality. Shoppers with 

limited sources of information tend to make more use of price as an indication of quality. Therefore 

some customers might choose higher priced products as it increases the expected quality (Yue, Pan 

& Zinkhan). This rationalization can be applied for an organic product being introduced in a new 

market. There is a psychological aspect in choosing the exact price. The focus groups discussed the 

price points and agreed that the price of a large cup should exceed 40 DKK, to exude quality. It was 

agreed that 45 DKK was reasonable, whereas 51 DKK was too expensive. With a price at 45 DKK 

for 2.5 dl, the smaller size of 1.5 dl could be sold at 37 DKK.   
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Gross Margin 

Having determined the prices the calculation of GM can be done. Calculating GM is important, to 

learn whether the product is profitable. GM of small and large yogurts (Data on file. See Economy 

appendix for detailed calculations): 

Item Sells price Directly related costs Costs (DKK) GM GM (%) 

Small yogurt 37 1.5 dl yogurt 2   

  Total 6.3 30.7 83% 

Large yogurt 45 2.5 dl yogurt 3   

  Total 7.3 37.7 84% 

 

GMs of 83 percent and 84 percent reflect a profitable product, since for every 1 DKK sale the shop 

would make 0.83-0.84 DKK gross profit.  

 

Establishment costs 

Sufficient knowledge has been gained in order to provide a valid estimation of establishment costs 

for a yogurt shop in Denmark. Salaries, rent, sales costs, administrative costs and repayments on 

loan are included in the budget, which shows that month one, with no sales, will end in minus 

406,000 DKK. The highest negative number, which is the needed capital to open a yogurt shop in 

Denmark, is in month ten, where the month ends in minus 535,000 DKK (Data on file. See 

Economy appendix for detailed calculations). 

 

Expected sales  

The figures for costs and income are estimations, however the uncertainty level is considered to be 

noticeably higher for the income estimations. Sales figures are based on observations in Joe and 

The Juice and in Big Apple in Copenhagen. Each of the cafes was observed between 10 am – 11 

am, between 1 pm – 2 pm and between 4 pm – 5 pm. At Joe and The Juice figures of sold items 

were 53, 42 and 52 pr hour. And in Big Apple the figures were 32, 33 and 42 pr hour. Based on 

these observations average sale pr. hour in Joe and The Juice is 49, and average sales pr. hour in 

Big Apple is 35. 

 

With respect to the fact that there may be hours of the day with noticeable fewer customers, and that 

the observed cafés are well established, the expected sales figures for a Danish yogurt shop are set 
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noticeably lower than the sales figures in the observed cafes. In month one, zero sales are expected, 

since the month is used for preparations. In month two, 16 sales pr. hour are expected. This figure 

decreases over the next months and returns to the same level of sales in month seven. Expected 

sales increases in the following months and in month 12, expected sales pr hour are 23. Thus after a 

year in business the company is expected not to be far from the sales figures of Big Apple, however 

far from meeting the sales figures of Joe and The Juice.  

 

Shop number two 

In year two sales are expected to increase with ten percent compared to sales figures in month 12 in 

year one. The isolated result of year two is 507,000 DKK. However year one ends in minus 512,000 

DKK, thus at the end of year two, the business is expected to breakeven. With expected ten percent 

growth, the company could afford the opening of shop number two in the end of year three, which 

is expected to end in 415,000 DKK. This is less than the 535,000 DKK, which is required to open 

the first shop, it is however, considered sufficient, since establishment costs are decreased for the 

second shop. With more shops following the same budget as shop no one, a ten percent growth plan 

is considered realistic. The plan shows figures over ten periods with a result of 4,788,000 DKK in 

period ten (Data on file. See Economy appendix for detailed calculations). 

