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Executive summary 

Dunkin’ Donuts er en stor amerikansk donut- og kaffekæde, som har opnået væsentlig succes 

på det Amerikanske marked, og er nu i gang med en ekspansion til en række europæiske 

lande. Sidste år offentliggjorde de deres intentioner om, også at træde ind på det danske 

marked. 

Den danske kultur og de danske forbrugsvaner adskiller sig væsentligt fra både de 

amerikanske og andre europæiske landes. Det er derfor nødvendigt for Dunkin’ Donuts at 

foretage en række justeringer for at nå de danske forbrugere. Formålet med dette speciale er, 

at finde frem til Dunkin’ Donuts’ målgruppe på det danske marked, og definere hvordan de 

bedst positionerer sig til dette marked.  

For at svare bedst muligt på specialets problemformulering, er metodetriangulering benyttet, 

både i valg af paradigme og dataindsamling. Det positivistiske paradigme danner grundlag for 

indsamling og analyse af den sekundære data, og det konstruktivistiske paradigme danner 

ramme for indsamling og analyse af den primære data. Derudover er opgavens analyse 

baseret på sekundær data i form af bøger og artikler, samt primær data i form af en 

spørgeskemaundersøgelse med 283 respondenter, fem dybdegående interviews med 

spørgeskemarespondenter og et ekspert interview. 

Den teoretiske analyse viser, at der både er muligheder og udfordringer for Dunkin’ Donuts på 

det danske marked. Det danske kaffemarked er kun delvist mættet, hvilket udgør en mulighed 

for at Dunkin’ Donuts kan få en stor markedsandel med den rette strategi. På den anden side 

er der klare udfordringer for Dunkin’ Donuts, blandt andet i forbindelse med prissætning, 

grundet højere skatter og lønninger, end hvad Dunkin’ Donuts kender til på det amerikanske 

marked. 

Den empiriske analyse viser, at der på den ene side allerede er et potentielt marked for 

Dunkin’ Donuts i Danmark, da mange kender kæden og er villige til at købe deres varer. På 

den anden side viser analysen, at der er stor forskel på hvordan danskerne opfatter Dunkin’ 

Donuts, og hvordan Dunkin’ Donuts gerne vil opfattes, hvilket udgør en stor udfordring. 
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Opgaven konkluderer på resultaterne fra analysen ved hjælp af fem klassiske marketing 

teorier, nemlig Porter’s generiske strategier, Ansoff’s vækstmatrix, markedsstrategi, 

prisstrategi og kommunikationsstrategi. Dette resulterer i seks anbefalinger til Dunkin’ 

Donuts. Disse bliver derefter evalueret, og to af disse bliver tilsidesat for nu. De fire 

anbefalinger som er vurderet til at være klar til implementering er følgende: anbefaling 1 – 

differentiering via fokus på både kaffe og donuts, anbefaling 2 – markedsudvikling ved at 

vælge placeringer som opfordrer til at købe kaffe-to-go, anbefaling 3 – udifferentieret 

marketingstrategi ved at fokusere på både segment 2 og 3 i Minerva modellen og anbefaling 4 

– pull strategy ved hjælp af omfattende markedsføring, efterfulgt af specielle tilbud og 

prisnedsættelser.  

Som denne opgave afslørede, er en af Dunkin’ Donuts’ største udfordringer i Danmark de 

danske forbrugeres fejlagtige opfattelse af Dunkin’ Donuts, som udelukkende værende en 

usund donut kæde. På baggrund af opgavens brede problemformulering og begrænsede 

omfang er dette emne kun nævnt i korte træk i denne opgave, men udgør et omfangsrigt 

område af muligheder for yderligere research.  
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Chapter 1 - Introduction 

The introduction aims at introducing the reader to the topic of the thesis and its relevance. It will 

also provide the reader with an overview of the areas touched upon in this thesis. 

The Danish Market - Coffee came to Denmark in the 1600’s, and by the 1700’s coffee had 

become a reason for people to get together and socialize. Soon its presence could be found at 

all social interactions and at family gatherings. In recent years, drinking various new mixed 

coffee beverages has become both a trend and a way of life for the Danish population. This 

increased interest in coffee has prompted a new coffeehouse culture in Denmark. According to 

several studies, the average Danish citizen drinks four cups of coffee per day, which places 

Denmark in the top five of the world’s most coffee drinking nations. For these reasons, the 

Danish market is a very attractive market for the growing international coffeehouse industry 

(kaffeinfo.dk). 

The Company - Dunkin´ Donuts is an American global doughnut and coffeehouse chain 

headquartered in Canton, Massachusetts. It was founded by William Rosenberg in 1950 in 

Quincy, Massachusetts. The company has grown immensely ever since it was founded, and is 

today considered one of the world’s largest coffee and baked goods chain, serving more than 3 

million customers per day in more than 10,000 restaurants in over 30 countries worldwide. 

The company is 100 % franchised and has used the franchising system as a route to market 

entry and expansion worldwide (Schmidt & Oldfield, 1999). As the name states, they initially 

sold only coffee and doughnuts, however, today they have more than 1,000 items on their 

menu including  various coffee beverages, donuts, bagels, breakfast sandwiches, and other 

baked goods (Datamonitor, 2005 & dunkindonuts.com). 

Competition - On a global scale, the company’s main competitors are Starbucks in the case of 

coffee, as more than half of Dunkin´ Donuts’ business is in coffee sales; and Krispy Kreme in 

the case of donuts. However, many other competitors are emerging in both markets. 

Target market - Dunkin’ Donuts’ original target customers were the low to middle-income 

households and the working man. Their repositioning from donuts to coffee, however, has 
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brought with it a focus on a larger and more diverse target market, spanning from their 

original target market of low to middle-income groups, to include higher income groups as 

well (Datamonitor, 2008). 

Consumer behavior – The modern consumer is the individual who wants to be at the heart 

of consumer policy. The demands modern consumers make, and the way in which companies 

respond to these demands, have a major impact on businesses. Therefore, it is important to 

draw a picture of the market and today’s modern consumer. The main characteristics of 

modern consumers are diversity and unpredictability. Today's modern consumers design 

their own consumption, so that it signals the real identity and lifestyle of who they are. They 

have become creative individualists who increasingly want to put a personal touch on their 

consumption (danskerhverv.dk). 

Chapter 2 - Problem Area 

The following chapter guides the reader through the academic structure of this thesis. 

Furthermore, the formulation of the research question along with sub-questions and 

delimitations establishes the focus and overall objectives of this paper. 

Throughout the world Dunkin’ Donuts is a well-established brand, with more than 11,000 

stores worldwide. More than 80% of their stores are located domestically in the U.S. Since 

2006, a massive European market expansion has been underway, targeting the European 

coffeehouse sector. Yet Denmark has thus far gone under the radar, which has aroused 

curiosity and a need to ask why.    

It seems odd that in spite of Denmark being a tremendous coffee consuming society, Dunkin’ 

Donuts, the second largest coffeehouse corporation in the world, has shown little to no 

interest in the Danish coffeehouse sector so far.  

Competition for the Danish coffeehouse market is differentiated as the market is heterogenic. 

Currently it consists of only one large coffee chain, Baresso, one large expanding chain, 

Starbucks, and an increasing number of smaller local coffee bars and cafes. Baresso has 
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therefore experienced almost monopoly-like control of the market since they entered as a 

major player in May 2006. 

This thesis sets out to analyze the competitive situation of the Danish coffeehouse market, as 

well as the Danish consumers’ attitudes and preferences towards the growing coffeehouse 

industry. These two factors are of great importance when evaluating and concluding on 

Dunkin’ Donuts’ capabilities to compete for market shares on the Danish market. 

The purpose of this thesis is therefore to answer the following question: 

2.1 Problem Formulation 

- Which consumer groups will constitute Dunkin’ Donuts’ target market in Denmark, and 

how should Dunkin’ Donuts market their brand to these target groups? 

2.2 Sub questions 

To help answer the problem formulation and to give an overview the structure and content of 

the thesis, seven sub questions have been formulated. These will help guide the reader 

through the elements included in the paper and the order in which these will be presented. 

The seven sub questions are: 

1. Which external factors on the Danish market can have an impact on Dunkin’ Donuts’ 

success, and how can Dunkin’ Donuts avoid or utilize these? 

2. What internal factors such as structure, strategy, management style, etc. are most 

likely to affect the possible success of Dunkin’ Donuts in Denmark? 

3. What aspects of consumer behavior are most likely to affect Dunkin’ Donuts’ target 

consumers in Denmark? 

4. What are Dunkin’ Donuts’ strengths and weaknesses and how can these be used to 

strategically improve Dunkin’ Donuts’ brand on the Danish market? 

5. What target groups would be most attractive for Dunkin’ Donuts to target on the 

Danish market? 

6. Which segmentation, targeting and positioning strategies will help Dunkin’ Donuts 

reach their target market in Denmark?  
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7. How can Dunkin’ Donuts continuously evaluate their decisions going forward? 

The first sub-question justifies the use of the PESTLE model and Porter’s Five Forces model, 

giving the reader an outline of the external environment in which Dunkin’ Donuts will be 

operating. By analyzing the dependent and independent areas of the external environment, it 

is possible to identify specific factors that will have an impact on Dunkin’ Donuts. By taking 

these factors into account it will be possible to create an even more accurate and valid 

strategy for Dunkin’ Donuts.  

The second question proceeds to give an overview of which internal factors within the 

company can have an influence on Dunkin’ Donuts’ strategic plan when entering the Danish 

market. McKinsey’s 7s model will be applied to analyze and discuss certain major issues and 

opportunities. 

The third sub-question aims at providing an examination of the Danish consumers and how 

they will react to a potential Dunkin’ Donuts franchise in Denmark. A broad variety of 

secondary data analysis has been conducted amongst potential Danish consumers. The data 

collected will serve Dunkin’ Donuts, as certain existing traits and habits have been established 

and thus can be utilized to help predict their purchasing trends.  

Sub-question four justifies the use of the TOWS model to describe Dunkin’ Donuts’ strengths, 

weaknesses, opportunities and threats. It will be possible to use this analysis to create a plan 

for Dunkin’ Donuts to avoid or eliminate the negatives, and to expand on, or to utilize the 

positives. 

The fifth question reflects the need to use segmentation to identify Dunkin’ Donuts’ target 

market in Denmark. On the basis of the previous chapters, it will be possible to choose the 

best segmentation factors, narrow down the target market, and thereby identify Dunkin’ 

Donuts’ target customer in Denmark. 

The sixth sub-question mirrors the overall aim of this paper, which is to combine the findings 

of the analyses from the previous chapters to create an effective strategic marketing plan, 

which Dunkin’ Donuts should follow when entering the Danish market.  
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Finally, the seventh sub-question is aimed at providing a way for Dunkin’ Donuts to 

continuously evaluate their own strategies and efforts going forward, in order to ensure 

continued success on the market.  

2.3 Delimitation 

This thesis will focus on the American company Dunkin’ Donuts. The authors will act as 

external consultants, aiming to aid in the company’s planned entry into the Danish market. 

Furthermore, as the thesis will focus on developing a strategic marketing plan for Dunkin’ 

Donuts, it will not focus on the financial considerations, such as corporate finance, annual 

reports, or external financial reporting. 

On evaluation, the Danish coffeehouse market shows an unsaturated, continuously growing 

market. Because of the rapid change in the industry, it is impossible to predict how the market 

will change over longer periods of time, and therefore this project will be limited to creating a 

2-year strategic plan for Dunkin’ Donuts.  

The Dunkin’ Donuts Corporation strives to build long-term relationships with their 

franchisees, supply chain business partners, as well as local and international networks. It is 

important to the Dunkin’ Brand to nurture their B2B relationships. This paper will focus only 

on a potential planned entry into Denmark, and will aim to provide guidance for a Danish 

franchisee, and will therefore not mention, or in any other way, touch upon any of Dunkin’ 

Donuts B2B relationships. 

The thesis will also include geographic delimitation. As Dunkin’ Donuts is considered a big-

city phenomenon, a franchise is most likely to open in Copenhagen, and the strategic aim is 

therefore focused on Copenhagen for expansion of the brand. All interviews are therefore 

conducted with residents living in the Copenhagen area. Some parallels could possibly be 

drawn with other big cities in Denmark, however, in terms of geography, this paper excludes 

the rest of the Denmark.    

Similarly, due to limited time and resources, the questionnaire target group will be limited to 

primarily 16-45 year-olds in the greater Copenhagen area. 
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Chapter 3 – Methodology 

This chapter aims at presenting and explaining how knowledge is understood, collected and 

analyzed, in this paper. This is done by defining the research philosophy, approach and strategies 

of the paper. Moreover, the timeframe, data collection methods and validity of findings are 

specified.   

3.1 Method 

The first level deals with the research philosophy, or the basic theory of science assumptions, 

of the paper. The second level represents the research approach used. The third level deals 

with the research strategies of the paper. The fourth level represents the timeframe used, and, 

the center of the onion shows the different data collection methods applied. Finally, a section 

has been dedicated to the methodological limitations of the paper, as well as the validity of the 

chosen methods. 

Figure 1: The research onion 

 

Source: Own creation based on Saunders et al. 2012 

3.2 Research philosophy 

In organizational management and social studies two approaches, or paradigms, are 

continuously mentioned in the literature, namely the realist and the constructivist approaches 

(Darmer et al. 2010). Guba defines the paradigm as, a basic set of values that control our 



15 

 
 

 

actions – both everyday actions and actions related to disciplinary studies (Guba in Darmer, et 

al., 2010). It is important to identify which paradigm to use before beginning the research 

process, because it deals with the basic assumptions about how to view the world (Saunders 

et al. 2012). The research strategies and methods are then chosen on the basis of the chosen 

paradigm.  

3.2.1 The realist paradigm 

The realistic paradigm has its historical roots in positivism, which is the main paradigm in 

natural science. Positivism is based on the concept that reality exists, and that there is one 

definitive truth, regardless of our perception or interpretation of this. Darmer et al. (2010, p. 

51) states that, “man arbejder ud fra en forventning om, at ‘verden derude’ kan afdækkes, 

analyseres og vurderes”. (You work from an assumption that the ‘the world out there’ can be 

identified, analyzed and evaluated) Therefore, objectivity is essential within positivism, and 

the researcher should not affect or be affected by the subject of study. Another belief in the 

realist paradigm is that the reality can be analyzed through objective studies. From these 

studies generalizations can be made, which can then be used to explain various phenomena, 

how they came to be and how they will develop (Darmer et al. 2010). Therefore, this 

paradigm can be used to create predictions for the future based on descriptive analyses.  

3.2.2 The constructivist paradigm 

Constructivism is, as opposed to realism, a subjective science, which has its roots in 

phenomenology and hermeneutics, and therefore, the constructivist paradigm seeks to 

understand the situation that is examined. Within the constructivist paradigm, one therefore 

seeks to understand phenomena, and in order to do this, interpretation is an essential part of 

the analysis. In the constructivist view, the reality does not exist on its own, but only in 

relation to the person or people experiencing it. This is the case due to the understanding that 

what we observe is created through interpersonal exchange and interpretation. Whatever 

exists, it is what the individual alone, or in in conjunction with others, agree exists.  The goal 

of the constructivist is not to explain but rather to understand what is being studied (Darmer 

et al. 2010).    
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3.2.3 The chosen paradigm 

In this thesis, the positivist paradigm will be applied as the dominant approach, but the 

constructivist paradigm will also be used in some parts of the paper. The use of the purely 

positivist paradigm in some parts of the paper and the purely constructivist paradigm in other 

parts of the paper, means that, in practice, paradigm triangulation is used. The constructivist 

paradigm is used in the process of data collection and analysis of this data. On the other hand, 

in the theoretical analysis part of the paper, the goal is to be as objective as possible, which is 

why the positivism will be the dominant paradigm. Furthermore, the realist ontological view 

that the social environment is real and exists outside the individual human being is adopted, 

which makes PESTLE and Porter’s Five Forces relevant tools in understanding the external 

environment in which Dunkin’ Donuts will operate. In addition, the positivistic 

epistemological view, which focuses on relationships and regularities, makes it possible to 

observe and understand the social environment as an external observer (Kuada, 2012). 

However, as it is unavoidable to draw some subjective opinions and interpretations, which 

could then influence the analytic outcome, the constructivist paradigm will play a secondary 

role in the analysis section of the paper.  

In relation to the use of the positivist paradigm, the greatest amount of primary data collected 

in this paper is quantitative data from a questionnaire. On the other hand, some qualitative 

data, in the form of expert interviews and in-depth interviews with questionnaire 

respondents, serves to back-up the quantitative findings. In the use of qualitative data, the 

constructivist paradigm is the primary paradigm used in the analysis, because the goal in this 

case is to understand and predict human behavior. Therefore, a certain amount of subjective 

interpretation is needed when analyzing these findings.    

3.3 Research approach 

The thesis’ specific methodological approach is guided by both the realistic and the 

constructivist paradigms. Methods of reasoning can be obtained through either 

documentation or exploration; so-called deductive and inductive reasoning, which can be 

achieved through quantitative (descriptive) methods and qualitative (explorative) methods 

(Darmer et al. 2010 & Harboe 2006). In this thesis, both methods will be used. 
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3.3.1 Deduction 

Deduction moves from the general to the specific and is a scientific approach, which attempts 

to draw conclusions from general laws on a specific case. This is the overall method of 

reasoning used in this thesis when providing recommendations for Dunkin’ Donuts on how to 

enter the Danish market based on appropriate marketing theory (Darmer et al. 2010). 

Examples of the use of the deductive research method in this paper is the use of quantitative 

data, in the form of secondary data and questionnaire responses to identify generalizations 

about the Danish market that can then be adopted to the specific case at hand.  

3.3.2 Induction 

On the other hand, inductive reasoning moves from the individual case towards more general 

rules, thus taking its basis in empirical conditions and progressing towards broader 

generalization or theory accordingly. This approach is common in case studies in which 

relatively small amounts of data are used to generalize about subject of study (Darmer et al. 

2010). This thesis specifically uses the inductive research method, when applying the limited 

amount of interview answers to create broad generalizations about Dunkin’ Donut’s 

opportunities on the Danish market. 

3.3.3 Abduction 

The use of both the inductive and deductive research methods has been named abduction, 

which is the overall method used in this paper. This relates to the use of the pragmatist 

ontology, as both research methods from the realist and the constructivist paradigms are used 

in this paper. According to Darmer (2010) abduction can be described as a kind of ‘qualified 

guess’, as observations and previous knowledge provide the basis for hypotheses, which are 

then tested as far as it is possible, given the limitations and restrictions that the researcher 

faces. As the conclusions of this method are basically a guess, it is important to test or evaluate 

this guess in order for it to become qualified conjecture. In this paper, the evaluation is done 

in chapter 7.6, where a model, based on several different scholars, is used to evaluate the 

recommendations put forth in the paper.  
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3.4 Research strategies 

3.4.1 Survey 

Qualitative research techniques are likely to include either surveys, observation methods or 

some sort of experimentation. Surveys, however, are a massive subject in themselves. 

Depending on how the interviews are conducted, there are three main types of surveys: postal 

surveys use either mail, or e-mail services to send self-completion questionnaires to 

respondents. The telephone interview is an increasingly used marketing and research 

technique, conducted by many companies, to obtain general knowledge and information.  

Personal interviews, however, are the most private type of interviewing, as the respondent 

comes face-to-face with the interviewer, for a question-and-answer session (Hooley et. al., 

2012).  

For the purpose of this paper, all of the above three mentioned interview types, have been 

conducted and will be applied. Unfortunately with little to no success, Dunkin’ Donuts 

headquarters was approached via e-mail, and Starbucks and The Donut Shop were both 

contacted via the telephone, ready for a potential interview. The face-to-face interview 

method has been the most successful type conducted. It served best to extract information 

and knowledge from experts, as well as consumers.  

Saunders et. al., (2012) argues that the survey strategy can be applied in both explanatory and 

descriptive research. However, a survey always requires a questionnaire to be designed, 

distributed and conducted. Further, for it to be valid, each respondent must be asked the same 

set of questions in a predetermined order, unless trying to collect a variety of different data, 

as the overall goal of the survey is to develop and collect data that allows for drawing a 

picture true to the underlying situation. 

For the purpose of this paper the questionnaire was self-completed by the respondents, 

instead of completed by the authors’ as part of an interview, as an internet based survey via 

SurveyMonkey, made it possible to attract a great deal more respondents in a shorter period 

of time, than semi-structured interviews would have been able to provide. 
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A questionnaire must be simple, neutral and non-ambiguous to deliver reliable and valid data 

(Fisher, 2013). Further, the questionnaire must motivate the respondents to cooperate, become 

involved, and provide complete and accurate answers. These statements were therefore the 

backbone of this paper’s questionnaire. 

3.4.2 Case study 

For the purpose of this paper, the study design has been constructed in the form of a single 

case study. The case study method is widely used when studying social subsystems, including 

institutions and organizations (Andersen, 2009). A case study is an empirical study that 

illustrates a contemporary phenomenon within a real life environment. The boundaries 

between the phenomenon and the context in which it occurs is not obvious, and it is also 

possible to use several types of data to illustrate the phenomenon (Andersen & Kaspersen, 

1996). 

Social researcher Bent Flyvbjerg describes the case study as an in-depth analysis of a single 

unit where the outside world factors are weighted in relation to the individual case (Flyvbjerg 

in Denzin & Lincoln, 2011). The reason for using Flyvbjerg's definition is that in his 

description of the case study he reflects on, not just the challenges in the actual study, but also 

on how to make the study scientifically valid. He has presented a number of arguments as to 

how and why case studies in social science can be justified as scientific. 

First, Flyvbjerg believes the relational interaction between the case study and the context 

from which the case originates is important (Flyvbjerg in Denzin & Lincoln 2011). 

Furthermore, Flyvbjerg describes how the case study produces contextual knowledge, which 

studies have shown is necessary, before the researcher is able to move from a theoretical 

beginner level to a practical expert level, which also supports the overall objective of the 

thesis (Denzin & Lincoln, 2011). 

3.5 Time horizons 

The thesis is cross-sectional because it is designed around a specific timeframe of about six 

months. For this reason, it has not been possible to collect information over long periods of 

time, and all primary data has been collected within this timeframe of six months.  
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3.6 Data collection methods  

Based on this epistemological view, the best way to gain the knowledge needed, is to observe 

overall relationships rather than using the interpretations of individuals. For this reason, 

mostly secondary literature is used as a basis for the thesis. Furthermore, the nomothetic 

approach encourages the use of studies that are based on predefined questions (Kuada, 

2012). The quantitative survey done in this project is based on a series of predefined 

questions, and attempts to understand the social world from an external point of view, and 

not from the point of view of the individual. On the other hand, the interviews carried out in 

this paper have the opposite goal, namely to back up the findings of the questionnaire by 

attempting to understand the social world from the point of view of the individual.  

3.6.1 Secondary data 

In contrast to this papers’ primary data, the secondary data collected, are found in books, 

scientific articles, organizational records as well as on the internet. These are all common 

sources to collect data from, and will in this thesis be collected through qualitative 

methodologies or qualitative research findings. When given a limited time frame, secondary 

data analysis saves the authors’ time that would otherwise have to be used collecting and 

analyzing large numbers of data findings. Neither can secondary data usage be 

underestimated, as it in many cases provides the necessary background and much needed 

context. Further, by finding and utilizing secondary data analysis, it helps to either support or 

divert from, first hand data. 

3.6.2 Questionnaires 

The quantitative research technique will support this thesis in understanding how consumers 

will react if a Dunkin’ Donuts franchise opens in Denmark. With help from secondary data, 

surveys, desktop research, and questionnaires, the conclusions will to some extent be able to 

‘predict’ the consumers’ behaviors. As part of the quantitative research for this thesis, a 

survey has been conducted with a total of 283 participants. It can be argued how reliable this 

survey is, as it cannot represent Denmark as a whole. However, the data in this survey will be 

presented as honest and straightforward as possible, as it must be assumed that the 

applicants were answering truthfully while taking the survey. Furthermore, the survey was 
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conducted with the purpose of extracting information about the Danes’ pre-knowledge of 

Dunkin’ Donuts. 

The survey questions were decided upon first, and they were then developed as a 

questionnaire in Survey Monkey, a cloud based software company that creates and provides 

customizable surveys that include data analysis, sample selection, bias elimination and other 

data representation tools.  

Once created it was distributed, via a link, to respondents in both authors’ networks, 

redistributed and shared within their networks, and via links on the internet. Further, 

students at Copenhagen Business School (CBS) that were a part of the authors’ line of 

education were able to respond to the survey. However, due to CBS policies, not all CBS 

students could be reached. Thus, the number of respondents was relatively limited. Yet 

despite the relatively limited number of survey respondents, the survey data remains valid. 

When combining this data with the explorative and subjective approaches, and supported 

further by the quantitative data, the number of respondents meets the minimum requirement 

to produce useable data for conclusive purposes. However, the number is not high enough to 

produce a substantial foundation in which generalizations about the entire Danish society can 

be drawn. Rather it can be used as a contribution to this paper’s quantitative research data. 

3.6.3 Interviews 

When conducting and collecting semi-structured interviews, only part of the data collected 

will be qualitative, as the data often consists of life experiences, diaries, videos, literature, field 

observations and interviews.  

The qualitative research data for this paper will consist of a depth interview with Klaus 

Madsen, a fitness instructor and a diet and nutrition expert, as well as six other depth 

interviews, conducted with consumers that are all within the main demographic and 

geographic target span for Dunkin’ Donuts.  Naturally, the findings will be analyzed, but as the 

amount of people interviewed is relatively small, the conclusions cannot be generalized to a 

larger population, and findings do lean toward being somewhat subjective. 
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Two main competitors: the Danish company “The Donut Shop” and the American coffee shop, 

Starbucks, have been contacted several times, with different approaches, strategies and 

tactics, but unfortunately with the same outcome – neither of them were willing to answer 

any questions, nor would they participate in any kind of interviews.  

Dunkin’ Donuts’ headquarter in Canton, Massachusetts, has been contacted and approached 

via e-mail, but it was not possible to extract any sort of information regarding a potential 

Danish franchisee. Neither was it possible to collect a telephone interview with any 

franchisee, or any employees from the Dunkin’ Donuts organization.  

The interviews conducted for this thesis, will be characterized as semi-structured, qualitative 

research interviews, which places them in the middle-ground between being structured 

(hypothesis-testing) and unstructured (pursuing) interviews. The questions in the interview 

guide will be designed as open questions to counteract the closed matter reduction of relevant 

data.  The interview questions were not designed to orchestrate a give answer or prove a 

particular point. Thus, the questions were designed to allow the respondents to formulate 

their answers personally and honestly, and draw on their own observations and experiences 

(Kvale, 1997).  

It can be further argued that these kinds of qualitative research interview questions enables 

the respondents to speak freely as opposed to being limited by a number of possible answers, 

as often seen in multiple-choice questions or questionnaires. The reason for choosing these 

semi-structured interviews, is to get a more detailed and nuanced picture of each individual 

respondent’s ‘reality’ (Kvale, 1997). 

Therefore, the primary objective in relation to the semi-structured interviews, is to collect 

personal information and then to interpret it according to their context (Harboe, 2006). Based 

on this realization, the essence of the qualitative research is to uncover the individual 

interviewee’s experience and knowledge of Dunkin’ Donuts in order to get a better 

understanding of the challenges involved with entering the Danish market. 

Steinar Kvale (1997), a Norwegian professor of pedagogical psychology from Aarhus 

University was considered an authority on how to conduct qualitative research and 



23 

 
 

 

interviews. He has described two different methods for transcribing interviews: 1, The 

interview is transcribed literally and written in colloquial language, with hesitations, 

unfinished sentences, periods of reflections, etc. and 2, The interview is transcribed in written 

language, consisting of coherent and readable text. The interviews were not supposed to be 

transcribed, but instead attached to this thesis as a sound file. However, the sound file of one 

interview with Klaus Madsen was in such poor condition, volume-wise, that it needed to be 

transcribed, as Klaus Madsen apparently sat too far away from the microphone. When 

transcribing the interview, the former approach of Kvale’s options was chosen, striving 

towards letting the content of the interview appear in its original form. Further, this form was 

chosen since the most important facet for this thesis is reproducing the respondents’ views 

and experiences as faithfully as possible, and that a literal transcription would not add any 

significant value (Kvale, 1997). 

Both the quantitative and qualitative methods have their advantages and disadvantages. Most 

researchers and marketers argue that the best is a combination of the two (Fischer & 

Rasmussen, 2008). The system is known as method-triangulation and therefore, to achieve 

the best results, this paper will practice and benefit from these two different types of research 

methodologies to study Danish consumers, as well as the market competition found in the 

Danish coffeehouse industry. The method triangulation is reached with a combination of 

qualitative data in the form of an expert interview and five in-depth interviews with 

questionnaire respondents, and quantitative data in the form of a questionnaire with 283 

respondents and secondary literature such as existing books and articles.  

3.7 Validity  

When conducting research and utilizing secondary data, there is always the issue of how 

reliable and valid the data is. This paper strives to use reputed theorists and authors, as well 

as surveys conducted by scientists from different universities, The Danish Chamber of 

Commerce, The Ministry of Food, Agriculture and Fisheries of Denmark, and/or NGO’s. All 

findings and surveys used are up to date, so as to achieve the most accurate results for this 

report. 
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3.7.1 Pre-understanding and ethics 

Darmer et al. (2010) describes how the study of underlying constructs in an organization can 

provide numerous benefits as well as a number of challenges. Therefore, when examining an 

organization, it is important to have an eye for the predisposition that unmistakably will be 

present (Darmer et al. 2010). Therefore, this chapter will briefly present the scientific and 

ethical considerations of the paper. Research ethics is defined as a kind of meta-discipline in 

science theory, and it will be helpful as the necessary reflections on the scientific ethos are 

carried out (Darmer et al. 2010). 

Within constructivism, which is used in some parts of this paper, it is expedient for the 

researchers to explicate their subjectivity. In this way, the receiver is initially handed an 

opportunity to assess the study and its quality. Quality assurance of this thesis will be done 

continuously in the process of data collection by exhibiting openness, transparency, and 

reflection on choices when creating and subsequently processing data (Darmer et al. 2010).  

Chapter 4 – Analysis 

The following chapter will provide the reader with an analysis of the external environment, the 

internal environment and the Danish consumer behavior. The findings from this chapter will 

provide the reader with an overview of some of the issues that Dunkin’ Donuts will face on the 

Danish market.  

4.1 External Analysis 

In this section, we analyze the external environment in which Dunkin’ Donuts operates. 

According to Ingebrigtsen and Ottesen (1993) the external environment can be divided into 

the dependent external environment, which can be affected by the companies in the market, 

and the independent external environment, which cannot, in general, be affected by 

companies in the market. The PESTLE model is used to analyze the independent external 

environment, and Porter’s Five Forces of industry Competition model, with the addition of 

Downes’ three forces, are used to analyze the dependent external environment.  
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4.1.1 Porter’s 8 Forces 

Figure 2: Porter’s eight forces of industry competition 

 

Source: Own creation based on Downes & Mui (1998)  

Michael Porter suggests that five major factors influence and form any given industry’s 

structure. These five factors are the threat of new entrants, the bargaining power of suppliers, 

the bargaining power of buyers, the threat of substitutes, and finally, the intensity of the 

rivalry among existing companies within the industry (Randall, 1993). Michael Porter argued 

that the way to gain a sustainable competitive advantage was to gain leverage over the 

competition in at least one of his identified five forces (Downes & Mui, 1998). Porter’s Five 

Forces model is mainly used as a tool for analyzing the industry in which a company operates.  

