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PREFACE AND ACKNOWLEDGEMENTS 

We both enrolled at CBS in the summer 2004 studying Bachelor in Business Administration and 

Service Management, which we also both graduated from in June 2007. During the three years of 

our bachelor studies we were in the same study group and have done close to all assignments 

together. Following this we chose different MSc. studies which were MSc. Strategic Market 

Creation and MSc. International Marketing and Management. Despite our separate ways our ties 

were strong and we decided, based on our previous successes in writing assignments together 

during our bachelor studies, to together write our master thesis. 

We are both frequent users of Amager Strandpark and have via this seen great and unused 

potential at this venue. After discussing this and that we both have had classes in advanced 

experience economy, strategy and marketing during our years at CBS, we found it very 

interesting to evaluate this and see whether it had master thesis potential. After some time and 

talking to Jesper Schrøder we concluded that, a master thesis that looks at the possibilities and 

potential in turning a public institution around towards a more commercial strategy with 

relevant theory included would be a very exciting and somewhat relevant assignment to 

complete. 

We prepared a drafted problem statement and made contact with Niels Hasager requesting his 

assistance during our master thesis completion. He accepted our request and short after we put 

forward our prepared framework for the assignment. 

After starting writing our master thesis in mid January we have worked very structured three 

days a week excl. the execution of our approximately twenty hours of interviews as well as focus 

groups. Our framework has been revised several times as the assignment pushed forward due to 

dead ends in research however without circumstantial compromises. The final version of the 

master thesis framework can be located in appendix V. 

We would very much like to point special thanks to Niels Hasager who have provided us with 

very competent and valuable guidance in the completion of this master thesis. Furthermore also 

a special thanks to Jesper Schrøder and Monica Thon who have also put forward to us, valuable 

information and details that have helped to heighten the level and quality. 

We sincerely hope that you will enjoy the reading of our master thesis concerning a revised 

strategy of Amager Strandpark.  

Martin Faber and Christian Claudio Lai, June 2009 
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EXECUTIVE SUMMARY 

Amager Strandpark has existed in many years and has been used as a beach since 1934. Since 

then a lot of ideas and new initiatives have tried completed but with very little success. After a 

lot of these failed initiatives an agreement was reached in May 2004 and Amager Strandpark, as 

it looks today, stood ready to greed the first visitors in September 2005. 

Amager Strandpark is currently run by the public sector and financed via this as well. As it is 

today the area is to a large extent covered by a preservation agreement in order to maintain the 

green and recreational purpose that is set to accommodate the needs and wants of the general 

target market. Changing the current strategies of Amager Strandpark towards the more 

commercial realms of strategy, opens up for a number of beneficial gains for all the stakeholders. 

Being able to cover most if not all the subsidies provided by the municipalities while still 

fulfilling all the success criteria is the aim, as the potential of the market and revenue generated 

at Amager Strandpark are not currently met. 

Today the experience economy is widespread and linked to many services in order to increase 

attractiveness and popularity among the markets in which companies aim and our revised 

strategies focus on this. Focusing on the huge potential, Amager Strandpark has opened up for a 

vast number of potential experience economy possibilities that will help the process of making 

Amager Strandpark just as popular as it can become, with the necessity of a revised commercial 

strategy.  

The idea and reason for doing this is based on the potential and amazing possibility of doing so, 

after the making of this amazing venue as Amager Strandpark is. The ambition is, over time, to 

make Amager Strandpark a preferred destination and a venue that people, local- and national 

tourists as well as international tourists, will look upon as a high profile place and a need to 

experience, venue. We have learned throughout the making of this master thesis that the market 

will embrace these new initiatives especially because it does not compromise the original 

success criteria’s originally set for Amager Strandpark. 

The implementation of these new strategies will take time but we believe that this will be 

worthwhile. Little by little Amager Strandpark can grow into being a renowned place to be 

during warm summer days and in the less warm periods as well. Big challenges, organizational 

as well as practical, wait ahead but with a very big potential return on investments also. Amager 

Strandpark was built for the public, but if the public requests further development should 

Amager Strandpark not comply and move with the requests put forward. 
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CHAPTER 1 

1 INTRODUCTION 

Amager Strandpark opened in August 2005 with a new and attractive property after two years 

of building it into what it is today. Amager Strandpark has been used as a beach and recreational 

area since 1934 and has with this new makeover entered a whole new era. Constructional, 

tactical and operational changes are still going on in order to improve on these aspects as much 

as possible.  

Amager Strandpark stretches for 2.5 km and has, after the reconstruction; 4.6 km. of coastline 

with the new lagoons and the manmade island build along the coastline of the old Amager 

strand. One of the vital success criteria for this new facility in Copenhagen is the customer, or in 

this case, public satisfaction from the inhabitants of the Copenhagen area. Amager Strandpark 

has been received well by the public, with all the new facilities but we believe that, from a 

strategic point of view, there is more to gain and also more to offer if the different stakeholders 

can agree on the strategy to realize this. 

Amager Strandpark receives, in public funding, approximately DKK 9 millions each year to cover 

the operational costs (Thon, 2009), however we believe that steps towards a more commercial 

strategy could benefit all. Opening up for commercialization would create more room for 

creativity and the possibilities of starting to generate profits and possibly at some point be 

financially self-supporting. This are likely to decrease the amount required by public funding 

and possibly even in the long run create a surplus.  

A more commercial strategy opens up a new source of funds in the form of sponsorships and 

cooperation agreements with Amager Strandpark I/S and just as important also the businesses 

located at Amager Strandpark. Currently Amager Strandpark offers the service as the facility it is 

and the basic food and beverage commodities and goods. Moving the strategy more into the 

experience economy realm could generate the needed attention and open up the market to 

tourists.  This could, in the long run, make Amager Strandpark a preferred destination for the 

tourists already visiting in Copenhagen. 

So the aim as a whole in changing the strategy into a more commercial direction is to create a 

more financial sustainable situation without entering compromises that the public will have to 

pay for. Converting into this will benefit the public as well in the fact that professional 

businesses can offer, in the long run, a more attractive Amager Strandpark, offering the public 

greater experiences and a wider selection of possible facilities. 
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Amager Strandpark is, as mentioned, built mainly for the Copenhagen people however changing 

the strategy and starting a more commercial direction will open the possibility to attract more of 

the tourist segment in Copenhagen and then contribute to what Copenhagen can offer of 

facilities for tourists to visit.  

All this opens up possibilities for what to make of having this great facility, as Amager 

Strandpark is. This change in strategy is not solely to exploit any opportunity commercially. This 

is indeed to help the municipalities into saving money, when the possibility of covering the 

public funding by commercial gain is present. Obviously this should be done in such a way that it 

is beneficial to the greater good of the public in Copenhagen. 
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2 PROBLEM FORMULATION 

Amager Strandpark opened in August 2005 and was introduced to become the new big “thing” in 

Copenhagen. With the opening of the Øresundsbron and the Metro for easy access the 

expectations was set high. 

The municipality of Copenhagen wants to get a proper hypothesis on how to develop Amager 

Strandpark into a sustainable competitive venue in the Copenhagen environment.  

The success factor for the municipality of Copenhagen is to create an asset for Copenhagen and 

its people, who Amager Strandpark is really intended for. However, we define the three main 

success factors as that the surrounding population remains happy and satisfied, that the 

municipality as the beach park itself gains financially and that this will be an attraction in 

Copenhagen for all the tourists visiting the Danish capital as well.  We are well aware that 

Amager Strandpark in itself will not be an attraction to travel to Copenhagen for but we believe 

that it could become a very popular place to visit as a tourist whilst already in Copenhagen. 

• What can be done in order to increase the satisfaction from population even more? 

• How does Amager Strandpark generate revenue for the municipality at the same time? 

• What should Amager Strandpark do in order to create a more attractive Beach park in 

the short and long run?  

• What could be done in order to attract, the tourists visiting Copenhagen, to Amager 

Strandpark. 

• Why should Amager Strandpark focus on becoming more commercial? 

• With the above mentioned at mind, what would be a suitable strategy for Amager 

Strandpark. 

Denmark and Copenhagen in particular has several attractions that tourists, alone travel to 

Copenhagen to see and experience. We are aware that Amager Strandpark is not one of these 

and maybe never will be however it can still become a place to visit during a stay as a tourist in 

Copenhagen. Amager Strandpark has the potential for becoming more than “just” another beach 

area and this will be enlightened via the above mentioned objectives.  
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3 DELIMITATIONS 

In the assignment we will discuss the possibilities of changing the strategy towards a more 

commercial direction. We will cover what benefits this entails for Amager Strandpark as well as 

the possible down falls.  We will argue why Amager Strandpark should pursue this and put 

forward with concrete examples of what can be done. 

We are during the argumentation with a view of complete political indifference, when it comes 

to specific parties and their political interest. The political part will be based on relevance in 

direct influence and no consideration will be taken to what party he or she may or may not be a 

member of. 

Our primary data will be based on interviews. It will be preferred to perform a circumstantial 

investigation interviewing tourists, however due to financial limitation we will perform 50 

interviews with tourists already visiting Copenhagen. This will offer us a general picture but not 

completely valid to be considered to be a representative view. 

Helgoland is a bathing club at Amager Strandpark and is not included in the master thesis and is 

therefore not included in the revised strategy. 

Financially we will cover the basic finances, with the limited numbers we have been given, in 

discussing a tentative profit and loss evaluation and the possibilities that rests within this. No 

further financial estimation and analyses will be performed since this has not been prioritized 

due to the impossibility we have faced in trying to retrieve circumstantial financial numbers and 

figures. These have shown to be protected by confidentiality. 

The preservation agreement is a very important issue in whether the theories and ideas behind 

this assignment ever will be done in practice and realized. If the preservation agreement cannot 

be arranged and compromised it could very well mean that the possible strategies from this 

assignment will remain in theory. 
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4 SCOPE OF THE ASSIGNMENT 

Our ambition of this assignment is to find out what can be done in order to enhance the 

standards of Amager Strandpark. We find this possible, via a more commercial strategy that will 

increase cash flow to everyone’s benefit, including the local public.  

We will find out what today’s users of Amager Strandpark perceive to get and what they actually 

gets and through that identify their sacrifices. Furthermore we will find out what it needs in 

order to turn the latent segment into possible users and in this also look at the tourists already 

visiting Copenhagen. We will find out what could drive tourists to contribute to Amager 

Strandpark by visiting, and using it along side of the local public and by this make it a destination 

worth visiting while vacating in the Copenhagen area. 

We will base our strategy on experience economy as this is an obvious way in order to make 

Amager Strandpark more of an attraction to go visit. As it is now it is more a service that entails 

the offering of goods and commodities as attributes to this. Creating experiences combined with 

the current facilities is part of the strategy that we prepare to offer. 

When this is said we will analyze the individual weighing from the different groups of 

stakeholders such as the politicians, the local public, the tourists and the supporting 

organizations. This will be done in a strategic evaluation analyzes where it will be stated very 

clear whether the strategy suggested will be embraced by the stakeholders and again then 

whether it will be possible to follow through. So ultimately the strategy will be published for the 

stakeholders and then the different aspects of the strategy contra the weighting of the 

stakeholders will conclude the sustainability of the strategy suggested. 

4.1  WHY CHANGE CONCEPT 

Today the concept and strategy is very bound to the fact that this is a public institution and 

therefore practically is not allowed to create a lucrative business, since this is believed to be 

impossible without taking from the public. However we are interested in creating a business for 

the greater good and, through that, are giving to the public. 

Amager Strandpark I/S are receiving millions of DKK worth of subsidies from the municipality of 

Copenhagen and Frederiksberg (Scrøder, 2009). Since Amager Strandpark is a public 

recreational area this is how it is financed. We would like to change Amager Strandpark into a 

financial asset instead of a constant expense. Changing the concept into a more commercial one 

will open the possibilities of making a self supported business out of Amager Strandpark and 
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then in the long run possibly become able to contribute to the economies of the mentioned 

municipalities. 

When this is said this must also inevitably contribute to the quality of Amager Strandpark and 

give the public something more than a beach park. We believe that the change in concept and 

strategy as mentioned above will lead to a higher degree of satisfaction, among the public, as 

they in the short run retrieves something that are much more than the conventional recreational 

beach area and in the long run gets something the Copenhagen and especially the local public on 

Amager can be proud of as this will make Amager Strandpark a very unique place and an asset to 

Copenhagen as a popular tourist destination. 
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5 BACKGROUND 

5.1 HISTORY 

Back in the 17th Century Amager strand was nothing more than a mushy swamp used as a 

dumpsite for peoples garbage and unwanted belongings. In 1780 Krudtårnsvej was made, today 

Amager strandvej. In 1886-87 kastrupfortet was built, as a line of defense of the waters between 

kastrup and Saltholm. (KOMMUNE, November 2004) 

The ideas and visions of using the area of Amager Strandpark as a recreative area started in the 

1920s. In 1925 Kastrupfortet was given to the municipality of Copenhagen and in 1927 they got 

Amager strandvej and the shallow waters as well. At this time the most of the area had ended 

being used as a dumpsite and in 1934 the coast was made into a sandy beach area. (KOMMUNE, 

November 2004)  

Amager Strandpark was founded in 1934, however a lot of things has happened in developing 

the beach since then. Amager strand is a man maid beach but the challenge of keeping the sand 

on the beach and not to be absorbed by the sea, later showed to be to challenging and new 

measures had to be taken into consideration. From the year of 1934 to 1948, 95.000 m3 of sand 

was added to the beach in effort to uphold the sandy beach. Through the years several 

alternatives were tried until 1962 where the first considerations were made, to build a whole 

new beach park. In the mid 1980’s the first drafts for a new beach park is laid down by the 

municipality of Copenhagen, but was not greeted with popularity by the local clubs and unions. 

Therefore the Riviera committee which represented 28 local clubs and unions was established. 

They made a serious layout to the municipality of Copenhagen “rivieraplanen” (KOMMUNE, 

November 2004) in 1988. With this all considerations was taken up, and in 2000 the report “Ny 

Amager Strandpark” laid the way for the beginning of how it looks today. 

In the late summer of 2005 Amager Strandpark opened up for the brand new Amager 

Strandpark after 16 months of construction based on the design plans and ideas agreed upon in 

the years previous to May 2004. 

Today Amager Strandpark is close to become the park that it is supposed to become, based on 

the inspiration from Køge Bugt Strandpark (KOMMUNE, November 2004). This entails a 

manmade island, which creates the lagoon that offers, with the more shallow and still water, a 

more children friendly environment and also is very suitable for kayaking and such. With this 

new island and the creation of the lagoon the coastline has been prolonged to 4,6 kilometers, 
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which opens up for the obvious opportunity, that more people can enjoy the features of Amager 

Strandpark at the same time. (Amager Strandpark, 2009) 

Additional to the more common features of beach parks, Amager Strandpark also entails two 

distinct green park areas, Femøren and Tiøren. Tiøren is a big green park with trees, benches 

and plenty of room to social gatherings that might require more room than usual. A very popular 

place to be if you want to enjoy the sun in public green surroundings but still wants to feel 

secluded. The size of Tiøren alone makes this possible. Femøren however, is a bit smaller in area 

but not by name. Femøren was in the 1980’s the regular place for where to celebrate the 

renowned “Grøn Koncert”(GAF). It is of course a long time ago but in 2006 the Danish Rockband 

D-A-D successfully completed a concert at this venue once again. So maybe soon Femøren will 

regain its position as one of the places to choose when looking for a venue for any kind of 

musical happening. 

Amager Strandpark I/S consist of a board where the members represent the investors of 

Amager Strandpark. These are the municipality of Copenhagen and Frederiksberg, Copenhagen 

County and the Danish government. Today the company is run by the Copenhagen and 

Frederiksberg municipality and is alone responsible for the further development of Amager 

Strandpark. This secretariat is working with the Copenhagen municipality’s administration of 

technique- and environment. The daily supervision of this is done by operations- and 

development manager Jesper Schrøder. (Amager Strandpark, 2009) 

5.2 PORTERS 5 (+2) FORCES 

Amager Strandpark is a new attraction in Copenhagen and is a public player in a growing 

popular market of outside facilities in the city environment. 

The elements in Porters differ in load since some of the forces are more important and valid to 

elaborate and explain upon than others due to the market situation. Further more, two external 

forces are added to the original five. Government regulations and public interest is included 

because of their relevance to the analysis. An overview of the forces included is as following: 

1. New entrants 

2. Buyers/Users 

3. Substitutes 

4. Suppliers 

5. Competition intensity 

6. Public interest(The public wants your profits, 2003) 
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7. Government regulations (Rugman, et al., 2005) 

 

FIGUR 1: PORTER'S 5 (+2) FORCES MODEL 

(PORTER, 1998) 

5.2.1 NEW ENTRANTS 

There is always a threat of new entrants in the market and this is also the case here, however not 

nearly as fearful as in normal industries offering commercial products. Amager Strandpark is, as 

it is now, not a commercial company but a public organ and this changes the picture. Public 

organs have very different aims than businesses from the private- and commercial sector. The 

public sector, in general, aim to be or become an asset for the people and inhabitants of the area, 

region or country in which situated. The big difference here is that the public sector sees what a 

“market” are missing or could use and then offers it to them where as the private sector sees a 

market and takes advantage of this and create a product they can exploit commercially. So for 

new entrants coming in and offering somewhat a product similar or as a substitute to Amager 

Strandpark is rather limited. If there from a public sectors point of view, should come new 

entrants it will be a very circumstantial project, organizationally as well as financially. This 

means that it will be a project from the public sector financed as one as well so this is not likely 

to happen since this would mean spending a lot of money without creating additional value but 

just offering a substitution for Amager Strandpark. 

For the private sector to try and enter into this market is close to impossible. First of all beaches 

are a public enjoyment where everyone can go and creating a private beach meaning entry fees 

and such is very unlikely. Secondly, if the private sector had this project up and going would 
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people then be likely to pay fees to go to such a , normally, public place as the beach or the parks 

for that matter.  

When taking a look at, what going to the beach offers you and then want to find something that 

can offer the same attributes and experiences as a beach can, the options are extremely limited. 

So as the beaches are not likely to be private we must conclude that the entry barriers are very 

high. Further, more this gives the current beach parks the possibility to lay down long term 

strategies without feeling threatened, however it is still important not to stand still and stop 

developing even though the future, at this point in time, looks safe from new entrants. 

5.2.2 BUYERS/USERS 

The buyers or users, since it is a public organ the buyers will be referred to as users since this is 

a more accurate term to make use of in reference to Amager Strandpark. 

The users of Amager Strandpark is a very broad segment and especially since the beach is 

divided into a north part, a south part and the lagoon for the younger children, which makes it 

comfortable for everyone because each of these parts has their own set of rules to accommodate 

each group of users in the best way possible. 

Users of Amager Strandpark vary a bit in the fact that there is summer season and winter 

season. In the summer season everyone that likes being outside and enjoying the sun are 

practically potential users. This goes from families with children, youngsters playing sports, 

elderly going for a walk. The beach pretty much offers the same as a green park in the city but 

then with the great extra attribute in being a beach and covers this entire segment as well.  

This opens up the fact that all social levels, also the segment with the lowest income are part of 

the target market of Amager Strandpark. Another part of the users apart from the individuals is 

the groups in the shape of sport clubs and event makers. These are using Amager Strandpark as 

a venue during the summer. The Danish championship in beach volley was held at Amager 

Strandpark in the summer 2008 (Schrøder, 2009) and a big environmental event with music and 

entertainment was held in 2007 and another in 2008 (Schrøder, 2009). These users attract other 

users and are a big asset to Amager Strandpark. 

The users of Amager Strandpark, during the summer season and while the weather is warm and 

sunny, are close to everybody, especially the local inhabitants of Copenhagen. However the 

users, during the winter season where it is colder and not as hospitable, are very limited and 
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consist only of a minor segment. These are: Dog walkers, divers, joggers, winter swimmers, and 

the ones just going for a stroll. 

Tourists are not really considered as an individual segment as there are not any valid 

documentation and statistics about these. As mentioned Amager Strandpark is built for the 

locals and Copenhagen people, but this does not mean that tourists do not visit. However a more 

direct effort in attracting tourists in the longer run could be the way to go. The more attractions 

there are for tourists in Copenhagen the better. This will help Amager Strandpark in becoming 

an attraction in Copenhagen and also be beneficial for the greater good of Copenhagen. 

5.2.3 SUBSTITUTES 

Amager Strandpark was a big constructional challenge and after 2 years of building and creating 

Amager Strandpark, it opened in August 2005. It is today a unique beach park compared to 

others beaches in the Copenhagen area. 

There are other venues in Copenhagen that offers some of the same possibilities however not in 

the same scale as Amager Strandpark. Where Amager Strandpark offers ideal facilities to 

accommodate an extremely wide segment other substitutes only covers the most basic and 

selective segments. The beaches that will be considered substitutes to Amager Strandpark are 

Bellevue, Hellerup and Charlottenlund Fort, all situated north of Copenhagen. Parks are also a 

substitute for the segment who does not need the sandy beach and the water front and these 

parks are Frederiksberg have, Kongens have and H.C. Ørstedsparken. Harbor baths are another 

venue to go to that offers a bit of the same as Amager Strandpark with the possibility to be in the 

water and sunbathing by the harbor front. At the moment there are two harbor baths, one at 

Islands brygge, one by fisketorvet and a third that might open as the “new” Nordhavn, urban 

delta (Råd), are being developed. 

When this is mentioned it is important to stress the fact that none of these substitutes covers the 

same range of segments since these do not have the same possibilities as Amager Strandpark. 

The beaches mentioned offer what most beaches does with one beach area and very limited 

shopping facilities in the shape as a nearby gas station or just one outlet with the most necessary 

food and beverage selection, so not nearly on the same level as Amager Strandpark. Amager 

Strandpark is unique in the way that it has a wide range of facilities that normal beaches do not. 

The parks also just offer a little part of what Amager Strandpark does. Parks are very suitable for 

sunbathing, relaxing and taking a stroll but not much else apart from this, and the regulations in 
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parks are also often very conservative so does not really appeal as a place for youngsters to hang 

out. 

The harbor baths are very popular and most popular is the one at Islands brygge. Again here 

though, is what the harbor baths offer very limited however they are very trendy and popular. 

Harbor baths is mainly for people who not necessarily need to go in the water but just relax, play 

and be part of the atmosphere. Children is not ideal at the harbor baths as there is no sand, they 

are often very crowded and a child cannot approach the water since it is very deep and therefore 

not suitable for smaller children. 

There are substitutes to Amager Strandpark but none offering the same variety of activities and 

services. 

5.2.4 SUPPLIERS 

The suppliers of Amager Strandpark are those involved in the project of making Amager 

Strandpark a preferred place to be. The involved municipalities fund Amager Strandpark and 

can be considered to be the main suppliers as to without the money to run Amager Strandpark 

none of the rest of the suppliers would be relevant or in play. The other main suppliers are: ISS 

facility services A/S and Businesses at Amager Strandpark. These suppliers are interconnected 

as to Amager Strandpark is depended on both of them individually and together in making 

Amager Strandpark the place it aims to be. As to the importance of each of these suppliers it is 

vital that they are reliable and that contracts in details and of sustainability is made. Further 

more the suppliers have their own ambition to see Amager Strandpark becoming increasingly 

popular as this also will increase their level of business. 

ISS as a supplier at Amager Strandpark must be considered to be a positive contract in ISS’s 

portfolio. Also the suppliers in the form of businesses have the objective of performing well to 

alls benefit. The municipality of Copenhagen is a big facilitator and it is therefore of great 

importance that the suppliers makes a positive impression in order to be recognised and 

possible, get other contracts now or in the future, when the municipality of Copenhagen again is 

looking for suppliers for other present or future facilities. 

 

5.2.5 COMPETITION INTENSITY 

As mentioned earlier the number of direct competitors is limited as to Amager Strandpark being 

so unique and broad in the product offering. The closest competitors only cover some of the 



 

 BACKGROUND 
PORTERS 5 (+2) FORCES 

20 

CHAPTER 5 

segments compared to Amager Strandpark and drive themselves on more spontaneous usage 

and the differences they have to Amager Strandpark, such as being in the middle of the city so a 

minimum of planning is going into using these, being the parks or harbour baths or simply being 

one of the competitive beaches covering mainly the small close local market. Amager Strandpark 

compete in the public business and this is here we shall find the level of competition intensity. 

Other public institutions are, as Amager Strandpark also non-for-profit activities, and this is the 

offering of this that really gives us the intensity. The number of “competitors” is quite narrow 

with only the previously mentioned competitors, harbour baths, other local beaches and the 

parks as direct competitors. 

So the intensity on competition must be considered to be rather weak as it is now, however 

if/when Amager Strandpark develops towards the more commercial way the risk of increased 

competition intensity is present. 

5.2.6 PUBLIC INTEREST 

Amager Strandpark was and is built for the public and the public was represented in the 

planning to make sure that the public interests, especially from the local area, was 

upheld.(KOMMUNE, November 2004). The public in shape of unions, clubs and neighbor groups 

is referred to as “parkbrugerrådet” and was very much a part of developing the plans and ideas 

which are the foundation for how Amager Strandpark looks today and will in the future. 

Constructing something as massive as Amager Strandpark obviously entails a great deal of 

public interest and this was not neglected in the developing process. 

One of the first things that happened in the preparation and political negotiations was the 

agreed necessity of a new preservation plan. This preservation plan states that there shall be 

made a nursing and development plan and the preservation plan stated that local groups of 

interest and unions should be heard, and these were named “parkbrugerrådet” (KOMMUNE, 

November 2004). The nursing and development plan was then made in cooperation with 

“parkbrugerrådet” and other small local groups and focus groups was heard before it then finally 

was approved by Amager Strandpark I/S and the municipality of Copenhagen. 

The nursing and development plan determine the way and direction Amager Strandpark will 

move towards within the coming period which is a 10 year period (KOMMUNE, November 

2004). The detailed initiatives that are taken up are then approved by the nursing and 

development authority which is the municipality of Copenhagen and Amager Strandpark I/S. It 

should be noted that the nursing and development plan is not an investment plan and that 

whether the suggested development initiatives will be realized and in case when, cannot be 
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determined. This will be decided by the nursing and development authority and Amager 

Strandpark I/S (KOMMUNE, November 2004). 

After the first 10 years the nursing and development plan will then be revised every fifth year, 

based on the initiative from the public in shape of “parkbrugerrådet”. Furthermore 

“parkbrugerrådet” suggest that meetings’, concerning the state, function and suitability takes up 

where further development can possibly be adjusted with the public’s intentions at mind. 

The public’s interest is vast and is in many aspects taken into consideration from the beginning 

to the launch of the new ideas, initiatives and developments. Since Amager Strandpark is so 

close to the public and is followed by so many possible consequences for the nearby residents it 

is a project with a high public interest that in large aspects are met by Amager Strandpark I/S 

and the municipality of Copenhagen. 

5.2.7 GOVERNMENT REGULATIONS 

Amager Strandpark is a recreational park- and beach area and is a much protected area in the 

meaning of preservation, by the municipality of Copenhagen and other public organs. The 

administration of Amager Strandpark is also run from governmental regulations as to the 

deciding board in Amager Strandpark I/S must be representatives elected and hired by the 

public electives, the municipality of Copenhagen. These also govern all the initiatives coming 

from external sources. They then, based on the regulative and via communication with the 

Municipality of Copenhagen, the preservation board and “parkbrugerrådet”, decide what 

initiatives that can be approved and which not. 

The preservation of Amager Strandpark is set to keep the area as natural as possible for as long 

as possible. The regulation made via the preservation agreement is not made to favor anything a 

part from the area itself to remain a recreational green beach area as this is seen to be the way 

the enjoyment of Amager Strandpark is beneficial to most. An area as Amager Strandpark is for 

the public in all shapes and sizes and this needs to be retained, as well as the free public traffic 

and the rights reserved for the public to do so. 

Furthermore the preservation plan could also be referred to as a “protection plan”. The whole 

idea is to protect and preserve the way Amager Strandpark looks and is used, and has been used 

for the past 75 years. It is for free time purposes with a constant respect for the green and 

almost pastoral surroundings in the area. These pastoral and green areas are another big part of 

the preservation plan. Amager Strandpark is part of the regional system of green areas and 

especially the areas along the coastline of Øresund (KOMMUNE, November 2004). This is one of 



 

 BACKGROUND 
V-MOST-O-MODEL 

22 

CHAPTER 5 

the priorities of the preservation plan to keep this as bare and green in order to maintain, the 

very popular coastline land, as green and public as possible. 

Apart from these rather obvious reasons for the preservation plan there is also somewhat more 

international and governmental obligations. According to the EU directive “habitat direktivet” 

countries are obliged to keep, maintain and take care of the, unfortunately, still decreasing part 

of biological diversity in the countries today (Habitatdirektivet, 1992). This is in some cases 

done best by sustaining or/and promoting the activities that excess human activity.   

This is a vital thing as it is set by the EU. However it is within a country itself to decide what 

biological and recreational areas that they will focus on, in order to uphold this directive. This is 

due to the national difference in cultural, social needs, regional needs, economic scale, size and 

climate. 

5.3 V-MOST-O-MODEL 

5.3.1 VISION 

The vision for Amager Strandpark is to create an attractive destination locally and regionally. 

(KOMMUNE, November 2004) Amager Strandpark should be a safe place to be in green 

recreational surroundings for a broad segment of the population in Copenhagen. Over time the 

innovation and creativity in entertainment, experiences and diversity in food and beverage 

offerings should become satisfactory for all and make Amager Strandpark a preferred 

destination and a true asset to Copenhagen. 

5.3.2 MISSION 

The mission for Amager Strandpark is to, by the development of the park from what it used to be 

to what it has become and what it continuously will grow into, create a beach and a green space 

that people enjoy all year long. So apart from the high peak parts of the year which is during 

summer time, also create features usable and rewarding for the people in the so-called off 

season as spring winter and autumn. By this create an extremely diverse place to go for people 

with very diverse needs such as, depending on the season, skaters, joggers, families and other 

beach users, divers, kite surfers etc. This will inevitable create the desired mission for Amager 

Strandpark in becoming a desired destination for a very diverse segmentation of people.  
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5.3.3 OBJECTIVES 

The objective is to create something that is more than just a park. The creation of the 

possibilities and the experiences is the main objective.  Amager Strandpark should further more 

become a venue for all kinds of activities. A social activity as “Sankt Hans” with a big fire on the 

beach, which currently is a very popular event and also the Danish championships in beach 

volley, has taken place on Amager Strandpark (Scrøder, 2009). Parties like miniscule full moon 

parties known from the beaches in Asia have also taken place. Events and experiences like these 

are becoming more frequent and aim towards the objectives of making Amager Strandpark a 

place to everyone for everyone. The financial objectives are currently very modest as with the 

help from subsidies given by the Copenhagen and Frederiksberg municipalities, both ends just 

have to meet and avoid a total deficit.  

5.3.4 STRATEGY 

Amager Strandpark is first and foremost a green beach area and should be kept like that, for the 

sake of the local and regional public. The visual characteristic landscape is to be maintained and 

developed but not in a way that would begin to compromise the panoramic views of the area. 

Most of the area does not require very much maintenance and such as natural beach- herbs and 

–weeds in order to keep it natural, however spontaneous growth of trees and bushes will be 

removed, also to protect, as previous mentioned, the views in the area. 

Amager Strandpark is a public beach and is available for everyone however it is divided into 

different sections in types of usage for practical considerations for each segment. 