 

11.7 Conclusion of section 4 
	
This section started by formulating a potential Danish yogurt shop’s MOST. The mission is: To 

create a shop with a cosy seating area, that exudes quality and care for the environment and offers 

organic yogurt of few calories and high quality. This mission is formulated on the basis of the 

knowledge gained by investigating foreign yogurt shops, adapting special characteristics to the 

Danish market and analysing the Danish market. Baresso’s and The Yoghurt Shop’s strategies of 

tightly locating shops, could be a result of customers not wanting to travel far for non-exclusive 

goods. A Danish yogurt shop’s product is likewise considered non-exclusive, and therefore besides 

Copenhagen citizens, the primary customer segment is perceived as individuals who work in the 

local area, or pass the area to get to work, or individuals who have errands in the local area. The 

primary customer is understood to be women who value ecology, will pay more for quality and 

enjoy purchasing things for themselves, and they are interested in health, travel, food, sport and 

fashion. This information on a primary customer segment enables the construction of a promotion 
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plan, which should be focused on social media and magazines with focus on health/sport, travel, 

food or fashion. The Big Mac Index was used to suggest valid price points of 1.5 dl at 37 DKK and 

2.5 dl yogurt at 45 DKK. GM of 83 percent and 84 percent reflect profitable products. The financial 

requirement for a opening a yogurt shop in Denmark is 535,000 DKK and with ten percent growth, 

the second shop can open at the end of year 3. With continuous ten percent growth the result would 

be 4,788,000 DKK in ten periods.  
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12.0 Conclusion 
	
Foreign yogurt shops provide healthy products, which customers can enjoy to go. The products 

function as breakfast, snacks and desserts. Danes consume an increasing amount of yogurt and skyr 

pr. capita. In Zealand the majority of people eat breakfast and nine out of ten people eat breakfast 

away from home (news.cision.com). This indicates that the product of a yogurt shop corresponds to 

Zealand citizens’ consumption habits in the morning.  

 

A yogurt shop in Denmark should, due to cultural differences differ from the foreign yogurt shops 

in some aspects. In feminine cultures, such as Denmark, individuals might in general care more for 

the environment, than individuals in masculine cultures. Danes purchased most organic food pr. 

capita in the world in 2010, thus a yogurt shop in Denmark should sell organic yogurt. Many Danes 

have the basic physiological and safety needs covered and are focused on meeting social- esteem- 

and self-actualization needs. Consumption away from home is more often a social event in 

Denmark than an individual. Therefore a yogurt shop in Denmark should, unlike the foreign yogurt 

shops have a seating area. Serving sizes are by tradition larger in the US than in Europe, and the 

serving sizes in a Danish yogurt shop should be 1.5 dl and 2.5 dl. With indications from Big Mac 

Index calculations, the prices are suggested to be 37 DKK and 45 DKK.  

 

Potential customers are divided into three groups: Copenhagen citizens, individuals who work in 

the local area or who passes the are to get to work, and individuals with errands in the local area.  

Baresso and The Yoghurt Shop apply strategies of tightly locating shops, which could be the result 

of customers not wanting to travel far for the products at offer. A Danish yogurt shop’s product is 

considered non-exclusive, and customers are not expected to be willing to travel far for the product, 

therefore the location of a yogurt shop should be in Central Copenhagen in an area with high 

customer flow. GM of 83 percent and 84 percent reflect profitable products and with continuous ten 

percent growth a yogurt shop in Denmark could have a result of 4,788,000 DKK in ten years.  

With adjustments to the foreign yogurt shops’ special characteristics, a yogurt shop concept is 

considered a viable business proposition in the Danish market. 
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13.0 Perspective 
	
Opening a yogurt shop in Central Copenhagen demands DKK 535,000. For the business to meet the 

expectation of ten percent growth, continuous field research must be carried out. By dashboarding 

the business can learn in which hours sales are high/low and which products sale most/less, which is 

important knowledge in terms of cost cutting and sales optimization. The JTBD is believed to be, 

consuming a healthy snack away from home. Observing and talking to customers can gain greater 

insight into customers’ needs. This can lead to an adjustment to the JTBD, which can lead to 

product development and increased sales. The location strategy is to locate the shops tightly 

together. Thus the second shop should be located in the same local area as the first shop. The next 

five shops should be located in Copenhagen, whilst shop number eight, nine and ten could be 

located in other larger cities in Denmark. With 10 shops across Denmark the business can cross 

boarders.  
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15.0 Appendix  
	
Appendix 1 
Open-end qualitative interview with focus group of 8 customers in the targeted 

segment 

The discussion is on the CD. 

