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1 Executive Summary 
The vast majority of all companies will at some point in their life cycle experience a period of time, 

where sales or profits are decreasing. This can either be caused by internal factors or external 

factors. In a critical situation, it is valuable for the company to have a strategy for future growth.  

This is the case for Egelund Slot, a conference center, located in the northern part of Zealand in 

Denmark. During the financial crisis, Egelund Slot experienced first-hand how much impact the 

crisis had on the Danish conference industry. However, Egelund Slot managed to get through the 

crisis, still the crisis left its marks on the industry. During the crisis, several companies choose the 

possibility of hosting in-house conferences, whilst some companies completely cut expenses, like 

conferences, out of their budget. At the moment, Egelund Slot is doing great and are managing to 

maintain market share. However, external factors can quickly turn the situation around and 

therefore Egelund Slot would like to learn more regarding their future options.  

The purpose of this thesis is to look at how Egelund Slot can maintain market share while still 

ensuring a potential growth in the future. The problem statement will be explored using Ansoff’s 

four growth strategies, market penetration, market development, product development and 

diversification. Moreover, the thesis will create a better understanding of how a company can use 

different growth strategies in practice. The thesis starts off by creating an internal view of Egelund 

Slot. Thereafter the four growth strategies are looked into. The thesis consists primarily on 

qualitative date provided by Egelund Slot and its customers. For the purpose of this thesis, several 

in-depth interviews have been held, in order to collect primary data. This data is then 

supplemented with secondary data as well.  

In the end, it is concluded that Egelund Slot should focus mainly on the growth strategy market 

penetration, since this strategy could be easily implementable and is found suitable for them. 

Moreover, it is recommended that Egelund Slot should implement a product development as well.  

A mix of these two strategies would create both long-term and short-term growth and hereby 

ensuring Egelund Slot a potential growth in the future.  
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2 Introduction  
This thesis will take its point of departure in Egelund Slot. Egelund Slot is a conference center 

located in the northern part of Zealand. Egelund Slot is owned by the Confederation of Danish 

Employers (DA), which is the main union for several providers of employment. Moreover, DA is 

highly involved in Danish politics, therefore Egelund Slot attracts many Danish political parties. 

Egelund Slot only functions as a conference center and has no secondary activities (Egelund Slot, 

2018).   

As several other companies, Egelund Slot’s survival is dependent upon its customers and a market 

demand for conferences. Even though growth is steady at the moment at Egelund Slot, the 

financial crisis left its marks on the Danish conference industry. This was seen in the form of more 

conferences being held in-house and companies were trying to cut down on expenses such as 

conferences. According to Henriette Byskov, administrative coordinator at Egelund Slot, Egelund 

Slot’s name could also be a potential problem in this period of time, since it sounded too luxurious 

to host a conference at a castle during a recession (Audio file, interview with Henriette Byskov). 

Companies were afraid to send out wrong signals to the public. However, Egelund Slot fought its 

way through the recession and managed to survive.  

At the moment, Egelund Slot is doing well and is fully booked. Actually, Egelund Slot is doing so 

well that it is currently not looking for any more customers to take in. However, this can quickly 

change due to the surrounding environment and this kind of change Egelund Slot has experienced 

before.  

According to Henriette Byskov, several factors can quickly change in the market and lead to a 

change in growth for Egelund Slot. First off, a general election can suddenly change everything, 

hereby making the political parties to too busy to host conferences. Moreover, if another party 

comes into office, this can have a say a well. As explained earlier in this section, DA and Egelund 

Slot are highly involved in politics, mainly supportive of the Danish political parties, known as the 

blue (right wing) parties. Therefore, if left wing parties take office this can have an effect as well, 

since these Danish red parties have other venues to host their conferences and therefore are not 

typically seen at Egelund Slot.  

As mentioned before, a recession also affects the market and the demand for hosting conferences. 

These factors can influence and rapidly change Egelund Slot’s current situation in the market. 

Therefore, even though growth is steady at the moment, having a go-to strategy or a back-up plan 
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is essential for Egelund, so Egelund Slot can ensure growth and will not suffer from external 

consequences. This is the argumentation behind the problem statement as follows:   

3 Problem statement:  
How can Egelund Slot maintain market share in Denmark, while ensuring a potential growth in 

the future? 