Within these different sections, experiences and events suitable, will take place. However not a 

lot is taken place since there is no current pro-activeness in attracting these events. Today 

organizations and individuals themselves takes, on their own initiative, contact to Amager 

Strandpark with their ideas for events and attractive experiences. Based on the queries the 

board of Amager Strandpark I/S then decides whether the event and experience requested, is 

suitable for any of the sections on Amager Strandpark. These queries must be applied no later 

than 3 weeks prior to the event. (Schrøder, 2009) 

Currently Amager Strandpark’s mean of communication strategy is mainly through their 

homepage and via PR (Public Relations). Furthermore of Porter’s generic strategies Amager 

Strandpark has a differentiated one, however this is not communicated due to a very weak 

carried through communication strategy.   
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5.3.5 TACTIC 

Amager Strandpark opened the summer 2003 with a bit of in-security of how to approach the 

leases and tactical design and positioning of the different businesses on the area. The beach is 

roughly divided into two main parts, the north part and the south part. The north part is thought 

to be the calmer and quiet part of the beach with only a minimum of activities. This part covers 

2/3 of the beach from Pynten to Sundby havn. The southern part is influenced by a higher level 

of activity. This is where the clubs, unions and larger attractions such as parties and late night 

entertainment takes place. Amager Strandpark has 4 beach stations which are build locations in 

which the guests will find toilets, kiosks and showers. See appendix Q. The beach stations on the 

south part also offers drinks and cocktails since this is considered to house the younger, active 

and more social part of the guests, visiting the beach. These four beach stations is placed 

approximately 500 meters apart so the guests can experience the same service and never will 

have to walk too far. The beach stations are numbered, starting from the North, 1,2,3,5. Beach 

station number 4 has not been build but will be constructed soon. The reason for this was that 

there was, at the time, no “space” in the budget to construct number 4, until now. (Schrøder, 

2009) Beach station number four will be placed between number 3 and 5 on the south part of 

the beach, which is the more active part of the beach. No doubt, that if there is a need for another 

beach station, it will be on this part of the beach. The big parking area for cars is located between 

beach station 3 and 5 and is generally the busiest part of the beach, since it is also here most 

kayaking, kite surfing and diving takes place. Along Amager Strandpark there is a lot of traffic 

especially by the walk over bridges which bring pedestrians and, by beach station 5 also cars, 

over the Lagune and out onto the Beach Island itself. Along Amager strandvej by these bridges, 

other small kiosks are placed to offer a vast number of beach items and refreshments for people 

just walking by or on their way to the beach. These kiosks offer a much wider segment than the 

kiosks on the beach stations. This is because that these small businesses shall not compete on 

prices and products. Each kiosk has more or less their own niche products. The owners of these 

kiosks are very dependant on the weather and are, some what, helping Amager Strandpark I/S 

with offering a service. If this no longer would be profitable for the kiosk owners, they would 

close and stop offering this service to the guests of Amager Strandpark. This would be 

devastating, so obviously Amager Strandpark I/S is very interested in creating good and 

acceptable working and market conditions for them.  

5.3.6  OPERATIONS/ACTIVITIES 

The operational standards of Amager Strandpark are very much affected by image and idea 

behind Amager Strandpark. With this is meant that Amager Strandpark is a place for the people 
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and needs to maintain somewhat an neutral or passive role making sure that no one is getting 

offended and making sure that the beach does not become completely commercialized. 

In order to keep the original design of Amager Strandpark, Amager Strandpark has developed a 

design manual for what, everyone who is running a business there, is allowed and what is not. 

The design manual (Hasløv & Kjærsgaard, 2006) mainly covers the physical appearance on the 

operational level such as colours, material and sizes. The rules and regulations concerning this 

are very detailed and concrete. Furthermore, as Amager Strandpark is to be a beach for 

everyone, the beach has been made very handicap friendly with surfaces suited for wheelchairs 

and facilities, such as toilets, equipped with all the necessities for the disabled. 

There are a number of different activities mainly, due to before mentioned division of the beach, 

situated on the south part of the beach. Since a majority of the activities takes place on the south 

part of the beach pressure is put on other activities in this area of the beach, since many of the 

operations and activities is interconnected. The car parking facilities has been criticized heavily 

since the number of parking spaces does not nearly meet the demand when the season peaks. 

The car park on the beach Island is mainly situated between beach station 3 and 5. However 

there are additional 400 parking spaces along Amager Strandvej. See appendix Q. The opening of 

the three metro stations along Amager Strandpark obviously has helped this to be more efficient. 

On the south part of the beach operations and activities are much more frequent since there are 

lesser restrictions. Activities such as kite surfing and kayaking take place here. All the Outdoor 

serving as well as the mobile kiosks and selling of non-food products are only allowed on this 

part of the beach (Hasløv & Kjærsgaard, 2006). In operations and activities it is likely and 

logically to view Amager Strandpark as two beaches, the north and the south part, as they are 

run very different especially on the activity side. 8 of the total of 14 places to purchase food or 

beverages on the beach Island are located on the south part. With this is not said that there is too 

many on the south part, but definitely that there is not enough on the north part, which also is 

1/3 longer. 

5.4 MARKET SEGMENTATION 

Amager Strandpark is a huge re-creative area on Amager in Copenhagen build by the people for 

the people. This also means that, with this being a public institution it is build around the idea 

that all segments are welcome. However there, of course, will be some segmentation variables 

taken into consideration but they will be broader and include more segments within the same 

variable than with the usual kinds of commercial products. The main groups in which we will 

find the variables are Geographic, Demographic, Psychographic and Behavioral. We will from the 
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different variables linked to each of these chose the ones that we find relevant and that covers 

the sound segments that are most likely to make use of Amager Strandpark. The main segments 

are aimed to make use of Amager Strandpark in the summer season as this is the time of the year 

where Amager Strandpark, obviously, is the most popular and attractive as the core product is 

the beach with all the supporting facilities open at this time of the year. 

5.4.1 GEOGRAPHIC  

Amager Strandpark is located, very unique, as a beach very close if not in Copenhagen. 

Copenhagen is a metro size city and the second largest city in Scandinavia, after Stockholm in 

Sweden, and what a unique selling point (USP) it is to have and to be a beach located within a 

larger city. It takes no more than 10 to 20 minutes to get there from anywhere in Copenhagen. 

Amager Strandpark was built for the local public and they are also the main part of the users. 

69% (Megafon, 2008) of the users come from the municipality of Copenhagen and 15% 

(Megafon, 2008) from Frederiksberg which also is a part of Copenhagen. The remaining 17% 

(Megafon, 2008) are from other areas and most likely not too far from Copenhagen. However 

this varies a lot from the summer season to the winter season. See tabel 1. 

 Copenhagen Frederiksberg Other 

Summer 2-3 times+ 62% 45% 31% 

Summer 1 time or less 38% 55% 69% 

Winter 2-3 times+ 16% 0% 4% 

Winter 1 time or less 84% 100% 96% 

TABEL 1: PERCENTAGE OF GEOGRAPHIC ORIGIN  

(MEGAFON, 2008) 

In the winter time it is obvious that it is the most local guests who visit and use the beach since 

the attractiveness for a beach doing winter is very little. The majority of the guests visiting 

Amager Strandpark in the winter time are from Copenhagen S and Copenhagen K, which are the 

area codes closest to Amager Strandpark.  

Amager Strandpark is very accessible and especially the public transportation via metro is 

excellent. With four metro stations by Amager Strandpark it is very convenient to go by metro 

and this also is the preferred mean of transportation by 43% (Megafon, 2008) of the guests 

visiting the beach. The second most popular mean of transportation is bicycle which 35% uses. 

(Megafon, 2008) These two means of transportation alone covers 78% (Megafon, 2008) which 

really says a lot. Not only are they very environmental correct but they are also very efficient 
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and comfortable. The last 22% (Megafon, 2008) are walking, going by bus or by car/motorcycle. 

This obviously concludes very clearly that the guests visiting and using Amager Strandpark is 

the local public in and around the Copenhagen area. However, because tourists do not appear on 

the statistics does not mean that they are not there. Tourists are just not aimed towards when it 

comes to attracting people to the beach. Tourists do visit Amager Strandpark but not in the scale 

that should be the ambition of Amager Strandpark.  

5.4.2 DEMOGRAPHIC/PSYCHOGRAPHIC 

The people visiting Amager Strandpark is a very broad segment including almost everyone; 

however there are segments that are more likely than others.  Since Amager Strandpark is a 

public place meaning that you are not obliged to purchase anything in order to be allowed to be 

there, meaning this can be a very cheap way of spending a day alone, as a group of friends or 

with your family. Visiting the beach has no street value or brand competition from more trendier 

or rival beaches. The beaches are for people from all social levels, educations, religions, 

generations, nationalities and races. However the segment with the highest income and a 

lifestyle that matches this may choose to travel towards the more exotic beaches fare away from 

the somewhat more unstable Danish weather to get to the turquoise blue waters. So in order to 

get a substitute product that “competes” with Amager Strandpark one must be on the higher 

scale of income, and still here we cannot completely exclude this segment.  

From a demographic point of view the only things that can differentiate is age and family life 

cycle. Families with small children will go to beaches that are child friendly, as shallow waters, 

good quality of the sand and kiosks. Families and groups of friends, visit the beach, and probably 

with each of their objective at mind. Some will play ball, some relax in the sun, some bade and 

others play in the sand. There is something for everyone and the beach may be referred to as a 

natural amusement park/playground. 

Age also is a valid variable when going to the beach at Amager Strandpark. Young people under 

the age of 15 are not expected to visit the beach without the supervision of adults. However this 

does of course not mean those youngsters under this age does not visit the beach. They are just 

going as part of a group including adults. Furthermore Amager Strandpark is divided into a 

north and a south part, that in general, separates the youngsters in age from 15 to 30 from the 

older segment in the age from 25 to 30+ or at least differentiates between the “young” beach 

with more activity and the “older” beach with less activity and a calmer atmosphere. This gives 

the beach an appeal more attractive in the broader segment. A general view of the age 

distribution is shown in tabel 2. 
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Age Percentage 

15-29 51% 

30-39 20% 

40-49 11% 

50-59 8% 

60+ 7% 

Not announced 2% 

TABEL 2: AGE DISTRIBUTION AT AMAGER STRANDPARK  

(MEGAFON, 2008) 

Lying on the beach is most popular among women and women also counts for 63% of the guests 

at the beach. Men counts for the remaining 37%. Should this be changed facilities that are more 

boys like, apart from lying on the beach sunbathing should be introduced. 

5.4.3 BEHAVIORAL 

Amager Strandpark can be used for special occasions as well as on a regular basis. The 

behavioral use of Amager Strandpark varies a lot depending whether it is the winter season 

from October to April or if it is the in the summer season May to September. In the summer 

season from May to September 55% (Megafon, 2008) of the guests visit Amager Strandpark 2 to 

3 times a month or more and the remaining 45% visit 1 time per month or less (Megafon, 2008). 

In the winter season from October to April only 13% (Megafon, 2008) of the guests visit Amager 

Strandpark 2 to 3 times per month or more and the remaining 87% 1 time per month or less. 

(Megafon, 2008)  

The benefits of using Amager Strandpark instead of other beaches are convenience as it is close 

by.  Why by fare, the majority of the guests at the beach are locals from the Copenhagen area. 

Speed in very efficient public transport and the quality as Amager Strandpark offers a beach that 

fulfills the needs of such a broad segment.  

The user status varies very much, also depending on the season but over the summer the regular 

user status is obviously at its highest and as more facilities comes in and also in other times 

outside the summer season, this will rise and so will then the user rates from light to medium 

and to heavy. As to the loyalty status it will be the locals as the main users that will have the 

highest loyalty status due to convenience and speed as mentioned earlier. In general there is a 

very positive attitude towards Amager Strandpark as 95% is very satisfied or satisfied in general 

with their visit at Amager Strandpark. See tabel 3. 
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Satisfaction level Percentage 

Very satisfied 50% 

Satisfied 45% 

Indifferent 3% 

Unsatisfied 1% 

Very Unsatisfied 1% 

TABEL 3: SATISFACTION RATIOS  

(MEGAFON, 2008) 

5.5 LEISURE PARADOX 

Amager Strandpark has, as mentioned earlier, a very wide segment and covers close to all 

segments within the local market and has great possibilities to expand to include tourists 

visiting Copenhagen as well, with a small change in their marketing strategy. As Amager 

Strandpark is included in the attraction market the concept leisure paradox (Swarbrooke, 2002) 

is of great relevance here. Over time and depending on when in one’s life the two factors, time 

and money, plays a role of relevance since this vary depending on where one is in the process of 

the family life-cycle. Younger segments tend to have plenty of time however at this stage of life 

the income is at its low point, these are considered to be students and youngsters living from 

parents allowance and has work related income as secondary. As time goes by more 

responsibilities such as family and work, as primary income and time consuming responsibilities 

shifts the situation more towards higher income and less time on ones hands to visit attractions. 

At middle age the time free to spend on leisure related activities has its low-point where income 

and money hits a high point. From here, young families/middle age, the ratio between time and 

income shifts again and as the life-cycle moves forward towards the stage as elderly, the norm of 

the life-cycle is a decreasing income and an increasing amount of time. The model below 

illustrates the life-cycle development.  
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FIGUR 2: LEISURE PARADOX 

(SWARBROOKE, 2002) 

A great advantage for an attraction like Amager Strandpark is that the target market covers 

members of the whole life-cycle and therefore does not exclude any of the stages and is 

dependent on solely one or two certain groups. This minimizes the vulnerability for the leisure 

paradox and makes sure that their always is a market with both time and money to spend 

visiting Amager Strandpark. 

Of course the model is general and there is a lot more detailed segments within the groups of 

youth, young family, middle aged and elderly. Whether one is male or female, retired or maybe 

unemployed are details left out of the model but the general message is put forward and shows a 

general picture of the family life-cycle, which can help attractions identify their market space

Income Time

Youth Young family Middle aged Elderly
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6 METHOD 

This section of the project contributes to the overall data collection design and analysis, and 

determines the research methods used. The research approach and purpose of it will be 

determined; illustrating how the chosen approach affects the way data is collected and obtained. 

There are two overall approaches to take when the data is to be collect data. These are either a 

qualitative or quantitative approach - or a combination. This Master Thesis utilizes the approach 

of combining quantitative and qualitative research when collecting primary data and 

information. This approach has been taken due to the different advantages of each technique. 

The qualitative is chosen due to its exploratory nature, focusing on the interviewees’ 

perspectives, attitudes, and experiences (Andersen, 2005). Taking an exploratory approach will 

facilitate the process of understanding what the consumers of Amager Strandpark really wants 

and it gives them the possibility of elaborating on their behavior and suggestions for 

improvements. The quantitative research within the thesis will rely on research made by the 

research agency ”Megafon”. They were hired by Amager Strandpark in 2008 to make 

quantitative research on consumer habits when visiting Amager Strandpark. The research made 

by “Megafon” is up-to-date and the questions are in line with the information regarding the 

consumer habits that we are looking for. 

The interviewees for the thesis consist of various groups of people with different backgrounds. 

This is done in order to make a comprehensive foundation for the analysis and 

recommendations. The first group is representatives from the municipality of Copenhagen and 

the board of Amager Standpark. The second group, and most important one, is the citizens of 

Copenhagen - consumers and non-consumers of Amager Strandpark. The third group consists of 

tourists in Copenhagen where their view on what it means for them, that there is a beach in 

Copenhagen. The fourth group consists of people who originate from the business environment 

with relevant knowledge for development of Amager Strandpark. The fifth group is the 

supporting organizations which is capable of promoting Amager Strandpark.  

 
Collecting data through a qualitative approach in this thesis is done through focus groups and 

semi-structured interviews. We will make use of focus groups when doing research on the 

second group, the consumers and non-consumers, as they are the driver for what Amager 

Strandpark should be or become. One focus group will represent the consumers of Amager 

Strandpark and another will represent consumers which prefer another beach, than Amager 

Strandpark. This information will give us an insight of how to deal with the issue of getting the 

current visitors to have a higher level of satisfaction when visiting the beach and identifying 
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reasons for why the non-visitors are excluding Amager Strandpark. Furthermore, the objective 

of the focus groups is also to get insight of how the consumers- and non-consumers of Amager 

Strandpark sees the possibilities of exploiting the location for other seasons besides the summer 

period. The data from the remaining three groups (group one, -three, -four and –five) will be 

collected through semi-structured interviews.  

The focus groups and interviews have been conducted using the approach of an 

interrogation/communication study (Blumberg, Cooper & Schindler, 2005). This approach has 

been carefully selected, because it will give us information regarding supply and demand. 

Obtaining such information, will give us an indication of the how well Amager Strandpark is 

performing and if they are delivering the service as the citizens, politicians and supporting 

organizations are demanding. These answers will contribute to making us capable of making a 

development plan for Amager Strandpark where the above mentioned stakeholders are taken 

into account. Using the data collected from the qualitative questions in the focus groups and 

semi-structured interviews will enable us to rate the performance of Amager Standpark and 

linking it to the demand of the citizens. 

6.1 PRIMARY DATA 

As mentioned above, the primary data will be collected through a qualitative approach using 

interviews with open ended questions. These interviews have been designed as an exploratory 

study (Andersen, 2005) in the beginning of the interview, using the semi-structured interviews 

(for group one, -three, -four and –five) and focus group interviews (for group two).  

Semi-structured interviews are often used in case studies because of the purpose they serve 

(Blumberg, et al., 2005). This design of an interview holds 2 main objectives, one helping the 

researchers obtaining perspectives of the interviewees, two, confirming information already 

held by the researchers (Blumberg, et al., 2005).  

The focus group interviews will be carried out by having two interviewees representing each 

segment of our segmentation description that is described earlier.  The size of the focus groups 

will be 8 interviewees for each focus group. The time spend on each focus group will be around 

two hours as this give the interviewees the time for elaboration. The advantage of choosing this 

approach is that it is a fast research method of collecting data on a detailed level, from more 

interviewees at the same time. Furthermore, the interaction in a focus group stimulate the 

interviewees to give more detailed and elaborated answers compared to traditional interviews 

(Blumberg, et al., 2005).  
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The primary gathered data has been exposed to stimuli influences, meaning that the questions 

asked in the interviews have been created in a certain way, in order to gain specific knowledge 

wanted by the interviewers. Doing this also fits with the way a semi-structured interview is 

setup, since it is easier to get the interviewee to reveal feelings and beliefs. If another approach 

were to be taken, observation studies could be used. Though, this is not a valid option, due to the 

season of the year that we are working on our master thesis. For our case, observations would 

be relevant primary during the summer period. This is because people primarily are at the beach 

in the summer period when it is hot. Observations could also be relevant during spring and 

autumn, since we want to exploit these month for usage of the beach. However, this is not 

possible as we execute our research during the winter.  

The data for this study is collected, as mentioned earlier, by interviewing five groups of 

stakeholders. The five groups are: 

Group 1. Representatives from the municipality of Copenhagen and the board of Amager 

Standpark.  

Group 2. The citizens of Copenhagen - consumers and non-consumers of Amager 

Strandpark.  

Group 3. Tourists in Copenhagen 

Group 4. People who originates from the business environment, with relevant knowledge 

for development of Amager Strandpark.  

Group 5. Supporting organizations which are capable of promoting Amager Strandpark.  

 

FIGUR 3: GROUPS OF INTERVIEWEES FOR THE RESEARCH 
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6.1.1 MUNICIPALITY AND BOARD 

The municipality of Copenhagen is representing the citizens and is supposed to do what is best 

for the people of the city. The municipality has established a board which objective is to govern 

and ensure a suitable development of Amager Strandpark. These two parties are interviewed to 

achieve knowledge of what they believe Amager Strandpark is, and what it should be in the 

future. Also to get a deeper insight in their development plans and to discover what their success 

criteria are. Furthermore, we want to identify which, of our, success criteria’s they are valuing 

the highest.   

6.1.2 CITIZENS OF COPENHAGEN 

Amager Strandpark was established to create a higher quality of life for the citizens of 

Copenhagen, and they are therefore important to interview. The interviews of the citizens will 

be carried out through focus group interviews. We will execute the focus group interviews over 

two sessions by dividing the citizens in to two groups: the consumers and non-consumers. The 

consumers are people that are using Amager Strandpark, minimum two times per year. They can 

give their view of where the beach is lacking and where it is performing well. There is also a 

possibility of idea generation from this group as they have been at Amager Strandpark, and 

might have suggestions for changes and improvements. 

The non-consumes can according to (Kim, et al., 2005) be divided in to three tiers where we only 

want to focus on first- and second tier.  First tier are the customers closest to the market, they sit 

on the edge and are waiting to jump ships and leave the industry but are easily affected if they 

receive the attention they need. Second tier are the customers that refuse to buy your industry’s 

product. They are fully aware of the product and its use, and would maybe even benefit from it, 

but voted against it. However, our group of non-consumers will also include people who have 

been visiting Amager Strandpark of maximum one time. The non-consumers can give us an 

indication of reasons for why they are not visiting the beach. This group also has potential for 

generating ideas as they can tell us what should be changed or improved, in order for them to 

start visiting Amager Strandpark. 

6.1.3 TOURISTS 

Copenhagen is a popular travel destination for tourists around the world. In 2008 Copenhagen 

was ranked #4 by Financial Times-owned FDi magazine on their list of Top50 European Cities of 

the Future after London, Paris and Berlin (Altmann, et al., 2009). It would be interesting to do 

research in why they have chosen to visit Copenhagen and if they are aware of Amager 
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Strandpark. Furthermore, it would be valuable, for the development of Amager Strandpark, to 

get the tourists’ opinion regarding what offers there should be at Amager Strandpark. It would 

also be interesting to get information regarding which parties affect their choice of what to do 

and what to see during their visit. 

6.1.4 BUSINESS ENVIRONMENT 

People that are operating in the business environment tend to have another view on how to run 

projects than politicians and people from public organizations. The major difference is their 

goals. Private companies are successful if they can create products/services that generate profit 

to themselves and their shareholders. While politicians and public organizations target is to 

optimize citizens’ life quality. Of course, they are on a budget constraint and cannot spend more 

money than they are granted for a particular project but their goal is to satisfy the general 

public. It is an inhibition as it does not tempt them to be cost efficient – at least not in the same 

manner as people from private companies.  People operating in the business environment have a 

tendency to have a different mindset regarding the finances. There is a high focus on cost 

minimization and profit optimization. However, they obviously also have focus on customer 

satisfaction as this is the foundation for achieving higher profits. 

The reason for having this group included in our research is due to their, above mentioned, 

difference in approach of doing business compared to politicians and public organizations. It 

would be interesting to get their view on Amager Strandpark as it is today and how they are 

using their budget. Their view would also be relevant for getting knowledge on how the 

development could be in the future.   

6.1.5 SUPPORTING ORGANIZATIONS 

The supporting organizations are organizations which exist as marketing Medias for Amager 

Strandpark. This is public organizations which are established by the government in order to 

promote places such as Amager Strandpark. These are important as Amager Strandpark does 

not have a marketing department. The supporting organizations can therefore be categorized as 

the marketing department of Amager Strandpark. It is therefore relevant for the thesis to 

interview these organizations to get further information on how they are cooperating with the 

management and board of Amager Strandpark.  
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6.2 SECONDARY DATA 

Secondary data has also been collected. The chairman of the board, Monica Thon, and the 

Operations- and development manager, Jesper Schrøder, have been providing us with data such 

as: Background information, the development plan, rules and regulations etc. This information 

has helped us getting significant insights in where the project is coming from and how the 

expansion is planned for the future. This gives us a foundation for giving our suggestion of how 

Amager Strandpark could be developed in the future; we need to make a development plan 

which is in line with the vision and mission.  

6.2.1 CUSTOMER SATISFACTION SURVEY 

In July 2008 the research company, Megafon, executed a face-to-face quantitative research 

regarding customer satisfaction where 406 users of Amager Strandpark where interviewed 

(Megafon, 2008). The target audience is users from the age of 15 years and up, and the 

interviews have been executed from 12am to 6pm all seven days in a week.  The research 

includes general customer satisfaction of their visit at Amager Strandpark, but also shopping 

behavior and opinions about the kiosks and food stands which is located at Amager Strandpark. 

This quantitative research on customer satisfaction is great to complement the research 

executed by us, as the information achieved from the quantitative research is representative for 

the customers at Amager Strandpark as the lack of the qualitative research is getting the general 

opinion.  

The secondary data does not help us with solving our problem formulation but it will function as 

supporting knowledge when the interview guide is to be developed.  

6.3 CONSEQUENCES OF RESEARCH APPROACH 

Choosing a particular research approach has consequences for the analysis in the thesis. We are 

applying a qualitative approach in all of the interviews. The interviews are made to discover the 

demand of the various interviewees and use them as idea generators for improvements. 

However, quantitative research would be relevant for identifying general consumer habits at 

Amager Strandpark. This research was originally planned to be applied as a part of our primary 

research, but was later chosen not to be included as the research agency, Megafon, made a 

quantitative research in July 2008 (Megafon, 2008). We found the data relevant for our study 

and choose to focus more in the qualitative direction in order for making the thesis more 

complete. Also, by executing interviews, we are making sure that we are interviewing the people 

that care about the interview and thereby ensure that we get a high quality of data. Additionally, 
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compared to other sorts of data collection e.g. self-administered surveys, it will be easier for us 

to obtain specific knowledge. This is due to the advantages of interviews, and the openness of 

the interview guide that will result in a higher possibility of getting a deeper insight and being 

able to elaborate on specific topics, covered in the interview.  

6.3.1 CHALLENGES 

(Blumberg, et al., 2005) mention that the interview has a shortcoming concerning response rate 

which we experienced. There have been some challenges of setting up interviews with all of the 

groups. It has been unproblematic to get the chairman- and the operations- and development 

manager of Amager Strandpark to participate for an interview. However, it would be preferable, 

for completing group one, to interview a representative from the municipality of Copenhagen 

where the Mayor of technique and environment, Klaus Bondam, would be a preferable choice. It 

has, unfortunately, been a challenge to arrange an interview so we decided to interview Jørgen 

Glenthøj instead which is the Mayor of Frederiksberg and a member of the board of Amager 

Strandpark. Unfortunately, he could not participate in an interview as he believed that he could 

not contribute with anything for the thesis. He referred to the deputy mayor, Margit Ørsted, 

which he thought would be better for an interview. We made contact to her and agreed on an 

interview, however, she cancelled the interview and we received her answers by email, which 

can be found in appendix S. 

Group two; consist of the consumers and non-consumers which were executed through focus 

group interviews. We decided to include various segments for the two interviews which were 

based upon: age, and if they had kids, and they should live in the municipality of Copenhagen or 

Frederiksberg. We had no further problems with finding interviewees that were in our own 

segment (young adults 15-34 years) but it was a challenge to get interviewees for the other 

segments (Adults (34-49), Elderlies (49+) and Families (with children below 15 years)) as they 

are underrepresented in our networks. This meant that we used more time than expected on 

recruiting interviewees for the focus groups. Another reason why we experienced these 

difficulties was that the time for the interview was fixed; due to it was a focus group interview, 

which made us inflexible considering the time aspect, though it was on a Tuesday from 6pm-

8pm.  

Group three; consist of tourists in Copenhagen. These tourists are meant to represent all the 

tourists that are in Copenhagen which we segmented by their country of origin. Since it would be 

an impossible task to include all the countries in the world we agreed to refer to regions instead 

(Asia/Far East (5), Nordic (25), Europe (10) and USA (10)). We wanted to locate the tourists by 
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one of the main tourist attractions, where we choose the little mermaid. Obviously, not all the 

tourists we approached were willing to participate in the interview, but we managed to gather 

interviews from almost all of the regions from this tourist attraction, however, we had 

difficulties with locating 25 interviewees from the Nordic countries. We therefore choose to go 

to the main entrance at Tivoli the following day to gather the remaining interviewees. This 

turned out to be a good choice as we executed the remaining interviews at this location. 

Furthermore, the tourists at Tivoli were more willing to attend the interviews, as they were 

standing in line, but there were a tight time constraint as they were getting closer to the 

entrance as they move ahead in the queue. 

Group four; consist of people that originate from the business environment. However, it is 

central that they work or have worked in an industry that can be related to the Amager 

Strandpark project. We quickly identified three companies (Tivoli, Park café/night club and 

Parken sport and entertainment) that could be interesting to establish an interview with. There 

were no problems with getting interviews with the first two companies, however, Parken sport 

and entertainment were not willing to participate, or we assumed it as they did not reply to any 

of the many emails that were sent to four different persons within the company. As a result of 

this, we choose to contact the beach club “Halvandet” instead where we established an interview 

promptly. 

Group five; consist of companies that Amager Strandpark potentially can create public relations 

through. We made some market research where three preferred candidates (AOK.dk, iByen and 

VisitCopenhagen) were found. After short correspondences, we established interviews with 

AOK.dk and VisitCopenhagen. We did not get any replies from iByen, even after several mails, so 

we decided to make contact to Downtown Magazine where we then established an interview. 

6.4 DATA VALIDATION 

Data which is collected in the field, and later used in a project needs to be validated to ensure its 

reliability and appropriateness. According to (Blumberg, et al., 2005) validation refers to the 

perspectives of the interview, and should provide a measurement tool that gives the researchers 

the kind of measures they expected to retrieve. The validation of data is crucial for the thesis, 

this is because that the problem formulation will be solved based on the gathered data. A 

problem when doing qualitative research and collecting data through interviews, is that we get a 

limited view of opinions from each segment in the focus groups.  
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The focus groups consist of two persons that represent each segment which entitles that there 

is a risk of a variance from our interviewees- to others within that particular segment. This 

indicates that the answers retrieved in these interviews might not represent the entire truth, or 

problems that all persons from the various segments and focus groups face. Having such issues 

obviously weakens the analysis validity, but the problem regarding this can be countered. To 

counter such risk, the two persons from each segment in the focus groups, will support in 

finding patterns and commonalities which will decrease the risk of missing important points. 

One could argue that upgrade each segment from two- to three or four interviewees but this 

would very likely disrupt the efficiency and quality of the focus groups, as too many people are 

involved. The unquestionable backside of the choice of research approach, regarding the focus 

group, is clearly the lack of representative data. However, we find this choice suitable as we have 

quantitative data from the survey made by (Megafon, 2008). This means that we can identify 

patterns and communalities from the various segments in the focus groups and evaluate them in 

respect to the quantitative research. However, the quantitative data is solitary based on people 

that have been at least one time at Amager Strandpark. This means that the data is more 

applicable for the focus group which consists of consumers, which are visiting Amager 

Strandpark at least two times per year. 

The segments are: Young adults (15-34), Adults (34-49), Elderlies (49+) and Families (with 

children below 15 years) 

The semi-structured interviews, which we apply in, group one, -three, -four and -five, 

approximately three persons are representing their entire group. However, for group three we 

will interview 50 tourists to represent the general opinion of the tourists visiting Copenhagen. 

Group one; consist of people from the municipality of Copenhagen and -Frederiksberg, and the 

board of Amager Strandpark. It is a complex task to get a representative view from the 

municipality as there are different political parties, with obvious different opinions of how the 

assets of Copenhagen should operate. The most fair manner of choosing the representatives 

from the municipality would be to choose those who are most involved with such projects. Also, 

the persons that hold such positions are elected and should represent the municipality; 

however, the research is not representative in relation to the research approach.  

Group three; consist of tourists that VisitCopenhagen where the number of interviewees will 

consist of 50 persons. The respective interviewees will represent: Asia/Far East (5), Nordic (25), 

Europe (10) and USA (10). Such small numbers from the different regions cannot give 

representative views but they will provide us with their personal view that we can evaluate on 
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and use for improvements to Amager Strandpark. To deal with this lack of quantity we will 

attempt to look for communalities, within the various regions but also create an overall profile 

based on all the communalities we find at all the interviewees from the different regions, in 

order to make Amager Srandpark as attractive as possible for the tourists.  

Our differentiation in choosing the ratio of number of interviews within our four main 

geographic regions is augmented through the number of visitors from the region contra the 

number of countries included in this region. Asia is represented by the lowest number of visitors 

so only five interviews have been conducted with Asian tourists. USA and Europe have both been 

given each 10 interviews even though Europe is represented with a bit more than seven times 

the number of tourists. This is due to the fact that Europe is represented by so many different 

countries and therefore logically will have a much higher number of nights spend in Denmark. 

Also their Geographic placement gives Europe are logically higher number. The Northern 

countries only consist of four countries but are represented with a bit more than half the 

number compared to Europe. As this then can be concluded to be the main market of 

International tourists, 25 interviews have been conducted here. Having this many from the 

northern countries, the majority of the interview was spend on this market as this will provide 

the most valid opinions and should therefore weigh the most in the tourists survey. In the tabel 

below the nights spend in Denmark ratio, provides an overview, distinguishing between the 

relevant regions.  

Region Number of tourists 

Nordic countries 1.303.447 

USA 303.011 

Asien 218.722 

Europa 2.171.104 

  

Total 3.996.284 

TABEL 4: TOURISTS IN COPENHAGEN  

 (DANMARKS STATISTIK, 2008) 

Group four; consist of people from the business environment and it is clear that approximately 

three persons cannot represent all the private Danish companies. Therefore we make of the 

same inside-out approach where we choose persons that we find as being most involved with 

projects such as Amager Strandpark, and make them act as ambassadors for the business 

environment. Having a relatively low number of interviewees obviously weakens the validity of 

the analysis. To counter such risks, the approximately three persons from the group, will 

support in finding patterns and commonalities which will minimize the risk of missing 
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important points. Additionally, the interviewees can be selective regarding the information that 

they give us as they are aware of our cooperation with the municipality. The people from the 

business environment that operates in such industries as attractions and experience economy, 

are very likely to have interaction with the municipality when doing business. They might 

therefore not give true answers in relation to critique of Amager Strandpark, as they have 

motivation for pleasing their relationship with the municipality by complimenting their work. 