In 1998, however, Larry Downes expanded the model by adding three new forces to the 

existing model. These are digitalization, globalization and deregulation (Downes & Mui, 

1998). Downes argued that all industries were undergoing a revolutionary technological 

change, which made Porter’s five forces inadequate to fully explain the competitive forces of 

an industry. He (argues) that technology is a major factor in determining competitiveness, 

technology leads to globalization and globalization, in turn, leads to increased deregulation. 

Deregulation then creates increased competition and with it, the opportunity for more 

technological advances and digitalization; and the circle is complete. Downes and Mui (1998, 
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p. 64) go so far as to say that the three new forces are “superseding the old forces as the focus 

of planning”.  

Rivalry among existing firms 

Industry competition is the center of Porter’s original model and consists of any number of 

competitors depending on the industry. Among these are both new and established 

companies and both growing, stagnant, or decreasing, in terms of market share (Morrison, 

2011).  

One crucial factor, which can determine the amount of competition within a market, is the 

composition and relative size of the existing firms. If the competitors within the market are 

somewhat evenly balanced, strong competition can ensue between the competitors, as they all 

want, and are able to, steal market share from the others. On the other hand, if the industry 

consists of one large company and many small ones, competition may be lower, because the 

small companies may not have the capacity or the resources to go head-to-head with the large 

company (Hooley et al., 2012).  

Another factor affecting competition within the market is the cost for switching from one 

brand to another (Randall, 1993). If the switching cost is high, there will be less competition 

within the market, because it is difficult, and will take a lot of effort to steal customers from 

the other competitors. If switching costs are low, on the other hand, competition becomes 

fierce, because it is more easily possible to persuade customers to change from one brand to 

another when there is not much cost for them.  

Low product differentiation within the market may also help drive competition, because 

switching costs for buyers will be low, when the offered products are similar. When buyer 

switching cost is low, as mentioned, competition is heightened, because it takes an effort from 

the companies to keep their customers, and the easiest way to gain market share is to steal 

customers from the other competitors (Randall, 1993 & Hooley et al., 2012). 

Exit barriers can also help determine competitiveness within the market (Proctor, 1996). Exit 

barriers can determine the number of competitors within a specific market because the cost 
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of exiting that market may be higher than the cost of staying, in spite of possible poor results. 

This means that companies that might otherwise have left the market to pursue other more 

feasible markets, will now stay and compete alongside the others for lack of better options.  

Finally, the size of the consumer market and the growth rates of that market can affect the 

amount of competition between existing firms. In periods of low growth, the only way for a 

company to gain market share is to steal it from its competitors, which means that in these 

periods, competition between the incumbent companies is high (Hooley et al., 2012). In 

contrast, periods of high growth can decrease competition because it is easy to gain new 

customers without pursuing the competitors’ customers.  

Threat of potential new entrants 

The threat of new entrants, in this model, considers the amount of entry barriers a new 

company has to overcome in order to enter the market. A low number of barriers to entry 

mean a high number of new competitors entering the market, and a high number of barriers 

causes many potential entrants to give up before entry, and therefore means a low number of 

new competitors (Morrison, 2011).  

One entry barrier is the cost of entering a new market. If the costs of entering are high, it will 

deter many small companies from entering, because only companies with a large amount of 

resources can afford to enter. On the other hand, low entry costs drive competition because it 

allows all companies to enter, even low-resource companies, which can result in a high 

number of new entrants on the market (Hooley et al., 2012). 

Another factor, which can deter new companies from entering a market, is if they expect 

retaliation from the existing companies within the market (Randall, 1993 & Hooley et al., 

2012). If the strong and large incumbents in the market threaten to retaliate on new 

competitors by challenging them, it will discourage many of the possible new entrants from 

entering the market. It will at least prevent them from going after the same segments as the 

large companies. However, if there is no expected retaliation from incumbents, it will not be a 

barrier to entry.  
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If the incumbent on the existing market offers only very undifferentiated products, the market 

will be an obvious target for new entrants offering a more differentiated, new and unique 

product or service. On the other hand, if the products on the market are already highly 

differentiated, it can be difficult for new entrants to find a suitable free segment for their 

product offerings, and the amount of new entrant, in that case, will be low. Therefore, the 

amount of differentiation in existing product offerings can help determine the amount of 

increase in competition from new entrants (Randall, 1993 & Hooley et al., 2012).   

Similarly, market saturation or market density can have a great impact on the amount of new 

entrants entering a market (Hooley et al., 2012). If there are gaps in the market, meaning 

segments of customers whose needs are not being met by the incumbents, it opens up 

opportunities for new entrants to enter the market and meet the needs of these segments 

without having to enter into direct competition with the incumbents. This means that gaps in 

the market will often lead to a high number of new entrants, but they may not be a direct 

threat to the incumbents, as they will just fill a need that is not currently being met. However, 

the new entrants may settle in, expand and then become a threat later.  

Threat of substitute products or services 

In a market where substitute products are available, and useable, buyers have the upper hand 

in transactions, because they can choose to buy a substitute product if their expectations are 

not met. On the other hand, in a market with high demand for a specific product, without 

useable substitute products, the seller has the upper hand (Morrison, 2011).   

Rapid technological changes can have the effect of making existing technologies redundant, 

which can threaten all incumbents in a market, and keep them on their toes (Hooley et al., 

2012). Rapid change then leads to increased competition, because a struggle ensues to stay 

ahead and be the best in the market, and to not fall behind and be left with a redundant 

product. 

Similarly, rapid change can result in technological changes or product improvements, which 

can be incremental to other products (Hooley et al., 2012). An example is the increase in the 

use of e-mails to communicate and send out information, which has greatly diminished the 
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use of, and need for, physical letters. This has had a great influence on the need for post 

offices, which have not become entirely redundant, but have experienced a sharp decline in 

use. 

Product innovation is a factor in this case because the rate with which new products are 

introduced to the market is increasing. This means that the threat of substitute products is a 

constant one, coming from both incumbent and new entrants on the market. 

Bargaining power of suppliers 

If there are large numbers of suppliers for a specific product, the buyer will be in a strong 

position to bargain with the various suppliers because they are competing for the sale. In 

contrast, if the number of suppliers is low, for example when dealing with very specialized 

products, then the supplier has all the power in the transaction, because of the lack of supplier 

competition. The bargaining power of suppliers can have a large impact on product prices, 

depending on supply and demand, and the possibility of substitute products (Morrison, 2011). 

One factor that can cause the existing power division to switch towards the supplier is if the 

cost for switching suppliers is high. In that case, the supplier has the freedom to change the 

terms, to some degree, without losing customers, because the cost of switching may still be 

higher than the cost of staying in spite of the new terms (Morrison, 2011 & Hooley et al., 

2012).  

Another factor, which can cause the same result, is if the supplier offerings are highly 

differentiated. In this case, the customer may not be able to get as good a product or service 

from another supplier, because of the high differentiation, and therefore, the supplier has the 

power to change the terms of trade, without losing customers (Hooley et al., 2012). 

The suppliers’ cost of production can also help determine the power relationship. A supplier 

which can produce a product at a low cost, e.g. through economies of scale, has a higher 

margin for changing their prices to fit the current market (Randall, 1993). This means that if 

demand is high, they can raise prices to match this, and when demand is low, they can afford 

to lower prices in order to make sales and still profit from it. On the other hand, a supplier 
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with high production costs will be at the mercy of the market, because they will need to sell at 

a higher price in order to make a profit.  

Finally, the price elasticity of a supplier’s products can greatly influence the amount of power 

the supplier has to change the terms of trade. If a product offering has a high price elasticity, 

meaning that a change in price will result in a big change in the amount of products sold 

(Hooley et al., 2012), the supplier does not have much power over their own price levels, since 

any change will have a great impact on sales and consequently on profits. On the other hand, if 

the price elasticity is low, it means that the supplier can change the price somewhat without it 

having much influence on the amount of products sold. In this case, the supplier can change 

prices to fit their needs and possible changes in the market (Randall, 1993). 

Bargaining power of buyers 

As mentioned, if the number of buyers for a specific product is high, compared to the number 

of suppliers, the supplier has the power to in the relationship. Similarly, if the number of 

buyers for a specific product is low, compared to the number of suppliers, the power is in the 

hands of the buyer.  

One factor, which can give the buyer the power to dictate the terms, is if alternative sources of 

supply are easily available (Randall, 1993 & Hooley et al., 2012). This is often the case, if there 

is little differentiation in supplier offerings. If it is easy for a customer to buy the same or a 

similar product elsewhere, then the customer is in power, and the supplier must comply if he 

wishes to make a sale.  

Furthermore, if the cost of switching from one supplier to another is low, the same division of 

power is in effect (Randall, 1993 & Hooley et al., 2012). If a customer can easily switch from 

one supplier to another without much, or any, extra cost, then the supplier must try to woo 

the buyer in order to make a sale, which places the buyer in power.  

Likewise, if the number of buyers for a product is low, then the buyer has all the power in the 

transaction, because the seller does not have other buyers competing for the product. The 

bargaining power of buyers can also have a large impact on product prices depending on 
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supply and demand for a specific product, and the possibility of substitute products 

(Morrison, 2011).   

Digitalization 

As mentioned, new technological advances have caused a surge of online stores, which has 

become a large new source of competition in most industries. For most companies, this means 

that in order to keep up with the times and the new source of competition, they feel a strong 

pressure to add the option of buying their products online.  

The increase in online stores means not only a surge in national competitors, but also 

competition from the rest of the world. The escalation of new technology and online 

opportunities have brought with it a great improvement of logistics and communication flows, 

which means that it is now easier to do business across national borders. This has given rise 

to the phenomenon of borderless commerce (Downes & Mui, 1998), where consumers can 

buy almost anything from almost anywhere in the world with ease.  

Yet another thing that the internet has brought with it is the easy access to information on just 

about anything. This means that consumers now have access to all the information they need 

to make an informed decision about what products to buy and where. For the companies this 

means that they need to have a visible advantage over the other products offerings, and this 

advantage needs to be advertised online for the consumer to find (Hooley et al., 2012). 

Otherwise, the company will be lost among the overwhelming number of other choices that 

the consumer has.  

In this digital age, social media has also become a tool of great importance for both consumers 

and companies. The social media has become a very effective place for companies to advertise 

their products and interact with consumers. However, it is also a place where consumers can 

find information about products through word-of-mouth, which means that it is important for 

companies to be constantly aware of what happens on these platforms and what is written to 

and about them. In order to have any control over this, a company must itself engage in this 

and have an online presence on the various social media platforms.  
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Because of the rise in available information on the internet, the more available logistics and 

the new communication models, it has now become possible for players outside a specific 

industry to come in and put pressure on the players within that industry (Hooley et al., 2012). 

It can be said that new business models have been created, where businesses such as app 

stores and new electronic shopping malls can gain power within many different industries 

where they have not been before, and change these industries (Downes & Mui, 1998). 

Suddenly, the terms and conditions of entire industries can change.  

Globalization 

Globalization is a process that started after the Second World War, and which is still ongoing 

(Hooley et al., 2012). The globalization process consists of products, people, companies, 

money and information being able to move more and more quickly around the world because 

of a lessening of cross-border obstacles (Morrison, 2011). The rise of the World Wide Web 

greatly intensified this process.  

According to Morrison (2011), the overall results of the globalization process are the opening 

up of new markets, the possibility of more efficient production, a closer proximity to key 

resources, easier access to technology and skills, closer proximity to customers, and 

deterioration in the home business environment. 

Changes in logistics and communications, as mentioned, allows almost all companies to do 

business globally because of a decrease in the number of entry barriers, even in industries 

normally considered purely national. Therefore, the constant process of globalization taking 

place means a constant increase in competition, especially from newly internationalized 

competitors entering new markets. 

Globalization and digitalization has made information and knowledge sharing over long 

distances and across borders both quick and easy, which has resulted in the possibility of 

creating a more efficient production in most industries. It is now also possible to move 

products more quickly and easily over long distances, which means that the production of one 

product can be spread out to several countries, where the countries with the best prices or the 

most efficient production methods can be utilized (Morrison, 2011).  
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The fact that products, or the production of products, can be moved across the world means 

that it is always possible to be in close proximity to key resources, and therefore, it is possible 

to utilize these much more efficiently than earlier. A company simply has to move the 

production of a product to a place where the raw materials are produced or easily accessed 

(Morrison, 2011). When the production of a complete product is finished, it is also easy for the 

company to move the finished product to the market where it is to be sold. This way, the 

company can be close to both the key resources needed for production but also to its final 

customers, even though these are often on opposite sides of the world (Morrison, 2011).  

Deregulation 

In the 1990s and 2000s, a process of deregulation started as a response to the realization that 

the free market was better than government interaction, when it came to the regulation of 

industries. In both the Unites States and Europe, the government interference in many 

industries started shrinking (Sørensen, 2009). The process started, among other things, with 

the passing of the General Agreement on Tariffs and Trade (GATT) and the North American 

Free Trade Agreement (NAFTA) (Morrison, 2011). Both of these initiatives were examples of 

deregulation in the form of removing tariffs and other barriers to trade (Downes & Mui, 

1998). 

The result of the deregulation of the 1990’s and 2000’s was, among other things, a decreased 

amount of barriers to entry in most industries. As mentioned earlier, decreasing entry 

barriers allow new competitors to enter the market more easily than they otherwise would 

have been able to. Therefore, the result is an increase in the amount of competition in most 

markets. 

Another, rather destabilizing, result of deregulation is a sudden increase in number of 

mergers in otherwise stable industries. When removing certain rules and barriers it becomes 

possible to merge more easily. This can disrupt entire industries, even the ones that may have 

been stable for many years (Downes & Mui, 1998) 
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Discussion 

If, and when, Dunkin’ Donuts decides to enter the Danish market, they will be in direct 

competition with the existing large coffee chains on the market, Baresso and Starbucks. 

Furthermore, they will have to compete against other suppliers of coffee, baked goods and 

fast food such as McDonald’s, 7-Eleven, Lagkagehuset, and various supermarket chains. As the 

coffee and baked goods industry is growing, so is the number of competitors on the market 

and the amount of competition between them. This means that product differentiation and a 

strong brand name are crucial factors for any company in this industry, in order to attract 

customers and compete with the other players on the market. It also means that innovation 

and creativity are key ingredients for surviving in this highly competitive environment. One of 

the factors that Dunkin’ Donuts can use to its advantage is that it already has a well-

established and strong brand name, and that its offering of coffee and donuts is different from 

the offerings of its direct competitors on the market. Since Dunkin’ Donuts plans to open 

about 25 stores in the largest Danish cities (AJ, 2014), it will be relatively balanced with 

Baresso’s 29 stores, which are also located in the larger cities. Moreover, as Dunkin’ Donuts is 

an American brand it will also be evenly balanced with Starbucks, which may result in fierce 

competition between the three companies. Finally, switching costs, based on e.g. loyalty 

programs, may be what separate the three and help to keep competition in check. 

With the rise of online shopping, the cost and barriers for entering new markets have 

decreased, which means a high level of new entrants to most markets (Hooley et al., 2012). 

However, since Dunkin’ Donuts is itself a potential new entrant, its first priority will be to deal 

with the threat of the incumbents on the market, and not to focus on the possible threat of 

potential new entrants.  

Looking at Dunkin’ Donuts’ main product offerings of coffee and donuts, it is difficult to find a 

supplier with a real substitute product, since donuts are a fairly new phenomenon on the 

Danish market. However, it is possible to buy coffee and other baked goods or sandwiches 

together from several other suppliers. Another new product on the market, which, with time, 

has the potential to be a substitute for coffee, is the caffeinated energy drink. The fact that 

most supermarkets offer both coffee, energy drinks, baked goods and sandwiches makes them 
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a sizeable competitor to Dunkin’ Donuts. Therefore, in order to compete on the Danish market 

Dunkin’ Donuts must offer something, other than their product, which is unique in this 

industry.  

Dunkin’ Donuts’ specific product offering of coffee and donuts/baked goods on-the-go, from a 

well-known American brand, will be a unique, and therefore also a highly differentiated, 

product, on the Danish market. This also means that the number of suppliers for this 

particular product offering will be low. These factors suggest that the bargaining power of 

Dunkin’ Donuts as the only supplier will be high, and that they will have the ability to set the 

terms of trade on the Danish market. However, it is important to note that this is only true if 

Dunkin’ Donuts have a large enough customer base. If there is a low number of buyers, which 

may very well be the case for Dunkin’ Donuts in the beginning, then the power will be 

transferred over to the buyer, because the supplier cannot make a profit without the buyer 

being willing to buy their product. Therefore, the supplier, to a degree, may be forced to listen 

to the buyers’ wishes when it comes to the terms of trade.  

4.1.2 PESTLE 

It is extremely important for a company to understand the environment in which it operates 

in order to adapt to, and change with it. The environment, in this context, consists not only of 

the physical environment, but also includes the political, economic, social, technological, 

environmental and legal environments. These aspects and their influence on the company are 

important to know and understand because the company cannot change or control these 

aspects, but the company may still be highly affected by them (Randall, 1993).  

Many of the environmental changes that can affect an organization’s external environment 

happen slowly and over long periods of time. This may seem to make the threat of change less 

dangerous because a company has plenty of time to adapt to these changes as they happen. 

However, in reality, slow changes are dangerous because the companies often fail to 

recognize, or react to a threat before it is imminent and can have a real impact on the 

company. According to Randal (1993, p. 31) this is also known as the boiled frog syndrome: 

“organisms react quickly to rapid environmental change, but may fail to respond to, or even 

recognize, slow changes”. Therefore, in order to avoid this failure to respond to slow changes 
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that can evolve into threats, it is important for a company to keep a constant eye on what is 

happening in the external environment, and a company must be ready to act before a slow 

change evolves into a real threat.   

Political aspect 

It is relevant to examine the political aspect of the external environment because changes can 

be made by politicians, which have an effect on the company in question, or governments can 

take actions that can alter a specific company’s marketing environment. A government can, 

e.g. impose new tariffs on imported goods if they want to decrease the demand for a particular 

good or service, or they can decide to increase or decrease the amount of regulation in specific 

industries. 

Furthermore, the government has the ability to pass new legislation affecting the company 

and the products that it produces. This can e.g. include areas such as packaging, labeling, 

environmental impact, and advertising (Randall, 1993). New rules and legislation within these 

areas can include the ban of additives, changes in health and safety standards, which can have 

an effect on production processes, or new rules regarding environmental issues, among other 

things (Randall, 1993).  

As mentioned, a country’s policies or policy changes can affect businesses operating in a 

specific country, in a number of ways. According to Morrison (2011, p. 230) these can be 

divided into the following categories: Financial obligations, planning regulations, product 

liability, health and safety, employment obligations and environmental obligations. A 

company operating in a foreign country must, therefore, examine the existing policies within 

these areas, and must also be aware of, and ready for, sudden or slow planned changes that 

can/will occur.  

The first factor deals with financial obligations such as taxes, interest rates and social 

contributions. Before a company enters a new country with the intention of doing business 

there, it needs to examine whether it is feasible to operate in that country, when taking the 

financial obligations of the new country into consideration. As an example, a country with 

very high taxes may not be feasible for a new company to enter, as it may be able to generate 
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more profit in a country with low taxes. Furthermore, high taxes can force a company to raise 

price levels, which can have a devastating effect on a company’s competitive advantage if they 

are aiming towards cost leadership, for example.  

The second factor, planning regulations, includes e.g. regulations for setting up new factories 

or other types of facilities in the country. Any company entering a new country for business 

purposes must therefore be aware of the specific planning regulations that can affect them 

and their ability to set up their business in the best possible locations.  

Thirdly, the product liability factor deals with possible product faults or defects that can lead 

to dangerous situations or violations of existing laws and regulations. In this case, it is 

important for any company entering a new country to look into the specific guidelines and 

safety regulations that are applicable, and in force, for the specific production processes or 

industries in that country, as they may vary.  

The health and safety factor deals with the working conditions of the employees in the 

company. This is mostly relevant in cases where a company works in both industrialized 

countries and industrializing countries where health and safety standards would be very 

different. However, even when dealing with two highly evolved countries a company can 

encounter important differences in the health and safety regulation of the two countries.  

The fifth factor is employment obligations, and this deals with the specific obligations that a 

company has towards its employees, concerning working hours, minimum wages and other 

aspects that are specified in the employment contracts. In order for a company to be able to 

make valid employment contracts they must know what rules and laws are in force on this 

issue. This is an important factor for a company to look into because it can affect the profits of 

the company. High wages to employees can quickly become a large expense for any company, 

and it can therefore put a dent in profits.  

The environmental obligations factor deals with rules for protecting the environment and 

these can vary a lot from country to country. These types of rules often include the activities 

in all areas of the supply chain, spanning from the working conditions of the workers handling 

the raw materials (often in the developing world), to the amount of emission a factory in a 
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developed country is allowed to emit. The environmental factor will be discussed in more 

detail when explaining the environmental aspect of the external business environment below.  

Legal aspect 

Any company working internationally faces the issue of having to deal with several, and 

sometimes very diverse, legal systems. Therefore, it is important for an international company 

to be aware of the legal risks that the company faces in doing business internationally.  

According to Morrison (2011), the legal environment of any given country can be divided into 

three spheres. These are national legal systems, regional lawmaking authorities and 

international law. National law consists of a country’s own rules and regulations about all 

aspects of life and business. Of the regional lawmaking authorities, the European Union is the 

obvious example, and this type of regional jurisdiction covers areas such as consumer 

protection, the environment and competition. Finally, international law emanates from major 

international bodies like the United Nations, and often covers the environment, human rights 

and labor standards. It is evident that the different lawmaking authorities overlap in some of 

their areas of jurisdiction. The national law covers most areas, but regional and international 

law are becoming increasingly important in covering global issues, especially in relations to 

business.  

Problems can arise between common-law countries and civil-law countries because these 

have very different ideas about how to handle contracts. In common-law countries, it is not 

always deemed necessary to have contracts in writing, and rules are often based on 

precedence. This means that if a certain judgment, good or bad, has been made once, it is easy 

to force the same ruling again, and difficult to achieve a different outcome. Civil law, on the 

other hand, is based on a civil code of rules that are followed without concern for previous 

rulings, and for these countries, it is important to have contracts in writing in order to be able 

to enforce them (Morrison 2011).  

Economic aspect 

The economic aspect of the business environment affects all companies operating in all 

industries, in all countries. Since profit is the ultimate objective of most types of companies, 
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any change in the economic environment can change a company’s bottom line, and therefore, 

their overall success rate. This means that it is relevant for all companies to keep a constant 

eye on how the economic environment evolves in order to be able to adapt to these changes in 

time.  

The macroeconomic environment in which a company operates consists of the country’s gross 

domestic product (GDP), employment levels (unemployment) and consumer prices 

(inflation). These are known as economic indicators and can be used for comparing 

economies across countries (Morrison, 2011). Changes to the macroeconomic environment 

often happen slowly and it is often possible to predict future changes. However, it is always 

relevant for a company to keep up to date on these gradual and future changes, in order to 

take the necessary precautions or make the necessary changes to accommodate these 

macroeconomic changes.  

All economies go through periods of growth and periods of recession, visible by looking at the 

economic indicators, and this phenomenon is often referred to as the business cycle. The 

business cycle consists of four phases, which are prosperity, recession, depression and 

recovery (Morrison, 2011). All economies go through these phases, but there are great 

variations from country to country, both in when they experience the different steps, and to 

what degree they experience them. Different market economies also vary as to how much 

they are affected by global economic upturns and downturns (Randall, 1993).  

In practice, the business cycle can greatly affect the activities of companies in specific 

countries. If a recession occurs in one country, large companies may halt their advances in 

that country and focus on expanding their business in other countries where the recession has 

not hit. Similarly, if an entire region, e.g. Europe or North America enter a phase of recession, 

or even experience a full-on depression, it can often be feasible for companies to move their 

focus to regions that have not been hit by the same downturns. This would often be emerging 

economies such as China or India (Morrison, 2011).  

However, exactly how much a specific industry is affected by upturns or downturns in the 

country’s economic business cycle depends greatly on the price elasticity of the industry’s 
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finished products. If price elasticity for a certain product is low, it means that changes in price 

levels or income levels will not have a great impact on how many products will be sold. This is 

often the case with basic necessities such as food, which cannot be replaced by a substitute 

product. On the other hand, if price elasticity for a certain product is high, it means that a 

change in price levels or income levels will have a great impact on the amount of products 

sold. Consequently, industries dealing with high elasticity products are highly influenced by 

fluctuations in the economic business cycle, whereas, industries dealing with low elasticity 

products are not much affected by these fluctuations (Hooley et al., 2012).   

Social aspect 

Changes in the demographics of a country or specific area can have an influence on a company 

by changing the composition of the market and thereby the company’s target market (Hooley 

et al., 2012). Changes in demographics can include changes in the average age, gender and 

ethnicity of the population or changes in household structures. These kinds of changes can 

affect the composition, geographical distribution, and density of a company’s target market(s). 

However, demographic changes happen slowly over long periods of time, and are easily 

predicted. Therefore, companies have plenty of time to prepare for, and make the necessary 

changes in order to facilitate these changes. This means that it is important to be aware of 

these changes, and be ready to decide whether a current pattern of change is something that 

the company needs to take action on, adapt to, or whether to simply ride it out. However, 

these types of changes usually happen on a world basis, and a company will not need to be 

especially aware of these types of changes when entering new countries.  

Consumer behavior, in relation to product purchasing, can be highly influenced by norms and 

social trends. The degree of influence varies from industry to industry and from product to 

product, but for all companies it is important to be aware of these norms and trends. The 

effects of consumer behavior will be discussed in more detail in a later chapter.  

Finally, a newfound respect for the environment and workers’ rights, have brought with it a 

renewed focus on Corporate Social Responsibility (CSR), and companies’ CSR policies. This 

means that in order to gain the respect and loyalty of the consumers it has become 

increasingly important to take action to prevent their company from having a negative effect 
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on the environment, and to prevent the exploitation of workers’ rights. This will be discussed 

in more detail in a later chapter.  

Technological aspects 

New technologies are constantly being introduced into the market and old technologies 

continuously have to be improved in order to keep up with the constant innovation in all 

industries. Proctor (1996, p. 45) goes so far as to say that “tomorrow’s products are no longer 

news by the time they are put on the market”. This has a great impact on all companies 

because they all have to constantly stay on top of the current changes and innovations taking 

place in order to keep up with the competition and not fall behind.   

Moore’s Law, which was a prediction made by Gordon Moore in 1965, stated that “every 

eighteen months, for the foreseeable future, chip density (and hence computing power) would 

double while cost remained constant, creating a more powerful computing device without 

raising their prices.” (Downes & Mui, 1998, p. 5). Moore’s prediction turned out to be true and 

even a slight underestimation. This accuracy of this prediction demonstrates just how quickly 

these changes happen, and how easy it is for a company to fall behind if it cannot follow the 

technological advances.  

Technological advances in recent decades have caused a revolution in the way many 

companies operate. As mentioned, the rise and continuous expansion of the internet has had a 

great impact on almost all industries, and has provided a surge of new and easily accessible 

information (Morrison, 2011). The easily accessible information regarding most companies 

and industries has evened the playing field. This has created more fierce competition in most 

industries, because all the useful information that some companies may have previously used 

to their advantage is now much more open and available to all. 

Another effect that technology has had is the ease with which companies can begin to operate 

online as well as in traditional stores. The surge in the number of online stores has caused the 

internet to create an entirely new species of competitors (Hooley et al., 2012). Consumers in 

most countries have already embraced the idea of being able to buy products online from all 

parts of the world just as easily as they can buy local or national products. This has in turn 
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created a pressure on most companies to start operating online in order to keep up with the 

growing competition.  

Environmental aspect 

Beginning in the last half of the 20th century more and more focus has been put on companies’ 

negative influences on their physical environments, and how large companies affect the 

Earth’s natural environment. Consumers have started questioning how the products they buy 

and consume are made and how the companies behind them behave and respond. They are 

becoming increasingly aware of the worldwide issue of global warming and the large role that 

businesses play in this damaging process. Not only are consumers becoming more aware of 

the growing environmental issues, they are also becoming a vital part in combating them. 

What consumers can do is to actively choose products or brands that are proven to be 

environmentally friendly over products or brands that do not take the environment into 

consideration. This means that the consumer is increasingly becoming a source of pressure 

for companies by demanding that they consider the environment in their production 

processes.   

According to Morrison (2011), a company needs to consider four aspects when managing 

their environmental impact. These are products, air, water and land.  

In the product category a company can manage their environmental impact through their 

products by using recyclable materials in their products, by creating products that can be 

recycled, or by limiting the environmental contamination of a production process by cutting 

down on the use of contaminating ingredients such as chemicals and metals.  

The air category includes initiatives to lessen air pollution e.g. by changing production 

processes in order to decrease emissions of dangerous particles, chemicals and gases into the 

air. Another factor of the air category is limiting the risk of fires, explosions and other 

accidents, which can cause dangerous air pollution.  

The third category, water, relates to the air category, since pollution of the air can also seep 

into the water and contaminate it. Therefore, water contamination can be prevented both by 
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changing processes to lessen direct water contamination and pollution from air emissions. 

However, accidents, such as oil spills, can also have devastating effects on water quality.  

Finally, the fourth category, land, consists of trying to avoid contamination of the soil by, 

again, lessening the amount of dangerous emissions, particles, chemicals, and gases released 

into the air. However, depending on the industry, correct waste disposal can also have a huge 

impact on the amount of soil contamination a company is accountable for. The category of 

land also includes avoiding exploitation or depletion of key resources, e.g. through ethical 

sourcing practices.  

Discussion 

In the case of the Danish political environment that Dunkin’ Donuts will move into, it is 

especially relevant to note that a company in Denmark pays much higher taxes than a 

company operating in the United States does. In addition, Denmark has a high minimum wage, 

and the Danish government has added extra taxes to sugar and fat, which means that food 

items containing high levels of sugar and/or fat are more expensive to sell than in other 

countries. Finally, Denmark has a very high sales tax, which, combined, increases the final 

selling price (Sahadi, 2013). This fact will force Dunkin’ Donuts to sell their products at higher 

prices compared what they can do in the United States. Therefore, Dunkin’ Donuts will have to 

consider whether their current marketing mix should be changed or tweaked in order to fit 

the requirements demanded by the Danish market. 

In the food and drink industry, in which Dunkin’ Donuts operates, the health and safety 

regulations factor can include specific safety regulations for food and drinks that the company 

has to abide by.  There can also be other rules and regulations in relation to product additives, 

and it is important to note any changes in this area, since new research constantly finds new 

additives to be dangerous. As a relevant example, one can look to the decision of many 

American city councils to ban the use of polystyrene foam, which is used to make Dunkin’ 

Donuts’ foam cups (Daneman, 2013 & Dunkin’ Donuts, 2013). Therefore, it is also important 

to keep a close eye on the Danish political agenda, because the politicians can decide to make 

additions or changes to the existing rules and regulations, which can affect Dunkin’ Donuts. 
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It is also important to note that Denmark is a member of the European Union and is therefore 

subject to the EU’s regional law, as well as Denmark’s own domestic law. This means that 

Dunkin’ Donuts must familiarize itself with two sets of rules that they must comply with upon 

entering the Danish market. The EU laws that they must take special note of are the rules and 

regulations relating to environmental law and competition law.  