3.1 Sub-questions:  
• How is Egelund Slot’s current strategic situation? 
• Which growth strategies should Egelund Slot focus on to ensure growth? 
• Which strategies would we recommend for Egelund Slot? 

 

4 Relevance  
This thesis will help in creating a better understanding of how a company can use different growth 

strategies to ensure growth in the future. Some of the strategies are best used for a short time 

perspective whereas some are better in the long run and might also take more time to implement. 

These different perspectives will be applied and discussed in the thesis. Looking at this exact topic 

is found to be relevant since companies will at some point in their life cycle use growth strategies. 

Especially with the growing online presence of companies (Consumer lifestyles in Denmark, 2018) 

and trends changing rapidly, companies will need to profit in order to survive. This thesis aims to 

provide a good and tangible framework for how companies can ensure growth and how to use the 

given strategies in theory and in practice.  

Moreover, this thesis is highly relevant for Egelund Slot as well. Even though Egelund Slot is doing 

well at the moment, it is seen in the introduction that external factors quickly may turn the 

situation around. One factor mentioned, as a potential threat for Egelund Slot, is the general 

election. The Danish general election is set to be in June 2019 at the latest (Løkke om kommende 

folketingsvalg – det bliver i 2019, 2019). Therefore, this election can influence the current 

situation at Egelund Slot and thus this thesis is important for Egelund Slot as well. June 2019 is a 

relatively close date and therefore it is meaningful for Egelund Slot to consider approaches for the 

future and plan ahead.  
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5 Delimitation  
Egelund Slot is currently operating on a strictly B2B market, meaning that no leisure guests are 

received at the castle. This approach is maintained in order for the place to be kept firmly 

professional at all times. Moreover, weddings, birthdays etc. are often booked well in advance and 

this could easily coincide with a conference at the same time. Having both a conference and a 

wedding at the same place would quickly affect the professional atmosphere which is the 

reasoning behind the choice. Therefore, this thesis will align with this way of thinking and only 

focus upon growth strategies for a B2B market or activities that will not interfere with the 

professional atmosphere. 

To sum up, the focus of this thesis will be on the B2B market, whereas the B2C market will not be 

explored any further. 

Moreover, the thesis will have a geographical limit and only explore growth opportunities for 

Egelund Slot in the Danish market and in the Swedish market. Since Egelund Slot is not an object 

to be moved around, focus will mainly be on the close-by markets as it is easier to attract 

customers located nearby. In addition to this, Egelund Slot has a wish to get more insight into the 

Swedish market and how this potential market could be entered. This is the reasoning behind 

Sweden being chosen. 

The following report is intended to be read as a finished product for Egelund Slot to read. While 

the language contained within will be of academic nature, language and models will be repeated, 

in order to make the reading experience easier and smoother for the intended reader.  

6 Readers’ guide  
The thesis is meant to be read as a finished report for Egelund Slot. For that reason, Ansoff’s 

growth matrix has been used as an overlying structuring tool throughout the thesis. 

Ansoff’s growth matrix presents four different strategies for growth and as such is a fine way to 

answer Egelund Slot’s interest in adopting a new growth strategy.  

Since Ansoff’s growth matrix looks at the creation of growth through four different strategies, so 

will this report have four different approaches for Egelund Slot to look at strategy: market 

penetration, market diversification, product development and product diversification. Therefore, 

the thesis will look individually into the four different growth strategies stated above.  
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Each strategy section of the thesis is meant to address one of these four different strategies, 

analyzing the market situation and commenting on how Egelund Slot best could make use of the 

strategy. The main reason behind this, is the ease of reading it provides for a person not 

necessarily familiar with the models contained within. Moreover, it creates a more manageable 

and tangible structure of the thesis.  

 

It is important to note, that since the strategic brief from Egelund Slot was to investigate the 

potential of the Swedish market and how the company was to maintain growth, we have chosen 

to provide Egelund Slot with all four growth strategies, for the company to make the final decision 

itself. By doing this, we are presenting Egelund Slot with new ideas and perspectives for them to 

implement, instead of only investigating one strategic option.  

 

Ideally, each individual strategy section would contain all the relevant models for Egelund Slot to 

make a decision, but due to the inherent space constrains of a thesis, some of the strategic 

sections will reference models and findings in other sections. 

In the end, the structure should serve to be an easy reference tool for Egelund Slot in their further 

work with the strategy the company choses.  