Group five; consist of organizations which are supporting Amager Strandpark in relation to 

promotion. Some organizations are more involved with the municipality than others. The 

organizations that are involved with the municipality are receiving subsidies to finance a part of 

their operations. The validity of the answers that these organizations are providing can also be 

questioned, as they have the same motivation for pleasing their relationship with the 

municipality, as described in the section above. It is therefore important to take this in to 

account when the data is to be analyzed. The organizations which are independent and are not 

receiving subsidiaries are more likely to give their real opinion about Amager Strandpark and 

how they think the municipality is performing. Interviewing organizations which are both 

receiving subsidiaries and the ones that are not, will endorse the possibility of finding 

communalities and thereby minimizing the risk of getting blurred information for the analysis.  

6.5  INTERVIEW PROCESS 

The design of the interview and the process of analyzing data have been done with inspiration 

from (Kvale, 2002). (Kvale, 2002) suggests using the structured research route’s 7 stages, 

consisting of theme, design, interview, transcribe, analysis, verify, and report to structure the 

thinking of the researchers. Such structuring will enable us to design the interview process the 

best way possible. Before the interview process began, methodological choices were made to fit 

the developed research tasks in accordance to the problem formulation. Among the choices were 

the choice of research approach, and the number of interviews being conducted to gain sufficient 

knowledge.  

We developed, in correspondence with our CBS advisor, a plan in regards to the number of 

interviewees for the focus groups and the semi-structured interviews. But also the choice of the 

five groups, which we are including in the research, was evaluated thoroughly. After these 

choices were made an interview guide were developed to support the interviews and ensure 

that we are not losing focus and is getting answers to the research questions. Also, the guide will 

aid the interviewee by letting him/her prepare for the interview in advance, by perhaps looking 

up information not knowing prior to the interview. 
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The focus group interviews were supported by interview guides that were prepared as loose 

guidelines so the users could still use the strengths of the research approach. Though, the focus 

groups have dynamics which often take place when executing such interviews which is a 

motivation for the interviewees to make in-depth and elaborating answers. This is good for the 

data quality, but this enthusiastic behavior which occurs can result in that the interviewees are 

talking in to each other’s mouths. The backside of this is that we have to limit the research guide 

in order to get done within a reasonable amount of time. To collect data and ensure reliability, a 

Dictaphone were used to record the interview. The interviews began with a short briefing, to 

make the interviewee comfortable, as suggested by (Kvale, 2002), explaining the purpose of the 

interview and informing them that the conversations would be recorded. The semi-structured 

interviews were also supported by interview guides that were designed with the same purpose 

as described above so we can get the most out of the chosen research approach. 

After the interview ended, a debriefing would take place just to some up some main points, 

giving the interviewee the chance to add anything else, and to thank the interviewee for the 

participation. This is due to that fact that there is a possibility that the interviewees have 

something to add. When the interview was over, we summed up the interview and evaluated the 

comments. 

6.6 RESEARCH TASKS FOR INTERVIEW GUIDE 

In the problem formulation we have identified some overall problems that we will like to find a 

solution for. These problems needs to be incorporated into the project and is done by splitting it 

up in a range of research tasks. The choice of the particular research tasks is based on initial 

research to the thesis which was carried out through interviews with various stakeholders of 

Amager Strandpark and research of secondary data. In order for the municipality and the board 

of Amager Strandpark to improve the beach, it is necessary to determine what that is most 

important for the stakeholders, in order to find appropriate actions that are needed to be taken. 

Besides the stakeholders’ point of view, the research tasks will be included in interviews for the 

business environment as they might provide alternative solutions to the research tasks. All of 

the interview guides can be found in appendix B-G. 

6.6.1 SCREENING QUESTIONS 

When doing research, both qualitative and quantitative, it is important to introduce the 

interviewee in the research to the interview but also ensuring that it is the right person 

participating (Blumberg, et al., 2005). We are starting the interviews by giving the interviewee 

an introduction of us and information regarding the use of the interview. The screening process 
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starts the interview, and helps us to determine whether or not the right person is being 

interviewed. The questions have been created, both to determine the appropriateness of the 

interviewee but also to get the conversation going.  

The municipality and board (Group one) is asked about questions such as “Do you know 

Amager Strandpark?”. It is obvious that it is important that they have to know Amager 

Strandpark in order to be qualified to participate in the interview. However, the reasons for us 

choosing them to be interviewed in the first place was due to their relationship to Amager 

Strandpark, so the screening questions for this group is mostly to get the conversation going and 

making the interviewee comfortable.  

The consumers and non-consumers (Group two) are also asked about their knowledge in 

regards to Amager Strandpark. They are also asked if they have ever been there. This is very 

important for the research as consumers have to visit minimum two times per year for being 

valid for being considered as consumers for our study. Also, the non-consumers must maximum 

has been at Amager Strandpark one time, in order to be a non-consumer. 

The tourists (Group three) might be most importing for this screening process as we more or 

less confront them because they look like tourists. We screen them by asking them what their 

purpose is in Copenhagen and we can thereby determine if they are tourists and if they are 

applicable for the research. Furthermore, it is very important that this group is being well 

informed about the purpose of the interview and their possibility for not giving their name, 

however, we do need to know their: gender, age and nationality. Moreover, these screening 

questions are important for getting them commutable with the situation. 

The business environment (Group four) is asked about if they know Amager Strandpark. We 

also ask them if they have been there, however, it is not central for interview if they have been 

there or not. Although it is important for the screening session that we can confirm that they 

know what Amager Strandpark is, so they can come with constructive input during the interview 

for the future development. 

The supporting organizations (Group five) is also asked about if they know Amager 

Strandpark where it would be irrelevant to continue the interview if they do not know it. Also, 

we ask them if they have anything to do with doing marketing or communication in their 

company as we want to identify what promotion that is done for Amager Strandpark at the 

moment, and how it could be done in the future.    
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6.6.2 FOOD- AND BEVERAGE SELECTION 

Food- and beverage is something that many visitors make use of during their stay at the beach. 

Some never use it, as they bring their f & b from home, and others use it in a larger extend for 

consumption of ice cream, soda, water, hotdogs etc. The users of Amager Strandpark finds it 

very important that there is a supply of such things at the beach as 73% of the users think that 

such is a necessity, when they are at the beach (Megafon, 2008). As mentioned earlier, Amager 

Strandpark is established to satisfy the citizens of Copenhagen, and if 73% of the citizens find 

food and beverage important, should this be one of the high profile focus areas. Unfortunately is 

49% unsatisfied with the food- and beverage selection (Megafon, 2008). This point out, that this 

is one of the areas that have potential for improvements.   

The municipality and board (Group one) are the decision makers of how many food- and 

beverages stands there should be located at Amager Strandpark. Furthermore, they are to a 

certain extend also influencing the assortment and quality of the products. We therefore want to 

investigate in how they see the food- and beverage situation and if they think they are satisfying 

the users.  Also, we want to know if they have any plans for the future within this area and how 

they would like it to be. 

The consumers (Group two) are asked what they in general think about the food- and beverage 

situation at the beach. They are also asked to come up with suggestions for improvements in 

relation to the assortment and quality of the products. They are also asked about their opinion 

on establishing a restaurant at the beach. The non-consumers are asked about what they 

expect from the food- and beverage supply when visiting a beach in general. They are also asked 

about their judgment about improvements in general and their view on a restaurant at the 

beach. 

The tourists (Group three) are asked about the same questions as the non-consumers where the 

focus is on what they in general expect from the food- and beverage selection and improvements 

within this area. It is important for the research to discover if there could be any cultural 

differences that Amager Strandpark should be aware of in regards to the food- and beverage 

supply but also facilities in general that the tourists expects there to be at a beach. Such 

misplacements could not be reason for tourists not visiting Amager Strandpark.  

The business environment (Group four) is asked about the same questions as described in the 

sections above, however, they are also asked how they are doing it in there company. It is 

interesting to draw this parallel towards their company in order to find elements in which 

Amager Strandpark could learn from. 
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We have chosen not to incorporate the supporting organizations (Group five), in regards to the 

food- and beverage selection, as they are included in the research for looking into the marketing 

situation and the possibilities for the future.  

6.6.3 ENVIRONMENT – GREEN BEACH 

In the society of today it has become a must that the environment has to be included when 

companies are creating future strategies. It varies in to what extend companies engage 

themselves in environmental beneficial actions, depending on which industry they are operating 

within. There is an overall tendency saying that the companies that operate within industries 

which is damaging to the environment are supposed to spend the highest amount of money on 

saving the environment – ironically enough. The Fortune magazine is every year ranking the 

world's largest companies by how well they conform to socially responsible business practices 

where many of these operates in the petroleum refining industry (CNNMoney.com, 2007).  

In the context of developing sustainable and environmental friendly strategies the government, 

and thereby the municipality, have to be leaders. For example, we see various ministers and 

mayors driving in environment friendly cars. The next step, regarding the cars, is to implement 

these cars to the rest of the government, then the taxis and the goal is that in 2025 all the cars 

will be in the same environmental realm (Copenhagen, 2009). Actually, Copenhagen is 

announced as an “energy city” through an agreement with the Danish Nature preservation union 

where the municipality has committed to be CO2-netural in 2025 (Copenhagen, 2009). This 

indicates that all the future strategies that the municipality is making for the future needs to 

have the environment in mind, which also is the case why we have to incorporate it in the 

research.  

The municipality and board (Group one) have made the agreement which imply that 

Copenhagen has to be CO2-netural in 2025. We therefore want to discover how important the 

environment is when they are planning various initiatives for Amager Strandpark. We also want 

to know to what extend the “green” initiatives will affect on the customer behavior and if they 

think the numbers of visitors will increase. Furthermore, we want to get their opinion about if 

there have to be any kind of economy in the “green” initiatives for them implementing it. 

The consumers and non-consumers (Group two) is a significant group when implementing 

new initiatives at Amager Strandpark since they are the ones that it is done for. We therefore 

want to find out if the consumers value the idea of green economy. We also want to discover if a 

“green beach” would make them visit the beach even more – in particular the non-consumers. It 

would also be valuable to get the consumers view on how “green” initiatives could be 
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implemented, as they have a good operational foundation for answering such question as they 

are considered as regular visitors.   

The tourists (Group three) will represent an international view on a “green beach”. We will ask 

them how a potential green beach will affect their behavior and in what degree they would think 

of exploring it. Furthermore, we want to know if they have any suggestions on how to implement 

green initiatives; maybe they have been at an environment friendly beach of any kind before. 

Lastly, we want to know what they think of a windmill generating all the energy needed to run 

Amager Strandpark as this could be a potential initiative. 

The business environment (Group four) will very likely have an opinion on “green” economy 

and how and where it could be implemented – at least in their own company. We also want to 

get their professional opinion about how a commercialization of such concept could be carried 

out at their company but also at Amager Strandpark. Furthermore, we want to get their opinion 

about the financials in “green” initiatives - if they only will implement such plans if they can get 

return of their investment.    

The supporting organizations (Group five) can give us an indication of how the concept of a 

green beach would change its popularity towards the citizens, tourists and in general. We also 

want to get their view of how this could change the users’ behavior, and change the non-

consumers behavior, so they will visit the beach at other periods of the year – besides the 

summer period. Lastly, we want their opinion of a windmill generating the energy to Amager 

Strandpark as they can see it from a marketing aspect. 

6.6.4 EXPERIENCES AND SERVICES 

Amager Strandpark is offering the basic stuff as many other beaches are, however there is 

definitely potential for more. As it looks now 32% (Megafon, 2008) of guests visiting Amager 

Strandpark believes that there are too few business outlets and 24% (Megafon, 2008) is not 

satisfied or dissatisfied with the current business outlets. 

This calls to a review and reflection upon what can be done to change this. Currently Amager 

Strandpark is offering commodities, goods and the services linked to this. However the next 

logical step is moving forward into offering experiences. Experience economy is one of the latest 

initiatives in creating differentiated offerings with the customer as a possible co-player. It is 

many years ago the selling of goods was linked with related services; today it is possible to gain 

even further if the package is staged as an experience. 
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Where services help to sell more goods, an experience will help to sell more services and by that 

goods. This is a technique used for some time but not theoretically approved before this decade. 

With the right staging of experiences a place like Amager Strandpark will gain popularity and 

attention and this will lead to a higher number of visitors throughout the year and of course a 

higher turnover in the outlets placed at the beach. The creation of more service outlets and 

staged experiences can very well lead Amager Strandpark into being a renowned and preferred 

place to be. (Gilmore, 1999) 

The municipality and board (Group one) are the decision makers of which services there 

should be at Amager Strandpark and to what extend it should be an experience. We want to get 

their view on how they see the services- and experience level today and how they would like it 

to be in the future.  Furthermore, we want to know if they think, adding more services and 

experiences, will increase the number of visitors. 

The consumers (Group two) are the ones who are using the services/experiences at the 

moment and their view on potential improvements would be valuable since it comes from the 

consumers. Furthermore, it would be valuable to know if adding any services or experiences 

could turn the non-consumers into consumers. It would also be important to know if any 

particular services or experiences would make them visit Amager Strandpark other seasonal 

periods than the summer period. 

The tourists (Group three) are not the primary users at Amager Strandpark as it is today and it 

would be valuable, to get the information that can change this. We want the tourists to elaborate 

on which services and experiences there are at the beaches in their home countries, but also 

which services and experiences they had experienced as tourists. Lastly, we want to know which 

services and experiences there should be added in order for them to visit Amager Strandpark. 

The business environment (Group four) has a commercial interest when they introduce 

services and experiences. We want to get their view on how Amager Strandpark is exploring 

their possibilities in regards to the currently provided services and experiences. Furthermore, 

we want to know which services and experiences they offer in their company. We also want to 

get their opinion on how they think Amager Strandpark should do it and where there is a 

potential for earning a profit.  

The supporting organizations (Group five) can give us suggestion on which services or 

experiences there should be added to Amager Strandpark in order to create more awareness 
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from the public and tourists. We also want to know what there should be created in order to be 

more attractive for the supporting organizations.  

6.6.5 MARKETING 

Marketing is in every way a tool of communication with the market. Marketing is an extremely 

wide concept and covers everything that has to do with advertising of the product, service or 

experience at hand. At this time Amager Strandpark are doing very little to promote themselves, 

or in any way communicate the product that they have, in order to raise their level of 

acknowledgement and popularity. 

To make Amager Strandpark something more, marketing and promotion is needed and is a vital 

tool in the process of becoming a renowned institution to attend. A homepage as Amager 

Strandpark has, is today not nearly enough to attract the market that has more substitutes to 

chose from when deciding where to go.  

During our field research we have, when focusing on the international perspective, experienced 

that very basic elements are not in order. The signs posted on Amager Strandpark are only in 

Danish and this already exclude a great segment as tourists and other non Danish speaking 

people.  

Amager Strandpark is at this point not using marketing very much and not in a way that leads to 

any kind of aimed increase in likeness and number of visitors. Using marketing they could also 

ensure the success of momentary facilities for those that are not using the permanent facilities. 

The possibilities are vast and with the right communication and marketing Amager Strandpark 

could become most people’s preferred place to spend their time outside. 

According to Monica Thon (Thon, 2009), they are aware of the fact that they are not doing very 

much marketing. The reason for this is that it is a public institution but an increase in 

relationship marketing with the supporting organizations such as VisitCopenhagen and AOK, 

would be an obvious way to start. We see other public institutions that are promoting in any way 

they can even though they also receive subsidies from the government such as local theaters. 

The municipality and board (Group one) are focusing on the development of Amager 

Strandpark but not that much on creating marking initiatives. However, we want to know how 

important it is for them and what they are doing in relation to marketing or public relations. 
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The consumers (Group two) have obviously heard about Amager Strandpark somewhere since 

they have been there, so we want to know which marketing initiative they have experienced. 

Furthermore, we want to know if the non-consumers have heard about Amager Strandpark and 

if this is the case, we want to know where. Lastly we want to know where both parties have 

heard about Amager Strandpark the first time. 

The tourists (Group three) clearly only visit Amager Strandpark if they have heard about it 

somewhere. We therefore want to know if they have heard about Amager Strandpark and if they 

did, where.  We also want to know why they have chosen to visit Copenhagen and what there is 

affecting their choice in what to do and which attractions to see, during their stay. We also want 

to know which role their hotel has in regards to what they are going to see and do.  

The business environment (Group four) is very like executing marketing activities on a regular 

basis. We want to know how important it is for their business and which activities they are 

executing. We also want their suggestions on what Amager Strandpark should do in order 

promote themselves in the best possible manner.  

The supporting organizations (Group five) plays a central role when promoting Amager 

Strandpark and this group is therefore important to interview within this section. We want to 

know how important marketing is for Amager Strandpark, as they see it. We also want to know 

what they are doing to promote Amager Strandpark and how they are getting the input for their 

activities.   

6.6.6 REVENUE 

Amager Strandpark is a public institution and therefore funded with subsidies via the 

municipalities of Copenhagen and Frederiksberg. Creating further revenue, via a more 

commercialized strategy and by that maybe in the future become less dependent from the 

subsidies received, would be something that would be beneficial for most. At the moment the 

taxpayers are paying a big portion of the expenses it takes to run Amager Strandpark, however 

the potential is definitely there to make a profit themselves that covers the expenses and 

through that save the money from the taxpayers. The aim here would be to run Amager 

Strandpark solely on profits made from the actual users and not by the thousands of people who 

unfortunately do not use Amager Strandpark but are residents in one of the supporting 

municipalities. 

It seems now that not much initiative is taken in order to enhance the possibilities of making 

money. In all private companies the ultimate success factor is to make revenue and through that 
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create a healthy self supporting institution. Amager Strandpark is of course not thinking and 

acting like a private one, but looking at what could be done when focusing on revenue from 

other sources than public funding, it should be worth looking at the benefits that comes with 

trying to focusing on revenue and maximisation of profits. 

The municipality and board (Group one) prioritize the aspect of revenue/profit generation 

differently compared to private companies. We therefore want to investigate in to what extent 

they are looking at revenue and profit. We also want their view on how they can generate higher 

revenue than today. We furthermore want their opinion about the possibility for implementing 

sponsorships at the beach. We also want to know what they think of getting business partners at 

the beach who can contribute with experiences/services and a higher revenue generation. 

The consumers and non-consumers (Group two) are the ones spending money at Amager 

Strandpark and are therefore the driver for a future increase in generating revenue. We 

therefore want to know how much money they spend while they are at the beach. We also want 

to know what they think of companies sponsoring different areas at the beach by naming them 

the company names. We also want to know what they think of companies giving samples away 

at the beach and which companies they prefer to receive samples from. Lastly, we want to know 

what they think of companies arranging various events at the beach. 

The tourists (Group three) are obviously spending money when they are in Copenhagen. We 

want to know how much money they normally spend when they are at a beach. We also want to 

know how much money they spend during their stay in Copenhagen. We also want their view on 

sponsorships and give-aways at the beach. 

The business environment (Group four) is known to have the profit aspect in mind, when 

introducing products to the market. We want to know their opinion about how important it is 

for Amager Strandpark to generate revenue and how they see their possibilities for doing so. We 

also want their view about getting sponsor agreements with companies. Lastly, we want to know 

how they cope with sponsorships in their company and what they do in order to generate 

revenue and profit.  

The supporting organizations (Group five) has more focus on generating revenue than Amager 

Strandpark. They might have an idea on how Amager Strandpark can generate revenue as they 

know of many related attractions which might be derived more profitable. We want their view 

on how important the revenue aspect is and how they think Amager Strandpark can perform 

better. We also want to know their view on the sponsor agreements and sample distributions.  
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6.6.7 STRATEGY 

The success criteria for Amager Strandpark are that the users are happy and satisfied. This is 

also an important criteria and being a public institution paid by some of the users, they need to 

be satisfied. However this should not mean that the full potential of Amager Strandpark should 

not be met.  

Changing the strategy from non-commercial to something more commercial could inevitably 

generate more revenue when this means looking at the possibilities in commercializing Amager 

Strandpark, of course still with supervision of Amager Strandpark I/S and the municipalities. 

This would in the short run open up for private investors and through that a great deal of 

possibilities to create a more sound financial base for Amager Strandpark and make them a lot 

more competitive when it comes to attracting especially tourists but also the public. 

In the long run Amager Strandpark could become a renowned attraction offering a wide span of 

different facilities and scheduled events. Amager Strandpark should not begin to be compared 

with beach parks as Scheveningen in Den Haag, Holland and Venice beach in California (USA), 

since these beaches are much older and has taken decades to establish. However this is some 

good indicators to what potential there is in the long run and one or two decades from now, with 

a more commercialized strategy. 

The municipality and board (Group one) have a strategy for the future of Amager Strandpark 

and we want to know what it is on a short- and long term basis. Furthermore, we want to know 

what their success criteria’s are for today and the future.  

The consumers and non-consumers (Group two) might have an idea of how a perfect beach 

would be for them. We therefore want them to elaborate on how Amager Strandpark should be 

in order to fit all their demands. We also want to get the non-consumers elaborate on why 

Amager Strandpark is not their primary beach. 

The tourists (Group three) might be a growing market in the future and we therefore want their 

view on how a beach should be, in order to fit all their demands.  

The business environment (Group four) is using strategy as a tool for identifying where they 

want to be in the future. We want them to elaborate on their short- and long term plans for their 

company and what their success criteria’s are. We also want them to recognize the success 

criteria’s for Amager Strandpark and how they would come up with a short- and long term plan.   
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The supporting organizations (Group five) clearly have an opinion on how the marketing for 

Amager Strandpark is done today and we want their view on that. We also want to know how 

they think it should be done in the future in order to attract as many as possible. Lastly, we want 

their opinion regarding how they think their corporation with the municipality and Amager 

Strandpark is today and how they would prefer it to be in the future. 

6.6.8 ATTRACTIONS 

Copenhagen is an old historic city, rich on ancient culture and because of this also on various 

attractions linked broad across the spectra of entertainment, experience and cultural/historical. 

This also mean that the competition among the attractions are hard and the ones that are 

fighting the most are, from the government/municipalities, supported financially with subsidies. 

Amager Strandpark is at the moment also supported with these subsidies, however we strongly 

believe that the potential reaches beyond this and that it is very possible that over time Amager 

Strandpark can become a renowned and a popular attraction in Copenhagen, for the tourists as 

well as the local public. 

The tourists (Group three) are in Copenhagen because they think it is an exciting city which 

they would like to know more of. We want to know which attractions they are going to see 

during their stay and which they are looking most forward to. Lastly, we want to know if they 

have heard about Amager Strandpark and what they think about it, if they had been there.  

6.7 PILOT STUDY 

It is important to test the interview guide prior to the actual execution of the research. It is 

important to gain the information which is originally sought and this might fail if no piloting is 

made. This is being carried out by screening the interviewees to ensure that they have the 

required knowledge to participate. Another problem when doing interviews is the 

appropriateness of the questions asked, and its functionality. A way to determine the overall 

performance of an interview is by applying a pilot study. A pilot study serves as a revision of the 

interview guide to test the relevancy, sufficiency, but also overall data collected. This is an 

important process since we will need reliable information, and ensuring that the interview 

worked as intended. 

The pilot study is to be carried out in three sessions: two for the focus groups and four for the 

semi-structured interviews: 
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The interviewees for the focus group interviews for the pilot study are selected through our 

personal network, however, not our close friends. This means that we only will choose 

interviewees that we do not have a strong personal relationship with. The reason why we do not 

want interviewees, that we have a personal relationship with, is due to the fact that there is a 

risk of lower quality of the data as the relationship might affect their answers. We will choose 

one interviewee per segment in order to get a pilot study of high quality, and this design will be 

applied when piloting both of the focus groups.  

During the pilot study interviews we experienced a couple of learning points. The pilot study 

interviews for the focus groups were executed over the telephone; due to lack in time and our 

convenience in that we would get the potential learning’s from this method anyway. We 

experienced that the interviews lasted for a relatively long period of time even though it was a 

telephone interview that have a tendency to result in short answers. This indicates that there is a 

necessity for eliminating or combining some of the questions as a consequence to our learnings 

and thereby shortens the time spend on the focus group interviews.  

The interviewees for the semi-structured interviews for the pilot study are selected through 

the same method as described above. We will interview three persons representing group one, 

three, four and five where one of them will have a background in politics (group one), one will be 

a tourists that we will locate near the little mermaid (group three), one from the business 

environment (group four) and one person with a background in marketing/sales in a supporting 

organization (group five).  

As intended, the pilot study helped us identify the weak spots in the interview guides. A general 

tendency in all the interview guides was that some questions could be summarized to one. When 

we executed the pilot interview for the tourists we experienced that we had far too many 

questions. We had around the same amount of questions, as for the other groups of 

interviewees, but overlook the situation the tourists were in when doing the interview. We had 

prearranged the interviews, concerning the other interviews, and the interviews with the 

tourists were not scheduled in advance. Furthermore, we observed that many tourists were 

arriving with a tourist bus where they have limited time at the attraction. The number of tourists 

that should be interviewed is 50 persons, and it would be too time consuming and difficult to 

arrange these interviews in advance.  The solution for this was that we had to shorten the 

interview guide markedly, in order to get one that is applicable with the situation of the 

interviews.  
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In the interview guide for the business environment, we first started asking the questions about 

Amager Strandpark followed by a question directed towards their own business. Even though 

we first saw this as the most constructive order, we experienced that it would be better to start 

asking them about their own business and then the question about Amager Strandpark. We 

experienced that this change of order made the interviewee answer more clearly and 

constructive as they had their own business to get inspiration from. 

The table below shows the interviewees for the pilot study within the different interview 

groups. See appendix A for an overview of the pilot study and see appendix I to listen to the 

interviews in full-length.  

Pilot study interviewees  

Municipality and board (group 1) Simon Aggesen 

Law student and is an active member in a Danish political party at the 

municipality of Frederiksberg. He has a political mindset which 

qualifies him to represent this group. 

Consumers (group 2) Kevin Sass 

User of Amager Strandpark. He has in particular been there several 

times during the summer 2008.  

Non-Consumer (group 2) Trine Andersen 

Non-user of Amager Strandpark. She has driven by the beach in car but 

has never been there as a user.  

Tourists (group 3) Jessica Cong  

Tourist from China and is on a vacation in Europe where she is going to 

be in Denmark for five days. 

Business environment (group 4) Lars Vestbirk 

Entrepreneur in the event management industry and is owner of a bar. 

Supporting organizations (group 5) Anja Hartung Sfyrla 

Development consultant at Visit Denmark 

TABEL 5: INTERVIEWEES FOR PILOT STUDY 

6.8 INTERVIEWS 

The research will be executed with assistance from an interview guide for each of the five 

groups. The interview guides can be found in appendix B-G and is customized to the particular 

group of interviewees and research method.  The interview guides consists approximately of 

eight sections each covering a subject of relevance for answering the problem formulation. The 
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sections are entitled: Screening, food- and beverage selection, environment – green beach, 

experiences and services, marketing, revenue, strategy and attractions (for the tourist interview 

guide). Screening questions are to be seen as an introduction to make sure that all interviewees 

are qualified to answer the rest of the questions. The remaining five sections are made to answer 

the problem formulation of origin. A rational for the various research elements are described in 

section 6.6 Research tasks for interview guide. The questions in the interview guide are all 

relatively open in the sense that they do not give interviewees an incentive to answer simply yes 

or no. This formulation of questions is in line with the qualitative research approach taken in 

this master thesis. 

6.8.1 FOCUS GROUP INTERVIEWS 

The focus group interviews will be executed in meeting rooms at CBS. The first focus group 

interview will be for the users of Amager Strandpark and will be in meeting room K153 at Kilen. 

The second focus group interview will be for the non-users of Amager Strandpark and will be in 

meeting room SPs04 at Solbjerg Plads. We will buy coffee, tea, water and sweets for both of the 

focus groups in order in getting the interviewees to feel comfortable and welcome. When the 

interviewees come we will ask them to fill out a form (appendix H) which is prepared for 

practical reasons so we ensure getting their personal information but was also to get them 

activated while waiting for all the interviewees to come. When all the interviewees have arrived 

we will give an introduction of ourselves and a briefing of our master thesis. Furthermore, we 

explain which role they have in the research and shortly clarify why their opinion is important to 

the research. This is followed by a short overview of what the interview will evolve around. 

Lastly we will make the interviewees, one by one, tell their name and their background. This is 

due to practical reasons but is also, as mentioned above, to get the interviewees comfortable 

with the situation and to get to know each other.  

The research will be executed with assistance from an interview guide consisting of 23 open 

questions for the consumers and 21 open questions non-consumers of Amager Strandpark.  The 

interviewees are selected through our personal network; however, we will not include family 

and close friends. The reason why we do not want interviewees, that we have a close personal 

relationship with, is due to the fact that there is a possibility lower quality of the data as the 

relationship might affect their answers. We will choose approximately two interviewees per 

segment, which is eight in total per focus group, in order to get as high quality of data as 

possible.  



 

 METHOD 
INTERVIEWS 

56 

CHAPTER 6 

The consequence of not getting close friends was that we had difficulties with getting people 

committed to join the focus group interviews. This forced us to find some kind of reward for 

attending. We choose to purchase gift certificates for the cinemas of Nordisk film as this is a 

diverse form of payment that all our segments might find attractive. This turned out to be a 

success as the interviewees started accepting the focus group invitations. Furthermore, the 

board of Amager Strandpark accepted to cover the expenses which also were a necessity in 

order for us to buy the gift certificates in the first place.   

Information regarding the interviewees for both of the focus groups can be found in the table 

below. See appendix I to listen to the focus group interviews in full-length and see appendix R 

for an illustration of the full scale study. 

A. INTERVIEWEES: CONSUMERS 

Consumers (group 2) 

Young adults (15-34) Christian Jordt 

He has only used Amager Strandpark during the summer of 2008 but has been 

there around eight times in this period. He is a graduate student at CBS.   

Young adults (15-34) Astrid Cohr Lützen 

She has used Amager Strandpark during the summer of 2007 and 2008 where she 

has been there around fourteen times in total. She is a graduate student at CBS. 

Adults (34-49) Lars Silberbauer 

He has been at Amager Strandpark a lot of times and has been there more than 

ten times during the summer of 2008. In particular, he uses the park for jogging 

when it is not a bathing day. He is creative manager at the Danish Broadcasting 

Corporation. 

Adults (34-49) Rea Borovnjak 

She has used Amager Strandpark three times and is a law school student. 

Elderlies (49+) Claus Skogstad 

He has been at Amager Strandpark many times over the last years and this is more 

than ten times last summer. He is an architect at Vilhelm Lauritzen. 

Elderlies (49+) Kirsten Retsby 

She has been at Amager Strandpark a lot. She uses the park a lot for dog walking 

in particular. She is service level manager at IBM. 

Families Morten Jensen 

He has been at Amager Strandpark around two times in 2008 with his children. He 

is furthermore a grad student at CBS. 

Families Marie-Louise Peterslund 
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She has been at Amager Strandpark a couple of times over the last two years. She 

works for Aon which is an insurance broker. 

TABEL 6: INTERVIEWEES FOR CONSUMER FOCUS GROUP INTERVIEW 

B. INTERVIEWEES: NON-CONSUMERS 

Non-consumers (group 2) 

Young adults (15-34) Andreas Glud 

He has never been at Amager Strandpark but has heard about it. He is a grad 

student at CBS. 

Young adults (15-34) Anna Claudi Tangø 

She has been at Amager Strandpark one time. She is a midwife student at the 

university of Copenhagen.  

Adults (34-49) Daniel Askbo 

He has been at Amager Strandpark one time. He is employed at the legal 

department at the Police and is a law student at the university of Copenhagen. 

Adults (34-49) Klaus Andersen 

He has never been at Amager Strandpark as a user, but has driven by a couple of 

times. He is concept director at Creuna which is IT solution company.  

Elderlies (49+) Niels Becksgaard 

He has been at Amager Strandpark a couple of times. He used to have his own 

business but is retired.  

Elderlies (49+) Josiane Hicquet 

She has been at Amager Strandpark a couple of times. She to work as an 

anesthetist but is retired. 

Families Philip Flores 

He has never been at Amager Strandpark. He is a journalist at Berlingske Tidende. 

Families Thomas Olesen 

He has been at Amager Strandpark one time. He is a project coordinator at 

Nykredit which is a credit company. 