Coffee is one of the world’s most consumed items, which means that the price elasticity for 

coffee in general is low. Therefore, economic changes, such as changes in price-levels or 

income-levels, do not have a great impact on the amounts of coffee bought by the consumers. 

However, as coffee bought from coffeehouses is a lot more expensive than coffee bought in the 

supermarket and made at home, Dunkin Donuts’ coffee can be considered a luxury item. This 

means that their coffee, and especially the more expensive coffee drinks, are more likely to 

have higher price elasticity, and the amount sold is therefore highly affected by the economic 

climate, and the same goes for donuts. High price elasticity for both of Dunkin Donuts’ main 

products means that their sales can be influenced by the changes in price levels or in the 

income levels of the consumers.  

For Dunkin’ Donuts, changes in norms and social trends have already had the effect of 

changing their focus previously. In the 1990s, there was slump in the demand for donuts, and 

Dunkin’ Donuts had to respond to this change by shifting their primary focus from donuts to 

something else, which became coffee (Datamonitor, 2008). A more recent example is the 

trend of drinking fusion coffees, including the so-called Frappuccinos and Coolattas. This 

trend has had an enormous impact on the entire coffee industry. The various coffeehouses 

have to adapt to this trend in order to keep their customers or be able to improve their sales.  

Another trend, which can have a great effect on Dunkin’ Donuts’ chances of success in 

Denmark, is the turn towards healthy eating habits (Randall, 1993 & Hooley et al., 2012). In 

recent years, Danes have been bombarded with information, guidelines, and ideas for a 

healthy lifestyle, because it has become a social trend to be fit and healthy. Fitness centers and 

health food stores/restaurants are shooting up all over the country, and the Danes cannot 

help but be affected and influenced by it (Fitness-guide, 2014).  The pressure to exercise and 

eat healthy food can have an impact on Dunkin’ Donuts’ success in Denmark, as it is commonly 
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known that donuts and many fusion coffees, which are Dunkin’ Donuts’ main products, are 

filled with sugar, fat, and calories, and makes them rather unhealthy choices (Dunkin’ Donuts, 

2014). This is something that Dunkin’ Donuts need to take into consideration when deciding 

how to ‘brand’ themselves in Denmark.  

The technological aspect has had an effect on Dunkin’ Donuts in the way that the surge of new 

accessible information has made Dunkin’ Donuts’ strategy of copying its competitors’ new 

successful ideas and “Dunkinize” them, possible (Datamonitor, 2005). This has evened out the 

playing field in the coffeehouse industry and caused tough competition between Dunkin’ 

Donuts and its direct competition.  

Furthermore, the new ‘trend’ of operating online has had a great impact on Dunkin’ Donuts, 

because it is now important to be a constant presence on social media and to update their 

number of websites continuously. It has become a demand from consumers that they can 

always find any needed information online. Finally, the increasing use of social media has 

created a new way of advertising, which they will need to be prepared to utilize in Denmark.  

Dunkin’ Donuts practices ethical sourcing and are in the midst of several new initiatives to 

improve their negative impact on the environment. According to Nigel Travis, chairman and 

chief executive officer, sustainability already represents an important area of focus for 

Dunkin’ Donuts: “We remain committed to continuous improvement to ensure our packaging 

meets our guests’ expectations for performance, is affordable and reduces our environmental 

impacts. In particular, we continue to search for a long-term alternative to out Dunkin’ Donuts 

foam cup and hope to roll out a cup that meets out cost, performance and environmental 

criteria within 2-3 years.” (Dunkin’ Brands, 2013, p. 2) 

Dunkin Brands’ own sustainability report (2012) focuses on four areas: Our Guests, Our 

Planet, Our people, and Our Neighborhoods. The first area focuses on the company’s 

customers and includes Dunkin’ Donuts Smart Choices (DDSMART), which has created a focus 

on nutrition and on offering healthy choices from the menu. They also mention how many of 

their franchises cater to local tastes by adding items to the menu made with popular local 
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ingredients. Finally, Dunkin’ Donuts has dedicated much time and resources to ensure food 

safety for the customers.  

The second area, Our Planet, focuses on how they affect the natural environment. Some of 

their largest initiatives include energy efficiency, to cut down on CO2 emissions; sustainable 

building, using more and more sustainable and recyclable materials; sustainable sourcing 

though Fair Trade Espresso and their own supplier Code of Conduct; animal welfare; and 

responsible packaging and waste disposal.  

Our people is dedicated to their own employees, who have created their own employee value 

proposition (EVP), explaining why they want to work for Dunkin’ Donuts. They have called 

this “Extraordinary brands. Extraordinary people.” (Dunkin’ Donuts, 2012, p. 21).  

Finally, Our Neighborhood explains their focus on the local communities in which they 

operate. The Dunkin’ Donuts & Baskin Robbins Community Foundation (DDBRCF) is involved 

in most of the Dunkin’ Brand’s work with local communities. In their report, Dunkin’ Donuts 

mentions the following areas of interest for them: “We are dedicated to serving the basic 

needs of our local communities – from providing food for the hungry and support for 

children’s health and wellness, to ensuring our neighborhoods are safe and secure” (Dunkin’ 

Donuts, 2012, p.25).  

4.2 Internal analysis 

4.2.1 The Mckinsey 7S Framework 

The McKinsey 7s model was developed by Mckinsey consultants Robert Waterman, Julien 

Philips and Tom Peters (hereafter: Waterman et. al., 1984), in the mid-1980s. Since the birth 

of the model it has been widely used by academics, practitioners, consultants and managers, 

and the model is still considered one of the cornerstones of organizational analysis, as well as 

being a one of the most popular strategic management tools (Waterman et. al., 1984).  

The McKinsey 7s model can be used for several alignment purposes. Waterman et. al. (1984) 

suggests the following to best assist organizations:  
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 Examine the likely effects of future changes within a company 

 Align departments and processes during a merger of acquisition 

 Determine how best to implement a proposed strategy 

 Improve the performance of a company 

It is due to the third bullet, and to some extent the fourth bullet, that this study will employ 

the use of the 7s model. It will aim to identify the barriers and drivers for Dunkin’ Donuts, and 

will help to determine how Dunkin’ Donuts can overcome certain problems when penetrating 

the Danish market, and hopefully strengthen the organization’s existing drivers. 

By looking at, analyzing and working with these 7 key elements, the management is aided in 

identifying if the structure of the organization is effectively aligned, and therefore allows the 

company to achieve its objectives. The purpose of this model is to illustrate how these 7 key 

elements; Structure, Strategy, Systems, Skills, Staff, Style and Shared Values, can be aligned in 

a certain way to help achieve higher effectiveness in all departments of the company. The key 

points of the model are all interconnected, and a slight change in one area may require a 

certain amount of changes in the rest of them for the company to function most effectively.  

The model is versatile and can be applied in many different situations, but it is a valuable tool 

when internal analysis and organizational design is at question. 

Below the McKinsey model is represented; including its connections between the seven key 

areas, which are categorized as ’Hard Ss’ and ’Soft Ss’.  

Figure 3: McKinsey’s 7s model   
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Source: Waterman et al. (1984) 

Using the model 

The late management expert with degrees from Harvard, Brown and MIT, Harold J. Leavitt, 

was a pioneer in business model development, advancing the academic field of organizational 

behavior throughout the second half of the 20th century. Waterman et. al. are quick to 

recognize and credit Leavitt´s profound work, and acknowledge that the 7s model is a further 

development of Leavitt´s Diamond from 1965 (Waterman et. al., 1984).  (For further 

information regarding Leavitt´s Diamond, please see Appendix 4). 

Throughout the last three decades, several authors have explored and further developed 

McKinsey’s 7s model, most significant is the one by Higgins (2005), as he turned the 7s model 

into an 8s model. Higgins work however, was in collaboration with Waterman et.al. and the 

purpose of adding “Strategic Performance” as the 8s, was seen in the light of adding a direct 

financial aspect to McKinsey’s 7s model (Higgins, 2005). Strategic performance can be 

measured at any level, but common for all organizations, financial performance is a tactical 

and critical barometer to measure. 

As explained in the delimitation section; this thesis will focus on developing a strategic 

marketing plan for Dunkin’ Donuts; it will not focus on the financial considerations as the thesis 

has a solely strategic aim. 
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For effective leadership and management purposes, the rationalized strategic plan for Dunkin’ 

Donuts will therefore be best presented through McKinsey’s 7s framework model. To 

understand the significance of each of the individual ‘S’s’, an analysis will be provided below. 

The investigation of the ‘S’’ will start by introducing them individually in the table below.    

Analysis 

To ensure success in Denmark, Dunkin’ Donuts must have all 7 elements aligned, when 

entering the Danish market. The ‘hard’ elements are commonly easier to define or identify 

than the ‘soft’ elements, whereas the ‘soft’ elements are often more difficult to describe, less 

tangible and more influenced by culture (Waterman et. al., 1984). 

Strategy and purposes 

The strategy is an essential element for the organization. It is both the purpose of the 

business, and the way in which the organization seeks to enhance its competitive advantage 

(Higgins, 2005). However, a strategy change, or a strategy development, is not equivalent to 

an automatic solution or rescue for a company that is struggling, as all parts of the change 

need to be addressed, possibly re-worked, and then executed by the management (Waterman 

et. al., 1984). In addressing Dunkin’ Donuts’ strategy element, one will see that it is built upon 

three main strategies, which also apply to all franchisees. The three generic marketing 

strategies include: the cost leadership strategy, the differentiation strategy and the focus 

strategy.  

 

Cost leadership strategy is defined as, “a strategy used by businesses to create a low cost of 

operations within their niche.” Further, it is used, “primarily to gain an advantage over 

competitors by reducing operation costs below that of others in the same industry” 

(www.businessdictionary.com). Dunkin’ Donuts applies this strategy almost verbatim. They 

describe their strategy as, “offering a better quality product and service at a lower cost than 

any of our competitors are capable of” (Dunkin’ Donuts Press Kit, 2014).  

The differentiation strategy, “aims to develop and market unique products for different 

customer segments.” It is “usually employed where a firm has clear competitive advantages, 
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and can sustain an expensive advertising campaign” (www.businessdictionary.com).  This 

strategy is practiced where Dunkin’ Donuts has a clear market advantage against their 

competitors. For example, Dunkin’ Donuts offers the ‘DD Smart Line,’ a low calorie breakfast 

option that targets those whom are more health conscious, coffee for those on-the-go, donuts 

for those with a sweet tooth, etc.  The variety of products offered, and the targeting of varying 

demographics is differentiation strategy applied.  

The final generic strategy, yet one employed by Dunkin’ Donuts, is the focus strategy. This is 

defined as, “a marketing strategy in which a company concentrates its resources on entering 

or expanding in a narrow market or industry segment. It is usually employed where the 

company knows its segment and has products to competitively satisfy its needs” 

(www.businessdictionary.com). The focus strategy applied by Dunkin’ Donuts aims at 

focusing their resources on expanding in areas they already are ‘experts’ in – donuts and 

coffee – and entering into a relatively new area for them, that of healthy breakfast 

alternatives. They stay focused, by limiting themselves to what they already know, or to a 

segment that is very close to what they already produce. They aim to limit complexity by 

staying true to these focused core product lines. (Dunkin’ Donuts Press Kit, 2014).  

Aside from the three basic marketing strategies that Dunkin’ Donuts utilizes, they also have 

several conceptual strategies for their global franchises. For example, they have the ‘breakfast 

strategy,’ and the ‘traditional donut line strategy,’ both of which they expect their franchisees 

to execute. Although there are some business strategies that Dunkin’ Donuts employs that a 

potential Danish franchisee would need to abide by, other strategies are designed to fit the 

American fast food culture, and thus it would be pointless to implement them (at least at this 

time) in a Danish franchise.  

For example, in America, Dunkin’ Donuts is battling McDonalds, Burger King, Wendy’s, etc. for 

the breakfast customers, as many Americans eat their breakfast, in their cars, as they are 

commuting to work. The questionnaire made for this study shows however, that less than 1% 

of the Danes who participated in the study, actually purchase breakfast items from a fast food 

chain or coffee shop (Appendix 6, p. 18). Therefore it stands to reason that the ‘breakfast 
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strategy’ is not something that Dunkin’ Donuts should put their efforts into at this time in 

Denmark. It would be better served if they focused on one of their older strategies – a strategy 

that they have nearly abandoned in the U.S. – that of marketing their donut line, as donuts are 

a unique and relatively new pastry concept for Danes. The data collected shows that more 

than 80% of those surveyed would visit Dunkin’ Donuts to try their donuts, not necessarily 

their coffee or breakfast menu items. They claimed that they were not loyal to any fast food 

restaurants or coffee shops, and that they were willing to try a new coffee chain if it was easily 

accessible to them (Appendix 6, p. 6). Additionally, 100% of those interviewed said that they 

would visit a Dunkin’ Donuts – but in this case for both the coffee and the donuts. The 

respondents were not oblivious to the kinds of products Dunkin’ Donuts sells, as 72% of them 

stated that they correlated Dunkin’ Donuts with the word ‘unhealthy’, however, all of the 

respondents from the interviews claimed that they would try the donuts regardless. So to 

reiterate, focusing on their ‘donut strategy’ in Denmark would, at least in the short-term, be 

more advantageous in attracting the Danish consumer than focusing on their healthier, 

‘breakfast and coffee’ strategy of the American market.  

Structure 

Higgins argues that an organization’s structure consists of five different parts: jobs, the 

authority to do these jobs, the grouping of jobs in a logical fashion, the manager’s span of 

control, and the mechanisms of coordination (Higgins, 2005). According to Waterman et. al. 

(1984) the element structure shows how an organization is organized.  

Dunkin’ Donuts’ franchise structure is one of limited risk for the organization. It is structured 

as a 100% franchised business, and it offers strategic, operational and financial benefits to its 

franchisees. For example, because Dunkin’ Donuts does not own or operate each individual 

store, it leaves the organization able to focus on menu innovation, marketing franchisee 

coaching and support, as well as other initiatives that aim at driving the overall success of the 

brand (Dunkin’ Donuts, Annual Report, 2013).  They have structural safeguards in place that 

reduce their long-term financial risk. These safeguards put such demands on the franchisee 

that they must provide the money for the franchise, they must find the location, they must 
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produce the business plan, they must prove previous retail success with running a similar 

store, and finally, they must pay a percentage of the franchise’s proceeds to the organization 

for using the Dunkin’ Donuts name. Meanwhile, Dunkin’ Donuts must approve that all of these 

conditions have been met. Finally, if the franchise fails, all loss falls back on the franchisee, 

with the main injury to Dunkin’ Donuts perhaps the loss of reputation (Dunkin’ Donuts 

Franchise Brochure).   

This does not mean however that Dunkin’ Donuts leaves its franchisees high and dry; part of 

Dunkin’s structural framework is geared to aiding its franchisee’s success. They are one of the 

world’s fastest growing QSR (quick service restaurant) chains, in terms of franchise openings. 

Their business strategy and structure are key elements to their international success (Dunkin’ 

Donuts International Opportunities, 2015). The pre-existing Dunkin’ Donuts structure would 

aid a potential franchisee in Denmark to have their Dunkin’ branch be successful. The Dunkin’ 

Donut Support Program ensures a franchisee extensive training programs with support from 

experienced field teams. Global, regional and local marketing programs are included. Further, 

the franchisee would benefit from the organization’s vast network, as well as their supply 

chain (Dunkin’ Donuts Press Kit, 2014).  

Franchisee Robert Branca explains: “A franchise system will not grow without franchise owners’ 

spending money. But franchisees will not spend money if they [the franchise] are not profitable.” 

He goes on to clarify that franchise owners feel increasing confidence in the franchisor 

through Dunkin´s benchmarking of franchisee profits and focusing on the franchisees’ bottom 

line (Sniegowski, 2014, p.1). This means, however, that for Dunkin’ Donuts’ business model to 

work, they need financially strong franchise investors. Their current business model allows 

the corporation to grow their points of distribution and brand recognition with limited to no 

capital investment from the Dunkin’ Donuts organization (Dunkin’ Donuts, Annual Report, 

2013). 

The Dunkin’ Donuts organization is a typical large corporation consisting of a characteristic 

hierarchal structure, including all the expected positions and departments (See Appendix 5 

for overview). Although some of Dunkin’ Donuts’ business structure must be implemented by 
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a potential Danish franchisee, the right business structure depends on the amount of 

franchises and number of employees. For example, Dunkin’ Donuts is planning to open 20-25 

shops in Copenhagen and other larger towns around Denmark, as part of their European 

development strategy (A.J. 2014). Once these 20-25 shops open, a hierarchal structure will be 

needed, as the amount of people working in so many shops, will call for a structure that is lead 

from the top-down, with organization and set infrastructure. Trying to maintain leadership, 

focus on a common goal and the various administrative functions, would prove quite chaotic 

in a more flat structure when so many people are involved. 

That being said, it seems highly unlikely that all 20-25 shops will open at the same time, nor is 

it a guarantee that it will be the same franchisee that will run all of them. Therefore, the 

vertical structure, at least initially, is neither ideal, nor realistic. The managerial style thus 

must reflect a more horizontal, flat and open structure – demanding management to be visible 

and approachable to all employees.  As it is highly probable that a franchisee in Denmark will 

open one, maybe two stores, when trying to penetrate the Danish market, the flat 

organizational structure is the better option and the right structure. The flat structure is 

typical for small to medium-sized businesses. Further, it means that some of the management 

departments are non-existent, or a single person could be covering several different roles. A 

franchisee opening a shop may require only a few employees, who are assigned to cover the 

various positions: sales clerks, waitresses/waiters, dish washers, cleaners, barista, etc. The 

franchisee could have several different job responsibilities as well, such as: sales, marketing, 

accounting, human resources, purchasing, etc.  

The flat organizational structure benefits the smaller business, as the employees often report 

directly to top management, and vice versa (top-down and bottom-up structure). According to 

this paper’s secondary data research, this structure engages the employees, as they more 

often than not will have more influence on the decision making process than they would in a 

hierarchical business structure. Therefore, to restate, focusing on the fact that Dunkin’ Donuts’ 

other shops around the world are franchised to individual people, this paper argues that a flat 

business structure will be most effective if only a few shops open to begin with. However, if or 

when all 20-25 shops open, a hierarchical structure most likely will be necessary, as several 
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levels of management have to be implemented between ground staff employees and top-

management (www.startvaekst.virk.dk).   

Systems  

The element ‘systems’ refers to all the procedures that will help the organization to function 

in the best way possible on a daily basis. Waterman et al. categorize procedures into formal 

and informal measurement tools – informal routines for communicating internally, resolving 

issues and conflicts, etc. in relation to strategy implementation. The category ‘systems’ is 

related to the existence of IT systems (administrative: information and communication), 

which then helps to assist in implementing a certain strategy, identifying controlling 

mechanisms, as well as monitoring the effectiveness of a newly implemented strategy 

(Waterman, et. al., 1984). Higgins claims that the systems are the relation between controlling 

situations and the employees. He states that the controlling mechanism in the ‘systems’ 

element could be in which form or how the management communicates with its staff. Open 

communication is imperative for any organization and providing feedback from management 

to the ground workers, and vice versa, helps to catch errors in time and to take the corrective 

action quickly, so that deviation and potential losses can be minimized (Higgins, 2005).  

Dunkin’ Donuts has developed, in co-relation with Avesta Technologies, an internet based 

software system for their franchisees. This software system manages all the different 

franchises throughout the world using daily sales reports. It helps to plan their future 

production and distribution, and it even makes extensive sales and financial analysis across 

each individual franchise. It is directly integrated with Dunkin’ Donuts’ headquarters, Dunkin’ 

DCP1, and Sales Site, and it provides the franchisee with customer analysis and customer 

reports. Through this system, Dunkin’ Donuts franchises throughout the world have reduced 

their waste in their kitchens and restaurants with 20-25% during the last two years. 

Additionally they have experienced a dramatic reduction in shrinkage and administrative man 

hours. This is just a few of the benefits of this new software system 

(www.avestatechnologies.com). 

                                                        
1 Dunkin’ DCP = Driving Tomorrow’s Business 

http://www.avestatechnologies.com/
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As Dunkin’ Donuts focuses efforts on bettering their internal systems to ensure their 

franchisees’ success, social media and smartphone mobile applications provide Dunkin’s 

consumers’ alternative system sources that allow them to be connected and communicated 

with.  According to this paper’s secondary data research, a Danish franchisee’s agility on the 

various social media networks would benefit them greatly. More than 90% of the Danes 

between 18 and 49 years of age own a smartphone (www.dst.dk). Communicating and 

marketing via these outlets has so much potential that a franchisee cannot afford to overlook 

them as viable systems for branding their product. Twitter seems to be the tool most effective 

to reach the Danish audience.  Despite its relative newness as a means of communicating and 

marketing, it is a powerful device to get content marketing out to key influencers, such as 

journalists.  Twitter also has enough clout for the franchisee to position the brand. Arla Foods 

has had great success with Twitter, and Head of Arla Foods Press Department, Theis Brøggers, 

says: “Twitter is a new frequency to communicate, and you don’t see the same opportunities that 

Twitter can offer, anywhere else. In this forum I have the opportunity to show other sides of the 

company, or participate in a conversation about Arla Foods, where I can contribute with my 

inputs” (www.brandmovers.com, p.1).  

Another useful marketing strategy could be developing a loyalty reward program, and today’s 

technology gives a franchisee the opportunity to create a mobile application, aimed at its 

customers. The application can provide benefits both for the franchisee and its customers, and 

depending on the setup, the smartphone application can be created in such a way, that loyal 

customers would get a free cup of coffee, for every 10 cups they buy. So instead of carrying a 

‘stamp-card’ around, the number of purchases a customer makes could be logged to each 

individual via an application on their smartphone.  

Dunkin’ Donuts does have a smartphone application set up (with more than 15 million smart 

phone downloads), but it is the individual franchisee that decides what kind of services, offers, 

etc. it should contain. If given a certain amount of discount for every purchase, or the ability to 

collect points, the franchisee could reward its customers with Dunkin’ Donuts merchandise or 

other exclusive gifts. In addition, it could be a very inexpensive way for the franchisee to 

market and brand new products, depending of course, on how many customers have the 

http://www.dst.dk/
http://www.brandmovers.com/
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application downloaded. Naturally, it will progress over time, but if the franchisee offers its 

customers great deals in the start-up phase, it could potentially speed up the advancement of 

the application. If several Dunkin’ Donuts stores are opening, a ‘find your nearest Dunkin’ 

could also be an asset, as it would be a software update on the application, and customers 

would be able to guide themselves to their nearest Dunkin’ Donuts shop, via the map-

application.  

The secondary data also shows that the Baresso smartphone application has been 

downloaded 12,000+ times since it became available February 4, 2014. The application 

contains road-descriptions to the nearest Baresso, menu offerings, etc. This shows that Danes 

are willing to use such an application, and with the additional application features suggested 

above, potentially more downloads would find their way to Dunkin’ Donuts Danish consumers 

at a faster rate than the Baresso application (www.itunes.apple.com). 

Style 

The element ‘style’ relates to the organizational culture and the company’s ability to change 

when needed (Waterman et. al., 1984). Waterman et al. use the style factor in the 7s model to 

demonstrate the idea that the typical behavior patterns of key groups and other professionals, 

and to an even greater extent, the organization as a whole, make up the concept of style in a 

managerial and business context (Waterman et. al., 1984). Higgins refers to this element more 

as a way of management style, and/or leadership, how managers or leaders problem solve 

and interact with employees, and how they do business with customers (Higgins, 2005).  

Half-way through his now ten-year term, 64-year-old corporate leader and CEO for Dunkin’ 

Donuts, Nigel Travis, has helped shape remarkable positive change for Dunkin’ Donuts, and 

has led them to become one the world’s largest QSR franchising chains. Not only has he taken 

the privately owned company public, he has overseen and initiated dozens of alterations 

within the company, which has benefited, not just the company, but more so the franchisees. 

Where Jon Luther, Dunkin’ Donuts previous CEO, was big on franchisor dictates, Travis aims 

to utilize a different style. His next move will be focusing on increasing the franchisees stores’ 

profits, raising their store earnings before interest, taxes amortization and depreciation 

http://www.itunes.apple.com/
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(Sniegowski, 2014). Although a potential Danish franchisee can benefit from Travis’ building 

structures and strong analytical mindset, he is keen on franchisees taking charge. He aims to 

empower the franchisees, while still helping where his expertise and talents can be useful. 

Travis stated the following in a letter to all franchisees on July 3, 2014:  

"We have developed an operational style with a strong focus on improving unit economics, 

supporting our franchisees and better serving our guests. We have delivered improved same-

store sales, strong system-wide sales….” (Sniegowski, 2014, p.1).  

A big, unresolved issue, however, is what sort of leadership, or style, a Danish franchisee 

would be encouraged and inspired by? Is leadership/style so contextual that it defies 

standard definitions or development approaches? McKinsey’s most recent research (2014) 

suggests that when a substantial amount of leadership skills have been mastered, leadership 

success follows. McKinsey points out the following four keys to success:   

 Solving problems effectively. The process that precedes decision making is problem 

solving, when information is gathered, analyzed, and considered. This is deceptively 

difficult to get right, yet it is a key input into decision making for major issues (such as 

M&A) as well as daily ones (such as how to handle a team dispute). 

 

 Operating with a strong results orientation. Leadership is about not only developing 

and communicating a vision and setting objectives but also following through to achieve 

results. Leaders with a strong results orientation tend to emphasize the importance of 

efficiency and productivity and to prioritize the highest-value work. 

 

 Seeking different perspectives. This trait is conspicuous in managers who monitor 

trends affecting organizations, grasp changes in the environment, encourage employees 

to contribute ideas that could improve performance, accurately differentiate between 

important and unimportant issues, and give the appropriate weight to stakeholder 

concerns. Leaders who do well on this dimension typically base their decisions on sound 

analysis and avoid the many biases to which decisions are prone. 
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 Supporting others. Leaders who are supportive understand and sense how other people 

feel. By showing authenticity and a sincere interest in those around them, they build trust 

and inspire and help colleagues to overcome challenges. They intervene in group work to 

promote organizational efficiency, allaying unwarranted fears about external threats 

and preventing the energy of employees from dissipating into internal conflict 

(www.mckinsey.com). 

The Dunkin’ Donuts organization has consistently shown their ability to change, when a 

change was needed. As stated above, Nigel Travis did manage to turn the organization around 

by implementing a different style than Jon Luther, who was more a traditionalist, focusing on 

a top-down management style. Travis’ organization tends to embody McKinsey’s four success 

points, thus creating an inspirational and successful leader and a successful, and growing, 

organization. Travis’ style is increasingly horizontal in nature, allowing franchisees a greater 

stake in their business, but also a greater responsibility and accountability in the daily 

decision-making and running of their franchises.  

 

Although all these ‘elements’ are interconnected with each other, ‘style’ and ‘structure’ seem 

to be fairly close. This paper argued, under the element ‘structure’, that a franchisee in 

Denmark should choose the flat organizational structure if opening only a few shops. 

Furthermore, according to this study’s secondary data research, a Dunkin’ Donuts franchisee 

in Denmark should possess several valuable skills for the franchise to run optimally, one of 

them being communication and another, the franchisee’s ability to delegate tasks. A key 

element is the franchisee’s ability to identify strengths and weaknesses within the team, to 

motivate them, and to show his/her own commitment to the dream by working alongside the 

employees. They must lead by example and with the right attitude. Having these skills 

separates the dreamer from the entrepreneur. The data goes on to show that good and skilled 

employees do not leave their companies; they leave their managers (www.forbes.com). 

Therefore, it can be concluded that by possessing both business acumen, as well as softer 

social skills, a Danish franchisee is posed to succeed with his Dunkin’ Donuts business. 

Furthermore, rewarding employees for a job well done can be done in numerous ways, and it 

http://www.mckinsey.com/
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does not necessarily cost a thing. Acknowledgement, a pat on the back, a simple ‘thank you’, or 

‘great job’ can go a long way for an employee, leading to long-term sustainability and 

employee loyalty.  

Staff 

Higgins (2005) defines the element ‘staff’ as the number and types of employees who possess, 

individually and in groups, the competencies the firm needs to meet its strategic purpose. 

Waterman et. al., (1984) did massive research when they ‘investigated’ some of Americas 

best-run companies in the beginning of the 1980’s. Their final conclusion was that all of them 

shared eight criteria, each of them well incorporated in each individual organization, and all 

equally vital for their organization’s independent success.  Four out of the eight criteria are 

closely related to the ‘staff’ element.   

 Action-oriented: A tendency to get going and to keep moving; from the top to the 

bottom of the organization. Although these successful companies had an analytical 

approach towards their decision making process, they moved from being run top-

down, to becoming bottom-up corporations. Management started listening to their 

staff’s ideas, creative solutions and risk management. This made the companies more 

flexible, innovative and corporative, and not blinded by previous successes.  

 Proximity to the customer: The best run companies learn from the people they do 

business with. They provide excellent customer service, integrity and reliability – 

quality that works and lasts. However, everyone needs to be on the same page for it to 

work, from the board room to the mail room. That is how it was in all of America’s best 

run companies, according to Waterman et al. everybody was participating in the 

process. Furthermore, many of the innovative companies got some of their best ideas 

from their customers – a reward for those who really listen to their customers. 

 Encouraging independent initiatives: The innovative corporations nurture many 

leaders and state-of-the-art figures throughout their organization. These are also 

known as beehives, filled with so-called champions. The management understands this 

process, and does not try to tie their employees on hands and feet. Quite the contrary, 

they encourage venture projects, and support their employee’s trials, as they apply 
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Fletcher Byrom’s ninth commandment: “Make sure to generate a reasonable number of 

mistakes”. 

 Productivity through people: The best businesses perceive the employee as a main 

cause of quality, thus the businesses gain of productivity. They do not let the ’us against 

them’ attitude find nutrition amongst their employees, and they do not count their 

capital investment as the foundation for the company’s efficiency.  

With respect to the element ‘staff’, this study cannot argue what a sufficient staff number 

would be in the various franchises that will open, as it will vary depending on store size, 

location, opening hours, etc. Travis did, however, state the following in Dunkin’ Donuts 

Annual Report (2013) which is related to this element: “Our success didn’t just happen. It was 

the direct result of our focus on operational excellence and our innovative marketing and new 

product innovations, and of course, the hard work and dedication of our franchisees, crew 

members and employees” (Dunkin Donuts Annual Report, 2013, p.61). 

Customer service should be the most natural part of any business. When creating a product or 

service customers want, the staff should do their absolute best to keep their customers happy 

so they become lifetime customers (Prive, 2012). In regards to the ‘staff’ element, one major 

difference between the American and Danish restaurant cultures is the reliance on tips (USA) 

versus a higher wage salary (DK).  In the American restaurant industry, waiters and service 

staff rely on tips. The federal minimum wage for tipped workers is $2.13 an hour with tip 

credit applied to bring the wage up (Geoghegan, 2013). Minimum wage, however, varies from 

state to state, with D.C. topping the charts with a minimum wage of $9.50 per hour, and 

Connecticut and California rounding out the top 3 with over $9.00 per hour (www.dol.gov, 

2015). Steve Dublanica, a waiter at a New York restaurant states, “It is difficult to be so reliant 

on tips. But if I don’t get a substantial amount of tips every month, I can’t pay my rent. So 

providing exceptional service to our customers is a given to me. Often this pays off, other times, 

not so much, especially if I have European customers, they are not accustomed to our tipping 

culture”, he says in an interview with BBC (Geoghegan, 2013, p.1).  