 

Another way to approach the thesis could have been to choose, what we would perceived to be 

the right growth strategy for Egelund Slot beforehand, and then looked more in-depth into that 

specific strategy. Hereby we would have eliminated Egelund Slot’s say in this matter. Still, we 

believe Egelund Slot is most qualified to make this decision based upon our work. Therefore, we 

are presenting all of the strategies in one thesis and recommending what we would believe to be 

most suitable, but in the end Egelund Slot is the final decision maker.  
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7 Company profile  
The following company profile will be split into three different sections each regarding a separate 

topic. At first, this section will examine the history of Egelund Slot, hereafter Egelund Slot’s 

services and facilities and lastly, the company’s mission, vision and corporate values and 

objectives.  

7.1 History  
In order to get the correct sense and understanding of Egelund Slot, the history of the company 

and the grounds are important to mention as well. Therefore, this first section of the company 

profile will take, as its point of departure, the history of Egelund Slot.  

Egelund Slot is very embracing of its royal history and some historic values are still manifested at 

the castle now.  

Egelund Slot is a conference center located in the northern part of Zealand, close to Fredensborg. 

Moreover, the castle is located next to Esrum Lake. Egelund Slot is known for being the “youngest” 

castle in Denmark, since it only turned 100 years old in 2017. It was Queen Lovisa, married to King 

Frederik VIII who had Egelund Slot built (Egelund Slot, 2018). The construction of the castle began 

in 1915 and the castle was finished in 1917. The castle was built in order to house the whole 

family for bigger events and function as a family house. Frederik and Lovisa had eight children 

together, therefore lots of space was needed. However, Frederik died in 1912 and never saw 

Egelund Slot (Danmarkshistorien, n.d). When Lovisa passed away in 1926, their son prince Gustav 

inherited the castle. After the death of prince Gustav, the castle was again inherited by Knud and 

Caroline Mathilde. Knud and Mathilde lived at another castle and only used Egelund Slot as their 

vacation house (Egelund Slot, 2018). DA bought the castle from Knud and Caroline Mathilde in 

1954 and Egelund Slot has functioned as a conference center since.  

Queen Lovisa dreamt about housing her whole family at Egelund Slot and loved spending time 

there with her family. Because Lovisa and Frederik were not quite popular in the Danish royal 

family, her own family became even more important to her and Egelund Slot became a symbol of 

a safe spot where the family could enjoy each other’s company. In order to follow Lovisa’s way of 

thinking, Egelund Slot wants every guest to feel a sense of feeling at home and welcome.  

Since DA bought the castle, several renovations have been made in order to maintain and improve 

the castle.  
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Egelund Slot strives to maintain as much history as possible in the main building, meaning the 

castle’s furniture looks like the original furniture from when the castle was built in order to 

provide a sense of being at a castle. The rest of the buildings have been modernized.  

7.2 Services and facilities  
Egelund Slot consists of the main building, which is the “real” castle. In front of the castle are two 

porter’s lodge buildings. Behind Egelund Slot a beautiful and very big castle garden is found. The 

main building is also where the guests sleep, eat and spend their evenings when they are done 

with meetings. The two porter’s lodges in front of the castle have been renovated into meeting 

areas and some extra guest rooms. Furthermore, Egelund Slot just renovated its big greenhouse 

allowing for meetings to be held in this area as well. During the summer period, the gardens are 

also commonly used by the guests either for picnics, walk and talks or breakfasts in the sun. 

At Egelund Slot one can host conferences and meetings and also book overnight stays. Egelund 

Slot has 37 rooms and space for around 60 eating guests. In the porter’s lodges are multiple 

meeting rooms which vary from small to large in size. All the meeting rooms are modern and 

contain state of the art technology. Moreover, during the summer period meetings can also be 

held outside.  

Egelund Slot offers different packages for meetings and conferences.  

The service packages vary from only a half a day meeting to a full day meeting including overnight 

stay. The idea is that everything is included in these service packages, which is done to ease the 

mind of the course organizer, he/she not having to worry about the upcoming bill (Audio file, 

Interview with Henriette Byskov). All of the packages contain: meeting rooms, drinks like coffee, 

tea, soda etc., fruits, snacks, nuts and cake will be served, a big lunch buffet, a welcome cocktail, 2 

course dinner including wine and at last, chocolate and open bar in the basement. The price varies 

depending on how long the meeting is, however, a full day meeting would, without overnight stay, 

cost 1.697 kr. whereas an overnight stay and continuation the following day would cost 2.138 kr. 

per guest (Egelund Slot, 2018).  