Wednesday d 24/10 - 2012: 

1. Maria Møller, 28 years, teacher, 1 child, Dane, lives in Copenhagen, in a relationship 

2. Josefin Larson, 24 years, student, Swedish, lives in Copenhagen, single 

3. Louise Rode Bæk, 26 years, works with online marketing, Dane, lives in Copenhagen, 

single 

4. Iben Carlsen, 25 years, student, Dane, lives in Copenhagen, in a relationship 

5. Josephine Wiboltt, 24 years, student, Dane, lives in Copenhagen, in a relationship 

6. Marike Krogh, 27 years, works in advertising, Dane, lives in Copenhagen, in a relationship 

7. Charlotte Wiboltt, 54 years, works with accounting, 4 children, Dane, lives in Kgs. Lyngby 

(Northen Zealand), married 

8. Camilla Schytte Andersen, 26 years, works with communication, Dane, lives in 

Copenhagen. 

 

Questions for discussion:  

 

First some questions regarding your eating habits, then some questions regarding The Yogurt Shop. 

all comments are more than welcome as we go along.  

 

Eating habits: 

Do you eat breakfast? 

What do you eat for breakfast? 

Do you eat breakfast at home? 

 

What do you eat for lunch? 

What do you eat as snack? 

 

Do you consider calorie consumption? 
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Is this in periods or always? 

Do you consider how healthy the food is that you eat? (vitamins etc.) 

Does ecology mean anything to you? 

What do you often buy when your hungry and on the go? 

Why? 

 

How does your eating habits differ from summer to winter? 

Are there any other periods where your eating habits change? 

 

Which meals do you most often purchase away from home? 

What are the most important aspects with these meals? (calories/health/price/organic) 

Why are these aspects important? 

 

Where do you most often buy food on the go? (mentioned a store) 

What do you choose from the menu card? 

Why? (price, image, a companied by, health) 

 

The Yogurt Shop: 

Do you eat yogurt? 

How much? 

How often? 

 

Can you picture yourself purchasing something from The Yogurt Shop? 

- At what times and in what circumstances? 

 

Would you like to be able to sit in the shop and eat the yoghurt? 

How much do you believe you would pay for a bowl of yogurt? 

 

Would you be interested in saving money by purchasing a coupon card? 

How much should savings be, for this to be interesting? 

 

Which products would be most important for you to be able to buy with the yogurt? 
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Why? 

 

Where should The Yogurt Shop be located? 

Why? 

 

Is coffee important? 

Do you often purchase coffee on the go? 

Where? 

Is it important to you that you can buy something to eat with your coffee? 

How important is the quality of the coffee to you? 

What is good quality? (organic, freshly brewed, Nescafe etc.) 

Would you prefer to purchase good coffee at a high cost or average coffee at low cost? 

 

What would be the crucial factor that would determine if you would purchase something at The 

Yogurt Shop? 

 

What are important values for you? 

What are your interests? 

Do you spend a lot of money on café? 

Do you spend a lot of money on your self? 

What is the no. 1 priority in you budget? 

Do you purchase things even though you know you can’t afford them? 

Do you consider yourself a firstmover? 
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Appendix 2 

 

Observations of Joe and The Juice, Sværtegade  

The first observation took place on Tuesday, January 15, 2013, between 10 am – 11 am The store is 

approximately six times ten meters, with serving area in ten times three meter. There is seating area 

for approximately 16 guests. Juices costs 40-50 DKK, sandwiches costs 48 DKK and coffee costs 

25-30 DKK. There were 53 sold items in total. There were 41 customers in the observed period. 19 

customers stayed in the café to eat or drink the purchased item. 12 customers bought two items and 

14 customers bought coffee.  

The second observation took place on Wednesday, January 16, 2013 between 1 p.m. and 2 p.m.  