A Dunkin’ Donuts franchisee in Denmark, should be aware of the impact customer service 

satisfaction can have on a restaurant. And who wouldn’t want an exceptional service staff? 
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Unfortunately, Denmark has some of the lowest rating scores in regards to customer service. 

A survey made by the company Epinion, for McDonalds, shows that more than 33% of the 

Danes are dissatisfied with the services they receive, and the financial crisis is partly to blame, 

says Karsten Koch, an expert in the field of customer service. “Many businesses have been 

forced to cut some corners here and there, and they have put too much pressure on each 

individual employee, so they therefore haven’t had the sufficient amount of energy to provide 

good service” (Hansen, 2014, p.2). 

According to the Danes, and stated in the survey, telephone companies are at the very bottom 

regarding customer satisfaction, but in second to last place, are the service provided by the 

fast food chains. McDonalds does acknowledge that they need to put more emphasis on their 

customer service.  

“The service level in Denmark is relatively low, and it always has been, and this survey definitely 

confirms that. Maybe people in the service industry don’t see it as being prestigious or even 

necessary to be service-minded, but we will work hard from now on to reach customer 

satisfaction”. Says Stine Green Paulsen, Marketing Director for McDonalds Denmark (Hansen, 

2014, p.2).   

Skills:  

Waterman et al., (1984) argue that this element acts as the driver towards a new, or a better 

strategy implementation. Companies often allocate a good deal of resources (money, time, 

etc.) into training their staff. The aim is to better the staff’s skill set, so as to help the 

company’s productivity.  Higgins refers to this element as ‘reSources’, and claims that it is the 

extent to which an organization has the sufficient resources to achieve its business strategy, 

and he points to people (staff), technology and money as the three most critical areas. 

Resources often include, especially for larger corporations, funding for the individual 

divisions, technology to development new software, and organizational learning and training 

programs. Higgins also points out the importance of the extent to which the organization 

leverages its resources (Higgins, 2005).   
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There is great consensus amongst Dunkin’ Donuts franchisees that Nigel Travis has the skills 

to lead the organization; but it takes a shared set of values, and even sometimes sacrifices, to 

keep the organization on the right track. Not only must a franchise carry with it the basic 

business skill set, they must also adhere to such rudimentary values as franchise cleanliness 

and hygiene, otherwise a single scandal could have tremendous negative economic impact on 

the rest of the organization. For example, when a photographer from The New York Post saw 

a mouse munching on a donut in the window of a shop in downtown Manhattan, David 

Letterman then subsequently placed the news on his evening show, and the picture went 

viral. That was 15 minutes of fame Dunkin’ Donuts did not want to have. “We’ve been made 

the butt of a joke in New York – on television, in the newspapers, and we take it not as funny 

but as something very serious”, said Jack Laudermilk, a corporate lawyer for the Dunkin’ 

Donuts chain (Weiser, 1999). 

Today, because 100% of the more than 10,000+ Dunkin’ Donuts stores located around the 

world are franchisee-owned and operated, one could get the idea that each franchisee has 

their own set of values, statements and principles. That is not the fact; however, as Dunkin’ 

Donuts have developed and established certain ground-rules, in which they believe will lead 

all their franchisees to success (Farfan, 2012).   

Three pillars define Dunkin’ Donuts ‘skill’ strategy:  

 Necessary development and training programs need to be organized and improved in a 

systematic manner, to ensure all members of the workforce are equipped with the 

skills necessary to achieve the highest level of customer satisfaction. And working at a 

Dunkin’ Donuts restaurant is not considered ‘just a job’ for this organization! It is an 

opportunity to gain a certain position that can offer you skills, flexibility and career 

mobility. It is every employee’s opportunity and chance to become a part of something 

bigger than average. It is becoming part of an international corporation, with 

worldwide opportunities, as well as becoming part of highly motivated teams. All 

employees go through different training scenarios throughout their career, with the 

global aim, to “make and serve the freshest, most delicious coffee and donuts quickly and 

courteously in modern, well-merchandised stores” (Farfan, 2012, p.1). It is a company 
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goal to train their employees, so they can offer their customers the best possible 

service every single time, and that no customer leaves a store dissatisfied. Every 

challenge should be approached with enthusiasm, energy and excitement every step of 

the way (Dunkin’ Donuts Press Kit, 2014). 

 

 Second pillar is to improve, not just technology, but also accessibility, such as loyalty 

programs and mobile applications, but in the near future there will be an increased 

focus on drive-thru locations. “Yes, to enjoy our wonderful products, our guests must 

come into our restaurants, but that doesn’t mean that the interaction with them begins 

and ends inside the four walls of a Dunkin’ Donuts or Baskin-Robbins”, states Nigel 

Travis. “Much of this will come through social media, building on Dunkin’ Donuts’ 

current 11 million- plus global Facebook fans” (www.foodbusinessnews.net, 2014, p. 

1). 

 

 

 After capping a strong fiscal year with profit growth of 36%, 2014 was a fantastic year 

for Dunkin’ Donuts. “Now it is 2015, and the global marketplace has never been more 

dynamic”, said Nigel Travis. “That means we must ´position ourselves to capitalize on 

changing trends and consumer shifts to continue the incredible growth we’ve 

experienced over the last year” (www.foodbusinessnews.net, 2014, p.1).  Dunkin’ 

Donuts’ ‘ability-to-change’ has been vital to their success the previous years. Their 

product differentiation and limited-time offer strategies are working. They have 

learned from experience that their brand can go into almost every category, as long as 

it keeps being great food at a great price in a fast, friendly and convenient 

environment. “We see opportunities to continue to expand the breakfast platform. We 

think there are significant opportunities to expand the p.m. platform in sandwiches. 

But we also think that there are opportunities to expand grab-and-go…. Boiling it all 

down, I’ve been amazed at the extendibility and the Dunkin’ Donuts brand”, said John 

Castello, president of global marketing and innovation (Walkup, 2010, p.1).  

http://www.foodbusinessnews.net/
http://www.foodbusinessnews.net/
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A Danish Dunkin’ Donuts franchisee should be able to identify strong and weak skills within 

the region of the franchise. This should give information as to where there is room for 

improvement, and if it is needed at all. To be the most efficient and effective, it is vital that the 

franchisee knows exactly how the organization works, and communicate his/hers knowledge 

to the employees, so they have a strong sense of how the franchise will operate most 

effectively. This will include knowledge of how to gather certain information, but also how the 

actions of each individual can affect the franchise’s ability to reach strategic goals and 

objectives.  

Donuts, coffee and breakfast sandwiches are a given to a Danish franchisee to put on the 

menu. However, having the skill to understand what needs to be tailored for the local culture’s 

satisfaction, and the ability to create and develop localized specialties that fits the Danes and 

the Danish culture are extremely valuable attributes, and could produce great profitability for 

those who can master the skill. Communicative skills within the local franchise are the 

foundation and building blocks of the entire organization. Additionally, a proactive and 

transparent approach toward increasing organizational effectiveness skills through training 

programs reflects the commitment towards the shared values within the organization. It is 

therefore vital for the franchisee’s future accomplishments, to implement these shared values, 

as it has a proven positive impact on productivity, and it leads to ongoing success 

(Sniegowsky, 2014).  

Further, if the franchisee possesses the skills to lead his/her staff, the ability to overcome the 

forces and factors that may interfere with the franchise’s ability to accomplish its desired 

results quickly, will unmistakably help the employees to become master problem solvers, 

innovators and team builders.  

Shared Values: 

Shared values are, in the case of Dunkin’ Donuts, closely related to the element ‘skills’, as this 

last element is revolving around the guiding concepts of the organization. Waterman et al., 

(1984) describes it as super-ordinate goals that go beyond the formal statement of corporate 

objectives. Current McKinsey interpretation should be understood as the organizational core 
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values and beliefs, which have influence on the organization’s orientation towards their 

customers, employees, shareholders and society. Higgins (2005) argues that the values shared 

by its members of any given organization, are those that make it different from other 

organizations. Evidently, it is the managements’ decision which values and artifacts they see 

as critical and important, to lead the organizational change.  

Since Nigel Travis stepped in and became CEO and later was appointed chairman, the 

perception among franchisees was that the new CEO came in and cleaned the house, removed 

some of the old, and in the eyes of the franchisee, abusive guards. Travis helped build 

structures shortly after to empower the franchisees (Sniegowski, 2014). He ‘sold’ of those few 

stores that were still running under the Dunkin’ Donuts Corporation. He made it a 100% 

franchise business; and by selling off those stores to individual franchisee, it has made the 

Dunkin’ Donuts Corporation able to focus on exactly ‘shared values’, as they seek to maximize 

the alignment of their interests with those of their franchisee (Dunkin’ Donuts, Annual Report, 

2013). The corporation aims at helping their franchisees select sites and develop restaurants 

that conform to the physical specifications of their typical restaurant. Mr. Travis seems to be 

delivering results for Dunkin’ Donuts and their franchisees, but he claims that it is their 

shared interest that have driven the company to where it is. In a letter, send to all Dunkin’ 

Donuts and Baskin-Robbins franchisees in July 2014, he states:  

“Together, we have developed an operations culture with a strong focus on improved economics, 

supporting our franchisees and better serving our guests. We have improved in all areas and we 

have delivered what we have promised each other. Our shared values have taken us to the top of 

the QSR industry, as we have improved…..” (Sniegowski, 2014, p.1). 

There have been challenges for the QSR industry in recent years. From rising food costs, 

economic recession and changing perceptions about health, many franchises have been 

feeling some heat. In addition, a potential Dunkin’ Donuts franchisee in Denmark should be 

aware of these facts, but rather than fleeing from these challenges, Dunkin’ Donuts, all over 

the world, has adopted new practices and offers new products. Lately there has been an 

increased focus on the quality of the food, so to keep customers coming back, it is vital to use 

and serve the freshest product and produce. As the Danish society shifts and turns, it is just as 
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important to find a product line that fits the target group, or develop something new 

consumers crave. Nigel Travis sees it as one the company’s ‘shared values’, to learn from each 

other, and not to be afraid to try out new items on the menu; keep listening and learning from 

customers, so they will keep coming back.  

A good example can be taken from Dunkin’ Donuts main competitor, Starbucks. Have you ever 

wondered how the Frappuccino saw the light of day? A persistent Starbucks manager in San 

Diego started experimenting with different beverages, and at first, Starbucks executive were 

skeptical about the idea, but not so skeptical that they disregarded it, and could not see the 

potential. Her experiment succeeded because the Starbucks culture fosters creative thinking 

and personal service. This line of coffee is now so popular and is alone; a billion-dollar 

industry, with its own website, Twitter feed and a roster of more than twelve different flavors 

(www.netpromoter.com).  

For a franchisee in Denmark, a new shop, ‘shared values’ is something that needs build over 

time. By aligning all the other ‘elements’, the ‘shared values’ element, may be seen as the 

building-brick that ties all the other elements together. All though the franchisee may stand 

with the risk, the problems, etc. it is important to deviate the franchisees own work load with 

the hired employees. As many business owners work much more than the average 37 hours 

the Danish culture is used to, striking an effective work/life balance for the employees is very 

important. In the end, the choice whether the employees may leave the franchise, may boil 

down to what kind of culture the organization has and how well as these ‘elements’ are tied 

together.  

4.3 Consumer Behavior 

The following section, consumer behavior, will focus on analyzing Danish consumers as well 

as the Danish consumer market. However, to achieve best results, parallels between Danish 

and other societies will be drawn.  Danish consumers are in many ways different from others, 

primarily because they live in the Danish society, which is vital for this survey. Danes are 

enclosed in a culture of norms, rituals and values that influence their consumption choices 

and distinguish them from consumers in other countries.  

http://www.netpromoter.com/
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Consumer behavior can be defined as: 

”The behavior that consumers display in searching for, 

purchasing, using, evaluating, and disposing of products 

and services that they expect will satisfy their needs”. 

(Schiffman et.al. 2007, p.258) 

The consumer ethics is ubiquitous, and as a consumer, you make daily decisions. Everything 

we do, see, hear and even feel appears to be connected in some way to our experience as 

consumers. The increasingly number of debates over consumption, consumer culture, and 

consumer behavior as well as consumer rights in both the media and academia, reflects a 

world undergoing rapid change (Anderson et al. 2002). As all this change happens around us, 

it also happens in a world that includes a wide variety of products, brands, stores, 

advertisements, articles, etc. All are to stimulate, inform and influence consumer decisions 

(Andersen, 2011). All people will, in some way or other, grow into the role of becoming and 

being a motivated, curious, sociable and information-seeking decision maker. From the time a 

child is 2 years of age, it begins to familiarize themselves with places, products and even 

television programs. A long journey begins here, and in neither theory nor practice are there 

definitive or predictable terminus. The journey starts in A, but whether it ends in B or C 

depends on the conditions and prerequisites, but three important factors must always be 

considered (Bay & Ralund, 2008). 

 Where a person is born: culture, country and place. 

 When a person is born: in the 1950’s, 1980’s or in the 2000’s. 

 Who are the parents? Genetic inheritance versus social heritage. 

4.3.1 Motivation and consumer needs 

Consumption, in the words of one social scientist, has become the ‘vanguard of history’. To 

question consumption is, at one level, to question history itself (Miller, 1995, p. 427). 

Socio-economic development is an essential area to understand, solely because it affects 

people's existential conditions of life and their chances of survival, which increasingly is found 
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in non-Western countries. Survival is the essential need of man. If taken for granted, or 

otherwise threatened, the human strategy will alter to become a fight for survival. 

Historically, survival has always been a tough and unbalanced combat, and most cultures have 

experienced full or partial restrictions of human rights. However, the world has in recent 

decades, seen that post-industrial societies have achieved new levels of existential security for 

survival. This is partly because wages have multiplied since the time of the Second World War. 

The Danish society has become much richer, and can now offer comprehensive security 

solutions for the poorest (Inglehart, 2005).  

There is a wide range of both general and industry-specific needs theories. However, it is 

considered that no theories or models are perfect, as they are all simplifications of an 

increasingly complex external environment full of products that satisfies a variety of specific 

needs. A fundamental distinction, however; is the distinguishing between biological needs and 

psychological needs (Solomon, 2013). 

 Biological needs: a person’s innate need for food, fluids, sleep, social relations as well as 

protection against the weather and other dangers.  

 Psychological needs: a person’s learned needs for taste, accept, prestige, 

acknowledgement, status and individualism.  

4.3.2 Consumer behavior theory 

Led by early economists Nicholas Bernoulli, Oskar Morgenstern and John von Neumann, the 

interest of researching consumer decision making started almost 300 years ago. This early 

work approached the topic from an economic perspective, and focused solely on the act of 

purchase. Since then, consumer behavior has evolved through a number of discernable stages, 

specifically in the light of new research methodologies being used, and paradigmatic 

approaches being integrated.  The most prevalent theory from this perspective is the ‘Utility 

Theory,’ which proposes that consumers make choices based on the expected outcomes of 

their decisions. Today’s modern consumers are viewed as rational decision makers who are 

mainly concerned with their own self-interests (Laudon & Della Bitta, 1995).  
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“Consumer behavior focuses not only on what consumers 

buy, but also why they buy, when they buy, where they buy 

and how they evaluate their purchase, and how they 

ultimately dispose of it”. 

(Kanuk & Schiffman, 2012, p.9) 

As this paper examines the Danish consumers and their behavior, the aim is to bring out the 

interrelationship between the consumer behavior theory of Schiffman, Kanuk and Hansen, 

and compare it with the marketing aspects of Dunkin’ Donuts. The paper will provide a 

thorough and comprehensive analysis and discussion of some conceptual and theoretical 

tools within the field of consumer behavior. This will contribute to the development and 

implementation of viable marketing strategies for Dunkin’ Donuts in the fast food/ 

coffeehouse industry in Denmark.  

There are divergent approaches and views on consumer behavior from researchers in the 

fields of marketing, psychology and economics. The American psychologist, Abraham Maslow, 

and his famous ‘hierarchy of needs’ proposes a hierarchy of biogenic and psychogenic needs. 

He states that a person must satisfy his/hers basic needs before progressing up the ladder 

towards self-actualization. Maslow’s model will be used as a measurement tool, and will 

illustrate at what ‘level’ the Danish society currently are belonging in. 

4.3.3 Introducing the Danish consumer 

According to the latest research, produced by The Danish Chamber of Commerce in 2013, the 

modern Danish consumers want to show health, profits and self-control. Most modern 

consumers design their own consumption, so it signals their identity and lifestyle. They have 

become creative individualists who increasingly want to put a personal touch on their 

consumption. Danes have begun endorsing themselves as a fit and healthy society, which can 

be seen by the tremendous growth in the wellness, health and fitness industries. A large group 

of consumers is becoming ever-increasingly concerned about eating healthy and being 

physical active. They prefer organic foods, are very critical of processed and fast foods, and 

strive to look sleek, happy and healthy (Fischer & Rasmussen, 2013). In fact, Denmark thrives 
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so well that Danes has been voted the happiest people in the world several times in a row 

(Christensen, 2012). However, the modern consumer is also very busy on a day-to-day basis, 

and is therefore looking for easy and convenient solutions – preferably of the same high 

quality as they could make themselves, if they had the time to do so.  In the food sector, trends 

are showing an increase in sales of healthy food products, ready to put on the table or in the 

microwave (Rasmussen, 2014).  

The American psychologist Abraham Maslow is the author of the best-known model and 

theory of consumer needs. Maslow’s hierarchy of needs; In this case regarding Denmark and 

the Danish culture, it can be argued that Maslow’s hierarchy of needs can be turned upside 

down. The physical needs are still the foundation, but most people in Denmark are not 

struggling to gain neither the physical needs nor the security needs. This way there will be 

much more focus on the Danes social needs and their need for self-actualization (Solomon, 

2013). 

Figure 4: Maslow’s hierarchy of needs 

 

Source: Own creation based on Solomon (2013) 

As the modern consumers strive to put a personal touch on their consumption, as well as their 

lifestyle; living in Denmark comes with many advantages and benefits. Danes physical needs 

are not threatened, and therefore, they develop motives in the area of ´self-actualisation´. 

Maslow’s theory can be linked with Thorstein Veblen’s idea of status and symbols. Thorstein 
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Veblen suggests that consumers buy products, which initially becomes ´symbols´ telling 

others who they are and what social class they belong in (Loudon & Della Bitta, 1995). 

However, just like Abraham Maslow’s model, which can be turned upside down, Thorstein 

Veblen’s theory can be altered as well; meaning that consumers are likely to avoid products, 

which are associated with a certain class not belonging to themselves (Andersen, 2008). As 

the desire for healthier food grows, and as the Danes strive to look sleek, happy and healthy; 

unsurprisingly, they choose products that will endorse their identity and mirror their lifestyle, 

and eating donuts does not reflect the healthy lifestyle Danes are striving for.  

Figure 5: Questionnaire, question 1 

 

 Source: Appendix 6 

As stated in figure 5, almost 3 out of 4 (e.g.72 %) potential consumers asked have heard about 

Dunkin’ Donuts and are familiar with the brand. However, in figure 6 almost 3 out of 4 (e.g. 73 

%) of those participating in the survey, associated Dunkin’ Donuts menu with something 

unhealthy, as stated in the graph below. This may be referred to, as an image-gap. An image-

gap occurs when a company communicates, but the communication received and perceived 

by its customers is not the same as the company intended. For example: 

Dunkin’ Donuts advertises its food and drinks as a ´culinary excellence´, and hires award 

winning executive chef, Stan Frankenthaler, as well as two of this world’s leading experts on 

coffee, (e.g. Jim Cleaves and Ellen Rogers) (Dunkin’ Donuts Press Kit, 2014). However, their 

communication does not reach its target, and their potential Danish customers’ still associate 
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Dunkin’ Donuts brand with junk food, rather than healthy fast food (Loudon & Della Bitta, 

1995). Furthermore, in the case of Dunkin’ Donuts, when potential customers already relate 

the brand with unhealthy junk food, it can be a challenge to convince them otherwise, as they 

have already made up their mind; chances are that many of them will never set foot in the 

restaurant (Schiffman et.al. 2008). 

Figure 6: Questionnaire, question 2     

 

Source: Appendix 6 

4.3.4 Danish eating habits 

The media often describe the Danish eating culture as dissolving, and amongst most of the 

Danish social scientists, the concern is equally expressed. The Ministry of Food, Agriculture 

and Fisheries of Denmark created a survey in 2003, which indicated that Danish society is 

leaning towards becoming a nation of fast food eaters, same as Danes view the United States 

of America (Fødevarestyrelsen, 2003). Johannes Andersen, a professor at Aalborg University, 

agrees. He states that Denmark has become a nation that does not want to spend time 
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cooking, and would rather eat on the go, and /or consume meals in front of the television, 

rather than spending time with the family (Andersen, 2000). Cooking a homemade meal has, 

to a certain extent, gone from being a necessity to becoming a voluntary job, with several 

factors influencing this change. However, the two biggest factors influencing these changing 

elements are: dramatic inclines in the average wages, (compared to wages 40-50 years ago) 

and women getting educations and working in the same or equal positions as men in the labor 

market (Fagt & Groth, 2000). The role of the woman in modern Denmark has changed, and 

traditional tasks, such as cooking and housekeeping, have become expected tasks for the man 

in the family, just as much the woman (Fagt & Trolle, 2001). Social scientists are expressing 

their concerns regarding the disruption of the Danish eating culture. The amount of prepared 

food, as well as the increased industrialization of the prepared food industry, is indicating that 

home cooked meals are not as valued and appreciated as it had once been. The family bonding 

around the dinner table has been substituted with prepared meals heated in the microwave 

or fast food from the local take out restaurant, and consumed in front of the television, with 

no or little interaction with one another (Andersen, 2000). Not only are the effects from the 

lack of nutrition in fast food becoming more apparent, the Danish family institution is 

dissolving at a rapid pace (Holm & Iversen, 1997). 

As home cooking becomes more and more outdated, so does traditional fast food and take-

away items. A survey made by the National Food Institute, Technical University of Denmark 

(KRAM, 2009) states that as new products enter the Danish market; Danes expect them to be 

better tasting, as well as being healthier alternatives than their forerunners. This change 

exact, can turn profitable for Dunkin’ Donuts, as they recently started promoting themselves 

as a company committed to providing guests with the best-tasting, high-quality food and 

beverages. To fulfill those requirements, and to commit to their high- quality statement, a 

culinary dream team of acclaimed chefs has been assembled by Dunkin’ Donuts to create new 

and innovative menu choices. Dunkin’ Donuts’ busy, on-the-go customers will be met with 

culinary excellence, and raised expectations should be encountered with satisfying new menu 

items (Dunkin’ Donuts, Press kit, 2014). Danes typically choose their fast food out of habit, 

and they tend to choose something that is appetizing, appealing and reasonably prized (Dahl 

Larsen et.al. 2013).  
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From primarily considering a person’s healthy eating habits to be the individuals own 

responsibility, Danish society are now focused on how to influence the surroundings, so it 

becomes easier and more tempting to eat healthier fast food. Another study made by the 

National Food Institute, Technical University of Denmark, shows that there are sold three 

times the amount of whole grain burger buns, when the sales clerk informs the customer this 

option.  

This finding correlates to Dunkin’ Donuts Marketing Chief, John Costello’s statement: “If we 

put a picture of our healthier products up on the wall in our restaurants we sell more of those 

items,” he said. “If we take them down, we sell less.” (Pollack, 2013, p.1.) 

Balancing traditional food items but investing in innovative and healthier choices, are 

according to surveys, the way to intrigue the Danes to eating healthier fast food. 

4.3.5 Health amongst Danish consumers 

The Danish population’s awareness and actions, in regards to health and well-being, has seen 

a great deal of progress in recent years, and the interest is continuously increasing. The 

proportion of adult Danes participating in sports has risen steadily ever since the first survey 

was completed in 1964, as part of a cultural habits study (Pilgaard, 2007). 

Figure 7: Exercise habits of Danish adult citizens (1964-2011) 
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Source: Own creation based on The Danish Institute for Sports Studies, 2012  

The findings of a recent 2011 study of the adult Danish exercise- and sports habits are based 

on a total of more than 6,000 responses from Danes aged 16-92 years, with comprehensive 

data provided. However, in spite of the rather large sample, and the great amount of data that 

was produced from it, one must still question if the numbers, statistics and findings are 

trustworthy. Is this sample large enough to represent Denmark as a whole? Findings and facts 

concluded by The Danish Institute for Sports Studies in their report ´Danskernes Motions- og 

Sportsvaner, 2011, will in this paper be presented as objective as possible, although findings 

can be interpreted in different ways, thus prompting scrutiny over the findings. It is prudent 

to consider, and keep in mind, that not-for-profit sources, such as The Danish Institute for 

Sports Studies, who produced the above mentioned report, generally have more credibility 

than commercial sources (Kanuk, et al. 2008), as they are seen as independent and not aiming 

to make a profit. 

The majority of Danish adults who participate in sports do so on their own, or in informal 

groups with others. The adults’ exercise activity often takes place in other settings than 

children’s activities, which often require a structured environment, led by a coach. There has 

been a decline in the usage of public organizational sports settings and facilities, whereas 

public areas such as parks, forests/woods and sidewalks in the city, are frequently being used 

by exercising adults. Further, the usage of private sports facilities, such as fitness centers, has 

increased dramatically over the last decade.  During the financial crisis (e.g. 2008-2012) the 

fitness industry managed to increase their gross profit with 37% during those four years 

(Krogh, 2012).  

Figure 8: Key figures for the Danish fitness industry  
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Source: Own creation based on The Danish Institute for Sports Studies, 2012  

The Danish National Institute of Public Health conducted a similar survey to that which The 

Danish Institute for Sports Studies did, which found that more than 66 % of Danish citizens 

are involved in physical activities at least four hours a week.  That is a 6 % increase compared 

to the year 2000 (Statens Institut for Folkesundhed, 2013). “It has become modern and 

fashionable to be well-trained, partly because the media focuses so heavily on health. The 

majority are now aware that when sitting and working in front of a computer all day, it is vital 

to exercise in people’s spare time,” says Stig Eiberg, a professor in physical education at The 

University of Southern Denmark. “Exercise is not as scheduled anymore, and the longer opening 

hours, at especially fitness centers, benefits us as we schedule our workout sessions around the 

clock” (Fitness-guide, 2014, p.1). 

As stated above, there has been a significant increase of Danes trying to improve their health 

and modify their lifestyle behavior. Improving health, modifying lifestyles and changing food 

choices, however, are not the only way to shift aggregate consumption patterns and nutrient 

intake. In an effort to compete for health-conscious customers, Dunkin’ Donuts are creating 

and introducing new products with the aim to capitalize on the latest health concerns (The 

Wall Street Journal, 2014). Secondary, these changes can benefit customers not even looking 

for better nutrition as they may reap dietary benefits from healthier versions of foods and 

beverages (Food and Drug Administration, 2014). Despite soaring obesity figures across the 
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globe, fast food chains continuously serve meals that are associated with serious health risks. 

Branding and advertising campaigns often make fast food look intriguing and sound 

appealing, but the fact is, most fast food meals are extremely fattening if eaten regularly over a 

longer period of time (Zollinger, 2013).  

Therefore, in 2007, Dunkin’ Donuts established a Nutrition Advisory Board hiring some of 

Americas leading experts in the field of nutrition, health and wellness, with the aim to develop 

and reformulate products so they meet the evolving needs of their customers (Dunkin Donuts, 

2008). Since then, the research accumulated has helped to gain knowledge and insight to 

better understand and anticipate health and wellness trends and to continuously incorporate 

nutritional science in their menu development. Sometimes they replace an entire meal, but 

during the last couple of years, healthy snacks have been a big winner on the menu (Dunkin’ 

Donuts Press Kit, 2014). 

As most people find themselves busy throughout the day, they are also snacking more 

frequently, rather than eating a complete meal several times a day. Dunkin’ Donuts culinary 

dream team has recognized this change in behavior and is meeting their guests shifting eating 

habits. By hiring Executive Chef (and Vice President of Product Innovation) Stan 

Frankenthaler and his team, Dunkin’ Donuts may be able to brand themselves as an 

innovative fast food restaurant, producing fast food menus containing less than 400 calories 

per meal (Dunkin’ Donuts Press Kit, 2014). With several menu choices, a meal consist of food 

and a beverage, their DD SMART menu is designed for customers who are aware of what they 

eat, and this menu fits their healthy lifestyle and ensures that it fulfills all their customers’ 

dietary wants and needs.   

In 2011 America took a big step trying to fight overweight and obesity, as they signed a 

legislation that requires restaurants to put calorie information on their menus and drive-

through signs (The New York Times, 2010). Although it has not come to this extend in 

Denmark, yet, it could be a beneficial way to brand themselves and their DD SMART menu. By 

exposing their (potential) customers to their low calorie menu items visually, they appear 

more transparent, honest and not just a coffee and donut chain (Appendix 5). 
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4.3.6 The inactive overweight Danes  

Obesity and overweight is becoming a serious social problem in Denmark, as a large group is 

becoming unhealthier. A survey made by the Danish health sector in the beginning of 2014, 

stated that 1.3 million (adult) Danes were suffering from overweight and/or obesity. “The 

prevalence of overweight and obesity are now rising so rapidly in Denmark, it may be referred to 

as an epidemic,” states Bjørn Richelsen, Chairman of the Danish Nutrition Council. 

(Christensen et. al., 2014, p.16). 

The Danish Nutrition Council, established by the Medical Association in 1992, has since 

become a government agency administrated by the Danish Ministry of Food, Agriculture and 

Fisheries, whose main purpose is to strengthen general knowledge of food and nutritional 

issues, by gathering and analyzing information in regards to diet, health and disease. 

Additionally it serves to inform and advise public authorities and the food industry on 

nutrition issues (www.fvm.dk, 2014). The council has, ever since the beginning, investigated 

Danes and the Danish society’s relationship to food and nutrition, and according to them, 

there is an increasing trend toward an epidemic of obesity, which has developed in Denmark 

during the past 40-50 years.  Danish society has changed profoundly in the last 50 years, as 

people have moved from rural towns into the urban cities. Technological and economic 

developments have caused a considerably decreasing need for physical activity both on and 

off work (e.g. television, computers, remote controls, cars and mechanization of most work 

processes, to name a few). Furthermore, food has become easily accessible 24 hours a day 

(e.g. by food delivery, an increased number of fast food restaurants, as well as stores with food 

retail). However, Denmark is not the only country experiencing this development. As other 

countries experience improvement in their socio-economic status’ they too find themselves 

with an increased mean body weight and prevalence of overweight and obesity (Heitmann 

et.al. 2013). 

For many decades, the medical community has been aware of the relationship between 

overweight/obesity and a number of diseases (e.g. cardiovascular disease, type-2 diabetes as 

well as being a significant contributor to premature death). Latest research shows that obesity 

soon will exceed smoking as the leading preventable cause of death. Furthermore, it is 
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estimated that diseases related to overweight cost the Danish society 10-12% of the national 

health budget, a figure that unfortunately is expected to increase if the obesity epidemic 

continues (Richelsen et.al. 2013). Approximately 40% of the adult Danes are overweight (e.g. 

equivalent to 2,250,000 people), and 13-15% are obese (e.g. equivalent to 750,000 people). 