Still, extra purchases are available as well. For example, one can add 2-3 courses more at dinner, 

snacks for the night or better quality wines etc. These purchases are commonly seen as well. 

Though the prices are membership prices, allowing companies associated with DA these prices, it 
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is possible to book at Egelund Slot without being a member of DA, however, 25% will be added to 

the prices.    

7.3 Mission, vision, corporate values and objectives  
The mission, vision and values statements have been included in this section, since they provide a 

picture of Egelund Slot’s basic idea and what the company is heading towards. These concepts are 

explained further in the theory section found below.  

7.3.1 Mission 

Egelund Slot’s mission is to create a sense of belonging to the place, kept in line with Queen 

Lovisa’s way of thinking about the place. Because Egelund Slot is owned by DA, Egelund Slot likes 

to provide the members with a feeling of being at home (Audio file, interview with Henriette 

Byskov). Since companies that join DA pay a certain fee to DA for a membership, Egelund Slot likes 

to think of the place as belonging to the members as well. Therefore, the key difference Egelund 

Slot makes is making the guests feel like home in every scenario and create loyal guests. Because 

Egelund Slot is not part of a big chain of stores, the company has its freedom to act on its own. 

This allows for more personalized offers for the guests and a more personal relationship between 

the staff and guests.  

7.3.2 Vision 

When it comes to vision it is more related to the future goals Egelund Slot aims for. In this case 

Egelund Slot wishes to create more awareness of the castle and what it is used for. Many locals 

drive by the castle every day and actually have no idea what the castle is used for. Egelund Slot 

would like to change this. However, it can be difficult for the company, since it does not intend to 

open up the castle to the public at any point. Instead, Egelund Slot strives to be present in local 

newspapers and magazines and create awareness through this. Moreover, Egelund Slot always 

recruits employees from the local area, which also creates more awareness. 

7.3.3 Corporate values 

Corporate values are related to the core values of the company. According to Henriette Byskov, 

Egelund Slot is all about “quality, quality and quality”( Audio file, interview with Henriette Byskov).  

This value is the core essence of Egelund Slot and is kept in mind through every move. It is 

considered when it comes to the quality of the food, drinks or wines, equipment for the meeting 
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area etc. Everything needs to be aligned with this concept in order for Egelund Slot to use it as a 

holistic idea.  

7.3.4 Objectives 

Objectives are often expressed in financial terms. Egelund Slot has an annual budget the company 

needs to meet. This budget is typically set by DA and is increased by the year. Moreover, Egelund 

Slot’s prices increase around 3% per year (Audio file, interview with Henriette Byskov).  After a 

financial year, Egelund Slot typically gets its budget raised by DA for the next coming year. 

Furthermore, Egelund Slot had to adjust and increase its prices when the “fat tax” was 

implemented in Denmark (Fedtafgiften virker, 2014).   

We have not received the specific budget that Egelund Slot needs to attain, only this information.  

 

Having looked at the history of Egelund Slot and the company’s vision, the next section will 

attempt to elaborate upon the methodology used, in order to reach a conclusion towards the end 

of this thesis. 

8 Method 
The following section will explain the approach of the theoretical research behind this thesis, as 

well as the research methods used to gather primary and secondary data. 

8.1 Theory of knowledge  
To understand the scientific theory about the approach to this master thesis, it is important to 

recognize its background and, to some extent, its theoretical limitations. 

This thesis will have a constructivist approach to research and science.  

8.1.1 Constructivism  

Constructivism attempts to explain science from the viewpoint of the ever-moving psyche of 

people. It argues, that everything people are is subject to change depending on what they 

experience and what those who came before them experienced.  

People, in turn, construct the reality around them, by adhering to social norms and values. This is 

not necessarily a conscious choice, but rather a subconscious one. Mankind have, arguably, 

changed the world around it, since the discovery of fire and, perhaps, predating that.  
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This change is not limited to the physical world, but also the notion of systemic and interpersonal 

levels. Concepts such as genders and what constitutes femininity and masculinity, is, by 

constructivist standards, human made.  