TABEL 7: INTERVIEWEES FOR NON-CONSUMER FOCUS GROUP INTERVIEW 

6.8.2 SEMI-STRUCTURED INTERVIEWS 

The Semi-structured interviews will be executed face-to-face in meeting rooms at the 

interviewees’ workplace. The interview guide where will not be sent to the respective 

interviewees in advance, but we will mail an informative email where the main elements for the 

interview will be included (Screening, quality, food- and beverage selection, environment – green 
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beach, experiences and services, marketing, revenue, strategy and attractions (for the tourist 

interview guide)). Prior to the start of the interview we ask the interviewee about their company 

and what their role is. This is due to practical reasons but is also to get them to be comfortable 

with the situation, as it is easy for them to speak about their profession. We will start the 

interviews by presenting ourselves and a short overview of the master thesis. This is followed by 

a presentation of what the research is all about and which role they have. Lastly, before starting 

the interview, we will give a short overview of what the interview will evolve around and an 

explanation of main elements for discussion.  

The research will be executed with assistance from an interview guide consisting of 29 

questions for the Municipality and board (group one), 20 questions for the tourists (group three), 

26 questions for the business environment (group four) and 26 questions for the supporting 

organizations (group five). The interviewees are selected as we, as researchers, find them 

qualified for representing the primary research groups of origin. The objective for getting 

eligible interviewees for the municipality and board-group, was to find persons that are involved 

with Amager Strandpark or in a similar project within the municipality of Copenhagen or 

Frederiksberg. The rational for getting qualified interviewees for the tourist-group was that they 

of cause have to be tourists, but also that they have to come from one of the requested regions 

(Asia/Far East (5), Nordic (25), Europe (10) and USA (10)). The aim to get eligible interviewees 

is for the business environment-group was to find companies that runs similar businesses or 

business that Amager Strandpark can learn from. The interviewees for this group must have 

knowledge about the strategy and operations of their company. The companies for the last 

group is the supporting organizations-group and is companies that makes, or have a potential of 

making, promotion/PR for Amager Strandpark. The interviewees for this group are the 

respective editors for the magazines/websites. 

Information regarding the interviewees for all the research groups can be found in the tables 

below. See Appendix I to listen to the interviews in full-length and see appendix R for an 

illustration of the full scale study. 

C. INTERVIEWEES: MUNICIPALITY AND BOARD 

Municipality and board (group 1) 

Municipality Jesper Schrøder 

He is the Operations- and development manager at Amager Strandpark I/S. He is 

in charge of Amager Strandpark as a whole, which means that he is responsible for 

ensuring the current maintenance but also future improvements and 
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developments.   

Municipality Margit Ørsted 

She is the Deputy Mayor of the municipality of Frederiksberg. 

Board Monica Thon 

She is a member of the Danish Social-Liberal Party (Det radikale venstre) and is the 

chairman of the board of Amager Strandpark. She had previously been a regular 

member of the board and has been active in the project since it started in 2003. 

TABEL 8: INTERVIEWEES FOR MUNICIPALITY- AND BOARD INTERVIEWS 

D. INTERVIEWEES: TOURISTS 

This research group is relatively large with 50 interviewees which are within five regions. The 

interviewees are represented by their country name in the table below. See appendix J for a 

detailed view of the interviewees and see appendix R for an illustration of the full scale study.. 

Tourists (group 3) 

Asia/Far East (5) Japan, Vietnam, Indonesia, South Korea, India 

Nordics (25) Finland, Sweden, Norway, Iceland 

Europe (10) Italy, Austria, Germany, Spain, Greece, France, United Kingdom, Netherlands 

USA (10) California, Philadelphia, Pittsburgh, South Jersey, New York, Texas 

TABEL 9: INTERVIEWEES FOR THE TOURIST INTERVIEWES - OVERVIEW 

E. INTERVIEWEES: BUSINESS ENVIRONMENT 

Business environment (group 4) 

Tivoli Ellen Dahl 

She is responsible for the international press and university relations. Due to her 

communication position she has a insight in Tivoli’s past and present initiatives and 

future plans.  

Halvandet Jens-Peter Brask 

He is CEO of Halvandet and is responsible for the operations and the development 

of the Company. 

Park Café and night club Jeppe Vad 

He is the owner of the café and night club. He is the driver for running but also 

developing the company. Before he was the commercial director of 7-Eleven 

Denmark.  

TABEL 10: INTERVIEWEES FOR THE INTERVIEWS WITH THE BUSINESS ENVIRONMENT 
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F. INTERVIEWEES: SUPPORTING ORGANIZATIONS 

Supporting organizations (group 5) 

VisitCopenhagen Ole Kjær Mansfeldt 

He is the Research and development manager where he works with customer 

satisfaction and general development of new initiatives in order to attract more 

tourists to Copenhagen. 

Circulation: 67.000 unique visitors per week (Wonderful Copenhagen, 2009) 

AOK.dk Lars Rix 

He is editor at AOK.dk which is a sub-brand to Berlingske Tidene. His responsibility 

is ensure that AOK is up-to-date with new places, restaurants etc. in Copenhagen 

and future development of the concept. 

Circulation: 150.000 unique visitors per week (Rix, 2009) 

Downtown Magazine Christian Dalholt 

He is the editor of the event and night life section in the magazine. He writes about 

new places and events where he has focus on happenings that is on the edge of 

becoming popular. 

Circulation: 30.000 per production (Dalholt, 2009) 

TABEL 11: INTERVIEWEES FOR THE INTERVIEWS WITH THE SUPPORTING ORGANIZATIONS 
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7 ANALYSIS 

The research approach of origin was chosen to get the various groups of interviewees to 

elaborate on our research tasks (food- and beverage selection, environment – green beach, 

experiences and services, marketing, revenue, strategy and attractions (for the tourist interview 

guide)) in order for us to get a better understanding of their point of view. The relevant 

tendencies from the interviews are being pointed in the sections below which is divided in the 

various research tasks. The full length of the interviews can be found in appendix I. 

7.1 SCREENING QUESTIONS 

The objective of having screening questions is to make sure that the interviewee is qualified to 

participate in the interview, but also to make them comfortable.  All of the questions in this 

section worked as intended. All of the interviewees, besides the tourists, knew about Amager 

Strandpark. Almost all of the tourists have not heard about it, except the ones from the Nordic 

countries where 11 of the 25 interviewees have heard about Amager Strandpark. Most of the 

interviewees have actually visited Amager Strandpark one or more times, even the focus group 

consisting of non-consumers where 6 of 7 interviewees have been there once. Only one of the 

non-consumers has never been there even though he lives at Frederiksberg within a walking 

distance to the metro. None of the tourists have been at Amager Strandpark and its obviously 

due to the fact that they have not heard about it. 

The general opinion about Amager Strandpark was positive. Actually one of the non-consumers 

mentioned that: Building Amager Strandpark is the best money that the municipality has ever 

spent (Andersen, 2009). Also, the chairman of the board, Monica Thon, of Amager Strandpark 

said that: Amager Strandpark is the best thing that has happened in Copenhagen (Thon, 2009). 

However, the opinion from the chairman might be so positive since she is in the positions that 

she is.   

All of the interviewees in the focus group interview with the consumers were positive, when we 

asked of their general opinion about Amager Strandpark. Many of the interviewees mentioned 

that they liked that the beach is clean. I think that the beach is very nice and clean compared to 

beaches such as the one in Hellerup and Charlottenlund (Lützen, 2009). However, the focus group 

with the non-consumers revealed that one of the remarkable downsides of Amager Strandpark 

is that it is not clean enough: I have experienced coming to the beach where there were garbage 

everywhere after people have been barbequing (Becksgaard, 2009). This was confirmed by others 

from the focus group who also mentioned that: There is a huge issue with the cigarettes buds  that 
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are all over the beach (Andersen, 2009). They all agreed upon that, as one of the first things that 

needed to be in place, in order for them to find Amager Strandpark attractive, was it needed to 

be clean. Another dislike from some of the non-consumers is the types of people that are using 

Amager Strandpark: There are many “tough guys” which makes me uncomfortable which I in 

particular find inappropriate when I am with my daughter (Olesen, 2009). Other members of the 

non-consumers were confirming that there are many “tough guys” at Amager Strandpark and 

mentioned this as being one of the reasons why they do not use it on a regular basis during the 

summer period. An interviewee from the supporting organizations mentions that he has 

experienced what some of the non-consumers are stating when he has been there: There are 

many of such guys where you just have to look at them to provoke them (Dalholt, 2009). 

Lack of personality and coziness is another broad mentioned dislike from many of the 

interviewees. Both the users and non-users mentioned the issue: I think that it is impersonal and 

I do not think that it is cozy, as I think it is at other beaches and parks (Borovnjak, 2009). This is 

also confirmed by the supporting organizations where one of the interviewees are stating that: 

The place is great but it characters that it is a new place and it appears as being very naked, so to 

speak (Dalholt, 2009). But he believes that there are many opportunities for making the place 

better. Also, the business environment mention, as one of their first thoughts, that it is boring 

and impersonal: The beach is beautiful and all but it is a boring place as it has a lack in personality 

(Vad, 2009).  The quality of the sand was found to be at a low quality where one from the 

supporting organizations defies it like this: One of the things that I am sad about in relation to 

building Amager Strandpark is the low quality of the sand which basically is gravel (Mansfeldt, 

2009).  

7.2 FOOD- AND BEVERAGE SELECTION 

The food- and beverage selection was a hot topic in both of the focus groups and the 

interviewees were excited about giving their view on the situation. One of the first subjects that 

the interviewees mentioned when we asked of what they thought about the food- and beverage 

situation was the bad selection and the long lines: Last time I was there it was warm and I waited 

60 minutes in line (Lützen, 2009). She is surprised that other food suppliers are not making 

advantage of this possibility. One of the interviewees (Jordt, 2009) has actually never bought 

anything at the food- and beverage shops as the line always have been too long. This has forced 

him and his friends to go back to the city to eat and then return to the beach afterwards. One of 

the consumers mentions the harbor bath called, Bryggen, where the supply of food and beverage 

is different: Bryggen has many small but good food stores in the neighborhood which is not the 

case when it comes to Amager Strandpark (Silberbauer, 2009). All of the interviewees from the 
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business environment said that 14 f & b stands was not enough for serving the beach on a hot 

summer day. The consumers and non-consumers mentioned that all of the f & b places only 

handle payment through cash – not credit card. Many of the consumers and non-consumers 

found this annoying and found the process of buying f & b too complex as they first have to 

remember to bring cash to the beach, and then stand in a long line for buying boring and 

overpriced food.  

A popular topic for discussion in both of the focus groups was their demand for mobile shops 

where they could buy food and beverages. In this they also mentioned that they were willing to 

pay for the products if this sales channel were available. I think that there should be mobile sales 

of food and beverages such as fruit and cold water (Borovnjak, 2009). I would prefer if the food- 

and beverage suppliers came to be mobile. Why can’t it be done here when they are doing it in the 

south of Europe (Andersen, 2009). The tourists, in particular from Italy, mentioned their sight on 

mobile sales: A problem with it in Italy is that it’s not organized by the beach which results in a 

varying quality (Raia, 2009). He also mentioned that the most popular food item in Italy might 

very well be sandwiches with ham or salami. In the focus group with the consumers, the debate 

moved to what kind of food and beverages there should be: A possible new range of food should 

not be too heavy. Namely healthy food as fruit (Jensen, 2009). Both of the focus groups also 

mentioned their demand for fresh juice where one mentioned the juice company Joe & the juice, 

as an attractive candidate, which was being welcomed by all of the interviewees. However, 

(Dahl, 2009) from the business environment mentions that there always will be a demand for 

fast food at their business, so they have introduced healthy ecological fast food with a better 

nutritional composition, which also could be introduced to Amager Strandpark. Many of the 

tourists were expecting fast food at a beach: I certainly do not expect healthy food at a beach but 

it would be wonderful to have the possibility of getting healthy food as well (Almquist, 2009). One 

of the consumers mentioned that one of the stands once attempted to sell healthy food: Crunch 

ones sold ecological-sandwiches but they were expensive (around DKK40) and they were warm, the 

water I bought were warm as well (Lützen, 2009).   

The possibility of new food- and beverage opportunities moved the discussion, in the focus 

group consisting of non-consumers, to the handling of trash. They argued that if more eating 

possibilities came to be at Amager Strandpark, more trash will appear as well. One of the 

interviewees mentioned a possibility for handling the trash issue: I have just been in Tokyo and in 

their parks, there are signs saying “Trash is your own responsibility” which made us think more 

about our trash and the environment (Hicquet, 2009). She also mentioned that there was huge 

trash containers placed around in the park, which also contributed to making it more inviting to 

through their trash away. One of the non-consumers mentioned a supporting initiative to the 
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trash issue by offering free plastic bags: There should be free plastic bags available at the 

entrance that people could use for their trash for the whole day, which they can dispose of in the 

trashcan when leaving (Askbo, 2009) 

Some of the non-consumers have been there for barbecuing and would have preferred if there 

were some permanent facilities for this. They also mentioned a need for sales supporting 

products for this: I would like to be able to buy coal and all the relevant food needed for 

barbecuing. That would make me come and arrange more gatherings with the boys at the beach 

(Askbo, 2009). 

There is basically anything that people expect of what there should be of food- and beverage 

supply. The consumers understand why the supply is small as there are so few hot summer days 

in Denmark, but are also certain that the whole f & b situation can be improved – in particular 

with mobile or movable venues.  However, they stress that if it was improved by creating a café 

it might also attract them to visit the beach on other days than the hot summer days.  There is 

definitely a demand for more food opportunities such as a café but it should be a casual place, also 

where you can come with your bathing clothes on (Peterslund, 2009). Several of the tourists could 

not understand that there could be a beach without having some kind of restaurant as well: I 

have never been at a beach where there hasn’t been a restaurant and even though they weather is 

bad many days in Denmark; I would still visit the restaurant to enjoy the view (Russell, 2009). 

7.3 ENVIRONMENT – GREEN BEACH 

The interviewees in the focus groups were positive of including the environment on the agenda 

at Amager Strandpark. However, their immediate opinion was that it would not change their 

behavior due to the beach’s attitude towards the environment. And again, the interviewees were 

fancying the idea of windmills generating all the energy that Amager Strandpark are using, but 

would definitely not make them visit the beach in a higher degree. The business environment 

agrees upon that the before mentioned statements, however, the supporting organizations such 

as AOK.dk will very likely find it more attractive creating PR if Amager Strandpark was “green”, 

so to speak (Rix, 2009). However, our interviewee from VisitCopenhagen does not believe that 

the tourists will visit Amager Strandpark in a higher degree if it is environmentally friendly. This 

tendency was also confirmed by the tourists where almost all of them were positive for green 

improvements but not a reason for them to go there: I favor green initiative but they are 

everywhere today (Barnett, 2009). However, one tourist (Kim, 2009) from Asia was amazed 

about green initiatives such as energy from windmills and was curious to see if it was possible at 

a beach. 
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It came to our mind that several find it as an issue that cigarette buds are left on sand.  The 

interviewees in the focus group with consumers mentioned the possibility of giving small 

cigarette trash bags to the smokers, which can hold around 7 buds from cigarettes. One of the 

interviewees mentioned how a policy change or a regulatory might change people’s attitude: I 

have been at a sand island in a national park in Australia where there were a no-cigarette-buds-

policy, and there were actually no buds lying in the sand as people followed this rule and were 

putting their buds in cigarette trash bags (Lützen, 2009). They were also mentioning the idea, as 

described in the section with food-and beverage, where there should be free plastic bags that 

people should use for trash during their day at the beach. They referred to it with a positive 

attitude: I would be likely to make use of that bag as it is easy for me and good for the environment 

(Jordt, 2009).  

It is argued by a non-consumer from the focus group that signs, that speaks to peoples morale, 

can improve people’s attitude towards the environment and thereby minimize the trash outside 

the trashcans: There are signs everywhere in New Zealand saying that one should dispose their 

garbage in trashcans, which actually make people act more beneficial for the environment (Tangø, 

2009).  

(Dahl, 2009) mentions that they use a lot of money on cleaning garbage in Tivoli. They 

implemented, a while ago, a deposit system for all the beverages that they are selling and that 

investment is today breakeven as they have minimized their costs for cleaning. She also 

mentioned that they are working on a method for using their frying oil as fuel for their train 

driving around in their park. Furthermore, (Vad, 2009) reveal that they are working on 

implementing heating through geothermal energy. The only downside is that it is expensive and 

they can only afford to implement it if they can get subsidies from the municipality.  

An interviewee from the supporting organizations (Rix, 2009) mentions that there could be a 

possibility for putting heating elements into an area of the beach. This could be fueled by 

wasting energy from windmills or geothermal so the water would be hot enough for bathing 

outside the summer period. 

We asked the interviewees from the municipality if they only would implement green initiatives 

if they eventually would become breakeven where they all replied with a no: We would definitely 

create more green initiative, even if they would not go breakeven, if we received funding for it 

(Thon, 2009). We asked the same question to the business environment where they all said that 

there should be profitability in it: We have the windmill generating energy to Tivoli but it is also 
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because of a sponsorship agreement in collaboration with Vestas and Dong energy. I am not sure 

we would do it if it was a complete loss of business (Dahl, 2009).  

7.4 EXPERIENCES AND SERVICES  

The interviewees from focus groups with the consumers and non-consumers find it as an 

experience in itself to visit Amager Strandpark, but something out of the ordinary. They mention, 

as in the section with screening questions, that it is amazing what they have created but it is 

impersonal and cold. The owner of Park (Vad, 2009) told that they just made a full makeover of 

their café and had the same problem with the place being too cold and new: We have, for an 

example, a mix of different chairs in the café which looks unusual and therefore makes it more cozy 

(Vad, 2009). He suggests that there could be decorations that are unusual such as palms.  

Furthermore, as mentioned earlier, there is a mixed opinion about whether it is clean enough 

but the focus group with the consumer’s finds it appealing that it is nice and clean. However, all 

of the interviewees from both of the focus groups agreed that the range of f & b can be improved 

and the lines are too long.  

The metro stations close to Amager Strandpark is a huge advantage for the beach and is very 

popular with all of the interviewees: I always use the metro from Frederiksberg and I do not think 

I would visit the beach if it wasn’t for that (Peterslund, 2009). They think that it is easy and a 

comfortable mean of transportation going to the beach. However, some of the interviewees with 

children find the service poor when it comes to parking spaces: There are not enough parking 

spots by the beach so it is hard to find a place to park. We could travel by metro but that is not very 

convenient when bringing a pram and the equipment (Jensen, 2009). He also mentions that he 

had experienced users bringing dogs, that are usually trained for dog fights, to the beach which 

he find inappropriate when there are children in the area. An interviewee from the municipality 

and board mentioned that there is an area for dog owners: North of beach station one are dogs 

allowed to run around without their dog leash on (Thon, 2009). 

The consumers, and the non-consumers that have been at Amager Strandpark, are mainly 

arriving either by the metro or car. Many mention that they are missing some kind of signage 

with information of Amager Strandpark – even though it actually is there: I would like some kind 

of information signage when I arrive with the metro because the place is so huge (Peterslund, 

2009). We mentioned for the interviewees that there are areas particular for families and other 

area that are meant to be attractive for the youth.  None of the interviewees were aware of this 

design of the beach. One of the consumers which have been at Amager Strandpark more than 14 

times over the last two years said: I have never been aware of this segmentation (Lützen, 2009). 
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However, another interviewee (Jordt, 2009) mentions that the service level is to what he expects 

from a beach, but he fancies the segmentation of the beach and would prefer if there were more 

information about it. One also mentions an improvement of the website of Amager Strandpark: I 

would like all relevant information available on their website. This is practical information but also 

announcements if there are events (Retsby, 2009). 

The problem with trash is mentioned as something that could be improved, particularly in the 

summer periods: I have experienced several times during the summer where there are trash such 

as pizza boxes that are flowing around since the trashcans were full (Retsby, 2009). She mentions 

that the current trashcans are nice to look at but they are not suitable for trash such as pizza 

boxes, which many are eating at the beach. She suggests larger trashcans of some kind.    

One of the consumers are jogging at Amager Strandpark in the off peak months where he 

stresses a need for exercise equipment like at a green spot in Copenhagen called Amager fælled: 

I run at Amager Strandpark in the winter time, where there is at least 50 other joggers at the same 

time. I find that there is a need for static exercise equipment that I can make use of (Silberbauer, 

2009). 

All of the interviewees suggested a number of event possibilities that they would liked to be 

arranged at Amager Strandpark. A consumer from the focus group interview said that she once 

experienced a salsa-event at Amager Strandpark: Last year at Amager Strandpark I experienced a 

salsa event at the beach where people could learn to dance salsa. I was not aware of the event 

before I arrived, but I loved it (Retsby, 2009). She adds to this that she would love if such events 

could be arranged on a regular basis. Another interviewee (Jordt, 2009) mentioned an event that 

he have been to at Hornbæk beach where a radio station where hosting an event where they 

played music at the beach. The interviewees mentioned a beach club called Halvandet in 

Copenhagen where people are relaxing during a sunny day and are partying at Night. Some of 

the interviewees have been there and found it very appealing and are coming back this summer. 

Many tourists mentions afternoon/night events at the beach where there is music and where 

people are partying: One of the tourists also mentioned that he is attending a beach party every 

year with his friends: Every year my friends are attending a beach party in Båstad which is kind of 

a after-party for a tennis tournament which has taken place. Such combination is working for me 

(Johnson, 2009).  

One of the consumers (Lützen, 2009) from the focus group interview mentioned that she had 

been a spectator to a beach volley tournament which was very entertaining and would like such 

events to be hosted at Amager Strandpark. There were also mentioned a number of water sport 
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and other activities such as: Banana boats, cable parks, sand-castle-competition, ice-sculpture-

competitions during the winter, learn-to-sail events, beach hostels, sports days, power walk 

events, Outlet sale of bathing clothes, rental of beach chairs and more. An interviewee (Thon, 

2009) from the board mentions that there is room for improvements, in particular for the ones 

doing water activities and for boat owners. Another interviewee (Tangø, 2009) mentions that 

the beach should continue to be a beach and not some kind of Tivoli, but she stresses that there 

is possibilities for making activities for everybody as the beach is as large as it is. She adds that it 

could be on a regular basis so that people know that the events happens at the same time every 

week like Fridays Rock in Tivoli. (Becksgaard, 2009) mentioned that it would be attractive to 

make partnership agreements with various sports clubs where they could arrange sports 

activities at the beach. (Andersen, 2009) adds that it would be ideal to make some of these 

activities during the low peak periods of the year, as the beach is empty and has space for 

hosting it. The discussion in the focus group continued to be evolving around sports activities 

and events and agreed that this is a nearby and obvious experience to implement to Amager 

Strandpark. The supporting organizations and the business environment are commonly 

mentioning activities as the consumers and non-consumers finds attractive: I think that it would 

be most relevant for Amager Strandpark to host activities which involve the water and/or the 

nature (Rix, 2009). He particular mentions that there should be attractive events which involves 

the whole family. The need of getting families to visit the beach is followed by Monica Thon from 

the board. The beach is a new beach and she said that it would be interesting to arrange 

activities for schools: It would be great if there could be arranged sports days for schools at 

Amager Strandpark as this might get the children to tell their parents about the place and thereby 

make the whole family go – also in the off season (Thon, 2009). 

VisitCopenhagen has according to (Mansfeldt, 2009) experienced successful tourist attraction by 

arranging events that support Copenhagen and its culture: Tourists sees Copenhagen as being 

diverse due to Christiania, we are therefore arranging “world out games” which is a sport-event for 

gay and lesbians (Mansfeldt, 2009). The strong side of this is that the event is not standing alone 

but is in collaboration with other impressions. He argues that this would be a successful 

approach for Amager Strandpark in order to attract tourist while they are in Copenhagen. The 

business environment (Dahl, 2009) are also suggesting experiences and services that are in line 

with the concept of Amager Strandpark where she in particular mentions a nature organization 

called Amager Naturcenter which arranges events in the nature for children. 

One of the non-consumers is stating that one of the reasons why he is not using it is due to its 

requirement of planning: One of the reasons why I do not use Amager Strandpark that much is 

because it requires a lot of planning. I would fancy if I could rent or buy what I should use for 
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staying at the beach (Andersen, 2009). He adds that he in some situations would had like to 

barbecue at Amager Strandpark but decided not to go as he need to buy the food and equipment 

for barbecuing elsewhere. He would prefer it all to be available at or near the beach.  

7.5 MARKETING 

Marketing is not on the agenda at Amager Strandpark and it showed at the interviews and focus 

groups. Most of the interviewees obtained their knowledge of Amager through public relations 

that were created when the beach opened in 2005 which was through local- and national 

newspapers and/or the local broadcasting company Lorry. The interviewees from the focus 

groups would like to be up-to-date with news from Amager Strandpark and in particular 

information about future events. We informed the interviewees that Amager Strandpark is 

listing events on their website, but none of them have ever noticed it. Furthermore, as 

mentioned earlier would the users of Amager Strandpark prefer an improvement of the signage 

which relates to basic information of the beach but also an event calendar (Jordt, 2009). The 

focus groups also mention that the information should come to them – for an example through a 

social media such as facebook. The tourists are partially planning what to do prior to the visit, 

but they plan what to do the rest of their stay while there are in the city. Their planning while 

they are in Copenhagen is general dedicated to doing what the locals prefer to do. 

VisitCopenhagen (Mansfeldt, 2009) emphasize that the tourists want to act as the locals so the 

first initiatives for attracting tourists to Amager Strandpark is to attract the locals in a higher 

degree.  

One of the supporting organizations mentions that the best way to promote Amager Strandpark 

is by continuously creating events: We are not promoting Amager Strandpark as a whole, but we 

would write about new openings and events (Rix, 2009). The other interviewees, from the same 

group, also stress the importance of arranging events and happenings. However, the marketing 

of these occurrences is the key for making them a success according to all the interviewees from 

the supporting organizations. VisitCopenhagen (Mansfeldt, 2009) mentioned that it is important 

to arrange events in collaboration with other events in Copenhagen, and thereby create a 

momentum effect, that will attract the tourists in a higher degree. 

Another supporting organization emphasize that word-of-mouth is the best promotion media 

for them, where they are getting the persons that they are writing articles about to promote the 

magazine in their network. The reason why the persons have an incentive of doing so is because 

they are upcoming artists, and therefore obviously finds it cool to be in a magazine. (Dalholt, 

2009) 
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The business environment lay emphasis on that marketing is one of the key ingredients for their 

success in the future. All of the interviewed companies are laying most effort in traditional 

marketing such as posters, radio commercials, flyers and so forth. One of the interviewees’ 

mentions that PR is good marketing: We would like to be better at using PR as it is a trustworthy 

media to make use of (Dahl, 2009). The business environment-group point out that marketing is 

very important for Amager Strandpark; however, the most sustainable channel would be by 

generating it through PR.  

The supporting organizations are stressing that they would prefer a closer relationship with 

Amager Strandpark. In order to get this closer relationship, Amager Strandpark should do as 

mentioned above and basically inform the supporting organization. 

7.6 REVENUE 

The interviewees from the focus groups are generally buying what an average visitor would buy 

at a beach: ice-cream, beverages and a bit to eat – which ends up being a maximum of DKK100. 

All of the interviewees agreed that they definitely were willing to spend more money than they 

are currently spending at Amager Strandpark or another traditional beach in Denmark.   

We presented the idea of introducing the sponsorship agreements to the particular areas of the 

beach. There were mixed opinions about this, however the focus group consisting of consumers 

liked the idea to a certain degree: I think that it is okay that particular areas of the beach can be 

named after certain companies, but it should only be at the signage that are presenting the whole 

beach. It should not be visible at the beach. (Jordt, 2009) The focus group with the non-consumers 

did not like the idea at all, however, one of the interviewees came up with an alternative solution 

for overcoming the sponsorship agreements: Companies and individuals should be able to buy 

areas of the beach that are held clean, on a square-meter-basis. For example could one pay DKK 

1000 in order for insuring that 10 square meters are held clean, and the individual would receive a 

certificate and their name written somewhere at Amager Strandpark. (Becksgaard, 2009) All of 

the other interviewees found this sort of sponsorship attractive and would not mind that being 

implemented at Amager Strandpark. The tourists were thon around on the subject of promotion 

at the beach. Some were not used to it and would not like it and others were used to it and were 

indifferent if it was there.  However, they did not express that they would exclude Amager 

Strandpark if there were promotion at the beach: There are normally promotion-banners at the 

stores at beaches and I honestly do not care (Tonelli, 2009). 
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The possibility of companies giving samples away on the beach was positively received from all 

of the focus groups, as long as the products were useful when staying at the beach. I would not 

like to receive information on a bank mortgage from Nordea, but it would be great to get a free 

bottle of water or ice-cream (Peterslund, 2009).  Furthermore, the focus groups were also 

positive of companies arranging or promoting events at the beach, as long as it made sense that 

it were located at the beach.  

There is a possibility for Amager Strandpark to generate more revenue compared to today. This 

got positive feedback from the supporting organizations and the business environment, as long 

as the profit is used for maintenance and development of Amager Strandpark. One interviewee 

mentioned how the music festival “Distortion” could contribute: Distortion is a music festival 

which moves to different locations around in Copenhagen over a week. It would definitely be a 

success to arrange that distortion visit Amager Strandpark on its tour, which is due to the beautiful 

location and practical transportation facilities (Dalholt, 2009). Another supporting organization, 

AOK.dk, supports the idea of higher revenue generation and implies that it should be carried out 

through partners, and Amager Strandpark should not be the executer of the initiatives. The 

business environment mention the development through partners and are logically stating that 

revenue and profit is the overall success criteria for running their businesses: Our overall success 

criteria is to make our customers happy but we also have to think of our shareholders and ensure 

that they get something in return of their investment (Dahl, 2009).  

The municipality and board-group have a common opinion about the possibility of generating 

more revenue. They all stated that their goal is to make the citizens of Copenhagen happy and 

they are doing that with the funds available. The possibilities for a possible profit are not 

considered as they are measured on satisfaction from the public. 

7.7 STRATEGY 

The strategic elements in the focus group interviews evolved around how Amager Strandpark 

should be in order to fit all their demands. The changes that the interviewees point out, was 

many of the same initiatives as mentioned earlier such as mobile sales, where one came up with 

a technical explanation of how it could be implemented. Besides the mobile sales, was the 

location problem mentioned again, when coming from Østerbro. Furthermore, was the issue of 

the lack of personality and coziness, cleaning improvement , change of the types of people that 

are at the beach and more activities/experiences. Apart from the already mentioned initiatives, 

the elderly segment mentioned that they thought that there was a too long distance from the 

metro to the beach. They would like if there were some kind of bicycle-taxis that are shuttling 
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from the metro to the beach, as they find it demanding to walk the distance. Moreover, a 

noticeable reason for some of the non-consumers not visiting Amager Strandpark, was that they 

believed that it was too much of a project to go there. They would prefer if there were a 

possibility for them to buy what is needed for the particular reason visiting the beach, such as 

bathing clothes and towels for bathing and barbeque equipment and food for barbequing. This 

was namely mentioned by the elderly- and adult segment. 

The question regarding success criteria where, as expected, splitting the business environment 

and the municipality/board. The  business were overall defining their success as if they produce 

a profit at the end of the year, where the municipality’s goal is to make the citizens of 

Copenhagen happy about Amager Strandpark.  

All of the supporting organizations were stressing that the marketing could be carried out more 

efficiently compared to today. As mentioned earlier, they suggested focusing more on arranging 

events and thereby creating PR. The corporation between Amager Strandpark was also 

mentioned as a subject for improvement where they preferred an ongoing information stream of 

press releases which describes the events and the reasons for its establishment (Rix, 2009).  

Many of the questions in the interview guides evolved around commercialization of the beach. 

All of the interviewed parties were actually more or less having the same opinion, which was a 

positive, as long as it was discreet. However, they were very open-minded when it came to 

events, which were arranged by companies, where promotion was acceptable to a larger extend.  

7.8 ATTRACTIONS  

The tourists were, as the only group of interviewees, asked into the research task evolving 

around attractions in Copenhagen. We interviewed 50 tourists in total which represents the 

tourists that visits Copenhagen (Asia/Far East (5), Nordic (25), Europe (10) and USA (10)). They 

were asked about which attractions they were going to see or visit during their stay. Most of the 

tourists had many attractions to see (besides the ones from the Nordics) and we made a top five 

that is based on the total percentage from all of the regions in average. The most popular was 

Tivoli with an impressing 45 visits. This was followed by other famous attractions in 

Copenhagen: Amalienborg Palace (37), The little mermaid (35), Round Tower (31) and The 

national gallery (21). The number of visitors at the various attractions and the share within the 

different countries are illustrated in figur 4. A more detailed illustration can be found in 

appendix K . It is to be mentioned that the numbers might be misleading as the interviews where 

gathered at The little mermaid and Tivoli.  