These numbers are found through cooperation between the Danish doctors and 

health/nutrition consultants, and are measured using the Body Mass Index (e.g. BMI is 

calculated from the ratio between a person’s height and weight). 

Clearly, not all consumers base their food consumption decisions on health or nutrition 

considerations. A new rapport made by the National Food Institute from the Technical 

University of Denmark states, that the majority of Danes “in-between-meals” consist of candy, 

chocolate, cake and other sweets (DTU, 2012). As this larger group of Danes might be the ones 

more likely to order donuts rather than the DD SMART menu, Dunkin´ Donuts does recognize 

their part and their responsibility, especially towards child obesity. Although Dunkin’ Donuts 

encourage a balanced and healthy lifestyle, they recognize and embrace their responsibility to 

provide their customers with health-related public information. While still not a law in 

Denmark, as it is in the United States, Dunkin’ Donuts customers are being presented with a 

coherent, easy to read, calorie information board. This calorie information service, as well as 

their wide range of product choices in various sizes and flavors, is offered to encourage 

customers to choose the size and products that are right for them. Additionally, their 

nutrition, health and wellness experts has since 2007 provided perspectives  on science, 

trends and legislation to increase the quality of nutrition in Dunkin’ Donuts menu items 

(Dunkin’ Donuts Press Kit, 2014). 

4.3.7 Danish coffee habits 

Denmark is currently ranked number three in the world, in the discipline of consuming coffee, 

only exceeded by Sweden and Finland. The numbers are taken from the analysis institute GFK, 

and states that it is primarily the younger generation that has reinvented their desire for 

coffee. From 2005 to 2010, the consumption of coffee for Danes up to 29 years has increased 

from 542 cups of coffee, to 798 per year, whereas the population between 30 and 39 has 

increased from 901 cups of coffee to 1019 cups per year. During the last decade there has 
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been a severe increase and desire to go out and experience different tastes and variations of 

coffee as it has become a social and desirable thing to do (source: Danish coffee information). 

The increase of social awareness, and the amount of coffee the Danes consume, is not 

something that has gone Dunkin Donuts´ research by, as they have recently opened franchise 

restaurants in Sweden and Finland.  

So far none of the international coffee chains have established their business in the Danish 

capital. Starbucks, Costa Coffee, the Coffee Bean etc. are not to be found in the center of 

Copenhagen, yet. But despite the lack of international competition, somehow it has not been 

easy for the local coffee businesses, profiting in the coffee industry. “We have served the Danes 

coffee for almost 14 years now, and we are a well-known brand in the business,” said Anders 

Wall, Marketing Director for Baresso (Børsen, 2014, p.1). And a strong and clear company 

image can increase consumers’ confidence in its products and their desire to purchase their 

products, but Baresso, the largest national coffee chain, has despite increasing turnovers, 

managed a six-figured deficit, seven years in a row (Børsen, 2014). Kong Kaffe, another of the 

bigger Danish coffee chains, declared bankruptcy on March 28 2014, where they immediately 

closed down their 18 coffee shops around the country (Børsen, 2014).  

Dunkin’ Donuts still rests its name on its donuts; however, they have experienced tremendous 

success in coffee sales. They are currently ranked as number two in the world, only surpassed 

by McDonalds. With revenues of $248.4 million in coffee sales, and 185 million cups of coffee 

sold in the fourth quarter of 2013 in America alone (CSPnet.com, 2013), Dunkin’ Donuts will 

increase their focus on their coffee beverages (Dunkin’ Donuts the Bright Agency, 2014). 

During the last decade, Dunkin’ Donuts has produced a quality line of coffee blends and 

espresso drinks, which have steered them to become one of the best-selling companies in the 

coffee industry. 

“Denmark possesses a great opportunity for Dunkin’ Donuts brand”. States Jeremy Vitaro who is 

the Vice President of International Development for Dunkin’ Donuts. “We believe that our high 

quality food and beverages, served quickly in cozy environments – has a big market potential in 

Denmark” (Berlingske Business, 2014, p1.). 
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The Danes will go out of their way to attain a good cup of coffee. Just like the Danes changing 

eating habits, their coffee habits are experiencing the same shift. Time is running out for the 

old-fashioned pot of coffee as the Danes increasingly desire the smaller but more exclusive 

cup of gently roasted freshly grounded coffee, as in a café mocca, café latte or a café au lait 

(Cafax, 2014). Dunkin’ Donuts heritage might be in donuts, harking back to the Time to make 

the donuts campaign, its future is now in coffee (AdAge, 2013). 

In case of Dunkin’ Donuts not having a restaurant in Denmark, yet; and Baresso, not able to 

make profit, the two CEO’s does agree on one thing: There is room for improvement. Baresso 

can currently be found in 28 different locations around the country, but they are planning to 

establish at least another 20 coffee shops during the next couple of years, says Kenneth 

Luciani, CEO at Baresso. Dunkin’ Donuts are currently looking for a franchise taker, a 

financially strong franchise taker, who is willing to open up 20 to 25 Dunkin’ Donuts 

franchises, during the next couple of years, states Jeremy Vitaro in a press-release (Børsen, 

2014).  

4.3.8 Danish consumer trends 

Today’s world of media is constantly changing along with consumer preferences and 

behavior. Now – more than ever – marketers need to be on the forefront of the latest 

consumer and media trends in order to continuously deliver products and services that can 

create added value for both companies and consumers (Danish Chamber of Commerce, 2014).  

Today’s technology is all about making the life of the consumer easier. After years of 

technology facilitating self-measurement and analysis of personal metrics we now see a wave 

of gadgets aimed at assisting the consumer throughout his or her busy schedule. Technology 

has to be personal, easy-to-understand and able to aid the consumer in making the complex a 

little less complex (Danish Chamber of Commerce, 2014). 

Smartphones play a crucial role in the life of the Danish consumers, and in order to be 

successful in the long run, businesses must integrate a smartphone strategy, in order to stay 

ahead. Digital media and mobile screens are core items in Dunkin’ Donuts marketing strategy, 

who is balancing both traditional media with digital. 
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Although it was Starbucks who initially launched the mobile-wallet-payment-option in the 

early spring of 2009, the payment-program grew rapidly, and counts for more than four 

million payments per week, at the end of the first year (Forbes, 2014). However, in August 

2012, Dunkin’ Donuts further developed Starbucks app (Los Angeles Times, 2012) so it 

provides customers with not just a payment method, but also other features, such as: ´Find a 

Dunkin’ Near you´ and ´Give The Gift of Dunkin’´, something the Starbucks app does not allow. 

The app does have other features as well; most of these are marketing related, as the 

customers will receive offers, deals and other rewards through the app (LA Times, 2012).  

Being acquainted with this kind of system can turn profitable for a Dunkin’ Donuts franchise 

taker in Denmark, as this kind of system has not been taken in to use by any store throughout 

the country. That being said, on November 6, 2014 Sunset Boulevard announced a similar 

payment system (Børsen, 2014). “We have watched and analyzed the Danes use of smart-

phones, and we believe that an online payment service will be relevant and intriguing for our 

customers. It is all about convenience and comfort”. Says Kristian Scheef Madsen, CEO of Sunset 

Boulevard (Børsen, 2014, p.1.). “We are the first business in Denmark to launch such a mobile-

payment-plan, and it feels great to be the first, and I guarantee that it won’t take long before the 

others follow” he ends (Børsen, 2014, p.1.). 

Chapter 5 - Empirical data and findings 

The following chapter provides the reader with an analysis of the qualitative and quantitative 

data collected in this paper. The findings are based on the questionnaire responses and are 

supported by the in-depth interview answers 

The primary data collected for this paper is made up of three parts. First, a quantitative 

survey with 283 respondents was carried out, which makes up the quantitative part of the 

primary data collected. However, since Dunkin’ Donuts’ target market is between 16 and 40 

years of age, the responses used will be limited to the ones within this age group. This puts the 

total number of useable responses to 221. Second, six in-depth interviews with survey 

respondents, and an expert interview with Klaus Madsen, a diet and nutrition supervisor 

make up the qualitative part of the collected data.  
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The first question of the survey (Appendix 6, p. 1) establishes that 75% of the respondents 

have heard of the brand Dunkin’ Donuts already, and the fifth question shows that 62% of the 

respondents at this point would be open to the idea of visiting a Dunkin’ Donuts if a store 

opened in their neighborhood. Furthermore, in question 12 64% answered that they would be 

willing to try out a new coffee chain if one opened up in their neighborhood. This shows that 

even before entering the Danish market, Dunkin’ Donuts has a large potential customer base 

among the Danish consumers. . What it does not ensure however, is that this customer base 

will be long-term. The potential is there for long-term customers, yet there is no guarantee, as 

those willing to visit an newly opened Dunkin’ franchise may just be curious about the new 

product but may decide not to return after that one initial visit. 

Question 2 (Appendix 6, p. 2) provides an idea of what prejudices the Danish people have 

about the Dunkin’ brand, and what preconceptions that they will have to change when 

entering the Danish market. The respondents in the quantitative survey were asked which 

word they would use to describe Dunkin’ Donuts. Out of the nine possible answers, 72 % 

would describe Dunkin’ Donuts as being unhealthy, 25 % chose quick service, and 20 % 

described it as cheap. Furthermore, the respondents wrote words like “greasy” and “lækkert” 

(delicious) (Appendix 6, pp. 2-3). This shows clear preconceptions towards the Dunkin’ 

Donuts restaurants and the products that they offer. Dunkin’ Donuts has had some success in 

rebranding their restaurants in the United States, where they now focus mostly on coffee, 

quality products and healthy alternatives. The responses in this survey show that this 

rebranding has yet to reach the Danes, whom still view Dunkin’ Donuts as a greasy, unhealthy 

donut chain.  

 The seventh question switches the focus to coffee and the respondents’ coffee habits. 71 % of 

the respondents answered that they drink coffee regularly, which makes a good basis for 

answering questions about coffee and coffee habits. Question 12 then shows that most of 

these 71 %, namely 64 % would be open to trying out a new coffee chain if one opened in 

their neighborhood (Appendix 6, pp. 8 & 14). 

Question 10 shows that the high-end coffee from Baresso, Starbucks or similar places is the 

most popular among the respondents, with 47 % buying most of their “to-go” coffee at these 
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places. In second place with 39 % are schools and workplaces, where coffee is easily 

accessible. Finally, in last place is the ‘cheap’ coffee from McDonald’s, gas stations and similar 

places. These answers seem to suggest that the most important factors are taste and 

location/distance. The in-depth interviews paints the same picture, with three of the 

respondents all mentioning taste and location/distance as the deciding factors when they buy 

“to-go” coffee (see appendix 2).  

Similarly, when naming factors that could persuade the respondents to change where they 

buy their “to-go” coffee both quality, price, distance and menu selection scored high on the 

list. When looking at the in-depth interviews three of these factors stood out as the deciding 

factors, namely taste, price and location.  

On the other hand, when asked about what could make them buy “to-go” coffee more often, 

three of the four interview respondents mentioned price as the deciding factor. This suggests 

that taste and location are important factors when choosing a place to buy coffee, but for a 

coffeehouse to attract new customers, or make their current customers buy more coffee, price 

is the most important competitive factor.  

The fourteenth question opens up to the subject of fast food and the respondents fast food 

tendencies/habits. The answers show that there is a market for fast food in Denmark. 

However, in Q15 the respondents were asked to specify which meal they usually eat at a fast 

food restaurant, which is important in relation to what type of food Dunkin’ Donuts should 

focus on in Denmark. The answers show that a mere 0.5% eat breakfast at fast food 

restaurants, or at least consider their bought breakfast to be from a fast food restaurant, 32% 

eat lunch, 79% eat dinner and 13% have answered that they eat snacks at fast food 

restaurants. This offers a dilemma for Dunkin’ Donuts, since their menu selection is focused 

on breakfast and lunch, with no dinner selection (Appendix 6, pp. 17-18). 

Question 17 (Appendix 6, p. 22) deals with how the Danish fast food consumers prefer to 

order their food. As the option of ordering online was added after the survey was released, 

and based on the comments to the question, it is assumed that the actual number of 

respondents choosing this option is higher than what is shown in the figure. On this basis, the 
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consumers seem to be divided fairly evenly between ordering in the restaurant and staying to 

eat, ordering in the restaurant to-go and ordering online and having it delivered. This suggests 

that the option of having the products delivered may be something to consider. 

The 18th question (Appendix 6, p. 24) relates to the issue of brand loyalty. When asked 

whether they are loyal to one brand, restaurant or chain a total of 12 % percent answered yes 

and 83% answered no. This could indicate either that the question was misunderstood or was 

not specific enough, or that the respondents simply choose their fast food and coffee chains by 

convenience and not by brand or loyalty.  

Question 22 (Appendix 6, p. 29) asked the respondents “Tænker du på sundhed, når du køber 

fast food?” (Do you think about health when you buy fast food?) 32 % answered yes and 59 % 

answered no. This shows a division between the people who want something that is quick but 

also healthy, when they buy fast food and those who buy it simply because it is easy quick and 

tastes good.  

Chapter 6 – TOWS 

This chapter guides the reader through the TOWS model, a framework used to identify the key 

issues that Dunkin’ Donuts will face when entering the Danish market. Furthermore, this chapter 

defines Dunkin’ Donuts’ objectives and proposes a number of strategies for reaching these 

objectives.  

The TOWS-model is an expansion of the well-known SWOT model. The four letters of the 

name identify the four factors of the model: the strengths, weaknesses, opportunities and 

threats of the given company (Proctor, 1996). The first two factors, strengths and 

weaknesses, deal with the internal situation in the company, and the last two factors, 

opportunities and threats, deal with the external situation of the environment in which the 

company operates. The model will be used to identify the strengths, weaknesses, 

opportunities and threats that Dunkin’ Donuts will be faced with when moving into the 

Danish market. Furthermore, identifying these factors makes it possible to identify areas in 

which changes are needed, or new opportunities are ready to be explored. The overall goal of 
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this model is to identify areas in which it would be advantageous to make changes, both in 

terms of making improvements in areas of weaknesses, eliminate threats, utilize strengths to 

the fullest, and finally, take action on possible unexplored opportunities (Weihrich, 1982). 

Finally, the model is used to identify key issues and possible strategic options for making 

these improvements.  

6.1 Key findings 

Strong Brand Name – Dunkin’ Donuts is a popular American brand and is also well-known in 

Europe. The survey conducted in this paper showed that 72% of the respondents had heard of 

the brand Dunkin’ Donuts, and that about 60% of the respondents would be open to visiting a 

Dunkin’ Donuts if a restaurant were to open in their neighborhood (Appendix 6, pp. 1 & 6). 

This shows that Dunkin’ Donuts already have a strong potential customer base before they 

have even entered the market.  

Experience in Europe – As Dunkin’ Donuts already has entered several European countries 

including Germany and Spain, they will have gained valuable insights into operating a 

business in Europe, e.g. dealing with the European Union. This is valuable experience, which 

they will be able to use, when entering the Danish market. This also means that they have 

experience in adapting their menu to the local tastes, and know how to use their well-known 

American brand name when dealing with the large local competitors.  

Figure 9: TOWS 

          

                Internal factors 

 

   

     External factors  

Strengths 

1) Strong brand name 

2) Experience in Europe 

3) Quality coffee & donuts 

4) Brand loyalty 

5) Large corporation  

Weaknesses 

1) Unhealthy (reputation) 

2) No online sales 

3) Price as competitive factor 

4) Brand perception in DK 
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Opportunities 

1) Immature coffee market 

2) Coffee drinking nation 

3) Online sales 

4) Health trend 

6) No strong Donut chains 

7)Positive attitudes toward 

American products/brands 

S1,O6) Use strong brand 

name to introduce Danes to 

quality donuts 

S1,S2,O1,O2) Use knowledge 

to adapt to the new market 

and make changes to fit this 

market 

 

O4,W1,W4) Expand on, and 

advertise, healthy options 

W2,O3) Introduce option of 

buying coffee and 

merchandise online to 

capture the large, growing 

online market in Denmark 

 

Threats 

1) Competitors 

2) Substitute products 

3) Health trend 

4) Negative attitude towards 

donuts 

5) High taxes in DK  higher 

prices 

S1,S4,S5,T1) Establish strong 

brand in DK to gain market 

share from competitors 

S2,T4) Use experience from 

European countries to change 

Danes’ attitudes towards 

donuts 

S1,S3,T5) Use strong brand to 

advertise brand and quality 

rather than price  

 

W1,T3) Refute unhealthy 

reputation by offering more 

healthy alternatives 

W2,T1) Introduce online 

sales as a solid way of 

differentiating from the 

competitors 

W3,T5) Position on market 

based on brand, quality, and 

atmosphere rather than price.  

Source: Own creation 

Quality coffee and donuts – In the United States Dunkin’ Donuts have spent years and years 

developing and fine-tuning the image that they want. The result is that they are now known 

for their great quality of both coffee and donuts at low prices (Datamonitor, 2008).  

Brand loyalty – In the United States Dunkin’ Donuts have had great success in encouraging 

brand loyalty among its customers. This has been done through various initiatives such as 

loyalty programs and maintaining a consistent level of quality, a nice coffeehouse atmosphere, 

and good service. Brand loyalty is an important success factor, as it ensures a continuously 

large customer base.  

Large Corporation – Dunkin’ Donuts is one of the largest coffeehouse chains in the world 

with over 10,000 stores in 33 countries around the world (dunkindonuts.com). The size of the 

company and its presence in a large number of countries, gives Dunkin’ Donuts the 

advantages of economies of scale, experience, and widespread brand recognition. These 

factors all works to their advantage when entering new markets.  
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Unhealthy – An inherent weakness in selling donuts is the (unmistakable/unyielding) fact 

that it is an extremely unhealthy product, and it can be a tough sell in a time when focus in on 

healthy living. Dunkin’ Donuts discovered this a long time ago and shifted its focus away from 

donuts and onto coffee (Datamonitor, 2008). However, this shift in focus has not yet reached 

the Danish consumers, which still view Dunkin’ Donuts as a cheap, greasy, and unhealthy 

donut chain (Appendix 6, pp. 2-3).  

No online sales – Dunkin’ Donuts have established branches of coffeehouses in many 

European countries, but they have not yet opened up for the opportunity for the consumers of 

those countries to buy coffee and merchandise online. This lack of online sales in their new 

markets, means that the Danes, too, will probably not be able to enjoy the benefits of buying 

coffee and merchandise online. 

Price as competitive factor – In the United States Dunkin’ Donuts uses price as a competitive 

factor, because they are able to serve quality coffee and baked goods at low prices. This will 

not be possible to the same extent in Denmark because of the high taxes and wages paid by 

Danish companies. This fact therefore weakens their existing positioning strategy.  

Brand perception in Denmark – The survey showed that among Danes the brand Dunkin’ 

Donuts is synonymous with the words cheap, fast and unhealthy (Appendix 6, p. 2). As the 

name suggests, many Danes still consider Dunkin’ Donuts to be a chain that focuses on donuts 

but also sells coffee. This is the perception that they have attempted to escape in the United 

States, where they have successfully changed their actual and perceived focus from being a 

donut shop that also sells coffee, to a coffeehouse that also sells donuts. The difference may 

seem insignificant, but the change in perception in the minds of the consumer makes all the 

difference, as their main product coffee is now not a particularly unhealthy one.  

Immature market – Pedersen (2014) suggests that the Danish market for coffee is an 

immature market that continues to grow with every new addition to the competitive 

environment. Baresso even goes so far as to welcome the new competition from large 

American brands like Starbucks and Dunkin’ Donuts, because of the belief that they will help 
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develop the market (Pedersen, 2014). This means that it is possible to gain market share 

without having to steal customers from the competitors. 

Coffee drinking nation – According to kaffeinfo.dk (2014) Denmark is among the (most) 

coffee drinking nations in the world with an average of 4 cups of coffee a day per person. The 

fact that Dunkin’ Donuts focuses on quality coffee makes Denmark an opportune market for 

the company.  

Online sales – As the Danish consumers grow more and more accustomed to shopping online, 

a new opportunity of online sales presents itself. Danes enjoy the freedom of being able to buy 

products from the comfort of their own homes, which is an opportunity for Dunkin’ Donuts to 

expand their online stores and provide to the Danish people with merchandise and online 

product delivery services. 

Delivery service – providing the Danish consumers with a delivery service, could be 

something unique for Dunkin’ Donuts in Denmark. If not being able to handle this kind of 

business, a partnership with for example, Just Eat could be a way to attract a new market. 

Further, the Company called Room-Service provides the same service, however this company 

is closely related to delivering to businesses, which is a completely different segment that 

Just-Eat. 

Partnerships – Dunkin’ Brands announced early in 2014, a multi-year marketing partnership 

with Liverpool FC in England, to support Dunkin’ Donuts global expansion of the brand. Under 

the agreement that Dunkin’ Donuts is the official coffee, tea, and bakery partner at Liverpool 

FC stadium (www.liverpoolfc.com). A similar partnership could be made with clubs in 

Denmark. 

Health trend – The fact that the Danish consumers are being bombarded with tips and tricks 

to a healthy living can be both a threat and an opportunity, depending on how Dunkin’ Donuts 

decides to react to this. This coercion from all sides to choose the healthy options can be an 

opportunity for Dunkin’ Donuts to expand their menu with healthy options, which can also 

help reposition Dunkin’ Donuts in Denmark. The current negative attitudes towards the brand 

http://www.liverpoolfc.com/
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can be altered, with focus shifting from the unhealthy to the healthy, and it may be possible to 

position Dunkin’ Donuts on quality instead.  

No strong donut chains – The Danish market has not yet embraced donuts in the same way 

that Americans have, which means that there are no existing strong competitors for donuts in 

Denmark. This means that Dunkin’ Donuts will enter a market with great potential if they can 

persuade the Danes to start buying donuts.  

Competitors – As mentioned earlier, when entering the Danish market Dunkin’ Donuts will 

be in direct competition with the Danish coffeehouse Baresso and the American coffeehouse 

Starbucks. These are the two main competitors on the market, and Dunkin’ Donuts will have 

to be better than them to gain market share from them, or they will have to differentiate from 

them in order to expand the market and gain new customers.  

Substitute products – The substitute products on the market can be divided into categories 

depending on their use or function. For the people who drink coffee purely because they like 

the flavor, substitutes to the coffeehouse coffee is the coffee that people make at home, which 

consists of coffee capsules, coffee grounds and instant coffee. On the other hand, for the 

people who drink coffee purely for the caffeine energy boost, the fairly new phenomenon of 

caffeinated energy drinks can become substitute products as these become increasingly 

popular among certain age groups (Christensen et al., 2014).  

Health trend – As discussed in chapter 3.3, Danish consumers are highly affected be the 

ongoing health trend, which encourages or persuades them to watch what they eat and drink 

constantly. As Dunkin’ Donuts have a reputation for being unhealthy, they will be negatively 

affected by this trend unless they take action to avoid this.  

Negative attitudes towards donuts – The donut is not yet a strong contender on the Danish 

baked goods market. Denmark does not have any large donut chains and the donut has not yet 

gained footing on the Danish market. The only donuts available on the market are dry and of 

low quality. Furthermore, Danish consumers seem to have a lot of negative assumptions about 

donuts, such as them being greasy, sugary, fatty, and overall unhealthy (Appendix 6, pp. 2-3).  
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High taxes in Denmark  Higher prices – As taxes and wages in Denmark are a lot higher 

than in the US Dunkin’ Donuts must be prepared to make some changes to either their 

production/distribution processes or the price levels in the stores in order to make up for the 

high expenses. As Dunkin’ Donuts position themselves on price, among other things, this can 

be a threat to their brand position in Denmark.  

6.2 Objectives 

Based on the key finding of the TOWS analysis a number of market-based objectives will be 

identified.  

Based on the conceptual framework of the TOWS matrix analyzed in chapter 5 the problem 

areas were pointed out, and objectives of Dunkin’ Donuts will now be defined. This is done in 

order to be able to propose the strategies needed to achieve these objectives. 

Market position - Dunkin Donuts strive to become the leader in all markets they enter. They 

have already achieved this status in most areas pursued, and they will attempt to reach the 

same objective on the Danish market.   

Recall - As shown in Figure 5 the percentage of aided recall among the 16-45 year-old in the 

survey is already about 70. Dunkin’ Donuts will aim to raise this number to 90 percent among 

their target consumers. Furthermore, they will aim at achieving an unaided recall of 30 

percent.  

Customer satisfaction - Customer satisfaction is always an objective for Dunkin’ Donuts and 

based on the information presented about the Danish market and its potential, they will target 

a customer satisfaction rate of 4,5 on a Likert scale from 1-5 with at least 75 percent of their 

customers.  

Customer retention - As a consequence of customer satisfaction, Dunkin’ Donuts also wishes 

to reach a certain level of retention and loyalty among its customers. The goal in this area is to 

reach a customer retention level of 80 percent. 

Frequency – based on the customer retention level of 80 percent, Dunkin’ Donuts will aim at 

reaching a frequency of customer visits of about four visits per month. 
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Closing of perceptual gaps - Dunkin’ Donuts wants to close the gap between what they 

actually offer and how people perceive them. Their offer has been focused on coffee and with 

donuts, sandwiches and other baked goods on the side, for many years. However, as questions 

two and four in the survey (appendix 6) and the interview responses (appendix 2) showed, 

the Danish people view Dunkin’ Donuts solely as a donut shop. When steps have been taken 

towards closing these perceptual gaps, about 80 percent of Dunkin’ Donuts’ customer base 

should have the “correct” perception of the Dunkin’ Donuts brand.  

6.3 Strategies 

Based on the key findings of the TOWS matrix and the defined objectives, the following 

strategies are proposed to improve Dunkin’ Donuts’ situation and reach their objectives.  

Strengths - Opportunities: Use strengths to seize opportunities 

S1,O5 – A number of small donut chains have appeared on the Danish market in recent years, 

and at the same time, several supermarket chains have started selling donuts. However, the 

Danish market has not yet opened up to the idea of buying donuts on a regular basis. 

Therefore, the Danish market presents an opportunity for Dunkin’ Donuts to come in and use 

their strong brand name to introduce the Danish people to quality donuts.  

S1,S2,O1,O2 – Denmark may be one of the most coffee drinking nations in the world, but that 

does not mean that the market for coffee is a mature market, or that Dunkin’ Donuts will not 

have to make some changes in order to become a success in Denmark. Dunkin’ Donuts will be 

able to use/take advantage of their strong brand name and their previous knowledge from 

entering other European countries to their advantage. Everything considered Dunkin’ Donuts 

have a great chance of success if they use their strengths right and make the necessary 

changes and adaptations to fit the Danish coffee market.  

Weaknesses - Opportunities: Use opportunities to convert weaknesses to strengths 

W1,W4,O4 – In order to change the negative perceptions that Danes have about Dunkin’ 

Donuts, and donuts in general, they will have to take action. On one hand, Dunkin’ Donuts 

have already shifted their focus from donuts to coffee (Datamonitor, 2008) in order to not be 
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crippled by the health trend, which they will also have to do in Denmark. Furthermore, they 

can choose to advertise and expand on their healthy options in order to facilitate those who 

would rather have a cup of coffee with something healthy on the side.  

W2,O3 – Dunkin’ Donuts have a website from which Americans can buy Dunkin’ Donuts 

ground coffee and Dunkin’ Donuts merchandise. Dunkin’ Donuts have not expanded this 

option to their new European markets, which means that, currently, they are not profiting 

from online sales on the European market. If Dunkin’ Donuts want to turn this weakness into 

a strength, they can choose to correct the current situation by making online purchasing of 

coffee and merchandise an option for the Danish consumers, in order to capture and (take 

advantage of) the large, and growing, online market. Since many Danes drink their daily coffee 

at home, this would also be way to bring Dunkin’ Donuts coffee into the Danish homes.  

Strengths - Threats: Use strengths to avoid threats or turn them into opportunities.  

S1-5,T1 – In order for Dunkin’ Donuts to be successful on the Danish market they must meet 

the threat of the existing competition head on, by attempting to gain market share from 

incumbents on the market. To do this they must use all the factors outlined in Strengths, 

namely their strong brand name, previous experience in Europe, quality products, customer 

loyalty, and the size of the corporation. Putting all these strengths together, Dunkin’ Donuts 

should be able to establish a strong brand in Denmark and gain some market share from the 

competitors on the market. 

S2,T4 – The threat of existing negative attitudes towards the brand and donuts in general, is a 

threat that Dunkin’ Donuts have faced before, when entering other European markets. 

Therefore, they will need to use the experience and learnings gained from their previous new 

market entrances, in order to start changing the Danes’ attitudes towards donuts.  

S1,S3,T5 – The threat of having to raise their price levels in Denmark compared to their prices 

in the US can be sidestepped by using two of their strengths, namely their strong brand name 

and their high levels of quality. These can be used to create a (promotional) focus on brand 

and quality, rather than focusing on low prices.  
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Weaknesses – Threats: Attempt to minimize both weaknesses and threats 

W1,T3 – In order to refute the unhealthy reputation of Dunkin’ Donuts, which is made even 

more threatening by the current health trend, they can choose to launch a campaign focusing 

on coffee and the more healthy alternatives that they offer, such as sandwiches and low 

calorie coffees. The goal is to shift the focus from donuts to coffee in the minds of the 

consumers.  

W2,T1 – The introduction of an online store where Danish consumers can buy coffee and 

merchandise would be a way to turn a weakness into a strength and at the same time, it would 

allow Dunkin’ Donuts to differentiate themselves from the competition posed by other 

American/foreign brands like Starbucks.  

W3,T5 – The question of rising price levels, as mentioned, can be sidestepped by choosing a 

position on the market based on a strong American brand name and a quality product, along 

with a good coffeehouse atmosphere, instead of maintaining a position based on price as a 

factor as in the US. Choosing a different positioning strategy can then limit the threat from 

higher expenses due to high tax and income levels, and can also present an opportunity to fine 

tune the positioning strategy to the Danish market rather than maintaining an American 

positioning strategy, which may not be as effective in Denmark.  

Chapter 7 – Segmentation, targeting & positioning 

The following chapter aims at guiding the reader through the segmentation, targeting and 

positioning process. In addition, the chapter defines Dunkin’ Donuts’ target markets and 

positioning strategies for the Danish market  

“Talent hits a target no one else can hit; genius hits a target no one else can see”, that is how 

Kotler et al., 2009, very simply describes the perfect usage of the STP model. Rob Markey 

(2015) argues that this is exactly what happened, and what Starbucks managed to do, when 

creating the Frappuccino line, as they created a coffee line the consumers did not yet know 

they needed. Today they crave it, and it has become a billion dollar industry for Starbucks. 
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Segmentation is a primary prerequisite to develop strong and sustainable customer relations, 

by using ongoing targeted communication and marketing, and through that create a base of 

loyal, long-time customers whose value will expand over the years (Kotler et. al., 2009). 

On the Danish coffeehouse market, Baresso has tried to replicate the way Starbucks’ is doing 

their business, and they have managed to do so, better than any other coffeehouse on the 

Danish market. This also means that Baresso is targeting the same segment as Starbucks. 