For instance, people widely regard pink as a feminine color and blue as its masculine counterpart – 

at least when it comes to picking baby clothes. But only 100 years ago, the opposite was true. Pink 

was regarded a masculine color as opposed to blue. The colors themselves did not change, but the 

view and opinions of them did. This is constructivism in action. People are changing their own 

reality. 

Another example of this “changing of reality”, also called ontological constructivism, is penicillin. 

People discover penicillin and extract its powers to heal ailments and diseases. Some of these 

diseases work up a resistance to the penicillin and become different strings of the disease. People 

further alter the medication to combat these strings, which in turn gives space for newer strings. 

In the end, a string of a disease that would not otherwise have developed ends up existing, which 

most likely would not have been the case if it was not for humans. People are quite literally 

constructing their own world (Collin & Køppe, 2014, p. 224). Extreme ontological constructivists 

would argue that there was no world if not for people to experience and change it. 

Other constructivists will go as far to say that there is no “knowledge” to be gained. 

Epistemological constructivists will argue that “knowledge” is only knowledge, because of people’s 

need to label and understand everything. In fact, the gained knowledge only reflects more upon 

the interpreter and scientist than what really is new knowledge (Collin & Køppe, 2014, p. 293). 

This is somewhat true in this thesis’ effort to understand the workings of Egelund Slot. 

Naturally, there was some preconceptions of what was going to be found in our research about 

the company. Furthermore, the use of tried models and concepts could in turn make the primary 

and secondary data gathered more streamlined, as to fit into said models. An example of this 

would be Porter’s Value Chain. The Value Chain model offers up a set of primary and secondary 

activities, that, if you describe said activities, should allow you to find places to become more 

efficient. This means, that there is a set of predetermined data, that would constitute research 

when it comes to becoming efficient. By choosing said model and adhering to its “rules”, the user 

may have inadvertently missed crucial data that could have been useful in determining if an 

organization could become more efficient. 
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Given that the theoretical approach of this report is constructivist a conscious attempt to address 

the invisible framework of thought that this creates will be made. 

A way to counteract this inherent bias is to use several models for determining efficiency and the 

like. This is one of the reasons as to why this thesis contains several models and theories with the 

same end goal. 

The research and work within this thesis will enlighten different aspects of Egelund Slot and what 

constitutes a conference center. Given that Egelund Slot is located in Denmark and the scope of 

this report “only” stretches as far as Sweden, it can be safely assumed that the general 

understanding of what exactly a “conference center” is, is universal among the people 

participating and included within this report. This is important, since results from the models and 

analyses within the thesis would be compromised should there be a difference in understanding. 

8.1.2 Deductive vs. Inductive approach 

Generally speaking, when trying to define a research approach, two methods spring to mind: 

Deductive and Inductive. 

The deductive approach to research design is an approach closely linked with the natural sciences 

in that a theory and hypothesis is developed before a research strategy is designed to test said 

hypothesis. Furthermore, the deductive approach is characterized by the researchers staying as 

objective as possible, which can be difficult. A quantitative survey may appear objective, but 

depending on the questions and the phrasing within, the subjectivity of the authors might shine 

through. 

The inductive approach, in contrast, does not attempt to separate researcher from the research, 

but accepts that the researcher is linked to the research. The inductive method involves the 

collection of data that then turns into theory. 

For this thesis, an inductive approach has been used. Through conversations with Egelund Slot and 

observation of secondary data, a theory was formulated and later addressed to provide answers.  

8.2 Data 
This thesis is based upon both primary and secondary data in order to create an adequate answer 

to the problem statement.  

The basis of the primary data is the firsthand, raw data, which has been collected for the purpose 

of this thesis (Saunders et al., 2009, p. 256). In this case it is the qualitative interviews that have 
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been made with both customers and Egelund Slot. The purpose of spending time collecting 

primary data is to examine Egelund Slot in-depth and its customers. Moreover, the advantage of 

using primary data is that it provides a better understanding of the topic, since this allowed us to 

interview employee Henriette Byskov at Egelund Slot. Furthermore, being at the castle and 

obtaining a sense of the location for ourselves was also possible rather than just hearing or 

reading about it from secondary sources. 

The primary data is supplemented by secondary data, which was collected through various books, 

useful scientific websites and databases, such as “Passport” and “Marketline”. Furthermore, 

secondary internal data have also been used. This is the data provided for us by Egelund Slot. 