 

 ANALYSIS 
TOURISM VOLUME 

73 

CHAPTER 7 

 

FIGUR 4: TOP 5 TOURIST ATTRACTIONS BY REGION  

(TOURIST INTERVIEWS, 2009) 

None of the tourists had heard about Amager Strandpark which is a logical explanation for why 

they have not planned to pay it a visit. Some of the tourists have heard about the harbor bath at 

Islands brygge, but none of them were aware of a beach in Copenhagen.  

7.9 TOURISM VOLUME 

The tourism in Denmark has only known one way, and that is up. Since the end of the 1980´s and 

especially the beginning of the 1990´s the tourism in Denmark increased on a high scale, 

however already from 1994 the international tourism has dropped continuously each year and 

this has been hard for the province since the Copenhagen area has not really felt this decrease 

the same way as the province (samarbejdsforum, 2005). Especially the German market has gone 

down and the increase in other big markets such as Sweden, Holland and Norway cannot close 

the gab the Germans have left (samarbejdsforum, 2005). However Denmark is still in the lead as 

the most attractive nation, for tourists, compared with the other Nordic nations. More than half 

of the foreign tourists in the North chose to bed down in Denmark sometime during their trip 

and this entails that this has a bigger post on the national economy than in our fellow Nordic 

countries. 

A fact is that the tourism in Denmark has been decreasing but compared to other Nordic 

countries it seems like an international tendency and not something Denmark are doing wrong, 

even though the budget in investing in attracting tourism has been cut randomly since 1998 

(samarbejdsforum, 2005). 
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This decrease, however, does not seem to be of any inconvenience to Amager Strandpark. The 

decrease are mainly taking place in the province and the capital as the Copenhagen area from 

1994 to 2004 has had an increase 39,6 percent and Jutland a decrease on roughly the same 

(samarbejdsforum, 2005). The big city tourist trend must be the reason for this, as all the new 

LCC´s (Low cost carriers) started flying to larger cities and taking tourists from the more rural 

areas. 

As Copenhagen is a popular city to visit for tourists, and this only confirmed when comparing 

Copenhagen and Denmark to the other Nordic countries it is sure to say, and also with the 

amazing infrastructure Copenhagen are getting and has been over the past years, that Amager 

Strandpark are very suitable as an asset, the municipality of Copenhagen and Frederiksberg 

should market and use in order to attract further tourism to Copenhagen. 

As it looks now Amager Strandpark are not being used as much as an asset, apart from the local 

area as it has been intended. But why not take this amazing construction that Amager 

Strandpark is and start promoting it to the nearby hotels in Copenhagen and using Amager 

Strandpark as a tourist attraction. In cooperation with VisitDenmark, VisitCopenhagen and 

others Amager Strandpark could become a true and unique asset for Copenhagen in the 

competition in attracting tourism and further attention outside our national borders. Denmark is 

a popular country to visit and will remain so when using the opportunities given to us. 

7.10 KEY ISSUES 

The semi-structured- and the focus group interviews were all completed in a constructive 

manner where we received relevant input within each of the research topics. The input that 

were given by the interviewees were supporting our predictions of origin, however, some of the 

input that were given made us realize that various changes to Amager Strandpark would not 

work in reality. 

The screening questions gave us an impression that all of the interviewed parties thought of 

Amager Strandpark a beautiful- and likeable place – including the non-consumers. The 

interviewees emphasized that one of the most important elements that needs to be in place for a 

beach was that it need to be clean. We experienced a mixed opinion in relation to this as one 

focus group experienced that Amager Strandpark is clean and the other found it dirty. The ones 

which found it clean was the consumer-focus group and are therefore entitled to give the most 

real picture of the reality. Moreover, the non-consumers limited visiting behavior where partial 

in the afternoon or night where the consumers primarily visit the beach during the day time.   
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The food- and beverage selection is too narrow as it is today and all the interviewees in the 

focus groups are requesting a larger assortment where healthy food and beverages is the most 

frequent mentioned product type. One of the most requested improvements for Amager 

Strandpark was the demand for mobile sales of food- and beverages where they wanted to be 

organized in order to keep the service sustainable. Furthermore, none of the venues take credit 

card which is disliked and is not understandable by the interviewees. Lastly, there was a positive 

feedback on the establishment of a restaurant where the interviewees namely wanted it to be a 

casual place where they could go in their bathing clothes. 

The environment and an implementation of green initiatives such as wind- or solar energy at 

Amager Strandpark are liked by the users- and non-users from the focus groups, but it will not 

change their visiting behavior. However, it was stressed that people find it very important that 

the beach is clean, a parameter that would change their behavior. There were several 

suggestions on methods handling the trash issue: Establishment of no-trash-signs was suggested 

as an effective tool. The second idea was to offer free plastic bags away that people could use as 

their personal trash bag and there should be established larger trashcans to meet this proposal. 

Lastly, Tivoli uses several environmentally friendly systems, such as a deposit system for 

glasses, which might be attractive to implement at Amager Strandpark. 

The experience of visiting Amager Strandpark is to be found impersonal and cold according to 

many of the interviewees in the focus groups. They refer to it being so, because it is new and 

therefore lacks in history and couture. Other explanations direct the reasoning to its physical 

design where some finds the cement-buildings cold and unappealing. Also, the users find the 

beach very large and all of them were not aware of the segmentation of the beach. They are 

stating that they fancy the idea of the segmentation and better information about it would 

improve the experience- and service level at Amager Strandpark. In general, the interviewees 

finds that there is a need for improvements in regards to information such as signs providing 

practical information about the beach, such as the segmentation deviation, in order for the users 

to be aware of all the possibilities at the beach. There are a number of signs at the beach but they 

are not informative enough according to the interviewees. 

There have previously been arranged events at Amager Strandpark which the users and non-

users are very keen on. They would like a lot more of that and mentions that they would also like 

if there would be arranged sports- and water activities that can be used during the summertime 

but also in the low peak periods. The business environment also stresses that events and sports 

activities would be the best way to improve the experience where they emphasize that it should 

be done through partnerships.  
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A frequent reasoning for people choosing an alternative to Amager Strandpark is due to the 

larger degree of planning which is needed, compared to substitutes. Amager Strandpark is more 

isolated than its competitors as there are no shops in the neighborhood where one can buy what 

they need for a particular situation. For an example, if some friends decides to barbeque at 

Amager Strandpark they need to go to a shop away from the beach to buy what they need, 

instead of it all being available at a shop at the beach. Other turnoffs from the interviewees are 

their dislike of some types of people that are present at the beach which they refer to as being 

bad guys. Furthermore, some of the interviewees have prejudices of people from Amager in 

general whom they find as being unappealing. Lastly, the interviewees refer to the parking 

facilities as being unsatisfactory. They also find it unacceptable that some people bring dogs that 

are usually trained for dog fights, and there should be made restrictions for this. Halvandet, had 

overcome this problem by not allowing dogs that weigh more than three kilos to their beach 

club. (Brask, 2009) 

The marketing of Amager Strandpark is a research topic with space for improvements. None of 

the interviewees have experienced marketing of PR initiatives about Amager Strandpark – 

besides when it opened in 2005. The users and non-users stress that they would like to get 

information about events and activities.  

The interviewees are stating that they mainly use the newspaper, AOK.dk or social Medias such 

as facebook when looking for something to do. They stress that this is their preferred way to 

receive such information. The supporting organizations emphasize that the most relevant form 

of marketing for Amager Strandpark is marketing through PR. The best way to do this is to 

arrange events and push it to the relevant newspapers, magazines and websites such as AOK.dk 

who has event calendars. VisitCopenhagen mention that the best way to attract tourists is to 

make it attractive for the locals as there is a tendency of tourists prefer to do the same things as 

the locals. Furthermore, it is important to arrange events in collaboration with other events in 

Copenhagen as it will attract the tourists in a higher degree. Lastly, the business environment 

underline that marketing is important for ensuring their success and this is also the case for 

Amager Strandpark. It is not enough for Amager Strandpark to have an event calendar at their 

own website. It needs to be promoted in the environments where the possible customers are, 

however, it should not be through ads and paid marketing in general.  

Revenue generation is not a high priority at Amager Strandpark as they receive around DKK 9 

millions in subsidies every year. (Thon, 2009) Amager Strandpark has business partners which 

primarily is sales of food and beverages. Most of the venues are owned by the same person 

where Amager Strandpark I/S argue that it is done due to practical reasons. We experienced at 
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the focus group interviews that the users of Amager Strandpark are paying the price for this 

decision. They are unsatisfied with the selection and the prices. There were a willingness to 

spend more if there were a larger range of products and more competitive prices. The business 

environment finds the monopolistic-like conditions unsustainable and finds that there are 

possibilities for a higher degree of revenue generation if this was changed. 

The strategic elements in the research taught us that Amager Strandpark have the foundation 

for having a sustainable strategy with respect to their own goals but also goals which is more 

commonly known in the business environment. The focus groups fancy the concept of out-

sourcing the f & b sales, but they are dissatisfied with the tactic elements such as the choice of 

partner(s). Furthermore, as mentioned in the section above, there is a strong need for a 

marketing strategy which lives op to the demand from the consumers and non-consumers. This 

basically means that Amager Strandpark needs to be visible in the Medias that current- and new 

users are using and in a relevant scope.  

The attractions research section evolved around what the tourists are doing and seeing while 

they are in Copenhagen. We learned that a few of the tourists from the Nordic countries were 

aware of Amager Strandpark existed and none of them had plans of going there. However, we 

discovered during the interviews that there is a tendency of the tourists planning a part of what 

to do and see from home, and plan the rest of the trip when they are on the vacation. This 

indicates that the tourists’ schedule is open for visiting Amager Strandpark – if there are content 

of relevance.  

7.10.1 PERFORMANCE 

Figur 5 is a polar diagram that illustrates how Amager Strandpark is performing today 

compared to a recapitulated view of requirement from the groups of interviewees. The dark blue 

area represents how Amager Strandpark is performing today based on our competitor analysis 

in section 5.2.3. The grades are given on a scale from 1/low to 5/high. The remaining lines 

represent the groups of interviewees, where we have graded their view on how they would like 

the various research tasks to be. The research section “Experiences and services” is split into 

two separate parameters due to their variance in performance and demand, and the research 

section “Strategy” is excluded in this overview as the comparison within the various groups of 

interviewees are too multifarious. The rational for us to rate the various research tasks on behalf 

of the groups of interviewees is based upon our observations and input from the interviews. See 

a table with all grades in appendix L. 
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FIGUR 5: PERFORMANCE OF AMAGER STRANDPARK BENCHMARKED TO THE GROUPS OF INTERVIEWEES 

The illustration is a quantitative overview which is based upon the qualitative research that has 

been the driver in the primary research. The relevance for its creation is to give a total overview 

of the analysis in order to illustrate to what level the various groups of interviewees prefer the 

research topics to be. This is to being able to prioritizing the different research tasks but also to 

distinguish among the demands from the respective stakeholders. It tells us that there is a 

common interest from all of the interviewed parties to get the F & B selection improved 

noticeably as the current performance is at a medium level (3) and all of the interviewed 

stakeholders finds it very important (5) that the F & B selection is improved. The environmental 

initiatives are not a high priority as the municipality- and board group is the only group who 

requires a higher degree of implementation. The experience of visiting Amager Strandpark is 

average (3) and all of the stakeholders requires it to be at the same or higher level (3-5) which 

indicates that there is a need for changes. The service level is ranked the lowest in performance 

(1) and the interviewees requires it to be higher (2-5) which tells us that there is a need for 

changes but the level of the changes varies within the interviewed parties. The marketing is also 

at a low level (2) but is ranked high (4-5) by all the stakeholders besides the municipality- and 

board group. Lastly, the revenue generation is low (2) as it is today, due to its waste of potential, 

and is rated higher (3-4) by the stakeholders.  

The priority of which initiatives to implement first is decided through where the gap is largest, 

between Amager Strandpark’s performance and the stakeholder average. The prioritization is 

listed in tabel 12 and an illustration can be found in appendix M. 
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 Priority Variance Amager Strandpark Stakeholder 
average 

Services 1 3,2 1 4,2 

Food- and beverages 2 2 3 5 

Marketing 3 1,8 2 3,8 

Revenue 4 1,6 2 3,6 

Experiences 5 1,2 3 4,2 

Environment - Green beach 6 -0,8 4 3,2 

TABEL 12: PRIORITY OF RESEARCH SECTIONS 
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8 INFLUENCING FACTORS 

8.1 TRANSPORTATION 

Transportation going to the beach is a very influencing factor. This including what is offered by 

the public transportation and what is offered to facilitate coming by private transportation. 

These facilities are, at Amager Strandpark, very good and it is possible to go to Amager 

Strandpark very easily whether you decide to go via private or public transportation. Obviously 

at the peak days the private transportation, in the form of parking possibilities for cars, is under 

a lot of pressure and one should consider leaving the car and be going by bus, metro or bicycle.  

The public transportation to Amager is very efficient and can really compensate for the volume 

of people going. Six different busses are stopping just by or in the close area of Amager 

strandpark. These busses are 2A, 5A, 4A, 12, 77 and 78.(Mov09) Especially the A-busses drive 

very frequent and bring the waiting time down to a minimum. Apart from the busses, public 

transportation can also be done by, the recently finished, metro. The metro is the most recent 

public transportation initiative in Copenhagen and Amager Strandpark is so fortunate to have 

three metro stops within their reach as it stops at Øresund station, Amager Strand station, 

Femøren station and Kastrup station. All these stations are situated parallel to Amager strandvej 

and bring the guests at Amager Strandpark within minutes reach, by food. See appendix Q.  

When it comes to private transportation Amager Strandpark, also here, provide facilities to 

certain satisfaction. With its location Amager Strandpark is within reach, by bicycle, for close to 

all citizens in Copenhagen, and for the people in really good shape and an urge for using their 

bicycles, also the surrounding cities of Copenhagen is covered. At Amager Strandpark it is 

furthermore also possible to ride across one of the four bridges that bring you all the way down 

and close to the waterfront and the beach itself, so arriving via this transportation mean is ideal 

as the facilities are very convenient. The last private mean of transportation is by car, and here 

the opinions are divided. There are at Amager Strandpark approximately 330 parking spaces 

(Schrøder, 2009) on the actual island which is accessed via the bridge at Jollevej, which is the 

last bridge coming from the north on Amager strandvej. Furthermore there are approximately 

400 parking spaces (Schrøder, 2009) along Amager strandvej which then brings the total up to 

730 parking spaces. This is a lot but understandable there is an extreme lack of spaces when the 

season peaks with about 45.000 visitors, and this is resulting in some dislike and dissatisfaction 

concerning the lack of parking spaces however Amager Strandpark has some strong arguments; 

Amager strandpark is very easy to access via public transportation such as bus or metro or 

privately via bicycle. Amager strandpark will not increase the number of parking spaces since 
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the public transportation means are so perfect and the area in and around Amager Strandpark 

shall be kept green and not become swamped in cars. (Scrøder, 2009) 

In the year 2018 (Metro, 2009) the new “metro city ring” will be ready for commercial use and 

this will increase the possibility to travel to Amager Strandpark by public transportation even 

further and strengthen the arguments going against increasing the number of parking spaces for 

cars. 

8.2 CLIMATE 

The summer season is statistically, by Amager Strandpark I/S, calculated from April to August 

and is the most popular time of the year to go visiting Amager Strandpark, as the beach still is 

the biggest asset and most popular attraction. How popular Amager Strandpark is to go to is 

very momentary and is to a very high extent determined by the weather. This obviously includes 

the businesses lying on the beach so their income is again extremely depended on weather and 

temperature. When the summer reaches its peaking point and the temperatures goes as high as 

25-30°C Amager Strandpark accommodates in the area of 45.000 people on a daily basis and this 

puts a lot of pressure on all facilities such as parking, bath and restroom facilities and cleaning. 

However, these days are also the ones that make it worth running a business as well as the 

general usage, image and popularity of the venue is at its high point at this time. Denmark is a 

country with a very doubtful and unpredictable climate and especially the summer is the 

Achilles heel since this is where we, somewhat need the warm sun, the long days and all the 

good weather to prepare us for a long cold winter. The summertime is what we Danes aim for 

but yes we are, with patience, wishing for a white Christmas but that we can live without it. 

However we are in great need of the warm sun and weather at least at some point during the 

summer, the more the better and if we cannot get it here most are prepared to travel to get it. It 

is more a kind of a physical, psychological and selfish need. Very few is prepared to leave there 

close families at home and travel for a white Christmas but this is also more of a wish than a 

need as a sunny and warm summer is. 

The peak days are normally in the middle of the summer period after the water temperature is 

up and a registered bathing day in Denmark is when the water temperature reaches 19°C+. On 

average there is approximately 20, of these days, per year, however in 2006 (DMI, 2006) the 

record was broken with more than 40 days in a row but then in 2007 (DMI, 2007)  there were 

not a single one, so it is very clear that the Danish weather during the summer is very 

unpredictable. But as soon as the temperature reaches above 20°C+ it is attractive to go to the 

beach and this happens approximately 60 days a year, on average, however 20 days of these is 
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where it is applicable to go into the water and this leaves 40 days where one can go to the beach 

but might stay out of the water since it is too cold. These days accommodate about 20.000 

people on average (Scrøder, 2009). 

Another big factor affecting when and how many are visiting Amager Strandpark are the 

holidays. Not only is it determined by how the summer starts and therefore how many who are 

purchasing trips to foreign and warmer beaches but also very much on when the school, 

university and work vacations are being scheduled. For instance, Sundays during the summer is 

some of the busiest days if the weather is appropriate. However there is still a big difference 

whether it is a Sunday, or any other day for that matter, that lies before or after the holiday 

period than the ones within the holiday period. With this in mind it is, and probably always will 

be, the summer that are the busiest time since the beach, sand and water are the greatest asset 

to Amager Strandpark. Though, the challenge in initiating activities, services and experiences 

that can make Amager Strandpark even better and make the off season months more popular 

still stands. 

The off season, which means the period outside of the summer period, are from September to 

March and is about 265 days. In 2007 counting systems was applied to Amager Strandpark 

(Scholkmann, 2009) and has for the past two years, been counting people attending Amager 

Strandpark. The last “big” season was in 2006 but sadly this season is unable to be included 

since the counting systems were not applied until 2007. 

From April to August, with the peak in July, there are in average 180.000 guests visiting Amager 

Strandpark pr. Month. This is a total of 900.000 guests in this period. From September to March 

there are on average 50.000 guests pr. Month and this is a total of 350.000 people. 

This seems maybe acceptable however we believe that this is not the full potential for Amager 

Strandpark. There are, as earlier mentioned, days where 45-50.000 guests are visiting Amager 

Strandpark and having an average of 7 of these days a year and since this then stands for about 

40 percent of the visitors in the summer season initiatives should be taken in order to spread 

out the number of visitors on the whole season and then overall increase the total number of 

guests at Amager Strandpark. An overview of the visitors on a year’s basis is illustrated below. 

Season Guests/Visitors 

Summer season April-August 900.000 

Off season September-March 350.000 

Total 1.250.000 

TABEL 13: VISITOR RATION DEPENDING ON SEASON 
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At first glance this is a lot of people but nowhere near the limit. Establishments of restaurants, 

cafés and other year long activities that will make Amager Strandpark attractive for the locals on 

a yearly basis are likely to rub off and over time create a sustainable market to carry businesses 

through, all year long. 
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9 THEORY 

9.1 EXPERIENCE ECONOMY 

Experience Economy revolutionized the consumer world as this further added value to already 

existing services. The phenomenon was developed by B. Joseph Pine II and James H. Gilmore in 

the 1990´s and has grown to become a vital part of the competitive position within the service 

industry. Experience economy is basically creating an experience linked to one or more services 

and with that enhances the value of the service and through that being able to charge a higher 

price than if it was just a service or a good one would purchase. A school example could be a 

thing as a cup of coffee. A cup of coffee as a good has a very low price, but adding the service of 

enjoying the coffee in a café or restaurant, one can charge more for the coffee. If then a unique 

experience is added customers will be prepared to pay much more and opens up for the 

possibility to enhance profit a great deal. This is a further development of an already commercial 

strategy, and Amager Strandpark has a number of experience economy possibilities that can be 

looked into. 

We will use three different experience economy theories; The experience realms, the 3-S model 

and an enactment model.  

 

 
FIGUR 6: PRICE INCREASE WHEN IMPLEMENTING EXPERIENCE ECONOMY 

 (GILMORE, 1999) 

  

Commodity Good Service Experience

DKK 4 DKK 9 DKK 15 DKK 35 
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9.2 THE EXPERIENCE REALMS 

Experience economy covers a range of different dimensions. The experience realms provide an 

overview of these dimensions. 

 

FIGUR 7: THE EXPERIENCE REALMS 

(GILMORE, 1999) 

The experience realms consist of 4 different kinds of experiences; entertainment, educational, 

esthetic and escapist. Each of these four realms then fit into a certain category of activity which 

would be passive or active participation and whether it is based on absorption or immersion.  A 

venue like Amager Strandpark will mainly be offering experiences that involve active 

participation.  

9.2.1 ENTERTAINMENT  

Entertainment is a very passive way of experience and is also defined by passive participation 

and absorption. So this kind of experience is much based on for example electronic media such 

as television programs and radio programs. In entertainment one is not directly contributing to 

the experience but passively absorbing what is happening, in this case, on the screen or through 

the speakers from the radio. However also spectators to a symphony is passively absorbing but 

are also on a low level contributing a bit just by being a live spectator. There are many levels and 

definitions within these four main realms and it can be argued exactly when one is crossing over 

from passive to active and from absorption to immersion, but entertainment is the most passive 

form for experience. At some point one might contribute to an experience without really 

realizing it. Sitting in a theatre for a music, comedy or other entertainment show is very passive 

•Immersion

•Passive 
participation

•Active 
participation

•Absorption

Entertainment Educational
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and absorbing. However each spectator is still contributing as part of a group. Imagine being the 

only one or one among few sitting in the theatre. These will inevitable effect the experience for 

all. So really it is a bit of a challenge because as soon something becomes live no one is 

completely passive but neither can one in this situation be considered to be active, so there is 

some lack in transparency in these situations. 

At Amager Strandpark there has been held beach volley tournament, kite shows and kite surfing. 

These include two realms depending on whether one is a spectator or competitor. For the 

spectators it is entertainment with this semi active participation one contributes with, just by 

being there as a live audience. However as a competitor at these events one would be considered 

to be within the realm of escapist as they are immersed and participate actively in these events.  

9.2.2 EDUCATIONAL 

Educational experiences require active participation, whilst learning and gaining new 

knowledge. A good example of this is “Experimentariet” which is located in Hellerup, north of 

Copenhagen. Here one is exposed with events happening while still actively participating and 

learning from this educational event taking place. The term “edutainment” (Gilmore, 1999) is 

used here as entertainment and education is merged and happens simultaneously at 

arrangements like this. 

At this current time no edutainment is taking place or is offered at Amager Strandpark, however 

Amager Strandpark would be an ideal venue to set up some sorts of this, as many children and 

youngsters is at the beach anyway, and learning as they play would definitely be beneficial for 

the children and Amager Strandpark as being even more attractive to attend via this unique 

possible feature. 

9.2.3  ESCAPIST 

Escapist experiences differentiate very much from entertainment or education experiences since 

escapist involve a much greater level of immersion. Escapist is the exact opposite of especially 

entertainment as escapist involves full active participation and immersion. In an escapist 

experience one participates actively as an actor in the experience and then directly affects the 

performance and shapes the experience (Gilmore, 1999).  Currently Amager Strandpark is 

offering quite some escapist experiences however it can still be better. At the moment diving, 

kayaking, kite surfing and a few sport activities are representing this kind of experience 

however there is still some essentials missing taking the area of Amager Strandpark into 

consideration.  
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Being an active participator of an experience like this makes you “escape” from the real life 

hence the definition escapist. Educational is also active participation but not immersion. 

Immersion as in escapist include you as one shaping the entire experience and not as in 

absorption where one is participating in something already scheduled into details, that one then 

follows. Escapists are in a way creating a world of their own based, sometimes, on the basic rules 

or events set by others.   

A modern example of escapist experiences could be motion-based attractions. A motion-based 

attraction such as simulation rides are most frequent based on popular movies. Rides like this 

also, very accurately, explains the shift from service to experience economy. It used to be that 

one had read the book and should now see the movie. Today it is that one now have seen the 

motion picture and should then go and experience the ride based on the movie, a motion-based 

attraction (Gilmore, 1999). 

9.2.4 ESTHETIC 

In esthetic experiences one immerses into an experience of a certain environment but have little 

or no effect at all, on the environment itself. However the individual will be affected by the 

esthetic experiences taking place in the unaffected environment. To explain exactly how this 

differentiate from the other types of experiences, within the four realms, one might say that in 

educational the aim is to learn, in escapist experiences it is to do, in entertainment is  to 

somewhat sense the experience and in esthetic one simply just wants to be there (Gilmore, 

1999). 

Modern examples of esthetic experiences are Disneyland, and other venues with very unique 

and distinct atmospheres, ambiences and design. Esthetic experiences has a very wide span as it 

covers experiences in more categories which is everything from national treasures, as the little 

mermaid is in Denmark, to more subtle and less renowned places but with unique details and 

features that can make a seemingly anonymously café and esthetic experience. Walking down 

the streets of Copenhagen observing or any other city for that matter is also an esthetic 

experience. Amager Strandpark also contribute to the esthetic experience as it is very unique as 

it looks today, however it would still be very possible to further stage more esthetic experiences 

in order to enhance this part of the four experience realms. 

9.2.5 DISCUSSION  

The four realms of experience are normally used individual and offered one by one as companies 

and venues usually tend to only aim toward only fulfilling one of the experience categories 
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within the four realms. However the richest experiences includes aspects of all four realms, and 

via this a much wider segment is also covered as the potential target market.  So when designing 

an experience or experiences, especially for a place like Amager Strandpark, one do not want to 

stay within just one of the realms of experience.  

Starting with incorporating each of the realms one by one starting with esthetics which is the 

experience that is considered the first as this is the one that entreats the guests to enter, in the 

first place. The esthetic encounters the environment and whether this is comfortable, interesting, 

suitable and entreating. When the guests entreated has entered the next realm, escapist, must be 

in place. What should the guests do in form of activation so here the encouragement in making 

the guest active and participate in the experience is the next step (Gilmore, 1999). Now full 

participation from the guests are needed in the educational realm so what should they learn and 

what activities and/or information is going to help them in the exploration of this and enhance 

their knowledge and skills within the learning objectives set in the experience. Last but 

definitely not least the entertainment part, where the guests are passive and absorb, will be 

introduced. What kind of entertainment is suitable to offer and reflects the previous three 

realms and will make the guests stay. Here we are looking at passive respond signs from the 

guests that add further enjoyment to the experience. 

Amager Strandpark is a very large property with great possibilities for incorporating all four 

realms; maybe even more than once as small individual venues and businesses is opening within 

Amager Strandpark. When all realms from the four realms are included, this translates a plain 

space into becoming a distinctive place for staging the desired experience and the longer the 

guests will be enticed to stay engaged in the offering (Gilmore, 1999),  

Today guests and customers aim to spend as little time as possible with providers of the goods 

and services, fast food chains and supermarkets (Gilmore, 1999). Take FAKTA, a Danish 

supermarket chain that promote themselves on how little time it takes to go grocery shopping in 

their stores, and fast food chains who has a concept that is about having as little interaction with 

the guests and customers as possible, only the moment of truth at the register with the cashier is 

what is left. It seems like people are satisfied with this but where do they then spend their time? 

At places where one wants to be, do, learn and want to stay. Guests and customers want to be at 

a space that are turned into a place which is more distinct, and done by establishing an 

environment that includes the four realms of experience (Gilmore, 1999). 
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Surprise

Sacrifice

Satisfaction

9.3 THE 3-S MODEL 

Standardization evolved into the more popular customization and now mass customization 

where knowledge of individual needs are required and used in order to minimize customer 

sacrifice. Today companies are very aware and 

working on creating customer surprise which is said 

to be the most important factor within the service 

industry in the effort of staging memorable 

experiences. The 3-S model consists of three levels 

as shown in figure 8. In order to achieve a surprise a 

base of satisfaction must be there. The aim is to meet 

expectations but not anymore just by providing 

satisfaction or by reducing sacrifice (Gilmore, 1999). 

 

9.3.1 STAGING CUSTOMER SURPRISE 

Staging customer surprise by looking at what one gets to perceive and what one expects to get. 

Customer surprise is created as shown below. 

 

FIGUR 9: CUSTOMER SURPRISE MODEL 

(GILMORE, 1999) 

The idea is for companies not just to offer what is expected by customers and what will make 

them satisfied, but surprising them by offering the unexpected. The offering of the unexpected 

only lasts for one time and one time only as this will not be a surprise the second time. Staging 

the unexpected is the catalyst in this theory.   

The goal of this is to create memorable experiences obviously of the positive kind and via this 

establish a loyal customer network and remain competitive within the service industry. Using 

this model and working with the theories behind it entails going beyond the “what customers 

want” (Gilmore, 1999) and focus on what one should and would remember. 

Customer surprise
What customer 
gets to perceive

What customer 
expects to get

FIGUR 8: THE 3-S MODEL 

 (GILMORE, 1999) 
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This, however often has nothing to do with the services offered by the service one is purchasing, 

but on unexpected events during the time this service takes place, often not even staged by the 

service company itself. Of course companies today are staging unexpected surprises but thinking 

of the most memorable ones we have had, a number of these has nothing to do with the service 

company, however this will be less and less frequent as this 3-S model, will be implemented by 

more companies. This will of course not happen officially as this will compromise the whole idea 

if everyone knew that one could expect something of a surprise when using a certain service 

provider.  Examples of memorable experiences staged by the company could be that an airline 

would give a free box of valentine chocolates flying on Valentine ’s Day. A memorable experience 

not staged by the company could be that one was seated next to a celebrity on the flight. These 

two experiences would provide a positive experience that would live in the memory for a long 

time. These surprises are very likely to influence the customer’s decision the next time they are 

faced with a similar purchasing decision and the service provider from the previous memorable 

experience will probably be chosen once again. 

9.3.2 CUSTOMER SUSPENSE 

The danger in continuously staging surprises for customers is that this encourages customers to 

expect free surprises in the shape of goods and services. Over time this will move from a 

surprise to something expected. 

As mentioned when a company stages customer surprises customers comes to expect these 

surprises and this is all right as long as the company then start staging customer suspense as 

well. Customer suspense is the gap between what customers remembers from earlier surprises 

and what the customer does not know about the events coming later on. The model illustrating 

this is seen below (Gilmore, 1999). 

  

FIGUR 10: CUSTOMER SUSPENSE MODEL 

 (GILMORE, 1999) 

Examples of customer suspense are reforming in some way previous surprises in a way so the 

surprises are intact. Some will forget previous surprises but frequent customers will rapidly 
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come to remember and therefore expect these surprises, so alternating the surprises can 

continuously create surprises, also for frequent customers.  

If a service provider each year surprises the customers with a package/gift, this can contain a 

wide range of surprises. Changing the content of this package each year can create the needed 

customer suspense and through that remain a surprise for all customers, frequent as well as less 

frequent. Instead of small physical surprises dinner certificates and a variety of paid magazine 

subscriptions is also a possibility.  

With subscription surprises and dinner certificates there is a financial advantage for the service 

providers. Offering this as the unexpected and memorable surprise it is inevitable that a certain 

percentage of all these gift certificates and free subscriptions are never used. This creates a 

whole new advantage for the service provider since the financial expense on these certificates 

does not register until they are used by the customer. So in the end the surprise via customer 

suspense still stands however the expense for the service provider may never be realized. 

Ultimately satisfaction, sacrifice, surprise and suspense is a tool for companies to make 

customers loyal, and purchase goods and services repeatedly based on different reasons. The 

functionality of the services and goods are becoming merely a second priority and the 

experiences and memories are staged by companies as this is seen as the top priority when 

customers are choosing what goods and services to use and purchase. 

9.4 ENACTMENT MODEL     

The enactment model compares the professional business world with the processes of staging a 

play at a theatre. The simularities are very clear and creates a very good overview in the 

comparisment of these two activities. An illustration of this theory is shown below. 
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FIGUR 11: THE ENACTMENT MODEL 

 (GILMORE, 1999) 

Theatre as a performance is build up around the ambition to entertain and be an experience to 

observe and for the audience watching. As the business world, especially the service sector, are 

focusing increasingly on creating experiences for the customers it is very logically to lean upon 

this kind of business as it has been their core activity and product for so many years. The 

similarities in the activities leading to the customer/audience are striking and the business 

world is doing the right thing following their example in creating performances/offerings based 

on these theories. 