There were 42 sold items in total. There were 34 customers in the observed period. A brief 

conversation with the employee, revealed that the observed day was a very slow day, he believed it 

was due to the bad weather. 12 of 34 customers stayed in the shop to eat or drink the purchased 

items. The 12 customers in average stayed for 30 minutes each. 8 of the 34 customers purchased 

two items and 14 of the 34 customers purchased coffee.  

The last observation took place on Thursday 17, January 2013 between 4 p.m. and 5 p.m. There 

were 52 sold items in the observed period. 22 customers stayed in the café to eat or drink the 

purchased item. 20 customers bought two items (sandwich and either juice or coffee) and 14 

customers bought coffee (Joe and The Juice).  
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Appendix 3 

Open-end qualitative interview with focus group of 8 customers in the targeted 

segment 

 

Wednesday d 20/3- 2013: 

1. Marie Kirke, 27 yeast, lives in Copenhagen 

2. Paula Grønlund, 26 years, lives in Copenhagen 

3. Kristine, 24 years, lives in Copenhagen 

4. Peter Jensen, 21 year lives in  

5. Aske, 21 years lives in Copenhagen 

6. Jacob Stig Jørgensen, 27 years, lives in Copenhagen 

7. Martin Berg, 26 years, lives in Copenhagen 

 

Discussion:  
 
Storage: jam glasses of metal to serve from. Scoop with milk cup.  
 
How do you like the logo? Like it. Love the colours. Not sure what the whole in the yogurt is. But 
nice.  
 
Which tastes do you like? Rødgrød, and passionsfrugt with mango 
 
Which taste do you not like? Passionsfrugt with mango, and kondeseret mælk  
 
Would purchase frozen. There must be a low fat yogurt on the menu.  
 
Filter coffee is not good enough. All want lattes.  
 
Prices should be 37 and 45. Don’t call in small and large, rather regular and large.  
 Perhaps have a refeal service 
 
Spoons should not be made of wood 
 
The men want more yogurt as opposed to pures.  
Skyr with 40 g protein can be bough in Island.  
 
Keep the use of sugar at a minimum. The men do not care, but the girls are worried. Do not use 
Stevia to sweeten the pures.  
 
Yogurt can be served in a white cup if they are not fat enough to look delicate in see through cups.  
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Hindbær med lakrids:  
Lakrids should be stronger 
 
Æble-æble: 
One do not like pomegranate, the rest do. Lags a little taste. Texture is good. To sweet. It is a 
dessert.  
 
Rødgrød:  
Like it. Dessert. Many’s favorit 
 
Guns: refuel:  
Do not like the name. to Joe and The Juice. But they do like that the name reflects something with 
after workout. 
Chilli should be stronger. Good that we use skyr. Nuts should be chopped. More skyr.  
 
Dip:  
The dip should be made of skyr. Tastes good. Most for women. Try china radish. Could sell the dip 
alone.  
 
Passionsfrugt: 
Tastes good. Too intense. Good combination of mango and passion fruit. Half like it, half does not.  
 
Should have a tasting menu.  
 
Kondenseret mælk med hvid chokolade:  
Tastes good. Should be crunchier. Try with salted almonds. A little boring 
 
Kondenseret mælk med bær:  
Don’t twirl the crème into the yogurt. It lags something. A little boring. Maybe both chocolate and 
berries. 
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Appendix 4 

Observations of Big Apple 

Big Apple opened its first juice bar in 2010 on Gothersgade in Copenhagen and has another shop in 

Fiolstræde.  

The first observation took place on Tuesday, January 22, 2013, between 10 a.m. and 11 a.m. There 

is seating for approximately 20 people. Juices costs 38 - 45 DKK, coffee costs 25 – 30 DKK and 

sandwiches costs 45 DKK. There were 32 sold items in total. In the observed period there were 24 

customers. 5 customers stayed in the café to eat or drink the purchased item, and in average they 

stayed for 30 minutes each. 8 of the 24 customers bought two items, 14 customers bought coffee 

and 2 customers bought a sandwich.  

The store does not have a profile. There is no music, the seating area consists of bar chairs and 

benches, there is nothing on the walls and the light is bright.  