For a Dunkin’ Donuts franchisee to enter the Danish coffeehouse market successfully, he 

needs to position his brand and aim his communication and marketing-strategy towards the 

Dunkin’ Donut segment. It is important to keep in mind that Baresso and Starbucks does not 

target the same market as Dunkin’ Donuts. 

The following discussion will take advantage of the STP- model, and Kotler’s ‘needs-based’ 

marketing segmentation approach. A qualitative study, performed in 2010 by Analyse 

Danmark, will be held up against Henrik Dahl’s Minerva model. 

Figure 10: The STP model 

 

Source: Kotler et al. (2009) 

7.1 Segmentation 

Segmentation is the first step in the STP model and segmenting a market means to group 

customers into segments so that customers within the same segment share the same needs 

and desires (Kotler et. al., 2009). For a Dunkin’ Donuts franchisee, it is important to identify 



96 

 
 

 

these segments, as segmentation in recent years has proved to be extremely important to the 

corporation, as a large number of their competitors have expanded their businesses and 

increased market competition, as well as giving consumers more menu choices (Sniegowski, 

2015).  Furthermore, the increased competition has given consumers more stores to choose 

from, as well as increasing menu choices at a lower price, which evidently forces businesses to 

differentiate and offer something unique that lives up to their customer’s requirements and 

needs (Kotler et. al., 2009). As described in the ‘consumer behavior’ section, Danes are 

increasingly adding their own touch to their consumption habits, and they are not satisfied 

with standardized products, as they more frequently, search for products that not just satisfy 

their needs, but also reflects their personality (Rasmussen et al., 2014).  

The quantitative and qualitative data used to analyze consumer behavior in chapter ??, stated 

that consumers on the Danish coffee market do have different coffee tastes, habits and 

preferences, and it would therefore benefit a Dunkin’ Donuts franchisee to target the 

marketing strategy towards those consumers who obtain the certain needs the Dunkin’ 

Donuts shop can cover. Segmentation allows the company to create a specific target and value 

proposition for each segment, and can therefore, more precisely meet the needs of the 

segment, as the overall goal, and the main purpose of segmentation, is to create a larger 

customer satisfaction, and thereby increase company profit (Dowling, 2005).  

Reflections regarding segmentation criteria 

Within the field of segmentation, there are several criteria to reflect upon. The most 

commonly used are classified as customer-characteristics and customer-reaction; a 

combination of demographic, geographic and psychographic segmentation (Kotler et. al., 

2009). Customer characteristics are segmented via geography and demography and are 

considered objective segmentation criteria. Variables include, for example, region, population 

density, gender, age, income and education. Customer reactions are segmented through 

psychographic and behavioral conduct, which are subjective segmentation criteria, such as 

personality, lifestyle and loyalty status (Zigler, 2006).  

 



97 

 
 

 

Validity and reliability 

The following segmentation is based on both qualitative and quantitative data. The qualitative 

data consist of expert interviews, but the majority will consist of quantitative data consisting 

of a thorough market study from 2010, prepared by the Danish company, Analyse Danmark, 

for the Danish Association of Coffee and Tea in collaboration with Kaffeklubben.net and the 

Max Havelaar Foundation, concerning the Danish coffee habits. When linking these two 

research methods they support each other and thereby validate the following results.  

7.1.1 The Minerva Model 

Psychographic segmentation, also known as ‘lifestyle-segmentation’, is in this paper 

portrayed through the Minerva model, which divides the population into five lifestyle 

segment; the blue, the green, the violet, the rose and the gray. The Minerva model is a rather 

mechanically applied model, as it divides the population into equal groups, which may be 

considered a drawback, since it is far from certain that all segments are the same size (Dahl, 

2005).                         Figure 11: The Minerva Model 

 

Source: Dahl (2005) 
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The blue segment is people with a higher education and higher income. They are 

characterized by being result-oriented, they are politically active and often affiliated with the 

private sector, aiming for prestige and owning the latest technology. The characters in the 

green segment also have a higher degree of education but often work in the public sector. 

They are characterized by being more environmentally aware and they focus on personal 

values. The violet segment typically has a shorter education than the blue and the green 

segment. Their work is often of a practical nature and is typically found within the field of 

industry and crafts. The rose segment, as the violet, segment has a shorter education and 

focus, like the green segment, on personal values. The consumers in this segment are very 

attached to their family and love the homely touch. In addition, they are characterized by the 

fact that they care about their local area and the immediate environment. The gray segment is 

the newest segment and was not included in the original Minerva model. This segment 

contains the people who are still undecided with their lifestyle and therefore cannot be placed 

in any of the other segments (Dahl, 2005). 

When applying this model, with the aim to segment consumers into different categories, it is 

important knowledge that the Minerva model is constructed based on a very schematic 

method of ‘considering our society’, as it roughly divides consumers into segments based on 

materialistic values (Kommunikationsforum, 2005). The way the model is constructed has 

been criticized in recent years, as the Danes have moved further away from their social 

heritage, than they were when the model was created (Hansen, 2007).  

That being stated, for the purpose of this paper, the Minerva model will complement and 

strengthen the segmentation analysis made by Analyse Danmark, which opposite is based on 

an independent cluster analysis, and is represented by six segments.  Analyse Danmarks 

quantitative data is gathered through a survey sent to 6000 representatively chosen people, 

via e-mail. 2024 respondents answered their questioner, and it is that sample that is the 

foundation for this chapter quantitative data. Afterwards, Danmarks Statistik has weighed the 

answers based on age, sex and zip code, and the study is therefore seen as a qualified 

representative of the Danish population (Analyse Danmark, 2010). 
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Lifestyle segments  

The following six lifestyle segments will aim at describing each of the segments lifestyle 

habits, as well as their coffee habits. Henrik Dahl’s Minerva model will help to support these 

findings and an overall recommendation for Dunkin’ Donuts will be provided in each segment. 

Segment 1: The passive and unengaged 

Lifestyle and coffee habits 

This segment is characterized by the fact that they do not have any significant preferences. 

They rarely go out, neither to a café nor to a restaurant, a club or just the cinema. They prefer 

to read a good book instead of watching television (Analyse Danmark, 2010). These 

consumers are primarily found in the gray segment in the Minerva model, as they often have 

not concluded which segment they fit in, as well as they have a hard time finding their ‘shelf’ 

in society (Dahl, 2005). 

This segment also varies a lot in regards to the amount of coffee they consume. Most of them 

drink coffee when at home, daily, or almost daily, and the majority drinks instant coffee or 

filter-coffee. This segment is not interested in trying new kinds of coffee, nor do they drink 

coffee at cafes or appreciate the social setting while drinking their coffee (Analyse Danmark, 

2010). 

Geography and demography 

This segment consist mainly of people living in the bigger cities, as approximately a third of 

this segment lives in the capital-region, and only a few lives in smaller suburban towns. This 

segment consists of people slightly older than 40 years, and there are marginally more men in 

this segment than there are women (Analyse Danmark, 2010). 

Is this an attractive segment for Dunkin’ Donuts? 

This segment is the smallest of them all, but also the one hardest to measure, as they often 

have not come to terms with what they want in life, and what they want out of life. This makes 

them stand out, and they qualify for their own segment in that particular way. This also means 
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that their market potential, as well as the size of the segment, is rather difficult to judge. There 

is an opportunity to attract some of these consumers, but others cannot be captured, as their 

interests are completely elsewhere. This segment can prove difficult to communicate with, or 

to, as they rarely use social media, magazines or television. 

In light of the above, this segment is not an attractive segment for a Dunkin’ Donuts 

franchisee, as they are hard to communicate a message to, and are not interested in social 

media, and other news surrounding them. Neither are they attracted to the coffeehouse 

environment, as specialty coffee is not their style. In the long term they will either remain 

passive, or they will eventually draw towards another segment. 

Segment 2: The active and impulsive 

Lifestyle and coffee habits 

This segment prefers action in their everyday life, and they often go to cafés, to the cinema or 

concerts, or they have an active sporty hobby they participate in during the week. If not on-

the-go they hang out with friends and family on a daily to weekly basis. This segment care 

about the local community they live in and they share a greater respect for sustainable 

solutions (Analyse Danmark, 2010). The consumers in this segment worships coffee-to-go, as 

they are often busy, and do not always have time to sit and enjoy their coffee. Another reason 

why coffee-to-go appeals to this segment, is because it has become fashionable to walk with a 

to-go cup from a popular coffeehouse, and consumers in this segment are therefore delivering 

a fashion statement, stating their awareness about being trendy and fashionable, while being 

on-the-go. However, this segment also enjoys having time to sit at a coffeehouse, as this 

strengthens their image in a different way; by showing that they have sufficient time and 

money to do so (Analyse Danmark, 2010). 

This segment also enjoys traveling, and they do so at least once a year, in Denmark, but most 

often to foreign countries. They care a great deal about their own looks, their clothing, and 

they do not mind, paying a lot for designer items, as they want to be seen as trendsetters 

(Analyse Danmark, 2010). 
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This segment contains elements from the blue and the green segment in the Minerva model. 

These people often have a higher education, and therefore, also a higher income, that will 

provide them with the opportunity to live the lifestyle they are living. They have high 

consumption needs and they perceive it as prestigious, being part of the modern and 

materialistic culture they live in. Whether they buy expensive designer clothes or organic and 

environmentally friendly products depends if they predominantly belong in the green or the 

blue segment (Dahl, 2005). 

Coffee is stimulating to the people in this segment, and many drink strong black coffee on a 

daily basis. Some up to six cups a day. Few people in this segment drink instant coffee, and 

most are willing to pay a higher price for a higher quality product, and through that product, 

get a coffee experience (Analyse Danmark, 2010). 

Geography and demography 

The majority of this segment lives in the bigger cities. There are slightly more men than there 

are women, and they are commonly between 18-49 years old (Analyse Danmark, 2010). 

Is this an attractive segment for Dunkin’ Donuts? 

This segment consists of people with a very defined and characteristic lifestyle, which gives an 

opportunity to create a more precise delimitation. The market potential for this segment is 

very high and attractive, as consumers in this segment enjoy going out, drinking coffee to-go 

or at a café. The accessibility is optimal as they care about their surrounding and they often 

have a bigger entourage where news is being exchanged. As it is important for this segment to 

be up-to-date and trendy, they are therefore easier to affect, which can prove to be an 

advantage, or disadvantage for Dunkin’ Donuts. This segment will most likely be some of the 

first to try Dunkin’ Donuts high quality coffees and freshly baked donuts. The people in this 

segment are likely to change their opinion, so if the quality fails, if Dunkin’ Donuts becomes to 

mainstream, or if a new, interesting concept becomes available, then Dunkin’ Donuts could 

find itself replaced. 
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Therefore, this segment is highly attractive for Dunkin’ Donuts, as the consumers in this 

segment are easily affected and they already have a high intake of coffee. They drink specialty 

coffee, which suits Dunkin’ Donuts well, as they have a great variety of specialized coffee 

products. Dunkin’ Donuts also has the opportunity to offer this segment a special coffee blend 

that will fit each individual consumers own personality, and their self-realization can then be 

mirrored through their purchase (Grünbaum, 2007). Geographically, this segment is located 

in the bigger cities, and since Dunkin’ Donuts is an urban phenomenon, their target markets 

are already finding themselves in the area where Dunkin’ Donuts wants to operate.  

Segment 3: The young and self-conscious  

Lifestyle and coffee habits 

The consumers in this segment would rather go out and dine, than eat at home, so they are 

frequent users of restaurants, cafés, etc. They go to clubs, the movies, and they care a great 

deal about music, which often leads them to concerts. They often do these things with family 

or their friends, and as friends and family mean a lot for this segment, they often have a larger 

entourage. Family and friends’ opinions are of great value, and they listen, share and express 

their sentiments with each other. Sports and hobbies are performed both individually and as a 

team, and the majority would rather watch television than read a book (Analyse Danmark, 

2010).  

These consumers are also considered the most travelled segment, as they vacation abroad at 

least once every year. Often, when traveling West, and especially to the U.S., they experience 

the development of new coffee variations, as well as getting acquainted with popular coffee 

chains, such as Tim Hortons, Caribou Coffee, Costa Coffee, Dunkin’ Donuts and especially 

Starbucks (Jasper, 2012). This segment is easy to inspire as long as it is trendy, and they are 

therefore more than willing to try new coffee variations when being in Denmark, as long as it 

is cool, different and new, as this segment consider themselves as trendsetters (Analyse 

Danmark, 2010). 

The consumers in this segment are living a lifestyle that can be characterized as the younger 

part of the blue segment in the Minerva model. They have a high self-confidence and hold high 
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prestige amongst their friends. Their appearance, as well as how others perceive them, are 

important to this segment. Although they have not yet achieved a high income, as they age, 

they will find themselves a regular part of the blue segment (Dahl, 2005). 

They are not yet the biggest coffee consumers, as the majority only drinks coffee 1-3 times a 

week in this segment, and smaller minorities do not even drink coffee. Those who do drink 

coffee find all the new and different flavors exciting, and often their choices fall on sweeter 

coffee variations with plenty of milk, such as café latte, cappuccino, etc., as stronger types, 

such as espresso or cortado are too rich and concentrated for them. They do, however, enjoy 

sitting at a café accompanied by their friends and enjoy the cozy atmosphere (Analyse 

Danmark, 2010). 

Geography and demography 

This segment is also overly represented in larger cities and especially in the Copenhagen area. 

There are a more women represented in this segment than there are men, and it mainly 

involves the younger generations of society (Analyse Danmark, 2010).  

Is this an attractive segment for Dunkin’ Donuts? 

This segments is the youngest in Analyse Danmarks survey, and like segment 2, they have a 

very characteristic lifestyle, and can, therefore, be delimited to a certain group of people. The 

segment prefers going out, rather than staying at home, which increases the market potential 

for Dunkin’ Donuts. The availability criteria also is increased, as this segment, like segment 2, 

already lives in the bigger cities, and this segment , in particular the Copenhagen area, which 

again, is where Dunkin’ Donuts most likely will enter the Danish market. Further, as this 

segment is well travelled, many might already be familiar with Dunkin’ Donuts and their 

concept. 

However, this segment does not have a very high coffee intake, thus it could become a 

challenge for Dunkin’ Donuts. However, they do find different new coffee variations exciting, 

so they will most likely keep experimenting with the sweeter, flavored coffee variations 

Dunkin’ Donuts have to offer. As this segment over time will become part of the blue segment, 
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they will eventually become the more attractive customers for Dunkin’ Donuts. Their desire 

for coffee will increase, as will their income, and thus their buying power will subsequently 

increase. 

Hence, this is a segment worth targeting for Dunkin’ Donuts, but it is a segment that needs to 

be nurtured. They have potential to become long-lasting customers over time, and effective 

marketing strategies towards this segment have to be weighed critically before being 

executed. If nurturing this segment is successful, then this segment could prove extremely 

attractive for Dunkin’ Donuts. 

Segment 4: The family-oriented and homely segment 

Lifestyle and coffee habits 

Family and friends are the two most important things in life for this segment, and they are 

always evaluating and discussing things before investing or trying something new. They 

devote a lot of time at home, and they spend more time in front of the computer or television 

than any other segment (Analyse Danmark, 2010). 

In the Minerva model, this segment is considered the rose segment, which means that family, 

traditions and safety are most important values for these consumers, who spend the majority 

of their free time at home, entertained by television programs (Dahl, 2005). 

The majority of this segment does not drink coffee on a daily basis, and for those who do, they 

prefer instant coffee, as it is a fast way to receive it, when busy with children, etc. (Analyse 

Danmark, 2010). 

Geography and demography 

Geographically this segment is spread out all over the country, with only very few living in the 

Copenhagen area. There are a few more women in this segment than there are men, but the 

majority of these consumers consist of the younger generations, 23 – 45 years old (Analyse 

Danmark, 2010).   

Is this an attractive segment for Dunkin’ Donuts? 
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The market potential for this segment is very limited, as they prefer to stay at home with their 

family. Despite being in contact with the media through television or their computer, this 

segment will not be beneficial to aim at for a Dunkin’ Donuts franchisee. Even though the 

availability criteria are fulfilled, this segment is very difficult to affect, and it could prove even 

more difficult to make them change behavior. They drink instant coffee because of business at 

home and the easy accessibility instant coffee provides. In the long run, when their kids have 

moved out, they might have more free time, there is a chance this segment becomes more 

adventurous or explorative, however, this is not a sure bet. Seen as a whole, this segment is of 

little to no interest for Dunkin’ Donuts.  

Segment 5: The older and the conservative  

Lifestyle and coffee habits 

This segment also cherishes the family, and homely coziness is of great value. They prefer to 

cook and eat at home, and they are rare users of cafés, restaurants, clubs, etc. Instead, they 

watch television if not working around the house. They are known to be very traditionally 

minded, and they value frugalness over quality, as they are willing to drive longer distances 

for the possibility to save some money (Analyse Danmark, 2010). 

These consumers belong in the Minerva models’ violet segment. They appreciate stability and 

they are traditionally bound. They rarely travel outside of Denmark and they feel at ease when 

being home, working in their house or their garden (Dahl, 2005). 

The majority of this segment drinks coffee every day, and most of them, up to six cups a day. 

They drink their coffee at home or at work, and consist mainly of filter coffee where a whole 

pot is brewed at a time. They appreciate their coffee and the socialness of the Danish coffee 

culture, and they feel that they achieve a social togetherness through every cup. 

Geography and demography 

The majority of the consumers in this segment are spread out all over the country, but most of 

them live in the smaller towns and villages. As the title implies, this segment consist of the 
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older generation of the Danish society, evenly split between men and women (Analyse 

Danmark, 2010). 

Is this an attractive segment for Dunkin’ Donuts? 

As stated in segment 4, the consumers in segment 5, also prefer staying at home, which limits 

the market potential for a Dunkin’ Donuts franchisee. Although there are some ‘heavy-users’ 

included in this segment, most of them are brought up drinking black coffee from an early age. 

This segment has a totally different coffee culture than their younger generations, and this 

segment will over time become smaller and smaller. Despite it being the most coffee drinking 

segment, it is not an attractive segment for a Dunkin’ Donuts franchisee, because their coffee 

consumption takes place either at home or at work. This segment does not fulfill Dunkin’ 

Donuts’ criteria as a target group and a franchisee should avoid pointing marketing- and 

communication campaigns towards this segment.  

Segment 6: The old and the experimental  

Lifestyle and coffee habits 

Opposite segment 5, this segment is willing to try alternatives and they care more about 

quality than they do about price. The majority of this segment is retired, and they have time to 

explore a world of coffee that is easily accessible to them today. They explore by grinding 

their own coffee beans, at home or at the local supermarket, and for this segment, coffee has 

become a hobby they enjoy spending time on. However, they do not appreciate going to a café, 

as segments 2 and 3 do, as they believe that they have the opportunity to create just as good a 

cup of coffee at home. The coffee, therefore, is almost solely consumed at home. This segment 

enjoys several cups of coffee a day, and they appreciate the Danish coffee culture, especially 

the whole process from picking and grinding the coffee, to brewing and drinking it (Analyse 

Danmark, 2010). 

This segment is mainly connected to the rose segment in the Minerva model. They are 

recognized by family traditions and they keep a close eye, helping their friends, family, and 

their local community (Dahl, 2005). This culture also builds upon traditional and idealistic 
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values, which is reflected, not just in their coffee habits, but their willingness to experiment 

and make a good cup of coffee better (Analyse Danmark, 2010). 

Geography and demography 

Geographically this segment is living everywhere from smaller towns to villages, all the way to 

city suburbs. Barely any from this segment lives in Copenhagen or other bigger cities. The vast 

majority is retired and this segment is split equally between men and woman (Analyse 

Danmark, 2010). 

Is this an attractive segment for Dunkin’ Donuts? 

This segment only represents a very small group of the Danish society, and the market 

potential is therefore very limited for a Danish Dunkin’ Donuts franchise. Although this 

segment drinks quite a bit of coffee, they consider it a hobby, and it will be very challenging to 

change their point of view on this matter. However, some consumers from this segment might 

be willing to experiment, more so here, than from segment 5. As Dunkin’ Donuts point of 

operation is in urban areas, this segment is not living close enough to be attractive enough as 

a potential target market for a Danish franchisee. 

7.2 Targeting  

When all segmentation possibilities have been identified, the Dunkin’ Donuts franchisee needs 

to choose which, and/or how many segments, to target the communication and marketing 

campaign towards. This is considered step two, or targeting, in the STP model.  

The evaluation of the six different segments showed that segments 2 and 3 would be the most 

attractive for a Danish Dunkin’ Donuts franchisee, although there are both similarities and 

differences to be found between the two segments. They are both trendsetters and they enjoy 

the company of their friends. However, where segment 2 focuses on self-actualization and 

does not care what everybody else thinks about them, it is of great importance for segment 3 

to be well liked amongst friends, and their friends and family’s opinion is of great value to 

them. Furthermore, the two segments have a very different taste in coffee, which means that 
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the franchisee needs to apply two different marketing-mixes, if attempting to capture both 

groups.  

So instead of trying to cover the entire coffeehouse market, it would be advantageous for the 

franchisee to focus their efforts on segments 2 and 3. In both cases, there are pros and cons, 

but both segments contain material enough to become cash-cows for the Dunkin’ Donuts 

franchisee. Further, there is a possibility that synergies between the two segments arise, 

which is a potential benefit for a franchisee. As both segments value the art of trendsetting 

and are fashion oriented, a marketing campaign with that in mind, will appeal greatly to both 

segments. To launch the same type of marketing campaign toward two different segments is 

known as ‘selective specialization’, which is considered a differentiated marketing strategy 

(Kotler et. al., 2009). This strategy comes with a certain risk, as it is possible that the strategy 

does not reach one of the targets, or even worse, fails to reach both targets. In this case, 

particularly, regarding segments 2 and 3, the similarities between the two segments are 

greater than their differences, which imply that the risk of a failing marketing strategy aimed 

at them both, is considerably small.  

In light of the above, and by aiming at their consumer’s desires, and differences in tastes, a 

franchisee could focus on offering segment 3 quality products, as well as amplifying the 

lifestyle they endorse, by creating a trendy new hot-spot. The goal could also be to inspire 

their passion for coffee by developing new interesting products they can share with their 

friends.  

Segment 2 might be slightly more difficult to work with or convince, as this paper’s qualitative 

research showed that 80% of the people participating in the survey used the word 

“unhealthy” when thinking of Dunkin’ Donuts (Appendix 6, Q2). This definitely works against 

Dunkin’ Donuts, but as the brand is not yet developed in Denmark in the same way it is in the 

U.S. there is room for growth and image definition. That stated, there are several factors that 

indicate that a Dunkin’ Donuts franchise could become a success, as 81% indicated that they 

are not loyal to a specific coffee chain (Appendix 6, Q18). The same survey showed that more 

than 60% would purchase coffee or other items if a Dunkin’ Donuts was available (Appendix 

6, Q5). Further, 56% claim that a quality product is their top priority when buying coffee and 
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an additional 33% indicate that price is a priority for them (Appendix 6, Q11). As segment 2 

does not value others opinions than their friends and family, this might turn beneficial for a 

potential franchisee in Denmark, if products could be offered at a higher quality but at a lower 

price than their main competitors. 

7.3 Positioning 

When segmentation and targeting have been conducted and evaluated, the third and final step 

in the STP-model takes place, namely positioning. This third step is equally as important as 

the first two, as this is the area, where the company will try to position themselves in the 

consumers’ mindset. The goal is to brand their business, their values, products, etc. so the 

consumer can differentiate them from other, similar companies. The objective of the 

positioning is also to establish a customer oriented value proposition, which may be 

considered the contextual background of what marketing to inflict on their target group. 

Kotler et al., (2009) suggest looking at points-of-parity (POP), but more importantly, to focus 

on the points-of-difference (POD). Kotler et al., (2009) argue that these are of major 

importance, for a company not yet positioned. 

Dunkin’ Donuts already has a strong position on the market, and their marketing strategy is 

pre-developed and successfully running in many countries. Because of that, 72% of the 

participants answering this papers questionnaire, had already heard of the brand Dunkin’ 

Donuts (Questionnaire, Q1), despite the fact that 58% had never set foot in a Dunkin’ Donuts 

store (Questionnaire, Q3). Most likely, the segments who travel frequently may have crossed 

paths with Dunkin’ Donuts previously, or the segments who are media oriented might have 

come a cross the Dunkin’ Donuts brand, via broadcasting news, or maybe even seen it in a 

movie. As Dunkin’ Donuts is a worldwide concept, there are certain criteria a Danish 

franchisee must obey for brand consistency. Therefore, some strategies may be non-

negotiable and thus forced into effect, while others however, would be altered so it fits the 

Danish consumer society, and hits the target audience. As mentioned in the McKinsey 7s 

model, Dunkin’ Donuts is battling several other QSR chains in the U.S. for the breakfast 

market, and less than 1% of the participants in this paper’s questionnaire stated that they ate 

breakfast at a QSR chain (Questionnaire, Q15). The qualitative data showed, however, that 
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71% of the participants are drinking coffee (Questionnaire, Q7), so by shifting the breakfast 

strategy to a marketing strategy aimed towards the Danish coffee market, would seem to 

ensure greater success by affecting as many consumers in the given desired segment.  

Points-of-parity 

Points-of-parity are those associations that do not necessarily stand out, or make the brand 

unique (Kotler et. al., 2009). Dunkin’ Donuts has many of the same products and services as 

others on the coffeehouse market, as well as qualities that a coffeehouse is expected to have. 

Therefore, these can all be seen as points-of-parity aspects. Often these qualities, in the 

coffeehouse sector would be a vast variety of coffee sorts or coffee variations, as well as being 

placed at a location easily available for customers, with a cozy interior design and a pleasant 

atmosphere. The social aspect is for many customers, just as important when visiting a 

coffeehouse, as the coffee itself is. It is therefore of great importance for Dunkin’ Donuts to 

focus on both parts of their customers experience, to make their visit unique. If failing to do 

so, the product or the service, will in this matter, be easy to replace or substitute, as described 

more thoroughly in Porters eight forces.   

7.3.1 Points-of-difference 

Points-of-difference, on the other hand, defines all the attributes and advantages the 

consumer will receive, when choosing a certain brand over others, to obtain services or 

products other brands cannot offer (Kotler et. al., 2009). These points-of-difference are 

extremely important for a company like Dunkin’ Donuts, as there are many competitors on 

the coffeehouse market. Often customers choose one over the other, because they serve a 

product not equally matched anywhere else. Besides the donuts, which are very unique to 

Dunkin’ Donuts, they also have a broader selection of beverages than many of their 

competitors. Cappuccino, Americano, Cortado or a Latte are all variations most coffeehouses 

have available, but Dunkin’ Donuts offers a great variety of hot, iced, and frozen coffee 

products (see Appendix 6, for the Dunkin’ Donuts beverage selection). It will therefore benefit 

a Danish franchisee greatly, if the entire beverage selection, as displayed on appendix 6, is 

available to the customers, for the franchise to maximize its POD. The customers must of 
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course find these products desirable (desirability criteria), and Dunkin’ Donuts must 

demonstrate the capacity to deliver these POD’s (deliverability criteria) (Kotler et. al., 2009). 

7.3.2 Top-of-mind 

From a global point of view, Starbucks differentiate by being top-of-mind when consumers 

think of a coffeehouse chains. In Denmark, however, it is Baresso that first comes to mind, 

when Danes reflect over coffeehouses. Although Dunkin’ Donuts was established 21 years 

prior to the establishment of Starbucks, and 49 years prior to Baresso, they are yet to prove 

themselves a brand in Denmark. Stated earlier, 72% of the people asked, had heard of Dunkin’ 

Donuts, and this will benefit a Danish franchisee, as the brand is already placed in the majority 

of the consumers’ minds. Being a global company comes with great advantages, as the name 

and logo appear a number of places throughout the world, and it is easy for the organization 

to communicate to the public, all over the world. Being a 100% franchised organization, 

however, can cause problems for Dunkin’ Donuts, as the organization easily can lose control, if 

communication or marketing campaigns are not reaching their audience, or misunderstood by 

others. This can affect the brands’ credibility, and the consumers may lose trust in the brand 

(Clark, 2008). 

7.3.3 Positioning strategy 

Although it is important to keep developing and focus on relevant POD’s, in regards to the 

value proposition, the design of the positioning-map is a great tool for a Danish franchisee. 

The shop owner can use perceptual or positioning maps, to aid them in developing a market 

positioning strategy, prior to entering the Danish market. This paper aims at illustrating 

existing companies, including Dunkin’ Donuts, via a positioning map. There are two ways to 

target the market – either by positioning their products or services so it fills out a gap, or to 

enter a market and compete against similar competitors, providing the market with similar 

products. 

7.3.4 Positioning map 

To reach a greater perspective, and to achieve higher market share, the position map below 

are completed with the competitors that Dunkin’ Donuts needs to compete with. As many 

different businesses offer similar products and position themselves similarly on the Danish 
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coffee market, it is not just other coffeehouses that are competing with Dunkin’ Donuts for 

market share. 

As Dunkin’ Donuts position themselves as being a provider, offering their customers a high 

quality product at a lower price than their immediate competitors, the following has been 

selected: On the horizontal axis the ‘quality’ aspect has been selected, as 55% of the people 

answering this papers survey, stated that the quality of the coffee is the reason they choose a 

certain brand over others (Appendix 6, Q11). Quality, however, may be considered a 

subjective and individual matter, but many consumers do express and share the same opinion 

whether a certain brand provides products of high or low quality. On the vertical axis the 

differentiation in price has been inserted. Again, price may also be considered somewhat 

subjective, but overall more objective than quality. 33 % of the participants filling out this 

papers’ questionnaire, stated that ‘price’ was an important aspect to them (Appendix 6, Q11). 

Seen from a consumer point-of-view, it would be optimal to find a coffeehouse placed in the 

bottom right square. Here the consumer would achieve the purchase of high quality coffee at a 

low price. 

Figure 12: Positioning map 

 

Source: Own creation 
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If only the coffee the consumer seeks, many alternatives are to be found, and can be fulfilled a 

number of different places, such as gas stations, kiosks, or 7-Eleven. These are places to 

purchase coffee without any significant experience attached to it. There is minimum 

interaction between customer and sales clerk, and the customer should not expect the 

attendant to have any sort of knowledge regarding the coffee, its sort, etc. the price is 

normally rather cheap, and the quality of the coffee, equally low. 

Kent Kaffe Laboratorium is seeking customers who are looking for a unique coffee experience. 

They serve only organic products, and are located in a small, but cozy, basement store in 

Copenhagen. Their prices are low, compared to similar coffee shops, who aim at the same 

segment, like Riccos for example. Coffee-to-go is also top priority for these kinds of coffee 

shops, as they do not have the indoor space to satisfy the needs of their customers. 

Previously, McDonalds received a great deal of criticism, as their coffee quality was rather 

poor. However, the major corporation saw the opportunity on the coffeehouse market, and 

started developing McCafé. With a significant amount of financial support behind them, they 

aim to become the biggest coffee chain in Europe. This extreme expansion is already 

developing throughout Europe. Currently Starbucks has 1,300 coffee shops in Europe, but 

since 2007, McDonalds has developed a staggering 1,200 McCafé in Europe as well (Wiggins, 

2014). 

It is visually clear that Starbucks, Baresso and Dunkin’ Donuts will be battling for many of the 

same customers, as they all, seen in a greater perspective, cover the same needs. They all add 

an experience to the customer as well as serving quality coffee, but they all differentiate from 

each other, offering some unique products or experiences. The chain concept that they all 

have in common is that they aim to give the customer a similar experience every time they 

visit. 