9.4.1 DRAMA = STRATEGY 

Drama/strategy is what the actors/employees should do and the aims of the company.  The 

strategic visions entail the drama of a company along with mission statements, business plans 

and competitive imperatives. Drama gives the company a somewhat manual of where the 

company wants to go and carries also the theme of the experience. 

The owners or management of the business informs about the drama/strategy over a certain 

period of time. Employees come and go as employee turnover is inevitable however the strategy 

remains and provides the core of actions regardless of what kind and where the business stages 

its performance/offering. 

 

Audience/Customers
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Script/processes

Drama/Strategy



 

 THEORY 
ENACTMENT MODEL 

93 

CHAPTER 9 

9.4.2 SCRIPT = PROCESSES 

The script/processes are done previously and give time and place for when things are done 

accordingly with the strategy. The script/processes are done in details and transmit the ideas set 

out in the drama/strategy. The actors/employees have to learn the script/processes and then 

work accordingly towards the goals set up in the drama/strategy. The drama/strategy is set up 

as the goals and ambitions that everyone is working towards however the script/processes 

must, over time, be refined and detailed further in order to ensure that the best and most 

optimal performance is being met. 

9.4.3 THEATRE = WORK 

Theatre/work is the more operational part in creating the experience.  This is what is done 

during production and ultimately the representation of the drama and the script. The theatre is 

what brings the drama and the script into the experience that it was stated out to be. It is 

realized with the theatre/work that stages the performance engaging customers as an audience 

absorbing the performance.  

9.4.4 PERFORMANCE = OFFERING 

Including all of the above; Drama/strategy, Script/processes and Theatre/work is manifested by 

the performance/offering. This is the final product, the experience brings to the audience and 

the economic value that commercial businesses create and offer to customers. 

9.4.5 DISCUSSION 

Incorporating theses four stages in everyday service encounters can be done very simple or it 

can be done on a more sophisticated level. When customers is about to encounter a simple 

“moment of truth” the worker can make this a memorable experience very easily and with a 

minimum of effort. Entertaining while selling goods or services whether it is handing out free 

newspapers on the streets or serving beverages from a refreshment stand are very simple 

however also very effective measures in the experience economy.  

Moving a role into a character involves high control on the subtext (Gilmore, 1999), which is all 

that are not in the script. This includes postures, body language, items etc. Clothes very much 

reflect ones character and so do tone of voice, speed of physical actions and so on. The better one 

can “play” this role and turn it into character accordingly, with the desired experience the better 

the staff member or actor/actress is suited for the job. This is a direct doorway into the 



 

 THEORY 
NEW SERVICE DEVELOPMENT 

94 

CHAPTER 9 

memories of the customers and the better the actors are the more efficient and financially 

valuable it will become. 

However it is not alone enough to play the character, one need to act with intention. If one are 

not completely sure and focused on the intentions of the role and the character the risk is that 

one’s performance/offering comes across meaningless and vague so the effect towards the 

audience/customers are inefficient and becomes somewhat less memorable or not at all. The 

same actions need to reflect the purpose of the action in order to get the desired response.  

If one is doing his job in order to finish, the work will be missing engagement and this will very 

rarely end with anything that is remotely memorable. All job functions, no matter how mind-

numbing and mastered by routine, can be added intentions in such a way the 

performance/offering becomes memorable. 

With the drama/strategy, script/processes, theatre/work and performance/offering in place the 

biggest and most important thing is to find the appropriate and the best actors/staff to carry the 

intentions into the characters and out to the customers as memorable performances and 

offerings.  

Examples of this could be the metro guy handing out free newspapers by city hall in 

Copenhagen. Just by doing this he made his way to the medias and has been interviewed 

concerning this to the local news. Memorable experiences can be done in all job functions it is 

just a matter of dedication and intention. 

9.5 NEW SERVICE DEVELOPMENT 

NSD (New Service Development)(Fitzsimmons, 2000) aims mainly on the necessities of 

developing and designing new services. Three important topics concerning NSD are: Description 

of what constitutes a new service, the distinction between service development and service design 

and the need to consider the degree of innovation in developing a strategy to manage 

NSD.(Fitzsimmons, 2000). The NSD process is by Cooper (1994) said to be broadly defined as 

stages that moves the project from idea stage to the final launch. 
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FIGUR 12: THE NSD PROCESS CYCLE  

(FITZSIMMONS, 2000) 

NSD covers the entire process of developing service offerings and in the NSD process cycle we 

will look further into the different stages that are included in such a process. 

NSD is today what NPD were in the early 1970s so the success factors  is still somewhat on the 

infancy stage but make good sense as it looks today. The four main success factors are: nature of 

services, product-market characteristics, project synergy and NSD processes. To the last mentioned 

we add service innovation culture as the latest identified success factor for NSD (Fitzsimmons, 

2000). 

Nature of service refer to whether it is equipment or people based or whether it is innovative 

and complex and if it is going to enhance the service experience or be a physical example of the 

quality. Product-Market characteristics respond to the ever changing customer needs within the 

service sector. Here focus is on market fits, attractiveness, competitiveness and the specific 

market segments, the existing and the new ones adapting to the changing demands. Project 

synergy covers two dimensions, whether the new service fits with the current strategy of the 

company and whether it is consistent with the company’s technical, human and financial 

resources. Cooper and de Brentani (1991)(Fitzsimmons, 2000) believes that synergy is the most 

important factor that separates a company’s successes from the failures. Edgett 

(1994)(Fitzsimmons, 2000) says that successful new services should of course meet customer 
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needs and the execution of these new services shall only be launched, backed up by sufficient 

knowledge of how to deliver these services. Furthermore the NSD process cannot be too slow in 

danger of being technologically over run before it is launched. Service Innovation Culture is very 

focused on the micro environment and infrastructure and infra-culture in the company such as 

management style, risk management, and whether there is organizational practices present, 

within the company, that encourage employees submission of new product ideas. Cooper and 

Kleinschmidt (1995)(Fitzsimmons, 2000) says that a positive culture and climate in this, is a 

necessity for product development success. 

Amager Strandpark is a venue that can offer a lot of new NSD´s and is equipped to do this within 

the boundaries and necessities set by the theory behind NSD. Most of the new services and 

experiences will be equipment based however there is also great possibilities for people based 

ones as there are close to none as it is today. The lack of equipment based experiences and 

services are also hard to miss so the potential of implementing services in this area are very 

present. The characteristics of a market at Amager Strandpark is very slow changing and so are 

the customer needs at a venue like this. The newest services at Amager Strandpark are the vast 

system of jogging paths, great facilities for kite surfers and kayaking. These are some of the 

attractive and unique features of Amager Strandpark but there are still possibilities for other 

measures that aim towards other segments going to the beach. Next is the possibility of covering 

the entire Amager Strandpark with wireless internet. 

The project synergy is very important for Amager Strandpark as it should remain a creative 

beach area and the new services and experiences should not contradict this in any way. This just 

entails that before launching anything there needs to be an analytical assessment that concludes 

whether the new services or experiences are suitable to implement. Furthermore the NSD 

process is vital however not as much for Amager Strandpark as for the competition and 

technological speed here is a minor factor. Activities happening at a beach are very long lasting 

so the NSD process is not as important at Amager Strandpark as it is elsewhere. 

More importantly is the service innovation culture at Amager Strandpark. This is a necessity for 

the success in new services and experiences however it is our belief that Amager Strandpark 

lack a great deal in this area. We have experienced somewhat a very conservative attitude 

towards ideas that can revolutionize the beach with new services and experiences. This is in our 

opinion one of the first things that they need to take care of in order to implement and launch 

new and successful initiatives. 
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9.5.1 NSD PROCESS CYCLE 

The NSD process cycle is an illustration of non-linear process. Tax and Stuart 

(1997)(Fitzsimmons, 2000) sees the NSD process very much as a cyclical process representing 

the steps taken forward in planning and execution of new services and experiences. See figure 

12. The cycle starts with the design and analysis which covers the planning phase which is 

where the viability, the internal resources and capabilities are taken into consideration. The last 

two stages out of the total four are development and launch which is described as the execution 

phase. In this phase the vital and important issues are the service design, enablers and the cross-

functional development efforts.  

Successful NSD processes most have a somewhat competent execution part as having a good 

planning phase, not alone, bring the message across to customers and consumers and via this 

make it successful on the post-launch review. The planning phase is, however, not to be 

considered indifferent in importance but the planning phase can be, if no formal planning phase 

is distinctively prepared, to a great extent, left to improvisation as the process moves forward. 

(Moorman and Minor, 1998). The NSD process cycle is an overview of the practical processes 

one most go through when in the innovative business of bringing new ideas, products, services 

and experiences forward from the first idea to the first test on consumer markets. 

9.5.2 DESIGN    

Design is the first part of the NSD process circle and is part of the planning phase. The design 

stage is where all the beginning initiatives take place.  The formulation of the new potential 

services are turned and the suitable objectives and strategies are also discussed and designed, of 

course in a way that does not contradict any other objectives and strategies for other services or 

products in a potential large portfolio.  

The so-called brainstorming in the desire of creating new and exciting services and/or 

experiences are done and followed by screenings to then narrowing it down to a selected few. 

When the one idea are chosen and decided upon the chosen idea need a concept description in 

order to identify the objective of the new service or experience. So the concept of is set in the 

design stage and tested thoroughly to make sure that one is on the right track. The design stage 

is very important as it is here the foundation of the new initiative are shaped and decisions made 

here will affect the entire following process through the NSD process circle. Creativity and 

thinking outside the box is somewhat a catalysts in the design but when deciding on an idea it is 

important to work it well through to make sure that it is not too creative and still doable in the 

practical world and not only in theory or on paper. 
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9.5.3 ANALYSIS 

The analysis as the second stage of the planning phase is where the business analysis and the 

project authorization are done. The business analysis the techniques needed in order to identify 

the needs and to clarify the solutions to the challenges within this field of business. This includes 

the set of tasks and knowledge required. This may include development of the systems of the 

process and can also include the preparation for needed organizational changes. An overall 

potential change of all project and requirements are covered in the business analysis. 

Furthermore the project authorization is settled after the formal conclusion of the business 

analysis.  

9.5.4 DEVELOPMENT 

The first stage of the execution phase is the development stage. This is where all the field and 

market research finds its way. The service is designed and tested in order to rule out as many 

complications that might occur. The process of delivering the service is also looked at. It might 

look good on paper and in theory but can it be done in real life and is it at all practical possible 

within the realms of the service intended. Based on the identified market for the 

service/experience a marketing program is developed and tested. This entails the respond and 

feedback from sample of the target market. The marketing is tested on the samples of potential 

target markets to make sure that the marketing goes through and has the desired impact on the 

market and that the intended message describing the new service or experience is absorbed, 

understood and therefore can be reacted upon by the target market. The feedback from this 

market then decides whether the marketing and the messages in this are sufficient, reliable and 

trustworthy in such a way that the market are moved from unaware to aware, and through that, 

are intended to purchase this new service or experience. 

As this is intended to be a new service the personnel needs training and information about this 

and this is also done in this stage when all other formalities are done and the service or 

experience are  on the verge of being introduced to the full market by the newly trained 

personnel. When the personnel then are sufficiently trained, the pilot testing in actually 

executing this new service or experience are offered to a sample of the segment covering the 

intended market and the feedback from these test pilots then determine if the project is done 

and sustainable enough to move into the full launch stage. 
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9.5.5 FULL LAUNCH 

This stage of the execution phase covers the last two stages of the NSD process cycle. Full launch 

is after all the preliminary work with the new services. Full scale launch covers the entire 

spectra of the service and all the intended markets identified via the market testing and pilot 

testing. When the full launch is executed there is the complete focus on the entire market as the 

testing is done and the products and/or services are launched throughout the whole market 

identified based on the market testing from the development stage. This is the culmination after 

the planning phase and the development stage. When the full launch has been successfully 

executed monitoring and post launch reviews will make sure everything is stable and the NSD 

process cycle will start all over again with a design of a New Service Development. 

9.5.6 DISCUSSION 

The NSD process circle is a tool that service- and experience economy businesses can take 

advantage of when developing new initiatives in the portfolio of their company. The two phases; 

planning and execution, covered by the four stages; Design, Analysis, Development and Full 

Launch are executed by a number of tools, also mentioned in the model however not as vital in 

explaining the process and functions of the NSD process cycle. 

One of the most vital features of the NSD process cycle is the speed. This is not formally 

mentioned in the model but it should be very clear that the markets today move very rapid and 

being to slow to introduce new initiatives to the market may result in the very possible risk of 

someone else beating you to the market with a similar offering of service or experience putting 

all of your efforts into a waste. 

The enablers have a very positive impact on the NSD process time as the firm innovates. The 

NSD cycle is covered by a number of enablers that allow the developers of the services to design 

a service delivery system in such a way that this new service development cover, match and 

fulfill the needs of the customers. These enablers are cross functional and smoothen the process 

so the speed and cooperation between the different stages in the NSD cycle are working optimal 

and that the process does not stall at some point during the process. 

The NSD process circle should also be seen and used by companies as a continuously working 

process and not a momentarily one. The NSD circle handles both completely new services that 

are very innovative as well as new service initiatives in an already existing service design. 

Companies should continually go through the NSD circle, build up NSD competence and put 
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themselves in a “pole” position in the future as they will master the expertise and experience in 

the realm of creating new services and experiences. 

Amager Strandpark is a very new facility with a world of possible new service innovations. 

However a lot of the first service and experience offerings at Amager Strandpark most likely will 

not be new to the world but will definitely be new to the market, as this is the local Danes that 

currently are the main target market. However there will be possibilities to create new services 

that are new to the world as well as the market. Amager Strandpark is unique to the market as 

there is no beach area like it anywhere else in Denmark.  

Amager Strandpark is already today offering a lot of great facilities that are a service in itself 

such as kite surfing, diving, kayaking and such. The bare construction of the area and having this 

multifunctional beach in a metropolitan size city is very rare seen. The service and experience 

possibilities for Amager Strandpark are extreme and no doubt that via a comprehensive design 

and planning phase numerous new ideas within the service and experience field will reach the 

surface and many will be possible to carry through the whole circle with success. 

The NSD process circle could be a tool that Amager Strandpark can draw great advantages from 

and use a very effective guideline in introducing new and exciting services and experiences at 

their venue. Furthermore using the NSD circle Amager Strandpark will in the long run prepare 

themselves for competition in service and experience offerings if they continually are using it 

and through that builds up innovative NSD competence.      

  



 

 RECOMMENDATIONS 
REVISED OBJECTIVES 

101 

CHAPTER 10 

10 RECOMMENDATIONS 

10.1 REVISED OBJECTIVES 

The revised objectives for Amager Strandpark demands radical changes especially in the 

different strategies that are lacking, unclear or completely left out and not present in today’s 

function of Amager Strandpark. Amager Strandpark first and foremost needs a growth strategy 

so they in that way can position themselves on the market and also compared to competitors 

and substitute offerings, and work towards a common goal based on the agreed growth strategy. 

What are Amager Strandpark offering today and what should be done better in order to enhance 

the popularity and attractiveness among the target markets, is what will be disclosed via a 

suitable and sustainable growth strategy. This is an important tool to have well worked through 

as the following strategies needs to reflect the objectives of the growth strategy. 

From here a sound and sustainable marketing strategy should be created in compliance with the 

market focus of Amager Strandpark and the strategy that fits within this. Current markets 

should be detailed identified as the marketing strategy revolves around who it is aimed towards 

and how. Without a clear target market the marketing strategy are likely to fall short and be less 

effective. With the tourists as a new additional, however logic and potential very lucrative 

market for Amager Strandpark as well as for Copenhagen, it is of great importance that this is 

included in the marketing strategy and the channels that turn towards this market are specified 

and carried out.  

Amager Strandpark as any other public institution has no complete or detailed brand strategy to 

promote them on and this is a definite lack as external communication is one’s lifeline in the 

business world. Answers like who, what, where we are and what we offer needs to be 

communicated.  

The brand strategy will be a fundamental part of Amager Strandparks marketing strategy as the 

brand is the identity of one’s company. The brand needs to be created to achieve a more 

transparent communication tool and make it recognizable. A good brand will over time create a 

loyal customer base, likeability and confidence. A company or in this case Amager Strandpark 

needs to be a brand. A brand comes first with a trademark and a name that can be understood 

and be taken in by the target market. From here it is putting the essence of one’s company into 

one logo and name and built upon this until it is accepted, recognized and understood by the 

market. Today all successful companies and organizations have brands and some use them more 

than others, but an identity brand is needed. Even schools and universities are today relying on 
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brands to compete; just look at CBS (Copenhagen Business School) that today has a logo and you 

can buy shirts, jumpers, key chains and such. The more popular the brand become, the better for 

the company. 

10.2 GROWTH STRATEGY 

The current strategy for Amager Strandpark is a differentiation strategy. Taking Porter’s generic 

strategies, differentiation takes its out spring from a few important strategic elements, which is 

product uniqueness with focus on service, design and quality and branding and marketing 

(Porter, 1998). What makes the strategy of Amager Strandpark a differentiated one, is definitely 

not the focus they have on their brand and the efforts they put into their marketing as these are 

close to non-existent. The product they have and offer has a lot of unique features and has great 

possibilities to be developed into some of the best within the realm of beaches and the market 

hereby. Furthermore the target market of Amager Strandpark is very wide and covers close to 

everybody. The only variable that excludes everybody is the geographic one. The demographic, 

psychographic and the behavioral segments are very close to be completely covered, and this 

concludes a definite differentiation in market and strategy. 

The growth strategy we have decided to base on, and are seeing as suitable to use for Amager 

Strandpark is the Ansoffs growth matrix by Igor Ansoff. The Ansoff growth matrix is based on 

the growth from combinations of new and current markets and new and current products. An 

illustration is shown below. 

 
FIGUR 13: ANSOFF GROWTH MATRIX 

 (HUSSEY, 1998) 
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Amager Strandpark growth strategy finds itself in product development as they should improve 

current products and offerings to the current market. The current market will then grow and 

more guests within the same target market category will then become entreated to come and the 

number of guests will go up, but the segments will remain the same. No doubt that Amager 

Strandpark is using a differentiated strategy and as to Amager Strandpark covers close to all 

market segments. There are very little markets to develop only the popularity with current 

markets. This should be done with the development of new and current products and offerings 

at the beach. From our research there are several popular initiatives that could be looked at such 

as mobile sale, acceptance of credit cards in business outlets and better food and beverage 

selection. Also the experience economy is lacking and taking a look at the implementation of the 

four experience realms, will definitely be recommended. An example here could be some 

“edutainment” for the children in collaboration with Amager Nature center that arranges trips 

like this, or entertainment as open air movies at femøren. The more experiences and the variety 

of these, many not even set by Amager Strandpark, will create customer surprises and as this 

escalades the more popular Amager Strandpark will be expected to become.  

To create these experiences in the four realms and through that customer surprises Amager 

Strandpark will need a number of business partners in order to carry these experiences through. 

Depending on which staged experiences there should be again depends, and vice versa, on which 

business partners they successfully will be able to work together with and through that establish 

a relationship on mutual consent. Examples of potential business partners could be 

Experimentariet, for educational and entertainment and combined for edutainment, Sports clubs 

and associations for activities that covers escapist and maybe business partners that can 

establish sand sculpturing for the esthetic experiences and also Nordisk Film for maybe 

momentary open air movie shows. The list goes on but with the right business partners and 

ideas implemented via thought through strategies, Amager Strandpark could become one of the 

most renowned and popular places to be when there are larger events taking place. 

Furthermore, this will strengthen the knowledge and image of Amager Strandpark and over time 

help to realize the mentioned ambitions and possibilities. 

In product development Amager Strandpark might and will hopefully, as a great development 

result, find them in the diversification of Ansoff’s   growth strategy as the development of new 

and current products will entreat tourists to visit Amager Strandpark as well and become a 

whole new market for Amager Strandpark. With the help of the Copenhagen and Frederiksberg 

municipalities and using VisitCopenhagen the possibility is there. The tourists seem like a 

completely forgotten market for Amager Strandpark and this untapped market is definitely 

something a strategy for Amager Strandpark should accommodate.  
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Copenhagen is the most popular city in Denmark when it is viewed on the number of tourists 

visiting and spending over night stays in Copenhagen (samarbejdsforum, 2005). At the moment 

nothing is done to attract any kinds of tourists and as many other strategic changes this is an 

very important one, and one that can help Copenhagen become even further popular as well as 

Amager Strandpark. 

To get new geographic markets ,within the same national segments, to come to the beach are 

though also likely to happen in the longer run as the infrastructure with the new metro will 

make and create more convenient transport facilities for the same segments of the market, living 

further away from Amager Strandpark. So the growth strategy are focusing on the product 

development part, however the infrastructure measures taking place in Copenhagen will open 

up for diversification as well but this is more out of the hands of Amager Strandpark to affect.  

10.3 STRATEGY CANVAS 

Strategy Canvas is about moving from the red ocean into the blue ocean and via this create 

better and more competitive market opportunities. This is a tool to see how one can separate 

from competition and identify the most important variables in the process. Make them better 

and via this beat the competition, or completely eliminate the competition by moving into, or 

start covering additional markets, where competition is low or non-existent. The strategic 

canvas focuses both on the diagnostic and the action framework (Mauborgne, 2005). Important 

market factors are identified for the whole market and then ones and the competitor’s 

performances are rated. This makes one able to see where improvement is needed and how you 

are positioned compared to competitors on the market. Figur 14 illustrates how Amager 

Strandpark currently is performing. It is definitely not a positive picture, as to the performance 

on too many factors are inadequate. The factors we have chosen as the ones the market and 

strategy should be measured upon are factors focused on throughout the assignment, and 

believed to be the essential factors in this type of business. 

Islands brygge has a number of advantages as their location is nothing less than outstanding. 

However they have also managed to get the maximum out of the measures provided for this. 

Bellevue has been where it is for years, but their popularity has gone “down hill” the past 

seasons. Kongens have is a special place and maybe not in as direct competition with Amager 

Strandpark as the others however they cover the same segments and is, at the moment, 

definitely an alternative to Amager Strandpark. Amager Strandpark however might not as it 

looks now be the best performer when looking at the chosen factors but they are, by far, the 

venue with the greatest potential and the best possibilities. We are not saying that Amager 
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Strandpark should or could drain the other mentioned venues from guests but become a more 

substantial and sustainable alternative and competitor as a Copenhagen venue. Amager 

Strandpark can accommodate a lot more people than the others and the possibilities of staging 

experiences in a much larger scale are there. 

Based on the strategy canvas Amager Strandpark has some challenges that needs sorted out but 

when this is done and the strategy altered we are sure that Amager Strandpark could become a 

preferred venue for the locals as well as the tourists visiting Copenhagen. Figur 14 illustrates the 

strategy canvas for Amager Strandpark and the calculations are shown in appendix P. 

 

FIGUR 14: STRATEGY CANVAS FOR AMAGER STRANDPARK 

10.4 MARKETING STRATEGY 
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which consist of one large beach with a venue selling ice cream and hotdogs. This is where 

Amager Strandpark differentiates it selves from other beaches with a concept which requires 

more attention on marketing. 

The beach has four main entrances where there are three dedicated metro stations to three of 

the entrances. Amager Strandpark is furthermore divided into three main sub-products which 

consist of: An area for dog owners, an area for families and an area for youngsters. Our research 

from the focus group interviews has shown that 0 percent of the interviewees were aware of this 

segmentation; however, they loved it when they was informed about it. This unawareness is 

logical since their current marketing strategy has been undifferentiated where important 

messages, such as segmentation of the beach to particular segments, have drowned in the mass 

communication. It is obvious that a differentiated marketing strategy would be more appropriate 

since the beach have unique sub-products and infrastructure which have high relevance for the 

particular segments. We discovered through the focus group interview that these segments have 

several common demands; however, they all had requirements which were exclusive to their 

segment. Furthermore, the experience economy has learned us through the experience realms 

model that there should be experiences covering the four dimensions (entertainment, 

educational, esthetic and escapist) to create a successful product in the experience economy 

environment. These findings, through primary research and theory, emphasize the suitability of 

the differentiated product strategy, and is fundament for doing it to an even larger extend.  

The differentiated marketing strategy is to be designed in order to make Amager Strandpark 

attractive, to as many as possible, through customized marketing mix strategies for each 

segment. The target market for the marketing strategy is tourists and the users that the 

municipality of Copenhagen has made the beach for – the citizens. The segmentation of the 

citizens of Copenhagen will be the same as we defined for the focus groups. The positive aspect 

of applying a differentiated marketing strategy is that Amager Strandpark will gain more 

awareness and very likely more visitors. The downside is that there are high marketing costs, 

compared to their current marketing strategy, as there need to be developed five marketing mix 

strategies for the segments (Young adults, adults, elderlies, families and tourists). 

The product (Amager Strandpark) should consist of six sub-products (Cool beach, Classic beach, 

Water activity beach, Family beach, Active beach and Dog beach) which is situation based which 

means that it appeals to a particular mood that the users are in. However, each of the segments 

have one beach which are likely appeal to their preferred preference in general, and each 

segment is marked with a circle where the color indicates their most obvious choice of beach(s) 

and therefore the beach(s) that mainly will be promoted to the segment – see figur 15. For an 
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example, the young adults would very likely go to the Cool beach where there are particular 

products that they find attractive such as a bar. The Cool beach would also be the place where 

there could be arranged music events, as requested by one of the young adults in the focus group 

interviews. It is not like the young adults only are welcome at the Cool beach. They will very 

likely go to other beaches at Amager Strandpark, if they are in a mood for something else. The 

Classic beach is a beach where nothing extraordinary is offered, besides the shared 

products/services which will be explained later. The Water activity beach is a beach where 

people can practice water sports such as wind surfing and so forth. The Family beach is for 

people with children and is located in the lagoon where the water is shallow – see the map in 

appendix O. The Active beach is where people can practice sports activities. The Dog beach is the 

beach designed to dogs where dogs can socialize. A brief overview is illustrated in the marketing 

mix model in figur 15. Furthermore, the location/place of the various beaches is shown in 

appendix O. 

 

FIGUR 15: EXTENDED MARKETING MIX  

(AAKER, 2004) 
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economy and the interviews in the primary research. The people that are serving at the mobile 

shops should vary in order to fit to the people that they are serving. For an example could the 

mobile shop employees at the Family beach be teacher students which like to interact with kids, 

and thereby improve the experience for the kids and their parents as the employees are 

committed to their work.   

The physical evidence is the physical part of the service level at Amager Strandpark. As 

illustrated in figure 15 is this not differentiated within the different beaches. This mainly refers 

to an improvement of the signage where the user can get an overview of the different beaches 

and which events that are going on. The signage is also an element in improving the process of 

getting to the beach, either by metro, car or bicycle, which also is the same for the different 

beaches. The prices for the various products/services or experiences should be the same no 

matter what beach which means that a sandwich from a mobile sale outlet should cost the same 

no matter where one buys it. However, the types of products would very likely be more 

expensive at the Water activity beach due to its customized products.  

The promotion is to be differentiated to fit the demands of the five segments (Young adults, 

adults, elderlies, families and tourists) in the target market. It is not coherent for Amager 

Strandpark to make promotion through advertisement. This is mainly due to it is a public 

organization where it would be irrational to spend money on ads, but also due to the choice of 

growth strategy where business partners are creating many of the products and therefore are 

promoting their activities/events by themselves. Amager Strandpark I/S should promote 

themselves and their activities mainly through public relations and social Medias. These are the 

two marketing channels that all of the interviewees suggested and preferred. Amager 

Strandpark was previously lacking in media coverage, and the supporting organizations which 

we interviewed stated that Amager Strandpark should promote their activities and events, 

instead of Amager Strandpark as such, in order to improve the public relations and thereby 

getting Media coverage. The focus group interviews taught us that they would like to be 

informed about Amager Strandpark and their activities and events through the environments 

that they currently are in. Today, Amager Strandpark has an event plan hidden at their website 

and the consumers are stressing that this should be changed. The young adults, adults and 

families should be targeted primarily via the online website called AOK.dk which are specialized 

in rating and writing about venues in Copenhagen and what’s going on in general. The website 

has 150.000 unique visitors every week (Rix, 2009) and the activities and events at Amager 

Strandpark should be pushed into this environment in order to get people attracted. Amager 

Strandpark should furthermore be represented in social Medias such as Facebook. These Medias 

are hyped these days but statistics are showing that around 2 million Danish citizens has a 
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profile on Facebook (Om tre år er alle på Facebook, 23. december 2008) where most of them are 

in the segments young adults, adults and families. The elderly segment should primarily be 

targeted in the local newspapers in Copenhagen and the cultural sections such as Magasin in 

Berlingske Tidende and iByen in Politiken. The tourists should be targeted through 

VisitCopenhagen which tourists use when looking for which attractions to see in Copenhagen 

but also for what to do. The activities and events should be visible here so the tourists can plan 

to visit Amager Strandpark if there is anything of interest. Our research has shown that the 

tourists are planning a part of what to do and see from home, and plan the rest of the trip when 

they are on the vacation. This indicates that the hotels in Copenhagen would be an ideal place to 

promote Amager Strandpark and its events as the tourists can be affected to make an impulse-

visit.  

The goal is to generate more sales and to create a stronger position for Amager Strandpark 

within each of the segments. This is done by designing differentiated products where at least one 

of the products is to be found attractive to the segments. A particular segment is not compelled 

to choose one particular beach and the behavior will very likely be that one will choose different 

beaches, depending on their mood and situation. 

10.5 BRANDING STRATEGY 

Today is the beach and area called Amager Strandpark. The reason for this name is due to logical 

reasons as “Amager” is an area in the south of Copenhagen. “Strandpark” means “beach park” 

and the reason why it is called beach park instead of just beach is because they thought of it 

being more than just a regular beach when it was established in 2005 (Thon, 2009). However, as 

mentioned earlier, their website is the primary marketing media and the address is called 

“amager-strand.dk” and their logo is also named the same. This is the only place where the beach 

is named “Amager Strand”, anywhere else, such as the press and the general public, is calling the 

beach: Amager Strandpark. This is problematic and lacks transparency as they currently are 

struggling with mixed identities where one identity would be the only way to go. The question is 

which name to choose and if it should be one of the two mentioned above. Our primary research 

has shown that the attitude towards the name, Amager Strandpark, was negative. Several 

interviewees referred to Amager as being an unpopular part of Copenhagen due to its cultural 

history. However, there are places at Amager, such as Islands brygge and Ørestaden, that are 

considered as being popular and these places are called something else to overcome the 

unpopularity of the name: Amager. Moreover, almost all of tourists that we interviewed had 

never heard about Amager Strandpark. This is very likely due to more than one reason, but one 

of them might be because of the Danish name which does not make any sense to a tourist. The 
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beach should therefore have a more sustainable name which is appealing to target market of 

origin, which is the citizens of Copenhagen, and the tourists. Our suggestion for a name which 

appeals to as many as possible is: Copenhagen Beach Park. This name is true to where it origins, 

as Amager is a part of Copenhagen and the beach is by far the largest beach in Copenhagen. It 

will of cause take some years to change the citizens’ comparison with the old name, but 

eventually people will not identify it with Amager, which also happened with venues mentioned 

earlier. The tourists also have an easier approach towards visiting the beach as there are no 

sacrifices in finding out what Amager Strandpark is as Copenhagen Beach Park is pretty much 

obvious. Besides, such international translation of an attraction is made to most sights in 

Copenhagen. (Mansfeldt, 2009) 

We identified another problem with the old name during the primary research. It was that 

people were identifying Amager Strandpark with one beach. This is logical as a normal beach is 

more or less the same wherever you go and one would not expect anything else at Amager 

Strandpark. However, Amager Strandpark consists of more products such as an area for dogs, 

families and youngsters which already is a unique selling point. However, we discovered in the 

focus group interviews that no one of the interviewees was aware of this segmentation of the 

beach, but they found the idea very positive. The reason why people are unaware of the 

segmentations is partly due to Amager Strandpark I/S have been branding the beach as a whole, 

and not the separate sections. The only indication of the different beaches is the icons that are at 

the map of Amager Strandpark which can be found at their website and a few places at the 

beach. See appendix Q to see the map.  Amager Strandpark should make use of a sub-branding 

strategy to inform people about their unique offerings. They should furthermore use it in a 

larger extend by including the all of sub-brands, suggested in this thesis. These sub-brands is 

differentiated and marketed towards specific segments as described in section 10.4 Marketing 

strategy. The choice of applying sub-brands is recommended in this situation as there are so 

many offerings for a broad range of segments which might drown if it was mass communicated. 