The second observation took place on Wednesday, January 23 2013 between 1 p.m. and 2 p.m. 32 

sales in total. In this observation there were 33 sold items. There were 22 customers in the observed 

period. 6 customers stayed in the café to eat or drink the purchased item and stayed for 

approximately 30 minutes each. 10 customers bought two items, 8 customers bought coffee and 4 

customers bought a sandwich. 

The third observation took place on Thursday, January 24, 2013 between 4 p.m. and 5 p.m. 62 sales 

in total. There were 42 sold items in the observed period. 21 customers stayed in the café to eat or 

drink the purchased item. 20 customers bought two items (sandwich and either juice or coffee) and 

14 customers bought coffee (Big Apple).  
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Appendix 5 

Interview with Nina Wiboltt, partner at 9PR 

A qualitative interview Nina Wiboltt, Partner at 9PR, was conducted on February 10, 2013. The 

interview was designed as a semi-structured interview, since questions were prepared in advance, 

and questions were added, deleted and rephrased during the interview. In the interview Nina 

Wiboltt suggested the blogger Emily Salemon as a potential ambassadors for a yogurt shop in the 

Danish market. 

 
Do you see a tendency among Copenhagen citizens, of being aware of consumption and excersize? 
Yes. Especially in my industry, all ages, but most those in the end of the 20’s. Actually the trend 
axists for all women i their 20’s, not mater what industry they work in. It goes for all Copenhagen 
citizens and citizens in Northern Zealand. Also the male Copenhagen citizens are very aware of 
health.  
 
Do you think there is a potential customer group for The Yogurt Shop?  
Yes. All my girl friends. Im not to sure about the boys, since they might think that they would get 
full. I dont think they have that need. They work out, to be able to drink beers and eat pizza. Many 
of my girl friends willl purchase it because it tastes good, but also because they will feel good about 
themselves.  
 
Who do you consider to be the strongest competitors to The Yogurt Shop? 
Cafees that serve yogurt. If you are with someone who does not want yogurt, it will be a better 
choice to go into a cafe that serves both yogurt and other things. But I actually dont know any cafe 
that serves yogurt… i think it will be a challenge to get customers to purchase breakfast at The 
Yogurt Shop if you cant get anything else than yogurt.  
I dont see Joe and The Juice as a competitor at all. I think the customer will go for The Yogurt 
Dhop because they want yogurt, and therefore I dont see any direct competitors to them.  
 
Which area do you think would be the best for The Yogurt Shop? 
Pilestræde and that area. Because there are many people. At Adelgade there is a fitness centre, 
therefore that part of Grønnegade could be good as well. I’m not to sure about the Skt. Petri area. I 
think the area is weird, or at least a different profile. It is not as hip. Maybe Strædet would be okay, 
but I don’t come there to often myself sp I’m not sure. I don’t believe in Studiestræde at all. That 
part of town has its own profile, and the atmosphere is very unique. You have to fit in exactly to this 
to succeed in this area.  
 
Are there any other aspects you believe are important for The Yogurt Shop? 
Internet in the shop would be cool. And definitely coffee. I think you should consider a bun. A 
healthy bun with low fat cheese perhaps. I think it would generate additional sales, since some 
people might belieive that they won’t be full of only yogurt. Remember juice. And I think frozen 
yogurt is a really good idea.  
 
Do you think it will be possible to generate positive promotion for The Yogurt Shop? 
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Yes. I think you should tell the story by sending our press text to all medias and also bloggers. They 
have to communicate this to the end user, via the material we send to them, but it is also important 
that they are invited to the store, to experience the shop in reality.  
We (9PR) will make 9 cards that are given to selected people, who will then be given percentages 
when they come to The Yogurt Shop. This would create good word of mouth. I think it is best that 9 
make the cards, as opposed to The Yogurt Shop, since we know these people, and it shows that 9 
supports the shop. We could perhaps make 800 cards. And then you could, in The Yogurt Shop 
makes your own cards that you then give to neighbours or businesses you think could become loyal 
customers.  
The bloggers have to come to the store. So you make a blogger event, where it is only bloggers who 
come and then you tell them the story of the shop, and invite them to taste the products.  
Also you should try and make it into Go’morgen Danmark. It could either be approached by “Gorm 
being engaged in something new” or it could be “Danes eat a lot of yogurt.” Go’ morgen Danmark 
are not allowed to advertise, therefore the interview must be covered under a tendency. 
And then of course you must have a Facebook profile and an instagram.  
 