As seen on the map above, it clearly states that Starbucks and Baresso already have a 

favorable position on the Danish coffeehouse market. Denmark being such a small country, no 

doubt Dunkin’ Donuts will have to ‘steal’ customers from both of them, by offering something 

they cannot. There will be little to no competition with Riccos, The Coffee Shop or Kent Kaffe 
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Laboratorium, as the analysis in the consumer behavior section clearly stated, that their target 

market are those consumers who do not appreciate the chain concept, and prefer a local, 

smaller vendor.  

7.4 Discussion 

Dunkin’ Donuts is a great example of the segmentation, targeting and positioning concept, as 

they in the mid-90s shifted their focus from donuts to coffee, and just a few years later, 

managed to earn 62% of their sales from coffee (Richa, 2014). This clearly shows the value 

proposition in understanding their customer segments, and providing them with what they 

want. Furthermore, when competing against their main competitor, Starbucks, it is important 

to realize, that Dunkin’ Donuts targets different customers in the U.S. than Starbucks, as they 

aim at a separate segment. Unlike Starbucks, in the U.S., Dunkin’ Donuts may be considered a 

no-frill coffee chain, meaning they are focusing on serving their customers high-quality 

products at a lower price. They have therefore carved out a niche for themselves amongst the 

working-class population, and they have positioned themselves by using market 

segmentation and targeting to their advantage, and have done so successfully (Dunkin’ 

Donuts, Press Kit, 2014).   

In Denmark however, the data indicates that Dunkin’ Donuts, at least in the larger cities, 

should target the young trendsetters who are consuming coffee. What it does not take into 

account, and should be researched at some point, but is out of the scope of this paper, is 

whether Dunkin’ Donuts should also focus on the working class population (i.e. construction 

workers). The working class, especially those in construction, often starts work early in the 

morning, and has a reputation for visiting bakeries when starting their day. This could be an 

unexplored, but potentially very lucrative segment for Dunkin’ Donuts, yet this paper does not 

focus on Dunkin’ Donuts as a bakery competitor, however a fast-food chain. 

When segmenting the Danish consumers, segments 2 and 3 were found to be the interesting 

target audiences for Dunkin’ Donuts. Being a relatively small society, these two segments are 

also the two target groups that Starbucks and Baresso focus on.  As mentioned, Dunkin’ 

Donuts, in the U.S., aims at targeting the ‘working-class’, meaning the low- to middle-income 

segment (Dunkin’ Donuts Press Kit, 2014). Therefore, they include income segmentation as 



115 

 
 

 

part of their strategy, as this helps to focus their interests. Compare this to Starbucks, who for 

instance, seeks to target middle- to high-income customers.   

Denmark does not have as great an income disparity as in the U.S.  Denmark consists of an 

extremely large middle-class. Only 2% of the working Danes make more than 750,000 kroner 

per year, and only 0.7% earn more than 1,000,000 kr.  According to these statistics, Denmark 

consists of a 2.7% high-income class, whereas the rest is considered low- to middle-income 

(Skovgaard, 2011). With such a limited high-income class, and the enormous middle-class, it 

seems ill-advised for a Danish Dunkin’ Donuts franchisee to target or segregate consumers 

beyond the geographic, demographic and psychographic segmentations.   Thus, in Denmark, 

Dunkin’ Donuts is a direct competitor to Starbucks and Baresso, as they will be considered a 

higher-end coffeehouse chain, and will focus on the segment of the market that is willing to 

pay more for quality coffee and a trendy setting. 

In 2006, a study was made in the U.S., where loyal Dunkin’ Donuts customers were paid to 

visit Starbucks for a month, and vice versa. The loyal Dunkin’ Donuts consumers, also called 

the Dunkin’ Tribe, describe Starbucks as being too slow, to pretentious, and to complicated, 

and they missed the simple Dunkin’ Donuts environment, where a regular coffee came in 

small, medium and large (Holliday, 2006). Starbucks calls there coffee sizes, tall, grande and 

venti, and while this may seem insignificant, for those of the Dunkin’ Tribe it was anything 

but.  Despite Starbucks’ attempt to attract more up-scale customers, something so simple as 

what they called their coffee sizes was a clear turnoff for a select segment of the coffee 

drinking population. Dunkin’ could then be touted as the place that provides coffee to the 

average, hard-working Joe (Kotler et al., 2009).  It remains to be seen if Starbucks’ 

“pretentiousness” will be a turn off for Danes, who seem to appreciate simple sophistication 

and modesty.  

As argued throughout, the Dunkin’ Donuts Corporation embodies the three core elements of 

marketing: segmentation, targeting and positioning, and they successfully utilize the concepts 

in their marketing strategy.  Further their ambition is to share their knowledge with 

franchisees all over the world.  This customer-centric marketing strategy helps them stand 
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apart from their competitors, and it allows them to focus their strategies toward the right 

segments.  

Chapter 8 – Recommendations 

The chapter aims at guiding the reader through the process of identifying recommendations 

found in the previous chapters, evaluating these and choosing which to implement. First, the 

chapter uses five classic marketing models to define the specific recommendations of the paper. 

Secondly, the recommendations put forward are evaluated. Finally, it is decided which of the 

recommendations are ready for implementation and which are not.  

The recommendations are based on the findings from the empirical and (theoretical) 

analyses. The recommendations put forward are strategic and emergent and will be related to 

the following theories/models: Porter’s Generic Strategies, Ansoff’s Growth Matrix, Market 

Strategy, Price Strategy and Communication Strategy. 

8.1 Porter’s Generic Strategies 

Porter’s Generic Strategies is a model used to define which overall strategy a company should 

pursue, based on the current market, the competitive situation and the company’s strengths 

(Leinsdorff, 2003). 

Figure 13: Porter’s Generic Strategies 

 

Source: Own creation based on Leinsdorff (2013) 
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The model consists of four strategies that a company can choose between, depending on its 

situation. The competitive scope constitutes the choice between a broad and a narrow 

competitive scope, which means that a company can choose between targeting a broad 

segment of the market and targeting a small niche market. The source of competitive 

advantage constitutes the choice between a cost minimization strategy and a differentiation 

strategy for achieving competitive advantage.  

An important factor of this model, according to Collins & Winrow (2010), is that a company 

should focus its resources on one of the strategies and not attempt to implement two or more 

of the strategies. A consequence of getting ‘stuck in the middle’ of these strategic choices is an 

overextension of resources, loss of competitive advantage and loss of the ability to 

differentiate products from the offerings of the competition. This is all due to the fact that the 

strategies are inherently contradictory and therefore cannot easily be combined.  

8.1.1 Cost Leadership 

The cost leadership strategy is a combination of a broad competitive scope and the use of cost 

minimization to establish a competitive advantage (Collins & Winrow, 2010). This means the 

possibility to market a product or service to a large market and using price as a competitive 

factor. The main requirement or prerequisite for using this strategy is the use of economies of 

scale (Leinsdorff, 2003). If a company has the advantage of economies of scale, it is possible 

for them to minimize costs and thereby lower product prices more than the competitors that 

do not have this advantage are able to.  

8.1.2 Differentiation 

The differentiation strategy is also based on a broad market scope, but the source of 

competitive advantage is reached through the development products or services with unique 

features and attributes, which differentiates them from the offerings of the competitors 

(Collins & Winrow, 2010). In this strategy, the competitive factor can be based on product, 

place or promotion. The differentiation strategy is aimed at creating customer satisfaction and 

loyalty, which, in turn, will make the customers less price sensitive, which is why price is not a 

competitive factor when using this strategy.  
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8.1.3 Cost Focus 

The cost focus strategy is aimed at a narrow segment, or a niche market, where cost 

minimization can lead to price as a competitive factor (Collins & Winrow, 2010). In focusing 

on a narrow market, a company can focus all its resources on a small segment and thereby 

attempt to increase brand loyalty and customer satisfaction by competing on price. 

8.1.4 Differentiation Focus 

The differentiation focus strategy is similar to the cost focus strategy in that it is also aimed at 

a narrow market, focusing all its resources on increasing brand loyalty and customer 

satisfaction within this small segment (Collins & Winrow, 2010). However, the competitive 

factors in this case are based on product, place or promotion rather than price.  

8.1.5 Discussion 

Broad market 

As discussed in chapter 6.1, Dunkin’ Donuts will not focus on a small niche segment, but 

rather, they will split their focus between several different market segments. This means that 

in this model, they will target what is labelled as the broad market. This leaves the decision of 

whether they should use the cost leadership strategy or the differentiation strategy towards 

the targeted broad market.  

Differentiation 

The U.S. is a country with a large coffeehouse industry, with many large coffeehouse chains 

competing. In the U.S., Dunkin’ Donuts, like many of its competitors, has the advantage of 

economies of scale and therefore uses a cost leadership strategy (Spinelli et al. 2004). 

Furthermore, instead of spending time and money on innovation for differentiation purposes, 

they imitate the successful initiatives of their competitors and make slight adjustments to 

these to make them their own. This leaves Dunkin’ Donuts with the ability to spend most of 

their energy and resources on minimizing costs, so that they can be able to compete on the 

price factor.  

As discussed in chapter 3.1.1, the Danish coffeehouse market is one with a high level of 

competition from companies like Starbucks, Baresso, and many other smaller coffeehouses. 
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High levels of competition on the market usually work to drive prices down, but since none of 

the current actors on the market has the obvious price-related advantage of economies of 

scale, price levels are not the competing factor in this industry. Instead, differentiation on 

place, promotion or product is what drives the competition in the Danish coffeehouse 

industry. 

When Dunkin’ Donuts enters the Danish market, they will no longer be able to take advantage 

of the economies of scale, and at the same time, as mentioned in chapter 5, they will have to 

pay higher taxes and wages than what they have been used to in the United States. Together, 

this means that they will not be able to compete on price in Denmark. Instead, they will have 

to focus on differentiation of their product, place and/or promotion aspects. Based on the 

TOWS matrix analysis, TOWS’ specific recommendations as to how Dunkin’ Donuts can 

achieve this differentiation strategy will be explored. 

As evident in both the ‘weaknesses’ and ‘opportunities’ parts of the TOWS matrix, online sales 

is an area in which Dunkin’ Donuts has room for improvement. They have not yet opened up 

for the option of buying either baked goods or coffee and merchandise online in any of their 

European franchises. Doing so in Denmark would provide both the option of creating loyalty 

programs to retain customers and encourage customer loyalty but would also provide 

Dunkin’ Donuts with a strong way of differentiating themselves from the competition (e.g. 

Starbucks & the Donut Shop) in Denmark.  

Recommendation: Add online purchasing option 

As mentioned in chapter 5, donuts have not yet captured the Danish market, which gives 

Dunkin’ Donuts a point of difference from the competition. However, as coffee has now been 

moved to the forefront of the Dunkin’ image, the donut selling point has been diminished. 

Therefore, a split promotional focus on both coffee and donuts would provide Dunkin’ Donuts 

with a way to differentiate their offerings from the offerings of the competitors. 

8.2 Ansoff’s Growth Matrix 

This strategic planning tool provides a framework to help senior managers, executives, and 

marketers formulate strategies for their corporations’ future growth. The Ansoff matrix model 
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has proved to be a convenient framework when looking at possible strategies to help reduce 

potential gaps that could have a negative impact on a corporations’ growth (Ansoff, 1957).  

By applying the Ansoff matrix to this thesis, it will serve as a business analysis guide, 

providing a framework allowing growth opportunities to be identified for a Dunkin’ Donuts 

franchisee on the Danish market. The matrix will help consider the implications of growing 

the business through existing or new products and in existing or new markets (Perry, 1987). 

Figure 14: Ansoff’s Growth Matrix 

 

Source: Hooley, et al. (2012) 

The four sequences of the strategies, and as illustrated in the Ansoff matrix, are: 

 Market Penetration – focus should be on selling already existing products or services 

to existing markets to achieve growth in market share. 

 Market Development – focus on developing new markets or market segments for 

existing products or services. 

 Product Development – focus on developing new products or services for existing 

markets. 

 Diversification – focus on the development of new products to sell into new markets. 

The matrix is not bulletproof, or an instant gateway to accomplish market growth. It does, 

however, provide an outline of alternative methods by which the user can achieve a certain 

mission or growth targets.  The four different options in the matrix are not mutually exclusive, 
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and to a certain extent, the organization using this tool, might need to combine several 

different elements. 

Recommendation: Focus on both coffee and donuts 

8.2.1 Dunkin’ Donuts’ growth strategy 

Although just mentioned in the paragraph above, some organizations may need to combine 

several of the elements in Ansoffs’ matrix, to achieve a certain desired outcome. For a Dunkin’ 

Donuts expansion to Denmark, only the market development strategy is advised. Therefore, 

this thesis will not argue or mention any of the other strategies involved in the Ansoff matrix, 

as it solely will focus on growth strategies through market development.  

It is advised, to conduct a SWOT or TOWS analysis and an internal analysis prior to using the 

Ansoff matrix (McKinsey 7s model). These have already been conducted, internal and external 

threats and opportunities have been identified, and thus the use of Ansoff’s’ matrix is 

supported (Proctor, 1997). 

The market development strategy aims at selling existing products on new markets. By 

potentially expanding their franchise system to Denmark, Dunkin’ Donuts is looking at a new 

geographical market.  

 

There is a ‘moderate risk’ involved when expanding to foreign ground, as it will depend on 

whether or not the new franchise can establish sales channels in this new market. The market 

development strategy is only categorized as a ‘moderate risk’.  As described in previous 

chapters, it is the franchisee that is mostly at risk. 

Dunkin’ Donuts being one of the top-leading, fastest growing QSR brands based on unit 

growth, they continue to strategically expand in contiguous markets across the world. With 

more than 60 years in the franchise business, they have found and developed a successful 

operation system that can deliver a significant impact to the communities they serve in, and 
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are always on the lookout, actively seeking entrepreneurs to become a new face in the 

organization.  

CFE and vice president of global franchising and business development, Grant Benson, states, 

“We are looking for community leaders who may already operate local businesses, such as 

other restaurants, retail outlets or even convenience stores and gas stations, who have the 

passion, financial qualifications and experience to operate a Dunkin’ Donuts. Our restaurants 

are typically owned and operated by small business owners, and our development teams 

work closely with our franchisees to find the development solutions that meet the needs of 

individual markets” (DunkinBrands.com, 2014, p.1). 

With nearly 18,000 points of distribution in nearly 60 countries worldwide, Dunkin’ Donuts 

experiences tremendous growth by operating its current business model. This model offers 

Dunkin’ Donuts strategic and financial growth benefits, as they do not own or operate any of 

their stores, and therefore, can focus on marketing, menu innovation and other initiatives to 

drive future growth (Trefis, 2014). Evidently, this concludes a moderate risk for the 

organization, whereas the franchisees suffer a greater financial loss if not able to keep the 

store running.  

Joining the Dunkin’ Donuts team, empowers the franchisee, as he/she becomes part of an 

international, well-established corporation, that has a 95% brand recognition in the U.S. and a 

multi-million dollar international advertising fund, ongoing support and a world class 

franchise training system (DunkinBrands.com, 2014). Despite not being established on Danish 

ground yet, Dunkin’ Donuts has 73% brand recognition (Appendix 6, Q1).  

The franchised business model, with which Dunkin’ Donuts operate, provides a platform for 

growth, not only for the corporation, but also for the franchisee. Unlike McDonalds and 

Starbucks, which follows a company operated business model, Dunkin’ Donuts’ franchise 

model leaves the franchisees with higher margins of income, due to the low investment 

required by the Dunkin’ Donuts Corporation. Further, both franchisee and corporation 

experience growth from the well-established supply chain system, cooperating with the 

organization. As the franchisee is able to purchase supplies through this network, each 
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individual franchise becomes competitively stronger on the market, as they inevitably are 

capable of higher growth and dominance on the market through competitive prices, which 

smaller individual coffeehouses not are able to achieve.  

A decade ago, the Danish coffeehouse market was unsaturated and under-developed; today a 

more mature market expresses its well-being, with many more players, big and small, 

scrapping for market-shares. Battling for customers and market share in a mature market, 

will undeniably lead to higher rivalry amongst existing and new players in the coffeehouse 

sector.  

Therefore, according to the questionnaire (Q5), 60% of the participants would consider a 

purchase from a Dunkin’ Donuts, if one were to open. 56% of the applicants stated that 

‘quality’ was their number one reason for choosing a coffee purchase (Q11). 63% said that 

they were not loyal to any given coffee chain and would consider switching (Q12). Finally, 

59% would make the change to Dunkin’ Donuts if the price was better than their current 

provider, and 62% would make the change if the quality was better (Q13). 

 

The final conclusion towards market growth will, therefore, state that despite Dunkin’ Donuts 

limited Nordic experience, if they can prove their market leadership, by providing customers 

with the same or higher quality products, at a lower price than their immediate competitors, 

there will be a possibility for growth and higher market shares. This is possible if they are able 

to attract some of these ‘indecisive customers’ who are not yet loyal to any chain or 

coffeehouse, and potentially convert them to becoming loyal Dunkin’ Donuts customers, and 

build a long-time customer relationship. 

Recommendation: Market development through coffee-to-go locations 

8.3 Market Strategy 

Only a few companies have the resources, or even the will and desire, to operate worldwide. 

Although some large corporations like Coca-Cola or McDonalds operate in 200+ countries 
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around the world, they are a vast minority, and most international firms tend to focus on 

much smaller regions.  

Operating in many different countries is likely to introduce a variety of challenges to the 

company which must be addressed. Different countries, even those that are likely to seem 

culturally and societally similar, for example the Nordic countries, can greatly vary in their 

cultural, economic and political makeup (Kotler, 2008).   

Market expansion is often achieved through the attraction of new users to a company’s 

product or service, but in mature markets, a main route to increasing market share includes, 

winning over competitors’ customers (Hooley et. al., 2009). 

Kotler provides a classic approach to segmentation or targeting strategies. Kotler’s method 

suggests three broader approaches a company can take to a market, having evaluated and 

identified the various segments that make up the total number of consumers (Kotler and 

Keller, 2008, in Hooley et. al., 2012). 

 Undifferentiated marketing: essentially producing a product or a service that is 

designed to appeal across the board to all segments. 

 Differentiated marketing: offering a different product to each of the different 

segments. 

 Concentrated marketing: focusing attention on one, or a few, segments. 

Figure 15: Market Strategy 

 

Source: Own creation based on Perry (1987) 

An undifferentiated marketing approach demands treating the market as a whole, rather than 

as segmented, and providing one standard of services or products to satisfy all consumers. 
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Although Dunkin’ Donuts should consider many factors when choosing a market targeting 

strategy, this paper will argue that Dunkin’ Donuts should aim at utilizing the undifferentiated 

marketing approach.  

Although the research showed that it was a limited group (only segments 2 and 3 of the 

Minerva Model) that would be of the most interest for Dunkin’ Donuts, by utilizing an 

undifferentiated marketing (or mass-marketing) strategy, Dunkin’ Donuts could choose to 

either ignore, or pay less attention to market segment differences, and target the entire 

market as a whole. This mass-marketing strategy focuses on what is common in the needs of 

consumers rather than on what is different. Dunkin’ Donuts can therefore focus on designing a 

marketing program that will appeal to the larger population rather than on smaller segments.  

Difficulties may arise in offering a product or a service that will satisfy all customers, but 

claiming to serve top-of-the-line products at a lower cost than their immediate competitors, a 

broad audience could potentially be drawn towards Dunkin’ Donuts, on their price- and 

quality strategy alone.  

Some Danes will avoid approaching the conglomerate Dunkin’ Donuts, because they will 

maintain and nurture their desire for purchasing their coffee at the more personal- and local 

coffeehouse. However, being a well-known brand, and a company with a reputation already 

developed, are among the most desirable assets a company has, provided they are managed 

well and protected (Hooley, et al., 2012).  In addition to brand and image, the domination of 

the market can constitute an asset. Being a market leader, Dunkin’ Donuts can enjoy good 

coverage of the market, wide distribution channels and good shelf positioning.  

In contrast, although market leaders often are perceived by customers to be better than their 

competitors in one way or another (why else would they be market leaders?), Dunkin’ Donuts 

could have a problem in Denmark with the pre-conceived perception that they sell low quality 

and unhealthy products (Appendix 6, Q2). Fundamental to creating a superior position in the 

market, this image-gap should have their immediate attention to achieve the desired market 

share and maximize their profitability (Hooley, et. al., 2012).  
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Dunkin’ Donuts could increase market shares by triangulating the undifferentiated market 

strategy, with the intended market approach specifically aimed at segment 2 and 3 in the 

Minerva model. By triangulating the two methods, they will aim at their target market, but at 

the same time, they can apply the same strategy to a larger segment of the Danish population. 

An offensive competitive strategy will help achieve their overall goal of market share, and 

help build long-term relationships with Danish consumers in different segments. 

Recommendation: Undifferentiated market strategy by targeting both segment 2 and 3 in the 

Minerva model. 

8.4 Price Strategy 

Setting the right price can prove to be one of the most difficult areas in marketing. If the price 

is set too high, customers may look for alternatives, or go straight to a competitor. Setting the 

price too low, the organization may not achieve their desired profit; worst case scenario, they 

may not be able to continue doing business in the future (Hooley et. al., 2012). 

Unlike gasoline or milk, two products highly demanded, and with an inelastic price demand, 

coffee is a product with an elastic price demand. Hooley et al., 2012 argues there are four 

launch strategies that can be used, based on whether prices and promotion are high or low. 

Prices are based on ‘pull’ strategies, and promotion is based on ‘push’ strategies. 

Figure 16: Price Strategies 

 

Source: www.changingminds.org, (2015) 

 Shallow penetration – entering the market with a low price will increase product 

value. This strategy is good when there is a limited ability to deliver products. 

http://www.changingminds.org/
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 Deep penetration – when the company is confident about its product, and is seeking 

quick and significant market share. 

 Slow skim – when there is less hurry to get returns, but the company will receive a 

decent return per sold item. 

 Rapid skim – Front-runners are willing to pay a high price initially, but the products 

have a short lifespan. 

This paper will argue that the ‘deep penetration’ strategy will be most beneficial for Dunkin’ 

Donuts, as they are confident in their top-of-the-line, high-quality products and they are 

seeking to gain quick and significant market share. Choosing this strategy is involved with an 

expensive marketing campaign, as it is necessary to inform customers that a new brand 

and/or product is available (Hooley et. al., 2012). Mentioned in Ansoffs’ matrix, Dunkin’ 

Donuts does have a multi-million dollar international advertising fund ready for market 

developments like these.  

Selling their products at a slightly lower price than their main competitors should account for 

more products being sold, but with a reduced incremental profit. In this case, as Dunkin’ 

Donuts is striving to attract the coffee-to-go customers, higher volumes will compensate for 

the reduced profit. 

Finally, Hooley et. al., (2009) argues that this pricing strategy is particularly useful for 

companies selling products that are relatively easy to substitute or copy. QSR chains and 

coffeehouses are flourishing in Copenhagen, and most, if not all of them, are selling a similar 

to identical product.  Gaining competitive advantage in the coffeehouse sector can be achieved 

in several ways. Dunkin’ Donuts gains a competitive advantage by offering their customers 

greater value by serving them a high-quality product at a lower price than their competitors. 

Starbucks achieves its competitive advantage by offering their customers top quality products 

served in a cozy environment, which justifies for the higher price. 

Throughout this thesis, it has been argued that Dunkin’ Donuts aims at selling equally, or 

higher quality products at a lower price than their main competitors.  Therefore it seems 

logical to place them in a price category lower than Starbucks and Baresso, to avoid a price 
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crunch. A price crunch occurs when a company sets too high of a price, for a product whose 

value is not perceived by the companies target customers, to be any better than existing 

products. This can lead to a boycott of the brand or a severely damaged image. 

To clarify where Dunkin’ Donuts should strategically position themselves, Figure 17 

illustrates. 

Figure 17: Positioning map (price) 

 

 

 

Source: Own creation 

The grid-map is made to illustrate to the reader how much a large coffee, cappuccino, café 

latte, etc. approximately costs. The prices may vary and cannot be considered entirely correct, 

as they are based on the memory and experiences of the authors, throughout the last six 

months.   

When advising Dunkin’ Donuts to keep their prices lower than their main competitors, it is 

important to keep in mind, that 7-Eleven and gas stations, like Statoil, are not immediate 

competitors. Part of Dunkin’ Donuts market success, is directly related to providing their 

customers the same quality products as the ‘high-end’ coffee chains do, but at a lower price.  
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Recommendation: Deep penetration through lower price than immediate competitors    

8.5 Communication Strategy 

When deciding on a new or changed promotion strategy, one of the most important choices to 

make is how this new strategy should reach the target audience. For this, there are two 

choices: either the push strategy or the pull strategy.  

8.5.1 The Push-Pull Strategy 

The push strategy is based on the product being pushed towards the consumer through the 

distribution channels. The manufacturer advertises a product to the wholesaler, who then 

advertises to the retailer, creating a chain of product distribution. The retailer then advertises 

the product to the consumer in order to create demand via methods like personal selling and 

trade advertising (Lamb et al. 2009). In this way the manufacturer pushes the product 

through the distribution channels towards the consumer. 

The pull strategy is based on the consumer pulling the product through the channel of 

distribution. When using the pull strategy the manufacturer advertises the product or service 

directly to the consumer, creating awareness and demand for the product. This can be done 

through sampling, introductory consumer advertising or cents-off campaigns. When the 

demand is created, the consumer puts pressure on the retailer to sell the product. The retailer 

then puts pressure on the wholesaler who then orders the product from the manufacturer 

(Lamb et al. 2009).  In this way, the consumer works to pull the product through the 

distribution channels.  

8.5.2 The AIDA Model 

When deciding whether to use a push or a pull promotional strategy, a company must first 

decide what the purpose of the promotional effort is. In order to do this, the AIDA model is a 

very effective tool. The AIDA model is one of the most basic communication models, and is 

what most other communication models are built upon. The model has four stages: Attention, 

Interest, Desire and Action.   

In the attention stage, awareness for the product or service is created. This is a very important 

stage, because creating demand for a product requires the consumer knowing that the 
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product exists. Attention can be achieved e.g. through extensive advertising that stands out 

(Lamb et al. 2009).   

When a company has reached the target market’s attention, the next step is to create an 

interest for the offered product or service. Advertisements alone cannot always convince the 

consumers that they will like the product, and therefore, product demonstrations or a 

thorough explanation of the product’s features can help to create an interest in the product 

for the target market (Lamb et al. 2009).  Once their interest is peaked, explaining how the 

product’s features will meet the specific needs of the consumers and how the product is better 

than those of the competitors will help create a desire for the specific product offering (Lamb 

et al. 2009).    

The overall goal of any promotional effort is the final stage, namely action. This is where the 

consumer actually turns desire into action and buys the product or service. It is possible to 

convince customers that they should buy a product without ever making the sale, which is 

why the final step is aimed at turning conviction into action. This can be done through special 

offers or price discounts. 

8.5.3 Discussion 

As the questionnaire showed, 70% of the respondent had heard of Dunkin’ Donuts already. 

However, as Dunkin’ Donuts is entering the Danish market for the first time, the attention 

factor is the most important first step for them to take when entering the Danish market. Even 

though most of the Danish consumers know the Dunkin’ Donuts brand, they do not know that 

they are about to enter the Danish market. Therefore, the first step that they need to take is to 

create awareness of the fact that Dunkin’ Donuts is about to open stores in Denmark. When 

awareness has been created, Dunkin’ Donuts can move on to promotion aimed at creating 

interest, desire and action.  

In order to create awareness of Dunkin’ Donuts in Denmark, the pull strategy should be 

employed. Dunkin’ Donuts should promote their offerings to the Danish consumers directly, 

in order to create awareness of their brand existence on the Danish market. As many Danish 

consumers already know the Dunkin’ Donuts brand, awareness will quickly evolve into 



131 

 
 

 

interest, desire and action with a little help from promotional strategies such as special offers 

and price discounts.  

Recommendation: pull strategy through extensive advertising followed by special offers/price 

discounts  

8.6 Model of evaluation 

An evaluation model based on theories by Johnson & Schole (2008), Kaplan (2001) and Porter 

(1996) will be used to evaluate to what extent the strategic recommendations put forward are 

in line with the problem formulation of this paper. The evaluation model consists of four 

dimensions, namely suitability, feasibility, sustainability and strategic & corporate fit, which, 

put together will make up an evaluation of the proposed strategies. For each dimension a 

Likert-scale from 1-5 will be used to evaluate each recommendation on the four points. Once 

the recommended strategies have been evaluated, their average scores will be the deciding 

factor in whether they should be executed, benched, adjusted or discarded. 

 Suitability is used to define to what degree the recommendations deal with the 

specific objectives or key issues that Dunkin’ Donuts is facing.  

 The Feasibility dimension assesses whether or not Dunkin’ Donuts has the resources 

needed to carry out the proposed recommendations. 

 Sustainability evaluates how well the strategy can be sustained over long periods of 

time.  

 The Reversibility dimension assesses how easily the strategy can be reversed without 

too much loss of resources. 

 The Strategic & corporate fit dimension deals with how well the proposed 

recommendations fit into Dunkin’ Donuts’ current strategies and mission. 

8.6.1 Recommendation 1 

Differentiation through the addition of online purchasing option 

Objectives: Become the market leader and increase satisfaction, loyalty and frequency of 

visits.  
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Figure 18: Recommendation 1 

 

Source: Own creation 

The suitability of this recommendation scores a 3, since it will not directly influence customer 

satisfaction or market position. Feasibility is valued at a 4 since a change in distribution 

patterns will take time and money. Sustainability for this strategy is high and scores a 5, 

because once in place, it will not take much effort to maintain. Reversibility on the other hand 

is low, since the effort needed to get this strategy up and running will be lost if reversed, and it 

scores a 2. Finally, the strategy scores a 4 in corporate fit, as this strategy is already in place 

on the American market, and therefore, it is in line with the corporate strategy.  

8.6.2 Recommendation 2 

Differentiation through focus on both coffee and donuts 

Objective: Close perceptual gap 

Figure 19: Recommendation 2 
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Source: Own creation 

In the United States Dunkin’ Donuts is focused on coffee, with donuts as a second focus, 

because donuts are viewed as extremely unhealthy. However, in Denmark donuts are a new 

and interesting product even though they are also viewed at being unhealthy. Therefore, 

focusing on both donuts and coffee provides Dunkin’ Donuts with a new and interesting 

option on the market and this strategy scores a 5. Any promotional efforts take a certain 

amount of funds to execute, but as Dunkin’ Donuts’ franchisees in Denmark by definition must 

have enough money for the promotional efforts needed, feasibility scores a 4. This strategy 

works to change people’s perceptions of the brand, which is something that is not easily 

changed. This means that once changed, this new perception will be long lasting, and 

therefore it scores a 5 on the scale. For the same reason, reversibility is low for this strategy, 

because once in place, it is very hard to take back, and it scores 2. As Dunkin’ Donuts is 

already focused on these two products, the strategy will only mean a slight adjustment in the 

promotional effort, and this strategy, therefore, scores a 5. 