Further, important research has proved that sub-branding strategy can help to set consumer 

expectations (Context effects in product line extensions: Context is not destiny, 1998) as they 

know what to expect within the area of interest. This is very important for the consumers that 

they know what to expect of their visit to Amager Strandpark. It is a huge advantage for Amager 

Strandpark and its consumers that there is a beach which lives up to their demand – no matter if 

the demand vary from visit to visit. A downside of using one brand, as they are doing now, is that 

the consumers think that Amager Strandpark only fulfill the demand of relaxing at the beach. 

The sub-branding strategy is guiding the consumers through the product portfolio in an orderly 

manner, and is likely making them visit the beach more frequent and for other occasions in the 
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future. The master brand, Copenhagen Beach Park, and the sub-brands are illustrated in figur 16 

and appendix O shows a map of where the various beaches are located. 

 

 
FIGUR 16: MASTER BRAND AND SUB-BRANDS 

  

10.6 TENTATIVE PROFIT AND LOSS 

Amager Strandpark I/S have, as any other company or organization, expenses and income. We 

have not been able to get an annual report due to confidentiality reasons, but we have been 

provided with the main figures from the income statement. Amager Strandpark had total 

expenses of DKK 9,2 millions in fiscal year 2008. These expenses cover four main posts where 

the maintenance is the largest with DKK 5,2 millions per year. The income that they have is 

primary subsidies which they receive from the municipalities of Copenhagen and Frederiksberg. 

However, they are also receiving income through rentals from the fourteen venues at Amager 

Strandpark, which is owned and driven by private companies. The total income from these two 

posts are all together DKK 8,9 millions and we do not know the exact share between subsidies 

and rentals due to confidentiality reasons in regards to the rental contracts. Though, (Thon, 

2009) informed us that the business partners that are renting the venues are paying on a season 

basis (April to August) and the amount is very low and is currently insignificant part of their 

income. Tabel 14 shows the fiscal year 2008 for Amager Strandpark I/S. 
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Expenses DKK   Income DKK 
Maintanance DKK 5.200.000   Subsidies incl. rentals* DKK 8.900.000 
Anti-graffiti DKK 100.000     
Safety DKK 1.200.000     
Administration DKK 2.700.000     
Total expenses DKK 9.200.000   Total expenses DKK 8.900.000 
Result for 2008     -DKK 300.000 

TABEL 14: FISCAL YEAR 2008 AMAGER STRANDPARK I/S (THON, 2009)  

*INCLUSIVE INCOME FROM RENTALS OF THE 14 VENUES 

The confidentiality issues makes it difficult for us to make an exact calculation of how much they 

earn from rentals today and how much they predictably can earn in the future and thereby 

prove an increase in income. However, we can make a tentative calculation of how much money 

people spend while they are at the beach and through this make a rational for Amager 

Strandpark to make advantage from our recommendations. (Megafon, 2008) include 

quantitative research on how much money the visitors are spending while they are at Amager 

Strandpark. The majority (57 percent) spends between DKK 0-50 per visit, 31 percent spends 

between DKK 50-100 and 9 percent spends between DKK 100-200. There are only 2 percent 

who spends no money which is an indication of a willingness of people spending money when 

they are at the beach. There have been 900.000 visitors at Amager Strandpark in the period from 

April to August in average, based on year 2007 and 2008 (Scholkmann, 2009). And if this 

number is applied to the statistics on visitor spending is the tentative total revenue DKK 45,9 

millions per season. There are 14 venues at Amager Strandpark and if the total revenue is 

shared evenly they generating revenue of approximately DKK 3,3 millions per venue. See tabel 

15 for an overview. 

Spendings Average spendings % Visitors/900.000 Revenue in DKK 
None DKK 0 2% 18.000 DKK 0 
DKK 0-50 DKK 25 57% 513.000 DKK 12.825.000 
DKK 50-100 DKK 75 31% 279.000 DKK 20.925.000 
DKK 100-200 DKK 150 9% 81.000 DKK 12.150.000 
More than DKK 200 DKK 200 0% 0 DKK 0 
Total revenue per season  100% 900.000 DKK 45.900.000 
Average revenue per venue per season   DKK 3.278.571 

TABEL 15: VISITOR SPENDINGS AT AMAGER STRANDPARK PER SEASON 

(MEGAFON, 2008) 

The calculated revenue is to be considered as tentative as there are two important elements that 

are unsure.  First, the interviewees were asked how much they have spend during their visit at 

the beach, where they could choose between five levels as shown in tabel 15. However, we 

cannot be sure that they actually have spend the exact amount, as they might say that they have 
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spend more than they actually have, in order for making them look better. Second, we have 

made the total revenue calculations based on the visitor number of 900.000 over a season, 

which are people at all ages. This number of visitors is quite accurate as there is a counting 

system at the beach (Scholkmann, 2009). However, we do not know how many of the 900.000 

people these that is children and therefore are less able to buy products at the beach, and the 

visitor spending research does not include people from 0-15 years. These two factors are 

emphasizing that the revenue estimations are not 100% accurate, but nevertheless a reasonable 

indicator of visitor spending over a season at Amager Strandpark. 

The strategies that we are recommending to Amager Strandpark I/S will definitely attract more 

visitors but also increase people’s consumption behavior at the beach. It will make people visit 

the beach more frequent and the average spending per visitor per visit are likely to increase as 

there is a wider selection of products, services and experiences. Figur 17 illustrates the current 

product portfolio at Amager Strandpark shown over a year. There are four different products in 

the summer season and one product (dog beach) in the off season period. Figur 18 illustrates the 

product portfolio after the implementation of the recommended strategies. This indicates that 

there are added two additional products to the season period but also two products for the off 

season period. This emphasizes the impact of the product improvements and the foundation for 

future increase in revenue. Appendix T and U gives an overview of the calculations for the 

product portfolios. 

 

 FIGUR 17: TODAYS PRODUCT PORTFOLIO FIGUR 18: PRODUCT PORTFOLIO AFTER IMPLEMENTATION 

The strategic changes at Amager Strandpark will, as mentioned earlier, very likely result in 

higher average visitor spending and higher frequency of visits as there are being provided a 
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wider product portfolio which attract new visitors but also current visitors which might use the 

beach for other occasions. A budget is always hard to make precise and this is also the case here. 

Our estimations are that the frequency will be doublet of what it is today, as people will use the 

beach more over the summer period but more importantly will they very likely start using it in 

the off season period which in particular is where the beach is empty. Our estimations regarding 

the average spending per visit is that it also will increase approximately by 50 percent due to the 

sub-product improvements but also because the f & b and mobile sales initiatives, however it 

needs to be mentioned that it is a tentative suggestion. If the frequency of the visits and the 

average visitor spending per visit are increased as we have estimated, the revenue at Amager 

Strandpark after the implementation of our strategy recommendations be as described in tabel 

16.  

Average spendings 
today 

Average spendings  
in the future 

% Visitors/1800.000 Revenue in DKK 

DKK 0 DKK 0 2% 36.000 DKK 0 
DKK 25 DKK 38 57% 1.026.000 DKK 38.475.000 
DKK 75 DKK 113 31% 558.000 DKK 62.775.000 

DKK 150 DKK 225 9% 162.000 DKK 36.450.000 
DKK 200 DKK 300 0% 0 DKK 0 

Total revenue per season 100% 900.000 DKK 137.700.000 
Average revenue per venue per season  DKK 9.835.714 

TABEL 16: VISITOR SPENDINGS AT AMAGER STRANDPARK AFTER IMPLEMENTATION OF RECOMMENDATIONS 

These calculations are based on predictions of the visitors’ behavior after the implementation of 

the recommendations; however, according to the focus group interviewees there will be a 

reasonable foundation for it becoming a reality. The total revenue at Amager Strandpark is today 

DKK 45,9 millions and will approximately increase to DKK 137,7 millions after our 

improvements which is a boost counting 300 percent. The costs of implementing the initiatives 

is not incorporated in these calculations but they are not correspondingly larger for Amager 

Strandpark I/S as the recommendations primarily will be driven by the future business partners. 

However there will be extraordinary costs for Amager Strandpark I/S to set-up the framework 

for making it all happen and will be elaborated in section 10.9 Short and long term plan.  

The business partners will generate this revenue and therefore also get the profit. However, 

Amager Strandpark I/S are getting their part of the profit through rentals and contracts with the 

business partners. By implementing our recommendations will Amager Strandpark I/S get a 

larger number of business partners and they can charge more money compared to today as 

there will be a better foundation for doing business. Furthermore, the current contracts need to 

be evaluated since the current venues will experience an increase in revenue. The increase in 
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revenue will create a possibility for Amager Strandpark I/S to become financially self-supporting 

for the first time in their history. 

10.7 PROS AND CONS 

10.7.1 PROS 

It is our belief that Amager Strandpark will benefit a lot from a revised and a more commercial 

strategy. First and foremost the popularity of Amager Strandpark will increase and this alone 

will make a huge difference over time. General popularity among the market and in the general 

public will, via word of mouth, which is a very powerful measure in terms of advertising, gain 

financially as to the business environment as well as an increased number of visitors in the 

summer season as well as in the less warm parts of the year. 

With an increase in popularity and through this a higher number of visitors the cost of rent for 

business owners at Amager Strandpark could be increased and the profit here will increase from 

the current business holders. Furthermore the potential of having more businesses to open is 

also present. 

With an enhanced popularity the numbers of visitors at Amager Strandpark will inevitable 

increase creating room for further businesses and with this an increase in potential income, via 

rent, collected from the businesses. Not only the numbers of businesses are an untapped 

additional income coming from increased popularity but also the season will be longer. With 

longer seasons as to more people will come in months where business outlets normally would 

be closed down for the season, the price in rent for business holders can soundly be increased. 

This is a golden opportunity for Amager Strandpark to get additional income to cover the budget 

funded by the Copenhagen and Frederiksberg municipalities. This ultimately means that all the 

taxpayers money spend to run Amager Strandpark and to cover the budget can be minimized 

and, depending on the success, maybe over time be neutralized and the commercial strategy will 

raise enough money to run Amager Strandpark solely on funds generated by the businesses and 

other measures of income in this revised strategy. 

Some will obviously say that the popularity cannot be changed as the pre-justices of Amager and 

by that Amager Strandpark are too negative for others than the people from living on Amager, 

however, history tells a different story. Years ago places like Nyhavn and Halmtorvet was very 

unpopular places to go for the normal public as these areas was somewhat dodgy and very 

inhospitable, but as the years went by and the plans and strategies for these venues changed so 

did the public opinion and today these are some of the most popular places to go for locals as 
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well as for the tourists. Especially Nyhavn has today grown to become one of the most renowned 

venues and attractions in Copenhagen, for the local public and definitely also for the tourists 

visiting Copenhagen. 

10.7.2 CONS 

Amager Strandpark stands before a huge challenge and to some extent a bold change in strategy, 

and this is of course not without some kind of uncertainty of whether this will work. 

The research made and the results of a thorough investigation however points in another 

direction. A revised strategy for a public institution taking it towards the commercial world is 

with risks as the purpose for public institutions are not to make profit but to spend money and 

invest in the wellbeing and life quality of the local public. However the argument for making a 

profit is that the profit will be directly used to further develop Amager Strandpark and then over 

time create one of the best, renowned and most popular beach areas. 

To pinpoint distinct loses are very hard as to a potential success of this, in our opinion will 

benefit most and especially the public in Copenhagen and the financial situation of the involved 

municipalities. 

However, there is an identified risk of potential failure and this again can show to be a costly 

experience for the municipalities. It will require a great deal of financial investments to launch 

this project as to the establishments of experiences. The organization will undergo a substantial 

change and a number of staff more experienced in working in the commercial world will need to 

be acquired and this entails an increase in expenses used on wages. 

So the risk of loss mainly revolves around the financial parts, but as all know it takes money to 

make money and no venture no gain. To minimize the possibility for great losses this revised 

strategy must be implemented bit by bit in stages to make sure that the market follows and slow 

however continuing progress is made. Rushing this will very much increase the danger of failure 

and the risk of loss. 

10.8 STRATEGIC EVALUATION 

The strategic evaluation includes an evaluation of the company or organization based on 

different strategies such as in our case growth- marketing- and brand strategy. The factors that 

the different strategies are evaluated with covers suitability, feasibility, acceptability, 

sustainability, and political fit. We have identified and performed this model in order to 

scrutinize and evaluate on our strategies and whether it should be carried through or further 
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and different measures should be considered and/or be taken into account to increase the 

possibilities for success. How the different strategies then comply with the identified factors are 

rated in a scale set from 1 to 5, with 1 being not sufficient and 5 being very sufficient. The 

success criteria that will conclude an acceptable level and possible immediate execution needs to 

reach a point average of no less than 3, 75. With an average rating of 3 to 3, 75 further 

investigation, adjustments and evaluation should take place and with an average below 3, a 

whole new strategy and alternative ideas needs to be looked at as the current one will be 

considered to be insufficient. In most cases an average will land somewhere between 3, 75 and 

4,0 and this is sufficient to an immediate launch of the new strategic initiatives. 

Below the strategic evaluation table for our strategies and identified factors are rated. The 

acceptable and less acceptable average is based on a minimum required average. Having an 

average below 3,75 entails a few of the factors rated dangerously low and a few very good. 

However, having a few very low is too dangerous to start with. Better to have an even rated 

acceptance so all factors are possible. Having a few that are rated close to the impossible, which 

is 1, should make one reconsider or weigh the individual factors influence on the project at hand.  

 Growth strategy Marketing strategy Brand strategy Overall point average 

Suitability 4 5 5 4,7  

Feasibility 2 3 3 2,7  

Acceptability 4 4 5 4,3  

Sustainability 5 4 5 4,7  

Political fit 4 4 5 4,3  

Average 3,8 4,0 4,6 4,1  

TABEL 17: STRATEGIC EVALUATION SCORE CHART 

10.8.1 SUITABILITY 

The growth strategy covers the key issues to a very acceptable manner as product development 

is the core in the growth strategy. The key issues such as food and beverage, environmental 

issues and staging of experiences are some of the priorities in the growth strategy and product 

development. With this we strengthen our market possibilities and competitiveness as to an 

even further differentiated and attractive product portfolio. Furthermore as the activities and off 

season are being incorporated the potential bad weather conditions are being made less 

relevant to the visitors at Amager Strandpark. 

The marketing strategy is differentiated but focuses still on the beaches as the core product. 

Differentiating the beaches into six sub products as each beach will be designed to accommodate 
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the different segments. This strengthen our market possibilities and minimize our market 

threats as the product are unique and covers a lot more than just going to the beach, however 

also this if this is what one wishes for. 

The branding strategy supports the other strategies with the innovative transaction of making 

Amager Strandpark more popular and attractive via brand communication and transparency of 

sub-branding. Via a more international brand the foreign tourists will become better able to 

understand and find their way to Amager Strandpark and maybe choose to go there than other 

attractions in Copenhagen. 

10.8.2 FEASIBILITY 

On the organizational level Amager Strandpark I/S are facing quite a challenge. Changes might 

result in expendable employees as the staff handling the strategy division, needs to be 

competent to a possible higher degree, when launching this. Furthermore the financial 

resources, in the beginning, needs to be funded by the respective municipalities and this might 

show to be the hardest thing to realize. However the argument that over time this will become a 

good investment still stands. The marketing is somewhat a bit more feasible than the growth 

strategy but does also require some organizational changes in more commercial professional 

assistance, so the budget on wages is inevitable to increase when doing this. 

Feasibility of the branding strategy is better than the others since this by principle can stand 

somewhat alone. The branding strategy will require a minor financial expense and very little 

change in the organizational structure as the implementation of this is rather simple. It will not 

take more than one employee, possibly via the marketing department, to execute this strategy 

and then over time it will spread easily by word of mouth.   

10.8.3 ACCEPTABILITY 

The main stakeholders of Amager Strandpark are the respective municipalities, the businesses 

at the beach, visitors and the neighbors. The businesses at the beach, we are sure, that they will 

embrace these new strategic initiatives as this will help their business a great deal and the 

visitors, based on our primary research, respond very positively towards this. With the 

neighbors there will most likely be split waters when accepting or casting these initiatives. Some 

will embrace on the base of interest, excitement and such where others will focus on possible 

increased noise and traffic genes, however with the interest and feedback from interviews we 

conclude that the attitude will be mainly positive. Where the acceptability might be a bit 

resistant will be with the municipalities as Amager Strandpark is a public institution and not 
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supposed to be exploited commercially. However with the thorough research and the positive 

feedback from other stakeholders we see no problem for the municipalities to follow the voice of 

the stakeholders. The growth strategy focus on product development which is very beneficial for 

the businesses and visitors however require some organizational changes that the municipality 

need to accept. The marketing strategy is a further differentiation of Amager strandpark and will 

help the transparency for the visitors as to what is offered with the sub products as these will be 

aimed more directly towards the distinct segments. We see no acceptability challenges here as 

this will help Amager Strandpark as well as all the different stakeholders. 

We see no other way than a complete embracement of the branding strategy as the stakeholders 

must be positive towards a more transparent strategy. Furthermore Amager Strandpark I/S are 

already today sub-grouping the different beaches and it can only be of everybody’s interest to 

communicate this so visitors can start being aware and act on this.  

10.8.4 SUSTAINABILITY 

Sustainability is an important factor and one of our main priorities when developing these 

strategies. The growth strategy focuses on product development mainly to make Amager 

strandpark more attractive and in the long run to become a competitive venue with a 

sustainable future. Developing new and current products will also provide competitive 

advantages as it is very unique to have such a product portfolio located at only one venue and 

since the venue is so vast, copying this is close to impossible. The location alone is ideal and 

practically impossible to copy. The marketing strategy also supports sustainability as this 

promotes the differentiation made at Amager Strandpark with beach areas aimed at different 

segments. No other beach venues are doing or have, at the moment, the possibility to do so. 

The sustainability of the brand strategy is very good as it is international understandable and 

removes the less popular “Amager” from the master brand. Furthermore it brings across a 

differentiation of the sub-brands and therefore promote more directly to all segments. Doing 

this also brings competitive advantages as this is very hard to imitate since the venue is so 

unique in itself and has USP’s as the sub-brands.   

10.8.5 POLITICAL FIT 

The municipalities of Copenhagen and Frederiksberg are considered to be the “owners” of 

Amager Strandpark and their mission is visitor/user satisfaction and elaborates not much 

further so via our growth strategy in product development we believe that we fulfill the original 

mission completely and beyond as well. The marketing strategy as well is exceeding what the 

original mission entails. The current marketing strategy is undifferentiated and vague, and with 
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a new differentiated one, the marketing will be better however not contradict with the mission 

but help the mission to be realized. 

The branding strategy follows very well the other two strategies as to exceeding the current 

mission. The branding strategy entails better and more transparent communication with 

communicating the already, however unknown, differentiation between the different beach 

areas.  

The chosen strategies support each other very well as the growth strategy is focusing on product 

development that differentiate the segments and cover the wide customer spectra. This 

combines very well with the differentiated marketing strategy as this also, based on 

differentiated product portfolio, aims toward the different segments. The branding strategy also 

fit in here as it is more international appropriate and will help to understand what Amager 

Strandpark really is and what it has to offer.  

10.8.6 CONCLUSION 

With an overall and stunning average of 4, 1 we can conclude that based on this our strategies is 

ready for implementation. We, based on the result of the strategic evaluation analysis, believe 

that changing the strategies for Amager Strandpark will help Amager Strandpark to become a 

unique and, over time, renowned venue for everybody in the Copenhagen area, the local public 

as well as tourists, national and international. The most vital and challenging measures in 

realizing this are taken into consideration in this strategic analysis and the result is pointing 

towards a sure but slow, and sound execution and implementation. 

Amager Strandpark already has a lot of the products and the frames for realizing these 

strategies, all there needs to be done is the implementation of these and the professional 

assistance to do so. Currently Amager Strandpark has very modest ambitions not realizing the 

possibilities to make it a lot better and more popular without straying too far away from the 

original mission and intentions. We have, with this analysis, shown that the challenges with 

stakeholders are reasonable and can surely be overcome with introducing a competitive and 

sustainable strategy that benefits all. 
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10.9 SHORT AND LONG TERM PLAN 

Short and long term implementation; differentiate the time of implementation based on the 

priorities set for the different categories of needs. These priorities are set based on the preferred 

need of the stakeholder’s contra the current situation of Amager Strandpark within the distinct 

categories, which was concluded in the analysis in section 7.10.1 performance. 

 Priority Variance Amager Strandpark Stakeholder 
average 

Services 1 3,2 1 4,2 

Food- and beverages 2 2 3 5 

Marketing 3 1,8 2 3,8 

Revenue 4 1,6 2 3,6 

Experiences 5 1,2 3 4,2 

Environment - Green beach 6 -0,8 4 3,2 

TABEL 18: PRIORITY OF RECOMMENDATIONS 

The first priority, that needs to take place within the first one to three years are services. This 

entails f & b services in the form of mobile sales. This has been mentioned the most and several 

times by our contestants in the focus groups. The service of cleaning is also insufficient in the 

busiest part of the summer as at this time the bins are too small or are not emptied frequently 

enough. The ever returning problem is also present as a great deal of visitors does not clean and 

tidy up after themselves. Via our focus groups we have investigated how this problem can be 

solved and why it is such a problem. The lack was convenience contra inconvenience in getting it 

disposed of. So our solution would be hand-outs, preferably at the entrance, of plastic bin bags 

suited for the visitors to put their leftovers as cigarette buds and garbage into and then dispose 

of this upon leaving Amager Strandpark again. 

The current situation and especially when these new initiatives are implemented signage is a 

vital factor in making sure visitors can find their way around and end up where they are 

meaning to. This includes signs from the metro stations as well as signage at the entrances by 

Amager Strandpark. Currently there is a big lack in information, general and specific, to the 

visitors. The differentiations between the different beaches are also very unclear as there is no 

signage or information board’s at all providing knowledge to the visitors. As we have mentioned 

the visitors of Amager Strandpark are very fund of this differentiation but is completely unaware 

of its existence. 

The f & b category is closely linked to the service as to some of the needed service initiatives are 

services linked to how the f & b section works. Starting again with the mobile sales which is 
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strongly requested by the visitors, this gives an obvious service to the visitors and helps 

increasing f & b sales and prevents some of the massive queuing at the f & b outlets. Another 

service asset that is needed is the possibility for the visitors to be able to make their payments 

via credit card. Today in the 21st century it is expected, all over to be able to pay with credit card 

so this is something that needs to be taken up very soon. Also the mobile sales outlets can offer 

this service and enhance f & b sales with portable credit card machines. 

The selection of f & b has also been strongly criticized for the low assortment. The most classical 

things, and through that also the more unhealthy, is there but in these days people are looking 

for better and more healthy alternatives. Fruits and less deep-fried and fattening food are 

needed as also this very possibly will enhance the popularity and sales in the f & b outlets. The 

enhancement of assortment and quality of f & b could also be done through a number of 

alliances with already settled larger companies that fit into the concept and being beach area 

suitable, such as Joe & the juice, Starbucks or Baresso. Also yearlong open café and restaurant 

was suggested in the focus groups as this would be an ideal way to use the unique view, with 

waterfront café and restaurant. This might seem bold, as the current situation does not seem to 

embrace this but with the altered strategy and more focus on the outer months with experiences 

as well as the minor detail of marketing these with their potential unique features, will become a 

very popular place during summer as well as winter. 

The marketing of Amager Strandpark is also screaming for attention as the marketing has been 

somewhat limited up until now. Only the homepage and occasional PR has been the measures 

influencing their marketing. The new and more direct differentiated marketing strategy also 

need to be implemented rather soon. Using relevant medias fitting to the target group of the part 

of Amager Strandpark that needs to be marketed in case of event or in general, will enhance 

visitor awareness and knowledge of the entire Amager Strandpark and through that, over time, 

enhance the number of visitors using the four steps of the AIDA framework; Attention, Interest, 

Desire and Action. 

 
FIGUR 19: AIDA FRAMEWORK  

(PIETERS, 2007) 

Attention Interest Desire Action
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Following the steps in this framework will via the differentiated marketing create the needed 

affect and result in a much higher awareness of Amager Strandpark. With the branding strategy 

it will also be more transparent to communicate the different sub-brands and get the desired 

effect. 

The short term plan in implementing the above mentioned initiatives within each prioritized 

category will result in achievements in the long term plan in the following one to two years. 

As Amager Strandpark, increasingly, will gain popularity a focus on revenue must be prioritized. 

The ambition of being completely self-supporting financial wise should, based on the gained 

popularity and increased number of visitors, become a long term goal for Amager Strandpark. 

This could be done through sponsorships from companies as well as private persons.  These 

sponsorships could be practiced on the same model as people and companies today are 

purchasing rainforest in order to maintain and preserve these as national parks and keep these 

from being cut down (Red09). Sponsoring Amager Strandpark the same way, with the intentions 

of keeping it clean and suitable for swimming and free of seaweed and such, would alone save 

Amager Strandpark from a circumstantial amount of expenses. Furthermore the competition 

among the business holders should be more towards perfect competition instead of, as it is now, 

with one or a selected few who owns all the main outlets. More perfect competition standards 

will result in a much more differentiated product portfolio among the business outlets at the 

beach and introduce, to some extent, price competition and again create a beneficial situation for 

the visitors at Amager Strandpark. 

Today there are a number of experiences however not close to fulfilling the potential. 

Implementation of new and more thought through experiences compatible with the theories of 

the four E´s is also a step that needs to be taken. One might ask why this does not are prioritized 

higher but this is because that other measures needs to be in order before executing these 

initiatives and the fact that among the stakeholders there were the other measures that needed 

more current attention. The four E’s could be introduced in a vast number of ways as explained 

in the elaborative theory part on the subject.  

Following all these initiatives, new ones as well as alternated present ones the environmental 

factor need to be included and incorporated. The environmental factor is a high political and 

social priority in the world today and this should not be left out at Amager Strandpark especially 

because it has its foundation in the public and political world. The trend today is that we have to 

be very aware of low energy solutions and the relevant aspects of CSR (Corporate Social 

Responsibility). 
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CHAPTER 10 

The KPI’s (Key Performance Indicators) is identified and entails the following: 

• Visitor satisfaction 

• Increase in number of visitors 

• Increase in general knowledge of Amager Strandpark 

• Increase in average money spend per visitor 

• Higher frequency ratio in visits per visitor 

After implementation and launch of the various numbers of projects a number of milestones will 

be set to ensure that the KPI’s are met. These milestones will logically be set to the season after 

the project has been implemented. The success criteria for each project will of course change as 

an immediate positive effect is rare. The milestones will be concluded upon via yearly 

quantitative research in the shape of questionnaires and qualitative research with establishing 

focus groups. This will provide a great yearly overview on how the new projects are going and of 

course a close financial review on how the revenue is affected follows as well but this is held 

confidential by the administration.   

These different strategies, new initiatives, ideas and projects need to be implemented by 

professionals who know how these are handled, prepared and executed. Therefore it is of great 

necessity that the municipality makes sure that this is taken care of by professionals, preferably 

from the private, more commercial competent, sector. This is not due to an unsatisfactory 

evaluation of the current administration that is doing a great job with the means at hand at this 

time. However when a change in strategy is as radical as it is in this situation fresh, undisturbed 

and objective opinions in the shape of specialists within the field are needed. Having a group of 

commercial minded marketers and experienced project leaders hired by the municipalities, until 

Amager Strandpark becomes financial sound, is a necessary mean in order to reach the goal. 
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11 DISCUSSION 

The main objective of making this master thesis is to create a revised strategy for Amager 

Strandpark with focus on commercialization. This has been done through research where the 

research in combination with relevant theory has been the central elements for suggesting a 

sustainable strategy. The research has been carried out with significant focus on collecting 

qualitative data in order to find a solution to the problem formulation of origin. This was carried 

out by executing semi-structured interviews with four of the groups of interviewees where all of 

them were completed face-to-face. This was very time consuming but turned out to be valuable 

for the quality of the data as the environment for the interviews was close to optimal. Even 

though the data is of a high quality it do lack in being representative for the various groups of 

interviewees, and it would make sense to make this more extensive for a future study. The 

chosen research approach for interviewing the citizens of Copenhagen was focus group 

interviews. The reason for a different research method for this group was because of the 

diversity of the citizens of Copenhagen and the dynamics of the research approach with space 

for interactions and discussions within the participating segments.  The input that we received 

from the focus group interviews was amazing; however, the two focus groups were segmented 

by city, age and family status and a future research would be valuable where more parameters 

were included such a lower city level (Østerbro, Vesterbro, etc.) and income. Another element 

that would have changed the research is the time of the year where the master thesis was made. 

The research of the master thesis has taken place from January to April which is a time of the 

year where the beach is close to empty. It would be valuable for the thesis if the research was 

taken place in the summer period where people were at the beach as this would be an 

opportunity for us to make further research and observations at the beach. This would make us 

able for interviewing people when they are in the situation of being at the beach which gives the 

interviewees a better foundation for answering accurate. We would therefore be more certain 

that their input is close to their actual opinion as they are caught in the situation we primarily 

ask about in the interview.  It would also be relevant to make observations at Amager 

Strandpark to see how much time people spend at the beach and thereby making a quantitative 

KPI to measure the success of the implementations. 

The interviews have evolved around approximately eight research sections (Screening, food- and 

beverage selection, environment – green beach, experiences and services, marketing, revenue, 

strategy and attractions (for the tourist interview guide)) which was carefully chosen based on 

preliminary research where we identified the topics. These topics could also be changes with 

others parameters but was chosen in order to fit the problem formulation in the best manner as 
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possible. The research topics are evaluated in the analysis where we are developing a 

quantitative overview of how the various stakeholders are rating the different sections. These 

ratings are made by us and are based on the answers and our overall impressions from the 

interviews. These ratings could also be included in the actual interviews so the interviewees 

could make the ratings themselves. Another issue with the rating is the lack in 

representativeness from the interviewees which might have resulted in imperfections of the 

results. 

We have recommended Amager Strandpark I/S to make a strategy change which evolve around 

a growth-, marketing- and a branding strategy. The growth strategy, which is suggested, is based 

on product development where central product improvements are out-sourced to business 

partners. These future business partners need to finance this investment themselves either 

through borrowed capital or their equity, and it will very likely be an entry barrier for many 

companies if they have to obtain a mortgage due to the present financial crises. The reason why 

we have chosen a product development strategy through business partners is due to the results 

from the interviews, but also our believe in that they can do it better than Amager Strandpark 

I/S as it is not their core competences. However, since they out-source many products at the 

beach they automatically create a lack in controlling the quality of the products. This emphasize 

that there is a need for creations of contracts with Amager Strandpark I/S and the business 

partners that are clear in which product portfolio and quality of products to be delivered. 

However, it should be created in a reasonable manner where both of the parties are satisfied, 

and if they cannot agree upon how the product(s) should be, no contract should be made. This is 

also the downside of creating a strategic paper as it lacks in tactical and operational levels. It is 

central for ensuring this becoming a success to have these levels carefully considered and be 

done prior to the implementation of the recommendations. 

It is of high significance that the products are developed in a proper manner in order to ensure 

the revised strategy suggestions becoming successful. The marketing- and brand strategies rely 

upon the products as the proposed product development is the essence of the overall strategy. It 

is therefore important for it to grow into a success to implement the recommendations in a 

structured manner where milestones and KPI’s are identified as the revised strategy involves 

many changes.  
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12 CONCLUSION 

The success criteria for Amager Strandpark is to attract as many people as possible and that they 

are happy and satisfied with the visit at Amager Strandpark but the potential is not met as large 

customer groups are left out. Amager Strandpark was constructed as an offering to the local 

public of Copenhagen and the thought does not go much further than this, however the 

enormous and potential most lucrative market, the tourists, are completely left out. If the 

success criteria are to get as many satisfied people as possible to visit and use Amager 

Strandpark the tourists is a very logic and potential market to try to exploit. With the USP 

(Unique Selling Points) that Amager Strandpark has they can with the recommended changes 

swim into or at least closer to the blue ocean and eliminate or minimize direct competition from 

previously mentioned substitute offerings in Copenhagen. At the peaks of the season the success 

criteria are much fulfilled with a packed beach and maximum use of the venue however the “off 

season” is not currently functioning optimal and this is mainly here that the potential needs to 

be exploited further. None of the mentioned competition offer much during this time of the year 

but Amager Strandpark, with a change in strategy, can very possible in this period be swimming 

in the blue ocean, though with a radical change in competitor identification. The before 

identified competitor base, covers a substitute offering mainly during the summer season, so for 

Amager Strandpark to differentiate in order to cover the outer months as well as the warmer 

summer months will offer a great competitive advantage. 