Are there any bloggers you will recommend that we contact for knowledge of blogging? 
Emilie delance of Delance Fashion and Emily Salemon 
 
Would you recommend that we sponsor events? 
For the right type of event, yes. For instance Gorm was present himself when he did In:in:in, which 
is a really good idea, since then you can talk to the customers and inform them about your product. 
Customers don’t want to read a brochure. For instance you could sponsor our press days, because 
you know that we would tell the story for you. It is also a good idea to sponsor events that are 
aimed 100 percent at your targeted audience.    
 
What would such a promotion plan cost? 
We at 9PR are so much into the idea, plus you’re my sister, that we would do this for free. Also we 
see a potential partner in The Yogurt Shop. If you become a large chain, you will need a PR agency 
permanently, and that could be us.  
We will make 20 VIP cards with 50 percent discount. And we will send press texts to our 
media/blogger database, which is approximately 200 people. The 9 cards will not cost you 
anything.  
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Appendix 6 

Interview with blogger, Emily Salemon 

Do you and your friends eat yogurt? 

Yes 

Are you concerned with health and calories? 

Health yes, but calories no 

Do you think you would want to purchase a yogurt on the go? 

Yes 

Do you think it would be a good idea to also sell frozen yogurt? 

Yes 

Do you think it is good idea?  

Yes. I really like healthy to go meals and in between meals. 

What location do you think would be good? 

I don’t know 

How many persons read your blog? 

I have 50.000 unique readers, with 200.000 visitors and 700.000 page views. 

Do you know who your reader is? 

Women in the 20’s and 30’s from Copenhagen 

Do you think your readers are concerned with healthy food? 

Not really 

Do you often write about new places in town? 

Yes 

Which factors are important for you to write about a new place? 

The product/place must be delicate and preferably something new or different.  

Would you be interested in an invitation for an opening night? 

Yes 

Which kind of posts do you receive most response to? 

Recipes, guides, personal posts and “look of the day” 
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Appendix 7 

Budget: 

 

 



	 97

 

 

 

 

2. year 

  m 12, y1 y2, 10 % vækst 
income 184560 2233176 
Administrative costs 108116 1308203,6 
product costs 34476 417159,6 
total 41968 507812,8 

 

10-year growth plan 
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GM 

Item Sells price Directly related costs Costs (DKK) GM GM (%) 

Small yogurt 37 1.5 dl. yogurt 2   

  Cup and lid 1   

  Bag, spoon, napkin 1   

  Cup for topping 1   

  Topping 0.3   

  Pure 1   

  Total 6.3 30.7 83% 

Large yogurt 45 2.5 dl. yogurt 3   

  Cup and lid 1   

  Bag, spoon, napkin 1   

  Cup for topping 1   

  Topping 0.3   

  Pure 1   

  Total 7.3 37.7 84% 
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Appendix 8 

Presentation by Kim Jacobsen 
Head of business development at Vertic 
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Appendix 9 

Pilot 

The following four individuals were part of the pilot group: 

Adam Norup, 28 years 

Karin Bloquist, 26 years 

Sisse Follman, 25 years 

Josefin Larsson, 25 year 

Participants in the pilot were asked to primarily focus on the following aspects: 

Language: The participants are from different educations, and therefore possess different levels of 

English skills 

Length of the survey: It took between 3 and 5 minutes for the participants in the pilot to complete 

the survey. This length was accepted by all participants  

Understandability of questions in general: Understandability of the questions is crucial for the 

survey to be valid.   

Cross questions were asked to secure that the participants had understood the questions 
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Appendix 10 
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Appendix 11 
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