8.6.3 Recommendation 3 

Market development through coffee-to-go locations 

Objective: Increase frequency of purchase 

Figure 20: Recommendation 3 
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Source: Own creation 

The objective for this strategy is to gain a large amount of customers coming in for a coffee-to-

go, which means that picking locations where many people pass through, maybe in a hurry, is 

the best way to achieve this objective. The strategy therefore scores a 5. Locations where 

many people pass through in a hurry, such as near train stations, airports, or large commercial 

buildings or centers are often popular spots, and consequently, it will take a lot of funds to get 

this type of location. Feasibility therefore scores a 3. Once such a location has been found it 

will be easy to sustain as long as the restaurant is making money, which means that the 

strategy scores a 4 in sustainability. Reversibility, on the other hand, is low, because setting up 

a working store takes time and money, which means a great loss of funds and resources if the 

strategy is reversed. Reversibility is therefore 2. Finally, the strategy gets a high score of 5, 

because the Dunkin’ Donuts chain already consists of a variety of different stores with 

different purposes, and therefore, this strategy is in line with the corporate strategy.  

8.6.4 Recommendation 4 

Deep penetration through lower price than immediate competitors 

Objective: Increase customer satisfaction, loyalty and frequency of purchase 

Figure 21: Recommendation 4 
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Source: Own creation 

The strategy of offering the same quality product as the competition but at lower prices is a 

strategy that consumers respond positively to, and therefore it is likely to increase customer 

satisfaction, loyalty and frequency. However, some consumers will need more than a lower 

price to convince them. The score is therefore, 4 in suitability. With the advantage of a large 

brand corporation backing up and helping, the franchisee should be able to keep prices low 

and still make a large profit, and for that reason, the strategy gets a 4 in feasibility. If the 

strategy works and attracts customers, it is a very permanent strategy that is easy to maintain 

and thus scores a 4 in sustainability. Furthermore, when customers learn to expect a certain 

price level, they will not take lightly to a sudden price increase. Therefore, the reversibility 

level of this strategy is a low 2. On the American market, Dunkin’ Donuts imitates the 

competitors, but makes adjustments to improve on their strategies. The same mentality is 

applied in this case, which is why it scores a 5 in corporate fit. 

8.6.5 Recommendation 5  

An undifferentiated marketing strategy is recommended by targeting both segment 2 and 3 in 

the Minerva model. 

Objective: achieve market leadership and increased aided and unaided recall. 

Figure 22: Recommendation 5 
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Source: Own creation 

The undifferentiated market strategy aims at offering the same marketing strategy to a 

number of different market segments. By utilizing the mass-marketing strategy for expanding 

the business to a mature market, Dunkin’ Donuts will increase market share by winning over 

competitors’ customers. They score a 4 on the sustainability category by utilizing their 

corporate strengths, which evidently will harm the smaller businesses.  Even though Dunkin’ 

Donuts has the capability and resources to differentiate the market, they have extensive 

measures of feasibility to target the undifferentiated market approach and therefore score a 5 

in that category.  Although the market strategy can be evaluated and changed over time if the 

market changes, it scores a 4 in sustainability and reversibility, as it seems more likely to be a 

long-term strategy, but with a certain degree of reversibility. The strategy is already used in 

other markets, not just in the U.S. but on a global scene, therefore it scores 5 in corporate fit. 

8.6.6 Recommendation 6 

Pull strategy through extensive advertising followed by special offers and price discounts.  

Objective: Increase aided and unaided recall 

Figure 23: Recommendation 6 
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Source: Own creation 

The strategy works directly to achieve the objective of increasing aided and unaided recall, 

which means that it scores a 5 in the suitability category. Extensive advertising campaigns are 

expensive, but a potential franchisee must have the necessary funds for such an initiative. It 

therefore scores 4 in feasibility. This type of advertising is very effective in getting the 

message out, but as mentioned, is also very expensive. However, once the message has been 

delivered, it will not be forgotten. As a result, the strategy scores a 3 in sustainability. 

Reversibility is in the middle of the scale, since perceptions created through advertisements 

are difficult, but not impossible to change, and it scores a 3. This strategy is already used by 

many of the American stores and scores a 5 in corporate fit, as it is in line with the corporate 

strategy.  

7.6.7 Discussion 

When deciding which of the six recommendations to execute the average score of the 

recommendations are used. Based on the above evaluation, the following index is used: 

 <3: Do not pursue 

 3-3.75: Go through it again, adjust and reconsider 

 3.75-4: Make adjustments and execute 

 >4: Execute 
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Figure 24: Evaluations 

Recommendation/ 

Evaluation 

Rec 1 Rec 2 Rec 3 Rec 4 Rec 5  Rec 6 

Suitability 3 5 5 4 4 5 

Feasibility 4 4 3 4 5 4 

Sustainability 5 5 4 4 4 3 

Reversibility 2 2 2 2 4 3 

Corporate fit 4 5 5 5 5 5 

Average 3.6 4.2 3.8 3.8 4.4 4 

 

Source: Own creation 

As shown in figure 18, recommendation 1, with a score of 3.6, should be revised before it is 

ready to be considered for execution. The scores in suitability and reversibility are not high 

enough and should be improved before the strategy can be employed. The second 

recommendation scored a high enough average to be executed right away. Recommendation 3 

scores below a 4 for direct execution, but since reversibility will always be low when dealing 

with store locations and the score is high in both suitability and corporate fit, it is judged that 

the score is enough for executing the strategy. The fourth recommendation is in the exact 

same situation with a score just below 4, but with high scores in both suitability and corporate 

fit. However, in the case of price it is possible that the strategy needs a small tweak before it is 

executed. Recommendation 5 scored an average of 4.4, which means that it is ready for 

execution. Finally, the sixth recommendation scores a 4 in average and is therefore also ready 

to be executed.  

This leaves four recommended strategies, which are ready for execution right away, namely: 

Recommendation 2: Differentiation through focus on both coffee and donuts; 

Recommendation 3: Market development through coffee-to-go locations; Recommendation 5: 

Undifferentiated market strategy by targeting both segments 2 and 3 in the Minerva model, 

and finally, Recommendation 6: Pull strategy through extensive advertising followed by 

special offers and price discounts. 
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8.6.8 Validity 

It must be stated that this type of evaluation is normally best done by a neutral third party in 

order to avoid any bias. However, as the time and resources available in the writing of a 

master’s thesis are limited, it is assessed that the subjective evaluation based on knowledge 

gained about Dunkin’ Donuts and the environment surrounding them, will be sufficient in this 

case.  

8.7 Strategic emergent model 

The emergent strategy view, as opposed to the static/linear views on strategy, takes into 

account the turbulent nature of the market. Therefore, an emergent strategy is based on a 

dynamic and unstructured way of planning. The cornerstone of the emergent perspective is 

that the environment is turbulent, unpredictable and unforeseeable, and therefore a 

structured, linear planning process will not be in the best interest of the company.  

The use of the emergent strategy makes for a more dynamic process that takes into account 

the external factors that one has no control over. The strategy ensures that the process in not 

just a linear one, which may not take all factors into account and instead provides a more 

detailed and correct point of view. The emergent strategy will be based on both the findings of 

the external analysis and will also take into account the answers gathered from the 

questionnaire created in this paper.  

Mintzberg (1985) distinguishes between two types of strategies affecting the realized 

strategy, namely the deliberate and the emergent strategies. He defines the deliberate 

strategy as a strategy that is realized exactly as it was intended, without any interference from 

the external environment. On the other hand, the emergent strategy is defined as a strategy, 

which is realized without, or despite, any intentions to do so. Both of these types of strategies 

are very rare, or non-existent, in their perfect form, which means that actual strategies are a 

combination of the two. Figure 23 explains this relationship between the deliberate and 

emergent strategies in creating the realized strategy. 

Figure 25: Emergent Strategy Model 
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Source: Own creation based on Mintzberg (1985) 

The model shows how the strategy process starts with an intended strategy based on the 

organization’s vision, mission and goals. A lack of resources, skills, available funds, knowledge, 

and other factors can then contribute to parts of the intended strategy not being realized. The 

deliberate strategy represents the part of the intended strategy that is realized without 

interference from the internal and external environments. The emergent strategies represent 

the strategies that have emerged based on turbulence in the external environment, and which 

were not part of the original intended strategy. Together, the deliberate and emergent 

strategies create the realized strategy.  

As Dunkin’ Donuts is entering the Danish market for the first time, is it assumed that they 

have not yet gone through the steps of the model. Therefore, the recommendations put 

forward in this paper will constitute the intended strategy in this model and they will be of a 

strategic nature.  

As the model shows, the recommendations, or intended strategy, will be influenced by both 

the internal and external environments in which Dunkin’ Donuts operates. Some of the 

recommendations may not be realized due to a lack of resources, skills, knowledge, funds or 

other unforeseen obstacles hindering their execution. Furthermore, new strategies may 

emerge based on changes in the external environment.  
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The current state of the internal and external environments were described and analyzed in 

chapters 3 and 5, however, as these environments are constantly changing, Dunkin’ Donuts 

will have to keep a constant eye on them when developing new strategies.  

Chapter 9 – Conclusion 

The following chapter will answer the sub questions and problem statement presented in 

chapter 2 and thereby conclude on the findings of the paper. 

The main purpose of examining and exploring the Danish coffeehouse market was to 

strategically define which segments constituted Dunkin’ Donuts’ potential target market. 

Through extensive analysis of both primary and secondary data, six recommendations were 

found to be effective in answering the problem statement. These recommendations were 

evaluated using a constructed model rating the recommendations on their suitability, 

feasibility, sustainability, reversibility and corporate & strategic fit.  

Several external factors were found in chapter 4, which could present challenges for Dunkin’ 

Donuts when battling for market share. Starbucks is currently expanding their number of 

coffee shops, and Baresso has been growing continuously for a decade. The analysis showed 

that for Dunkin’ Donuts to achieve success, product differentiation and promotion of their 

strong brand name are crucial survival factors in this industry.  

The internal analysis, via McKinsey’s 7s Model, found that several of Dunkin’ Donuts’ actions 

taken in the U.S. would not be beneficial for a Danish franchisee. One of these was the fast food 

breakfast option, as this segment is almost non-existent in Denmark, compared to the U.S. (Yet 

Dunkin’ Donuts as a morning bakery, serving coffee and pastries, e.g. donuts was not 

explored). However, the education of each franchisee, through ongoing training and support 

in the initial stages of opening a shop give them the necessary skills and resources to become 

leaders in the industry.  

Being able to develop new menu items that are intriguing to the local culture, complete with 

healthier options, are of great importance for a franchisee. The Danish consumers strive to 



142 

 
 

 

put a personal touch on their consumption, and Danes living in the greater Copenhagen area, 

are becoming more health cautious, and seek healthier alternatives. 

Although Dunkin’ Donuts is a large corporation with a strong brand name, a great weakness is 

that many Danes combine the brand with only selling unhealthy products.  This is very 

contradictory to the image that Dunkin’ Donuts tries to brand themselves as having, leaving a 

gap between their image and the brand perception perceived by the Danes. 

By utilizing the corporation’s strong supply chain network, franchises are able to compete on 

the market, as they are able to purchase top of the line products at a lower cost than their 

immediate competitors. This gives them the advantage of providing customers with equal or 

better products than their competitors, but at a lower price. Evidently, this will provide them 

with a greater market share over time, as findings showed that only a low number of Danes 

are loyal to a certain coffeehouse, and they are even willing to change to another, if the price 

and quality is perceived to be better than that of their current provider.  

Therefore, the paper found that in order to answer the problem formulation and target the 

Danish market most effectively, four strategies should be employed. The first 

recommendation urges a promotional focus on both coffee and donuts. The second 

recommends opening the stores where people most often buy coffee-to-go. The third 

recommendation proposes an undifferentiated market strategy to the second and third 

segments of the Minerva model. Finally, the fourth recommendation is the use of the pull 

strategy by marketing extensively directly to the consumer, followed by special offers or price 

discounts.  

In conclusion, the employment of these four strategies should ensure that Dunkin’ Donuts will 

reach their target groups on the Danish market most effectively.   

Chapter 10 – Perspective 

The following chapter will provide the reader with suggestions for further research on the topic. 
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Writing a thesis, and with a limited number of pages available, not all problem-areas, 

discussions or findings can be analyzed, presented or even touched upon. However, quite a 

few situations and perspectives have been discussed and evaluated between the authors.  

Taking advantage of today’s social media when entering a market has been left almost 

unexplored, and Dunkin’ Donuts international marketing campaigns have been left 

untouched, mainly due to the fact, that it has not been possible to establish any contact, or 

extract any useful information, from the Dunkin’ Donuts Corporation.  

The biggest concern, and a big unresolved issue left out of this thesis, is an unanswered 

question of Dunkin’ Donuts’ branding strategy. 

When evaluating the interviews and questionnaire conducted for the purpose of this paper, 

there was a clear unresolved issue with Dunkin’ Donuts and the way they are carrying their 

brand and name. Their name does not seem to carry them in a desired or wanted direction. 

According to themselves, yes, they do sell donuts, but Dunkin’ Donuts now represents a 

beverage company with focus on low-calorie breakfast items, and they have been tweaking 

their image since 2006. Their branding efforts do appear to have worked in the U.S. as they 

have increased market share in both the breakfast and coffeehouse sector, but the effort has 

clearly not made it across the Atlantic, as they, in Denmark, are still being associated with 

fattening food. 

To make things worse, the consumer behavior analysis showed that people, especially in the 

Copenhagen area, have become much more concerned with health, and fitness centers are 

booming. Dunkin’ Donuts has recently improved and expanded their menus to satisfy these 

customers’ specific health needs, by producing and selling low-calorie, gluten-free muffins and 

donuts, becoming the first major fast food company to jump on the anti-wheat bandwagon. 

In conclusion, this enormous image and perception gap between company and potential 

customer may turn out to be a high-effort barrier to overcome before being able to harvest 

desired and sufficient amount of market shares and profits.  Changing the name, Dunkin’ 

Donuts is too drastic a decision for the company, but a strong branding and marketing 
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campaign would surely aid in convincing Danish consumers that Dunkin’ Donuts is not what 

they originally thought. 
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Appendix 1: Dunkin’ Donuts’ beverage selection 

Dunkin’ Donuts Hot beverages: 

 

Dunkin’ Donuts Iced beverages: 
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Dunkin’ Donuts Frozen beverages: 

 

Source: www.dunkindonuts.com  
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Appendix 2: Interviews 

In depth interviews 

Sound files on CD in back cover 

Expert interview 

Interview med Klaus Madsen i Fitness DK 

Lidt om Klaus: Klaus er 38 år gammel og er uddannet fitness instruktør, og har haft med 

sport og fitness at gøre, siden han selv startede som springgymnast i en alder af 8 år. Siden 

dengang har idræt på eliteplan været en stor del af hans liv. Udover jobbet som 

fitnessinstruktør, er Klaus også uddannet kost- og ernæringsvejleder. Meget af sin tid på 

jobbet bruger han på, at lave individuelle træningsprogrammer, som han kombinerer med 

kostråd og kostplaner, så det passer til den individuelle træningsudøvers behov.  Klaus har 

været fitnessinstruktør på fuldtid de sidste 12 år, og har i den tid været en del fitnesscentre 

igennem. Han er en yderst aktiv person, der til dagligt både underviser i løb og løbeteknikker, 

body-pump, cross-træning, kettlebells, TRX samt cykling. 

Simon: Klaus først og fremmest tak fordi du gider, at bruge lidt tid her sammen med mig. De 

spørgsmål jeg vil stille dig i dag, vil omhandle danskernes kost- og motionsvaner.  

- Er det rigtigt at den voksende sundhedstrend får flere og flere til at melde sig ind 

i fitnesscentrene landet over? 

Altså da jeg selv startede som instruktør, var det i et lille træningscenter i Rødovre, og der var 

det primært mænd der var medlemmer. Der hang billeder af Arnold Schwarzenegger, Dave 

Draper og Gold’s Gym alle vegne, og det var jo ligesom forbillederne dengang. Alle ville gerne 

være så store og stærke som overhoved muligt, koste hvad det koste ville. Så dengang var det 

jo nærmest et fuldtidsjob at dyrke fitness. Medlemmerne var der jo gerne en 6 til 8 timer ad 

gangen. Nu er det heldigvis lidt anderledes i dag. Nu har vi en kolossal bred vifte af 

medlemmer. For det første er der jo næsten lige så mange kvinder der er medlemmer, som 

der er mænd. Helt præcist mener jeg at vi har 55 % mænd, og 45 % kvinder, så det er jo dejligt 

at det regnestykke er blevet udlignet lidt. For det andet har fitnesscentrene jo også lyttet til 
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medlemmernes ønsker, om hvordan de ønsker at træne! Her i Fitness DK har vi jo over 60 

forskellige hold at tilbyde vores medlemmer, og det havde man jo slet for bare nogle få år 

tilbage. Hvis vi lukkede vores hold og lod vores medlemmer klare sig selv som man gjorde det 

da jeg startede, ja så tror jeg at Fitness DK vil være lukket på 2 måneder. Så det gælder om at 

forny sig, og følge med tiden. Vi har jo også børnehold nu, det er noget helt nyt. Her lærer de 

om sund træning og sund mad samt udstrækning og hvil. Det er jo vigtigt at få de rigtige 

teknikker på plads fra starten af, så man ved hvad der er sundt for kroppen, og hvad man skal 

holde sig fra. Så ja, sundhedstrenden er tydelig, og det kan tydeligt ses at folk i alle aldre 

ønsker at holde sig i form, men der er stor forskel på hvorfor de vil holde sig i form! De unge, 

altså dem fra 18-35, de vil gerne have så flotte kroppe som muligt, men de træner generelt 

også rigtig meget, og gerne mellem 3 og 6 gange om ugen. Dem fra 35-55 vil som regel gerne 

strammes lidt op. De træner sjældent så meget som den yngre generation, men kommer her 

for det meste 2 til 3 gange om ugen. Det er denne gruppe der er den største holddeltager-

gruppe, de fylder rigtig meget på vores forskellige hold. Og så har vi den sidste gruppe som 

bestemt også vokser sig større og større, og det er pensionistgruppen. De træner gerne i de 

tidlige morgentimer, hvor der ikke er så megen aktivitet i vores centre. Det passer dem fint at 

komme ud og få rørt sig fra morgenstunden, og så har mange af dem specielle øvelser de kører 

for ikke at blive for stive i kroppen og kunne bevare mobiliteten. Denne gruppe træner helt 

klart for at blive ældre, og for at have så sund og funktionel en alderdom som muligt. Det er 

rigtig dejligt at se. 

- Hvilke faktorer er med til at skabe denne sundhedstrend? / (Hvilke faktorer får 

flere og flere til at dyrke motion/fitness?) 

Jeg tror at danskerne er blevet mere sundhedsbevidste med tiden. Nyheder og medier er 

bestemt også med til at diktere danskernes holdning til kost og træning. Alle ved jo 

efterhånden at man ikke får en flot og sund krop af at sidde derhjemme på sofaen, så 

fitnesscentrene lægger også vægt på at skabe et hyggeligt og attraktivt miljø for deres 

medlemmer. Man skal have lyst til at tage ned og træne, ellers får man det ikke gjort. Og hvis 

træningscenteret er kedeligt, kold og klamt, jamen så kommer folk heller ikke. For mig at se 

virker det heller ikke som om at, specielt de unge, er blevet bedre til at lave mad, men de er 



159 

 
 

 

meget mere bevidste om hvad de spiser og hvornår de spiser. Derudover er der jo nu til dags 

også masser af kosttilskud at vælge imellem. De fleste spiser jo ikke vitaminpiller for at få 

vitamintilskud, de spiser proteinbarer eller drikker proteinshakes. Så de er jo helt klart blevet 

informeret om, hvad der er godt, og hvad der er knap så godt. Og så tror jeg også at træning, 

træningsmønstre og ernæring er noget vi taler meget mere om, specielt med vores venner og 

familie. Har man prøvet et nyt produkt der virker, eller en madplan der er nem at holde, 

jamen så kører mund-til-mund metoden. Vi bliver alle utroligt påvirket af hinanden, og 

hinandens resultater. Hvad virker og hvad skal du holde dig fra. 

- Har du en fornemmelse af, hvilke (aldersgrupper) der lettest bliver påvirket af 

nye trends inden for motion/sundhed/spisevaner, etc.? 

Det gør den yngre genration helt klart. Det er i hvert fald mit klare indtryk. Nu ved jeg ikke 

hvordan det var for dig, men da jeg voksede op, lavede min mor altid mad, og den bestod altid 

af 3 komponenter. Protein, og det var som regel kød, fisk eller kylling. Kulhydrater, som så 

oftest var kartofler, pasta eller ris. Vitaminer, i form af en grøntsag, som så var enten broccoli, 

gulerødder, salat eller lign. Tendensen jeg ser nu er, at dem som virkelig vil frem i verden med 

deres træning, ja de skærer simpelthen kulhydraterne væk, og spiser så kun kød/fisk/kylling 

med grøntsager. Og det er også rigtig fint at skære ned på kulhydraterne, for vi har tendenser 

til at spise mange flere kulhydrater end vi har behov for, og det er de kalorier der sætter sig på 

sidebenene. Brød, og specielt lyst brød er ikke nogen god træningsmakker hvis du gerne vil 

have en trimmet figur, og det syntes jeg at der er en stor tendens til, at de unge skærer fra. 

Selvfølgelig skal du have nogle kulhydrater, men det kan man også få ved at spise havregryn 

til morgenmad i stedet for franskbrød. Men disse kulhydrater er bare meget sundere for 

kroppen, og meget nemmere for kroppen at arbejde med. Men når det så er sagt, så ser jeg 

også en konstant stigende tendens, specielt her i København, at familier med børn spiser 

meget mere økologisk. Nu siger jeg i København, jeg ved faktisk ikke hvordan det ser ud i 

provinsen, eller på Fyn eller i Jylland, men jeg kan tydeligt se tendensen her. Og som 

kostrådgiver er det jo en fornøjelse at se. Jeg skal ikke prøve at pådutte folk at spise økologisk 

eller købe sundere ind, det gør de faktisk allerede. Oftest spiser de fleste bare flere kalorier og 

kulhydrater end de har brug for, og derfor får de ikke det optimale ud af deres træning, og det 
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er så der, at jeg kan hjælpe dem lidt bedre på vej. Der hvor jeg gerne så at vores samfund 

bevægede sig henad, var hvis politikerne belønnede denne strategi. Jeg syntes det spise 

økologisk og købe sunde og friske råvarer, simpelthen er for dyrt, i forhold til hvad samfundet 

sparer i den sidste ende. Det skulle være meget billigere at købe sunde varer i butikkerne, og 

det er jo desværre lidt den omvendte verden vi ser i dag. Den billige discount vare er stadig 

billigst, men den er helt klart også den dårligste, både hvad angår smag og kvalitet, og det 

syntes jeg er ret ærgerligt. Jeg ved at flere politiske partier har haft emnet oppe og vende på 

det seneste, men hvor eller hvornår vi ser et skifte på denne post kan vi jo kun spå om. Stod 

det til mig skulle de økologiske og de sunde vare være væsentligt billigere, og så har vi jo også 

det problem, at danske grøntsager er meget årstidsbestemt, så store dele af året må vi jo 

importerer fra nær og fjern, og så går meget af friskheden jo af råvaren. Og dertil kommer jo 

også, at frugt og grønt som regel bliver overfladebehandlet for at kunne holde sig friske 

længere, og det de bliver behandlet med er jo faktisk noget giftigt stads, som i sidste ende, 

ender i kroppen på os. Nu har jeg ikke selv forsket så meget på det område, men det kender 

jeg flere der har, og så vidt jeg har ladet mig fortælle, kan det virkelig sætte sine spor i 

kroppen, hvis ikke man får skyllet sine frugter og grøntsager ordentligt af, hvilket medfører 

mange forskellige, og meget ubehagelige sygdomme med sig. 

- Tror du, at sundhedstrenden vil have en negativ effekt på salget af f. eks. fastfood 

eller usund cafemad?  

Det tror jeg bestemt at det vil have. Men nu har vi heldigvis ikke så stor en fastfood kultur 

herhjemme, som man ser det i andre lande, specielt i USA. Det er simpelthen for dyrt at spise 

fastfood på daglig basis. I hvert fald for de flestes vedkommende. Jeg syntes faktisk også at de 

københavnske caféer er blevet gode til at følge den sunde trend. Dermed ikke sagt at det er 

direkte sundt at spise cafe mad. Men jeg syntes at der er tildens til, at de på de forskellige 

caféer serverer noget meget fornuftigt mad. En sandwich er som regel af groftkernebrød, og 

de råvarer der bliver brugt syntes jeg virker udmærket til det behov der er. Der er som regel 

masser af forskellige grøntsager i, godt med protein, om det så er laks eller kylling, så hvis der 

skulle skæres ned på noget i den sammenhæng, er det nok deres dressing eller sauce. De fleste 

sandwich kommer jo med pommes frites, men her har tendensen på det område også flyttet 
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sig til f.eks. ovnbagte kartofler eller lign. Så der har helt klart været et marked for sundere 

fastfood, og dem der ejer caféerne har helt klart lyttet til, hvad forbrugerne vil have.  Med 

hensyn til dem jeg kalder de rigtige fastfood kæder, altså McDonald’s, Burger King eller lign. ja 

så har de jo en svagt faldende salgskurve. Tendensen er helt klart at det er blevet yderst 

umoderne at spise fastfood. Nu arbejder jeg jo i et fitnesscenter, så dem jeg snakker med til 

daglig har jo et meget ens synspunkt hvad det angår. Helt klart størstedelen af dem, kunne 

aldrig drømme om at sætte deres ben på nogle af de restauranter. Og det er jo ikke kun fordi 

at maden er usund, det er jo om noget, så forarbejdede råvarer vi snakker om her. Det er ikke 

bare usundt, det er decideret sundhedsfarligt. Selvfølgelig sker der ikke det store ved at spise 

en Big Mac, men som det tydeligt kunne ses i filmen Super Size Me, (har du set den?) Hvor 

Morgan Spurlock udelukkende levede af fastfood i 30 dage, og det har jo katastrofale 

konsekvenser for kroppen. Efter blot en uge fik han problemer med vejrtrækningen og 

stikken i brystet, og efter 30 dage var hans lever, som før var helt normal, blevet til en stor 

gang fedt. Da lægerne fortalte ham at dette ikke bare sådan lige kunne rettes op på igen, trak 

han stikket. Jeg tror han har fortrudt. Men for at vende tilbage til dit spørgsmål, så tror jeg 

faktisk, at vi i fremtiden vil se en dalende kurve for fastfood sektoren. Til gengæld ser vi 

desværre en opadgående kurve for færdigretter, og det kan bestemt også betegnes som 

værende fastfood. Man skal slet ikke tage fejl af, at mange af disse færdigretter er fyldt med 

diverse E-numre. Hvis ikke man spiser færdigretter særlig tit, er der ikke så meget at være 

bange for, de fleste af dem er faktisk sundhedsmæssige ok. Irma og Super Best har nogle fine 

alternativer og valgmuligheder, hvor fedtprocenten er rimelig lav, men her er det altså vigtigt 

at supplere med nogle grøntsager, for der er næsten aldrig nok grøntsager i. 

Simon: Klaus jeg havde et par spørgsmål til, men dem har du faktisk næsten allerede svaret 

på. 

1. Er danskernes kostvaner generelt sunde nok? Den har du svaret på, og det mener 

du jo bestemt at de er, i hvert fald i hovedstadsområdet. 

2. De råvarer der bliver brugt til fastfood, hvordan er de, kvalitetsmæssigt, i 

forhold til de råvarer vi køber i supermarkederne? Der mente du at caféerne er 

godt med, de rigtige fastfood restauranter som du kaldte dem, serverer direkte 
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sundhedsskadelig mad, og med hensyn til færdigretter, skal man ikke fortvivle hvis 

man blot spiser det engang i mellem og supplerer med grøntsager. 

3. Hvis de sunde madvarer bliver billigere, vil det da have en indflydelse på 

danskernes valg af produkter? Her er du jo helt overbevist om, at vi danskere, der 

bor i hovedstaden, ville købe sundere og mere økologisk hvis det var billigere. 

4. Bærer staten noget ansvar for danskernes voksende fedmeepidemi, eller er det 

den individuelle forbrugers eget ansvar? Og der er du helt enig med mig, at staten 

helt klart bærer en del af ansvaret, i form af at sunde og økologiske varer, er for dyre i 

forhold til de usunde varer samt discountvarerne.  

5. Tror du, at den voksende fitness/sundheds trend kommer til at påvirke salget af 

fastfood i en negativ retning? Det mener du i hvert fald, at der er tildens til, når du 

snakker og arbejder med dine medlemmer i fitness sektoren. 

 

Det sidste spørgsmål jeg vil stille dig Klaus: Tror du at den traditionelle danske mad er 

på vej ud, (kød, kartofler, brun sovs) men hvad spiser danskerne så i stedet for? 

Nej, det tror jeg såmænd ikke at den er. Som jeg sagde tidligere, ser jeg en tendens til at skære 

kulhydraterne fra, altså kartoflerne, ris og pasta, og jeg kan da også se et dalende indtag af 

vores sovseforbrug. Men jeg tror der går mange generationer før end at man ikke ser 

frikadeller og flæskesteg og den slags. Det ville da også være sørgeligt for den danske 

madkultur hvis det helt forsvandt fra middagsbordet. Måske vil mange små egnsretter 

forsvinde løbende. Gule ærter spiste mine forældre og bedsteforældre meget, og det spiser vi 

ikke så meget af mere. Så nogle retter vil forsvinde, men for langt de flestes vedkommende, 

tror jeg at vi vil beholde dem i mange år endnu. Men når de så forsvinder, så får vi jo samtidig 

en masse nye. Vi lever jo i et kulturelt samfund, hvor vi også lærer meget af de andre kulturer 

der bor her. Jeg tror f.eks. aldrig at mine bedsteforældre har spist en shawarma, indisk mad, 

og andet i den dur, tror jeg heller aldrig at de fik, så man kan vel sige at man som samfund 

flytter sig på den måde. og det tror jeg nu ikke er så dårligt set både fra et kulturelt, men også 

kostmæssigt synspunkt, for der er rigtig mange gode og sunde ingredienser og retter som vi i 

Danmark sagtens kan lære noget af. Det vigtigste er nok at finde et godt balancepunkt, så man 
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stadig kan nære om sine egne værdier, men også tør prøve noget nyt og fremmet, ellers kan 

madkulturen også gå hen og blive kedelig og triviel med tiden. 

Simon: Klaus tusind tak for din tid, dine råd og din sparring, det sætter jeg meget pris på. Det 

har været en fornøjelse at snakke med dig. 

Klaus: Selv tak Simon, skulle det være en anden gang. Held og lykke med specialet. 
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Appendix 3: DD Smart Guide 
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Appendix 4: Leavitt’s Diamond 

The diamond model established by Professor Harold J. Leavitt in 1965 focuses on 

organizational behavior, the dynamics of organizational change and the interaction of four 

interdependent components found in any business: the people, the task, the structure and the 

technology. Leavitt’s theory says an overall strategy is vital because when change happens in 

any one of the four areas it affects the entire system. This diamond model might be helpful to 

companies introducing new technology systems to the workplace in a way that lessens stress 

and encourages teamwork. 
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Appendix 5: Hierarchical Business Structure 

 

 

 

Source: www.startvaekst.virk.dk, 2015) 
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Appendix 6: Questionnaire 