Secondary data is essential since this kind of data is easy to collect and can provide valuable 

insights. Moreover, the purpose was to create a frame of understanding of the primary data. The 

secondary data contributes to illustrate the general data collected and thereby increase the 

quality of the data collected through the qualitative interviews (Nygaard, 2012). 

8.3 In-depth interviews   
Several in-depth interviews have been held for the purpose of this thesis.  

First of all, an interview with Henriette Byskov, Administrative Coordinator at Egelund Slot, was 

conducted. Moreover, four interviews with former guests at Egelund Slot were held. 

In-depth interviewing is a qualitative way of collecting data. This approach was chosen in order to 

gain valuable in-depth knowledge about Egelund Slot and its customers before writing the thesis. 

It was crucial for the thesis to gain knowledge of specific topics regarding Egelund Slot in order to 

be successful in writing the thesis. Therefore, it was essential to have an interview with an 

employee from Egelund Slot since Henriette Byskov possesses the knowledge regarding these 

specific topics we looked for the answers to. This provided the opportunity to gain the knowledge 

directly from the source.  

Both of the interviews held were exploratory studies seeking to find “What is happening and seek 

new insights” (Saunders et al., 2009,p. 322). This is, for example, seen in the interview with 

Henriette Byskov where questions regarding the market environment and trends were asked. 

Choosing this approach was in accordance with the problem statement since this is also 

exploratory because this thesis explores Egelund Slot’s opportunities. Moreover, semi-structured 

interviews are useful in relation to exploratory studies (Saunders et al., 2009, p. 323). Semi-
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structured interviews are categorized as “the researcher will have a list of themes and questions to 

be covered, although these may vary from interview to interview” (Saunders et al., 2009, p. 320). 

This list of themes and questions was the interview guide made before the interview (Appendix 8 

& 9). The section below will cover the interview guide and how it was made. The semi-structured 

interview was chosen because we wanted answers to specific topics, thus the interview guide 

covering different themes of Egelund Slot. However, on the other hand we also wanted to ask 

follow-up questions and probing questions. Probing questions are used to explore responses 

coming from the person being interviewed (Saunders et al., 2009, pp. 338-339). Asking these 

questions are crucial in order to create a good sense of the topic or follow up on some more. 

These are the advantages found using the semi-structured type of interview. Another advantage is 

that the interview is prepared beforehand. This allows for gaining some knowledge about the 

topics and appear more competent during the interview. Furthermore, the strength of this 

particular type of interview is that the respondent has the opportunity to open up and elaborate 

upon answers and simultaneously giving the interviewers the possibility to control the interview. 

This ensures a focused interview that stays on the subject. 

According to the book: “Research methods for business students” written by Mark Saunders (2009, 

pp. 328-335) preparation is crucial before conducting an interview. These are the steps we took 

before hosting the semi-structured in-depth interviews.     

First of all, as mentioned earlier, research was made in order to appear competent at the 

interview. In addition to this, the interview guide was made to structure the interview. Actually a 

“pre-interview” by skype between the participants was held as well. This allowed the participants 

to align and match expectations. In this interview, we were curious to know what Egelund Slot 

expected the thesis to be and what the company needed help to explore. This skype interview 

resulted in a collaboration and a decision to move forward with the project.  

Secondly, the interview guide was provided to Henriette Byskov, in order for her to prepare as 

well, so she could answer the questions in the best way possible. Henriette Byskov was the only 

respondent represented with the interview guide beforehand since the interview made with her 

was more comprehensive than the other interviews held.  

Having the appropriateness of the researcher’s appearance at the interview in mind (Saunders et 

al., 2009, p. 330), David Hindberg was chosen to “host” the interview at Egelund Slot. This was 
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done in order to eliminate the family relationship between Kaja Byskov and Henriette Byskov. The 

interview had to reflect professionalism and competence. Therefore, this was decided.  

At last, the appropriateness of the location was considered as well. The interview took place at 

Egelund Slot in one of its meeting rooms, in line with the professionalism. Still, a good place to 

discuss the topics and to record during the interview.  

8.4 Telephone interviews  
Telephones interviews have been made as well. The telephone interviews are a good alternative 

for when the participants are far away from each other and also offers a cost-effective approach 

and are less time-consuming (Saunders et al., 2009, pp. 349-350).  