The success criteria for Amager Strandpark is to get more visitors and this done by initiating 

more and a wider differentiation on the experiences and especially to create experiences and 

offerings that will make Amager Strandpark a desired attraction and place to visit at other times 

than just during the warmer periods of the year. 

To sum up, the success criteria stands as follows: 

• To increase the number of visitors which means; more visitors as well as higher visitor 

frequency by returning visitors. 

• To expand the market and through that include tourists and become a place suitable and 

popular with tourists, international and national as well as the local public. 

• To create an attractive low season with a simultaneous growth in visitors in the high 

season. This opening up for additional income via rent and turnover. 

Throughout this master thesis we have come to realize a great commercial potential in the venue 

that Amager Strandpark is. To increase the visitor satisfaction and popularity even further we 
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need more experiences that cover all four realms in the four E’s. This will enhance the individual 

satisfaction and create more experiences to chose from and through that cover all moods 

attitudes and life cycles in the target market. This is a still moving process so continues 

monitoring of technology and trends is vital in achieving this. Furthermore implementing and 

introducing experiences opens up for the possibility to expand the season so also the businesses 

can count on having open and through that increase their revenue. Doing this creates a fully 

viable argumentation in also increase the current prices that the businesses are paying in rent to 

Amager Strandpark. Over time this possibly will cover the expenses that the municipalities are 

currently paying in subsidies to run Amager Strandpark. Furthermore having businesses 

arranging experiences also opens up for revenue as some of these will pay to arrange their 

events at the venue. 

In the short and long run Amager Strandparks attractiveness will rise as the prioritized research 

sections are evaluated and improved. Based on our research the different research sections are: 

“service, food and beverages, marketing, revenue, experiences, and the environment” and 

optimizing these will via greater satisfaction and popularity among the visitors increase the 

attractiveness of Amager Strandpark. 

Currently the signage at Amager Strandpark is extremely limited and the signage there are is in 

Danish. The marketing as well is also very limited. Revising this with internationally friendly 

signage, a differentiated marketing strategy and a branding strategy that also makes Amager 

Strandpark transparent for the tourists as well as the national target market will ultimately 

make Amager Strandpark likely to include tourists as a circumstantial part of the registered 

visitors.  

Shifting Amager Strandpark into a commercial strategy somewhat speaks for itself. Without 

compromising the original success criteria but enhancing them with the creation of a more 

commercial strategy and running of Amager Strandpark it comes to be beneficial for all 

stakeholders. Based on our research we can easily conclude that this will enhance the popularity 

and the attractiveness for Amager Strandpark. The commercialization will be practiced by 

implementing a number of distinct strategies. Ansoff’s product development strategy as current 

and new experiences will enter Amager Strandpark, a differentiated marketing strategy that 

aims more specific towards the different target segments combined with a branding strategy 

that differentiates the beach in different sub-brands that makes the offering of Amager 

Strandpark much more transparent for the tourists as well as the national market. 
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We conclude, based on our circumstantial research, that the current and future target market of 

Amager Strandpark will be much more satisfied and attracted to use Amager Strandpark if our 

strategic suggestions are followed. We are well aware that this is not done from one day to the 

other but the process of doing it should be considered as soon as possible. One cannot ignore the 

wants and needs of the majority of the public but react on it for the benefit of most. We believe 

that we have achieved to get very close to the core- wants and needs of the general public and 

current- and prospective users as well as the tourist sector. However, we do also realize that the 

biggest challenge of this is bureaucracy and changing the ambitions and the mindset hereby, in 

the public administration. 

 

  



 

 

CHAPTER 13 

FUTURE PERSPECTIVE 
SHORT AND LONG TERM PLAN 

130 

13 FUTURE PERSPECTIVE 

The future of Amager Strandpark is at the moment quite uncertain however full of potential of 

becoming a renowned venue and destination for Copenhagen and Denmark as a whole.  

Innovation and creativity should be a high priority in creating a commercial and financial 

sustainable income for Copenhagen and in-directly for Denmark. The new “future” for Amager 

Strandpark via these new and revised strategies could be as above mentioned, a popular place 

and a true and more appreciated asset to Copenhagen. If one should benchmark Amager 

Strandpark to what it could be or resemble sometime in the future, Scheveningen beach is a 

good example. No current comparison are valid since Scheveningen beach dates back to the 19th  

century and through that of course has a distinct culture, history and has today become the most 

popular beach area in Benelux countries and the north western part of Germany (Scheveningen, 

2009). However since this is located in the Netherlands which is a country with very similar 

climate and social culture as Denmark and Copenhagen these standards could be the future for 

Amager Strandpark as well, following the revised strategies. 

Having a unique venue as Amager Strandpark is of great benefit to Copenhagen and Denmark 

alike. Denmark and Copenhagen are trying and working on the possibilities of getting the 

Olympic Games to the city in year 2020 (Rambøll Management, 2006) This is quite a challenge 

but again here will Copenhagen and Denmark by having a venue like Amager Strandpark be 

positioned much better as to already having a venue very suitable for a number of water sports 

as kayaking, sailing and rowing.  

The Danish championship in beach volley has, as mentioned earlier in the assignment, been held 

at Amager Strandpark but why stop here. If/When the facilities are being renovated and put up 

to acceptable standards street tournaments in basketball, miniature golfing, agility run for dogs 

and football arrangements are just a small selection of some of the future initiatives that will 

heighten the popularity and expand the brand and the possibilities for Amager Strandpark.   

Amager Strandpark has great potential in becoming a massive financial “cash cow”. The 

popularity in going to the beach, especially during the summer is unmistakable, however there 

has not really earlier been a distinct commercial competition in this industry as the preference 

always has been using the beach nearest to where one are. Creating and continuously 

developing a unique product with offerings rarely seen or possible elsewhere will make people 

consider going here instead as the experience and atmosphere can be so much more than “just” 

going to the beach.  
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Over time it is however vital that Amager Strandpark continues to follow the technological 

trends and through that keep a competitive advantage. Their strategic positioning must be 

upheld and nursed as time moves forward. Amager and especially the area around Ørestad 

where more hotels are surfacing are being more and more populated and feeding the local 

market of Amager Strandpark. This is of great benefit but awareness of these needs to be paid 

and prioritized in order to get the full potential of this rising market. Commercial wise the 

appointed professional advisory board that will council and administrate new initiatives in 

order to keep up with the challenging future must be followed as their competences are the ones 

to follow if these strategies are to have a long and sustainable future. A challenge which is just as 

important to identify from the beginning and prepare for in the future are continuously 

rethinking how and with what measures the beach and area as a whole can be used. New 

initiatives should regularly be identified and new areas of business investigated. Doing this and 

following the directions set and evaluated by the advisory board should ensure sustainable 

competitiveness for Amager Strandpark and create continues evolvement and commercial 

growth a long way into a very unpredictable future. 
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15 APPENDIXES 

15.1 APPENDIX A: ILLUSTRATION OF PILOT STUDY 

 

FIGUR 20: ILLUSTRATION OF PILOT STUDY 
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15.2 APPENDIX B-G: INTERVIEW GUIDES 

This section includes: 

• Appendix b:  Municipality and board 
• Appendix c:  Consumers 
• Appendix d:  Non-consumers 
• Appendix e:  Tourists 
• Appendix f:  Business environment 
• Appendix g:  Supporting organizations 

 

15.2.1 APPENDIX B: MUNICIPALITY AND BOARD 

G. SCREENING QUESTIONS 

1. Do you know Amager Strandpark? 

2. Have you been there? 

3. What do you think about Amager Strandpark in general? 

H. FOOD- AND BEVERAGE SELECTION 

4. What do you think about the food- and beverage supply? 

5. Is there anything you expect, regarding food- and beverages? 

6. Do you think that 14 food- and beverage stands are enough to supply 45.000 people, that there is 

on a sun bathing day? 

7. What do you think can be improved regarding the food- and beverage selection? 

8. What do you think about establishing a restaurant near the beach? 

I. ENVIRONMENT – GREEN BEACH 

9. What do you think about the concept: green economy? 

10. How do you think that one can implement green economy at Amager Strandpark? 

11. Do you think that making Amager Strandpark to a “green beach” will make the number of visitors 

increase – also thinking about other periods than the summer period? 

12. What do you think about the idea of a windmill generating all the energy needed to run Amager 

Strandpark on a daily basis? 

13. Will you only implement green initiatives if they are profitable or breakeven? 

J. EXPERIENCES AND SERVICES 

14. What do you think about the experience of visiting Amager Strandpark? 

15. What do you think about the service level at Amager Strandpark? 

16. Can you think of any experiences that could be implemented at Amager Strandpark? 
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17. Can you think of any services that could be implemented at Amager Strandpark? 

18. Do you think adding a higher degree of experiences to Amager Strandpark would increase the 

number of visitors– also thinking about other periods than the summer period? 

19. Do you think adding more services to Amager Strandpark would increase the number of visitors– 

also thinking about other periods than the summer period? 

K. MARKETING 

20. How important is marketing for Amager Strandpark? 

21. What do you do in order to promote Amager Strandpark? 

L. REVENUE 

22. Do you think it is important that Amager Strandpark and the facilities generate revenue? 

23. How do you think Amager Strandpark can generate more revenue as it is today? 

24. How do you think Amager Strandpark can generate more revenue by introducing other 

experiences or services? 

25. The beach is divided in areas for specific segments (families, young people etc.). What do you 

think of getting sponsorship partners which can name particular areas of the beach after their 

company name? 

26. Can you think of any companies which could work as business partners with Amager Strandpark 

and thereby increase the revenue? 

M. STRATEGY 

27. What are the success criteria’s for Amager Strandpark? 

28. What is the short-term plan for Amager Strandpark? 

29. What is the long-term plan for Amager Strandpark? 
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15.2.2 APPENDIX C: CONSUMERS 

N. SCREENING QUESTIONS 

1. Do you know Amager Strandpark? 

2. Have you been there? 

a. How many times? 

3. What do you think about Amager Strandpark in general? 

O. FOOD- AND BEVERAGE SELECTION 

4. What do you think about the food- and beverage supply? 

5. What do you think about the assortment and quality of the products? 

6. Is there anything you expect, regarding food- and beverages? 

7. Do you think that 14 food- and beverage stands are enough to supply 45.000 people, that there is 

on a sun bathing day? 

8. What do you think about establishing a restaurant near the beach? 

9. What do you think can be improved regarding the food- and beverage selection? 

P. ENVIRONMENT – GREEN BEACH 

10. What do you think about the concept: green economy and how do you think that one can 

implement green economy at Amager Strandpark? 

11. Do you think that making Amager Strandpark to a “green beach” would make you visit the beach 

even more – also thinking about other periods than the summer period? 

12. What do you think about the idea of a windmill generating all the energy needed to run Amager 

Strandpark on a daily basis? 

Q. EXPERIENCES AND SERVICES 

13. What do you think about the experience and service level of visiting Amager Strandpark? 

14. Can you think of any experiences or services that could be implemented at Amager Strandpark? 

15. Do you think adding a higher degree of experiences or services to Amager Strandpark would 

make you visit the beach even more – also thinking about other periods than the summer period? 

R. MARKETING 

16. Do you know of any marketing initiatives of Amager Strandpark? 

17. Where did you hear about Amager Strandpark the first time? 

S. REVENUE 

18. How much money are you spending when visiting Amager Strandpark? 
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19. The beach is divided in areas for specific segments (families, young people etc.). What do you 

think of getting sponsorship partners which can name particular areas of the beach after their 

company name? 

20. What do you think about companies giving samples for free at the beach? 

21. Which companies would you like to get give-aways form, when you are at the beach? 

22. Would you mind companies arranging events at the beach? 

T. STRATEGY 

23. In a perfect world, how should Amager Strandpark be in order to fit all your demands? 
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15.2.3 APPENDIX D: NON-CONSUMERS 

U. SCREENING QUESTIONS 

1. Do you know Amager Strandpark? 

2. Have you been there? 

a. If yes, how many times 

3. What do you think about Amager Strandpark in general? 

V. FOOD- AND BEVERAGE SELECTION 

4. What do you expect, regarding food- and beverages, when going to the beach? 

5. What do you think about establishing a restaurant near the beach? 

6. What do you think can be improved regarding the food- and beverage selection? 

W. ENVIRONMENT – GREEN BEACH 

7. What do you think about the concept: green economy and how do you think that one can 

implement green economy at Amager Strandpark – or at a beach in general? 

8. Do you think that making Amager Strandpark to a “green beach” would make you visit the beach 

even more – also thinking about other periods than the summer period? 

9. What do you think about the idea of a windmill generating all the energy needed to run Amager 

Strandpark on a daily basis? 

X. EXPERIENCES AND SERVICES 

10. What do you think about the experience and services of visiting Amager Strandpark – if you have 

been there? 

11. Can you think of any experiences or services that could be implemented at Amager Strandpark – 

or a beach in general? 

12. Do you think adding a higher degree of experiences or services to Amager Strandpark, or a beach 

in general, would make you visit the beach even more – also thinking about other periods than 

the summer period? 

Y. MARKETING 

13. Do you know of any marketing initiatives of Amager Strandpark? 

14. Where did you hear about Amager Strandpark the first time? 

Z. REVENUE 

15. How money are you spending when visiting a beach? 
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16. The beach is divided in areas for specific segments (families, young people etc.). What do you 

think of getting sponsorship partners which can name particular areas of the beach after their 

company name? 

17. What do you think about companies giving samples for free at the beach? 

18. Which companies would you like to give away samples? 

19. Would you mind companies arranging events at the beach? 

AA. STRATEGY 

20. In a perfect world, how should Amager Strandpark, or a beach in general, be in order to fit all your 

demands? 

21. Why are you not using Amager Strandpark as your primary beach? 
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15.2.4 APPENDIX E: TOURISTS 

BB. SCREENING QUESTIONS 

1. What is your purpose in Copenhagen? 

2. What do you think about Copenhagen? 

3. For how long time are you going to stay? 

CC. ATTRACTIONS 

4. Which attractions are you going to see or visit during your stay? 

5. Do you know if there is a beach in Copenhagen? 

6. Have you heard about Amager Strandpark? 

a. If yes, Have you been there? 

b. If yes, What do you think about Amager Strandpark in general? 

DD. FOOD- AND BEVERAGE SELECTION 

7. What do you expect, regarding food- and beverages, when going to the beach? 

8. What do you think about establishing a restaurant near the beach? 

9. What do you think can be improved regarding the food- and beverage selection? 

EE. ENVIRONMENT – GREEN BEACH 

10. What do you think about the concept: green economy and how do you think that one can 

implement green economy at a beach and in particular Amager Strandpark? 

11. Do you think that making Amager Strandpark to a “green beach” would make you visit the beach 

even more – also thinking about other periods than the summer period? 

FF. EXPERIENCES AND SERVICES 

12. Can you think of any experiences or services that could be implemented at a beach and in 

particular Amager Strandpark? 

GG. MARKETING 

13. Why have you chosen to VisitCopenhagen? 

14. What is affecting your choices of what to see and do in Copenhagen? 

15. Which role have your hotel had in what you are doing during your stay? 

16. Where did you hear about Amager Strandpark, the first time? 

HH. REVENUE 

17. How much money are you spending when visiting a beach? 
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18. How much money are you spending during your stay in Copenhagen? 

19. What do you think of getting sponsorship partners which can name particular areas of the beach 

after their company name? 

II. STRATEGY 

20. In a perfect world, how should a beach and in particular Amager Strandpark be, in order to fit all 

your demands? 
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15.2.5 APPENDIX F: BUSINESS ENVIRONMENT 

JJ. SCREENING QUESTIONS 

1. Do you know Amager Strandpark? 

2. Have you been there? 

3. What do you think about Amager Strandpark in general? 

KK. FOOD- AND BEVERAGE SELECTION 

4. How is the food- and beverage supply in your company? 

a. What do you think about the food- and beverage supply at Amager Strandpark? 

5. What could be added to your F & B selection in your company? 

a. What could be added to the F & B selection at Amager Strandpark? 

6. Do you think that 14 food- and beverage stands are enough to supply 45.000 people, that there is 

on a sun bathing day? 

7. What do you think about establishing a restaurant near the beach? 

LL. ENVIRONMENT – GREEN BEACH 

8. What do you think about the concept: green economy and have you implemented it anywhere in 

your company? 

9. How do you think that one can implement green economy in your company? 

a. How do you think that one can implement green economy at Amager Strandpark? 

10. Do you think that making your company to a “green company” will make the number of 

customers increase? 

a. Do you think that making Amager Strandpark to a “green beach” will make the number of 

visitors increase – also thinking about other periods than the summer period? 

11. What do you think about the idea of a windmill generating all the energy needed to run your 

company on a daily basis? 

a. What do you think about the idea of a windmill generating all the energy needed to run 

Amager Strandpark on a daily basis? 

12. Will you only implement green initiatives if they are profitable or breakeven? 

MM. EXPERIENCES AND SERVICES 

13. What do you think about the experience of visiting your company? 

a. What do you think about the experience of visiting Amager Strandpark? 

14. What do you think about the service level at your company? 

a. What do you think about the service level at Amager Strandpark? 

15. Can you think of any experiences or services that could be implemented in your company? 
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a. Can you think of any experiences or services that could be implemented at Amager 

Strandpark? 

16. Do you think adding a higher degree of experiences or services to your company would increase 

the number of customers? 

a. Do you think adding more experiences or services to Amager Strandpark would increase 

the number of visitors– also thinking about other periods than the summer period 

NN. MARKETING 

17. How important is marketing for your company? 

a. How important is marketing for Amager Strandpark? 

18. What do you do in order to promote your company? 

a. What would you do to promote Amager Strandpark? 

OO. REVENUE 

19. Do you think it is important that your company generate revenue? 

a. Do you think it is important that Amager Strandpark and the facilities generate revenue? 

20. How do you think your company can generate more revenue as it is today? 

a. How do you think Amager Strandpark can generate more revenue as it is today? 

21. How do you think your company can generate more revenue as by introducing other experiences 

or services? 

a. How do you think Amager Strandpark can generate more revenue as by introducing 

other experiences or services? 

22. The beach is divided in areas for specific segments (families, young people etc.). What do you 

think of getting sponsorship partners which can name particular areas of the beach after their 

company name? 

23. How do you use sponsorship agreements in your company? 

a. Can you think of any companies which could work as business partners with Amager 

Strandpark and thereby increase the revenue? 

PP. STRATEGY 

24. What are the success criteria’s for your company? 

a. What are the success criteria’s for Amager Strandpark? 

25. What is the short- and long-term plan for your company? 

a. What is the short- and long-term plan for Amager Strandpark? 

26. What do you think of changing the strategy of Amager Strandpark to a commercial one? 
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15.2.6 APPENDIX G: SUPPORTING ORGANIZATIONS 

QQ. SCREENING QUESTIONS 

1. Do you know Amager Strandpark? 

2. Have you been there? 

3. What do you think about Amager Strandpark in general? 

RR. ENVIRONMENT – GREEN BEACH 

4. What do you think about the concept: green economy? 

5. How do you think that one can implement green economy at Amager Strandpark? 

6. Do you think that making Amager Strandpark to a “green beach” will make the number of visitors 

increase – also thinking about other periods than the summer period? 

7. What do you think about the idea of a windmill generating all the energy needed to run Amager 

Strandpark on a daily basis? 

SS. EXPERIENCES AND SERVICES 

8. What do you think about the experience and service level of visiting Amager Strandpark? 

9. Can you think of any experiences or services that could be implemented at Amager Strandpark? 

10. Do you think adding a higher degree of experiences or services to Amager Strandpark would 

increase the number of visitors– also thinking about other periods than the summer period? 

11. Do you think there will be a higher degree of awareness from the public and tourists by 

implementing certain services and experiences? 

TT. MARKETING 

12. How important is marketing for Amager Strandpark? 

13. What do you do in order to promote Amager Strandpark? 

14. Who gives you input regarding which attractions to promote in Copenhagen? 

15. How are you cooperating with the municipality of Copenhagen? 

16. What do you do in order to attract tourists to Amager Strandpark? 

UU. REVENUE 

17. Do you think it is important that Amager Strandpark and the facilities generate revenue? 

18. How do you think Amager Strandpark can generate more revenue as it is today? 

19. How do you think Amager Strandpark can generate more revenue as by introducing other 

experiences or services? 

20. The beach is divided in areas for specific segments (families, young people etc.). What do you 

think of getting sponsorship partners which can name particular areas of the beach after their 

company name? 
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21. Can you think of any companies which could work as business partners with Amager Strandpark 

and thereby increase the revenue? 

VV. STRATEGY 

22. How do you think the marketing of Amager Strandpark is done today? 

23. How do you think the marketing of Amager Strandpark should be executed in order to attract as 

many as possible? 

24. What do you think about the cooperation with the municipality as it is today? 

25. How would you prefer the cooperation with the municipality should be? 

26. What do you think of changing the strategy of Amager Strandpark to a commercial one? 
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15.3 APPENDIX H: FORM FOR FOCUS GROUPS 

  

Name:  

Age:  

Postal code:  

Comments:  
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15.4 APPENDIX I: INTERVIEWS ON CD 

Interviews – full scale study 

1. Christian Dalholt – Downtown Magazine 

2. Ellen Dahl - Tivoli 

3. Focus group interview – Consumers 

4. Focus group interview – Non-consumers 

5. Jens-Peter Brask – Halvandet 

6. Jeppe Vad – Park 

7. Lars Rix – AOK 

8. Monica Thon – Chairman of Amager Strandpark 

9. Ole Kjær Mansfeldt VisitCopenhagen 

Interviews – pilot 

1. Anja Hartung Sfyrla – Visit Denmark 

2. Kevin Sass – User 

3. Lars Vestbirk – Business environment 

4. Simon Aggesen – Municipality and board 

5. Trine Andersen – Non-user 

Preliminary interviews 

1. Jesper Schrøder 

2. Jørgen Vinding 

3. Ole Kjær Mansfeldt 
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15.5 APPENDIX J: TOURIST INTERVIEWEES 

 
Tourists (group 3) Country Age Name 

Asia/Far East Japan 25 Minsun Kim 

Asia/Far East Vietnam 27 Tran song Dung 

Asia/Far East Indonesia 31  Itasandez souljhiro Ita 

Asia/Far East South Korea 24 Tasha Blackwell 

Asia/Far East India 29 Ali Salsu 

Nordics Finland 26 Aki Sipola 

Nordics Sweden 33 Mika Mietala 

Nordics Sweden 35 Carl Almquist 

Nordics Sweden 24 Bjørn-Philip Johnson 

Nordics Finland 22 Nora Lindgrén 

Nordics Finland 39 Petri Niela 

Nordics Finland 34 Marjaana Lajaakoski  

Nordics Norway 31 Øyvind Karlsen 

Nordics Norway 51 Greg Eide 

Nordics Sweden 25 Kristin Johansson 

Nordics Norway 18 Martin Arsted 

Nordics Norway 23 Kjersti Davidsen 

Nordics Sweden 34 Sandra Hätälä 

Nordics Finland 21 Heidi Bernas 

Nordics Sweden 32 Stefan Erhnbecker 

Nordics Finland 26 Vellu Haanpää 

Nordics Finland 21 Katri Manninen 

Nordics Norway 19 Jocke Andersson 

Nordics Norway 30 Susse Licht 

Nordics Norway 26 Solveig Sandness 

Nordics Sweden 21 Anna Nissen 

Nordics Finland 20  Minna Outula 

Nordics Iceand 26 Anar Gudmundson 

Nordics Sweden 23 Mats Olson 

Nordics Sweden 52 Olaf Sorenson 

Europe Italy 25 Chiara Tonelli 

Europe Italy 29 Giacomo Raia 

Europe Austria 27 Gert Senken 

Europe Germany 31 Jens Kuhnhenn 
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Europe United Kingdom 29 Nathan Thomas 

Europe United Kingdom 24 Thomas Smith 

Europe Netherlands 29  Martijn Brunnik 

Europe Spain 30 Cynthia Revoloro 

Europe Greece 27 Nickos Sagiakos 

Europe France 32 Francesca Trovato 

USA California 22 Stephanie Jones 

USA California 24 Scott Trino 

USA Philadelphia 43 Scott Russell 

USA Pittsburgh 29 William Stephens 

USA South Jersey 28 Victoria Rebecca Barnett 

USA New York 31 Kimberly Bowman 

USA New York 35 Andrew Hustedt 

USA Texas 26 Denise Wakes 

USA Texas 29 Robert Filk 

USA Texas 35 Mark Hansen 

TABEL 19: INTERVIEWEES FOR THE TOURIST INTERVIEWS – DETAILED OVERVIEW 
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15.6 APPENDIX K: TOP 5 TOURIST ATTRACTIONS BY REGION 

 

FIGUR 21: TOP 5 TOURIST ATTRACTIONS BY REGION  

(TOURIST INTERVIEWS, 2009) 

 

 

FIGUR 22: TOP 5 TOURIST ATTRACTIONS BY REGION IN PERCENT  

(TOURIST INTERVIEWS, 2009) 
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15.7 APPENDIX L: PERFORMANCE COMPARED TO REQUIREMENTS  

 Amager 
Strandpark 

Municipality 
and board 

Citizens of 
Copenhagen 

Tourists Business 
environment 

Supporting 
organizations 

Food- and 
beverages 

3 5 5 5 5 5 

Environment - 
Green beach 

4 5 1 4 3 3 

Experiences 3 3 5 5 5 3 

Services 1 2 5 5 5 4 

Marketing 2 2 4 4 5 4 

Revenue 2 3 4 4 4 3 

TABEL 20: PERFORMANCE OF AMAGER STRANDPARK BENCHMARKED TO THE GROUPS OF INTERVIEWEES 

 

15.8 APPENDIX M: PERFORMANCE COMPARED TO DEMAND 

 

FIGUR 23: PERFORMANCE OF AMAGER STRANDPARK COMPARED TO THE STAKEHOLDER DEMAND IN AVERAGE 
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15.9 APPENDIX O: SUB-PRODUCTS 

 

FIGUR 24: SUB PRODUCTS AT AMAGER STRANDPARK 
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15.10 APPENDIX P: STRATEGY CANVAS CALCULATIONS 

 Amager Strandpark Kongens have Bellevue beach Islands brygge 

habour bath 

Food- and beverages 3 1 1 5 

Environment - Green 

beach 

4 3 2 3 

Experiences 3 4 3 4 

Services 1 3 1 3 

Marketing 2 1 1 4 

Revenue 2 1 1 4 

TABEL 21: STRATEGY CANVAS CALCULATIONS FOR AMAGER STRANDPARK 

 

15.11 APPENDIX Q: MAP OF AMAGER STRANDPARK 

 

FIGUR 25: MAP OF AMAGER STRANDPARK 
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15.12 APPENDIX R: ILLUSTRATION OF FULL SCALE STUDY 

 
FIGUR 26: ILLUSTRATION OF FULL SCALE STUDY 

Research

Semi-structured 
interviews

Municipality and 
board

Jesper Schrøder

Margit Ørsted

Monica Thon

Business 
environment

Ellen Dahl, Tivoli

Jens-Peter Brask, 
Halvandet

Jeppe Vad, Park

Supporting 
organizations

Ole Kjær, 
VisitCopenhagen

Lars Rix, AOK.dk

Christian 
Dalholt, 

Downtown

Tourists 50 tourists

Focus group 
interviews

Consumers

Christian Jordt

Astrid Cohr 
Lützen

Lars Silberbauer 
Andersen

Rea Borovnjak

Claus skogstag

Kirsten Retsby

Morten Jensen

Marie-Louise 
Peterslund

Non-consumers

Andreas Glud

Anna Claudi 
Tangø

Daniel Askbo

Klaus Andersen

Niels Becksgaars

Josiane Hicquet

Philip Flores

Thomas Olesen



 

 

CHAPTER 15 

APPENDIXES 
APPENDIX S: ANSWERS FROM MARGIT ØRSTED 

159 

15.13 APPENDIX S: ANSWERS FROM MARGIT ØRSTED 

 

Christian Lai <christianclai@googlemail.com>  

 
Fwd: amager strandpark 

 
Margit Ørsted <maor01@frederiksberg.dk>  12 May 2009 21:25  
To: Christian Lai <kontakt@christianlai.dk> 
Cc: "sa@konservativungdom.dk" <sa@konservativungdom.dk>, Martin Faber <mafa04aj@student.cbs.dk> 

Kære Martin og Christian 
  
Her kommer så svarene på jeres spørgsmål: 
  
G.  
1  ja 
2  ja 
3 jeg synes det er et utroligt dejligt sted 
  
H.  
4. Det kunne være meget bedre 
5 Der mangler bygninger til et egentligt madsted, et brasseri eller en cafe eller alle 3 dele – jeg tror også dette kunne skabe liv om 
efteråret – og foråret 
6. nej der er lange køer alle vegne 
7. og 8 er bessvaret i 5 
  
I 
9. Det kan jeg godt lide 
10 hvis der bliver en udbygning af faciliteterne kunne det være spændende både, med vind, sol eller bølgeenergi – Jeg ved dog at 
parken er fredet – så alt udstyr skal godkendes – i havet er det dog Kystdirektoratet som skal spørges og som bestemmer 
11 det ved jeg ikke – men jeg kunne håbe på det 
12 vindmøller her ville ødelægge stranden 
13 nej 
  
J 
14 godt 
15 Det kunne være bedre –  
16.  og 17 Det har jeg svaret på i tidligere spørgsmål  
18 og 19  Ja jeg tror at mere service ville betyde flere besøgende særligt i tidlig sommer og sen sommer 
  
K 
20 Jeg tror ikke at der er brug for mere marketing – 45 – 50tusinde besøgende om dagen det synes jeg er godt – og hvis der kommer 
flere vil det måske ikke være lige så attraktivt 
21 Jeg tror som sagt ikke det er noget problem – ca. 16% af de besøgende på en varm sommerdag er fra Frederiksberg – så på 
Frederiksberg kender man godt Amager Strandpark – og så længe hvor der ikke er cafeer m.m så tror jeg ikke det vil et oplagt turistmål 
  
L 
22 – 26 Supplerende sponsorater tror jeg er svært fordi skiltning vil ødelægge stedet og samtidig er det ikke tilladt af 
fredningsmyndighederne 
  
M 
27 At Amager Strandpark i højere grad bliver en attraktiv og markant destination i hovedstadsområdet/regionen 
  
28 At de budgetafsatte 9 mio i år anvendes til Pladsdannelse ved Øresundsvej, til moleudbygning og til cafehusbåd 
  
29 Der er mit svar det samme som tidligere etablering af bygninger til madsteder – det kunne måske også være noget med grøn 
energi/udstillinger 
De bygninger som man opførte kunne være kunstværker i sig selv så de blev turistatraktioner og udflugtsmål – og det ville betyde liv 
hele året 
  
  
Med venlig hilsen 
Margit Ørsted 
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15.14 APPENDIX T: TODAYS PRODUCT PORTFOLIO 

 
FIGUR 27: TODAYS PRODUCT PORTFOLIO ILLUSTRATED OVER A YEAR 

15.15 APPENDIX U: PRODUCT PORTFOLIO AFTER IMPLEMENTATION 

 
FIGUR 28: PRODUCT PORTFOLIO AFTER IMPLEMENTATION OVER A YEAR 
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FIGUR 29: MASTER THESIS FRAMEWORK 



Our ambition of this assignment is to find out what can be done in order to enhance the standards of Amager Strandpark. We find 
this possible, via a more commercial strategy that will increase cash flow to everyone’s benefit, including the local public. 

We will find out what today’s users of Amager Strandpark perceive to get and what they actually gets and through that identify their 
sacrifices. Furthermore we will find out what it needs in order to turn the latent segment into possible users and in this also look at 
the tourists already visiting Copenhagen. We will find out what could drive tourists to contribute to Amager Strandpark by visiting, 
and using it along side of the local public and by this make it a destination worth visiting while vacating in the Copenhagen area.

We will base our strategy on experience economy as this is an obvious way in order to make Amager Strandpark more of an at-
traction to go visit. As it is now it is more a service that entails the offering of goods and commodities as attributes to this. Creating 
experiences combined with the current facilities is part of the strategy that we prepare to offer.

When this is said we will analyze the individual weighing from the different groups of stakeholders such as the politicians, the local 
public, the tourists and the supporting organizations. This will be done in a strategic evaluation analyzes where it will be stated 
very clear whether the strategy suggested will be embraced by the stakeholders and again then whether it will be possible to follow 
through. So ultimately the strategy will be published for the stakeholders and then the different aspects of the strategy contra the 
weighting of the stakeholders will conclude the sustainability of the strategy suggested.
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