Four telephone interviews have been held for the purpose of this thesis. Each interview started 

out with a presentation of the thesis and of the interviewer. The interviews were chosen to be by 

telephone because many of the people who were interviewed preferred it this way since it is 

easier to fit into a busy schedule.   

The interviews were conducted one on one and allowed for gaining valuable knowledge. However, 

when interviewing by phone the non-verbal communication gets lost, which can affect the 

interpretation of the interviewer.  

Kaja Byskov was chosen to host the interviews since she held the most knowledge regarding 

Egelund Slot. Moreover, Kaja Byskov had met some of the respondent before and therefore it was 

more natural that she was the host and contact.  

Below is a table that provides an overview of the telephone interviews held. 

The telephones interviews were again semi-structured allowing for probing questions but 

following an interview guide. The telephone interview guide can be seen in the appendix 

(Appendix 9). The purpose of the telephone interviews was to get an idea of what motivated the 

customers to come to Egelund Slot. The interviews were set to be around 15-20 minutes. The 

respondents were all asked the same questions from the interview guide, however the interviews 

can come off differently because they are all semi-structured. Because semi-structured interviews 

allow for probing questions, the interviews will not be the same because different probing 

questions will be asked during the individual interview. Even though the interview topics are the 

same, the respondent choose to answer the questions differently and the interview can therefore 

take a different turn. However, the interview guide will still ensure that all the topics are covered. 
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Yet, some questions were already answered by other questions and therefore these have been 

deleted. 

8.5 Overview of interview with guests at Egelund Slot   
 

 Name  Gender  Profession Guest at Egelund 

Slot 

Interview 1  Lotte Holmstrup   Female  Secretary to the 

board of 

Directors, Dansk 

Erhverv   

 

More than 10 

times  

Interview 2  Mira Wurtz  Female  Marketing 

Coordinator at 

Sanofi  

 

3 times  

Interview 3  Linda Løvenhøj  Female Project Assistant 

at Novozymes  

 

More than 10 

times  

Interview 4  Rikke Spure  Female  National Sales 

Manager at 

Sanofi  

 

3 times  

8.6 E-mail interviews  
In order to obtain as much knowledge as possible, some companies were also contacted using e-

mails. This form of electronic interviewing is an asynchronous approach, meaning it is offline 

based (Saunders et al., 2009, p. 350). The term asynchronous refers to when the interview takes 

place, in real time or off-line time. An example of an online interview taking place in real time 

could as an example be chat rooms (Saunders et al., 2009, p. 350). Because an e-mail is not taking 

place in real time, it is off-line based.   
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Five different conference centers located in Sweden were contacted through e-mail. The purpose 

was to gather as much data as possible and gain valuable knowledge regarding the conference 

industry in Sweden. The part of the thesis regarding the Swedish market is mainly built upon 

secondary data. Therefore the idea was to gain some primary data to support the secondary data. 

Moreover, it would be valuable for the Porter’s five forces framework to be built on some primary 

data as well. Swedish conference centers found similar to Egelund Slot were contacted. The e-

mail, that was sent to them, contained 6 questions related to the Swedish market. The e-mail can 

be seen in the appendix (Appendix 10). In order not to just ask the questions first, the e-mail 

contained an introduction of the thesis and the purpose of the questions stated below. This was 

made in order not to let the conference center think we were trying to steal some of their market 

share or inside knowledge about the market. Therefore, the purpose of the thesis was also a bit 

twisted in the introduction, so they would not perceive it as a threat and not answer the questions 

due to this.  

The questions were kept short and simple, in order not to ask too much of the respondents. 

Moreover, the idea was that the respondent would not have to do research beforehand before 

answering the questions. Most of the questions were related to “common knowledge” if you were 

an employee at a conference center.  

The list of questions was kept to a minimum as well, since we wanted as many replies as possible.  

Five conference centers were contacted and two replied, whereas one conference center actually 

answered the questions.  

E-mail communication is not perceived to be high in communication richness and this will be 

discussed in the criticism of the method. 

8.7 Structure and interview guide 
As mentioned earlier the semi-structured interview often uses an interview guide (Saunders et al., 

2009, p. 323). An interview guide is a material created to help both the interviewee and the 

interviewer. Creating an interview guide provides structure to the interview and allows for both 

parts to see what the discussed topics are going to be. Furthermore, it is a useful tool for the 

person being interviewed to have beforehand in order to prepare for the questions in the best 

possible way.  
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In this case two interview guides have been constructed. One for the interview with Egelund Slot 

and one for the interviews with the customers at Egelund Slot. It was decided to make only one 

interview guide for the customers, since a comparison can then be made. However, different 

probing questions or follow-up questions will still be asked.  

The two interview guides (Appendix 8 & 9) have been conducted as a scheme and every box has a 

headline. The headline represents the topic that is going to be discussed. Then short questions are 

written down in order for the interviewee not to misunderstand or misinterpret something. 

Furthermore, the language has been kept simple and understandable and if any terms were hard 

to understand, they would be explained beforehand.  

Both interview guides start off with a welcoming and presentation headline. Having this section is 

important because getting the interview off from a good start is crucial for the rest of the 

interview as well. “Where the interviewee has not met you before, the first few minutes of 

conversation will have a significant impact on the outcome of the interview (…) Despite this, it is 

your responsibility to shape the start of the discussion. You will need to explain your research to 

the participant and, hopefully gain consent” (Saunders et al., 2009, p. 324). Getting the interview 

off on the right foot can impact the rest of the interview, if trust is established amongst the 

participants more confidential knowledge could be shared as well. Moreover, the presentation 

section is also used for establishing a small personal contact, determine who takes the lead in the 

interview, get the sound recorder right, estimate a time-frame for the interview etc. All of this 

information is nice to know for the participant before starting the interview. Both interviews 

started off with a presentation of ourselves and the purpose for having this interview. In addition 

to this, the thesis was presented along with the research to establish a sort of credibility. After this 

section the interview moved on to the next sections, seen in the appendix (Appendix 8).  

In the interview held with Egelund Slot many of the questions were related to collecting 

information for writing the internal view of the company. In order to include models such as VRIO, 

Value chain etc. in the internal view of Egelund Slot, some questions had to explore these areas in-

depth. To explore these areas in-depth many questions related to this are seen in the interview 

guide. 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 23 of 135 
 

8.8 Selection of respondents  
The selection of the respondents for the interviews has not been random. The respondents for the 

interview with Egelund Slot’s customers were provided by Egelund Slot itself. Thus, Egelund Slot 

was asked to provide a wide variety of guests in order for us to get to know their motivation 

towards choosing Egelund Slot.  

This form of sampling is purposive sampling also known as subjective sampling (Research 

methodology, 2019). This type of sampling is characterized by the researcher relying on own 

judgement when choosing participants for an interview. In this thesis, we have relied on the 

judgement of Egelund Slot to choose our participants for the interviews. Egelund Slot has 

presented us with different participants for the interviews and we have chosen amongst these. It 

was decided that it would provide most value to the thesis if the “bookers” of Egelund Slot were 

chosen for the interviews. Since some of the questions in the interview guide are related to how 

and why Egelund Slot was chosen for a given event, it makes most sense to speak with the 

decision maker who actually booked the meeting or conference at Egelund Slot.  

Purposive sampling is a non-probability sampling method meaning it is a non-random sampling. 

“Not all members of the population have a chance of participating in the study. This is contrary to 

probability sampling, where each member of the population has a known, non-zero chance of 

being selected to participate in the study” (Research methodology, 2019). In this thesis the non-

probability sampling method is applied, since the customers of Egelund Slot are what we find 

interesting. Not all people have been to Egelund Slot and that is why it is not random selection. 

The advantages for selecting the purposive method is that it is easier and less time-consuming to 

collect the data for the thesis (Research methodology, 2019). Another advantage using purposive 

sampling is that it “May be the only appropriate method available if there are only limited number 

of primary data sources who can contribute to the study” (Research methodology, 2019). This is 

correct in the case of Egelund Slot. It would be difficult for our group to find participants, who had 

visited Egelund Slot at some point ourselves. Therefore, this method was chosen. 

8.9 Reliability and validity  
Reliability and validity are usually connected to quantitative research but can and should be used 

for qualitative research as well. 

Reliability addresses whether the results of an instrument, in this case the qualitative interview, 

can be trusted. A way to measure this, would be to re-test and see if the findings match with the 
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previous results. 

It is difficult to really re-test a qualitative interview, but by testing the same items, in this case the 

questions in the interview, an attempt to create reliability can be made. For this thesis, four 

independent participants have been interviewed and have shown to respond similarly or within 

the same scope of each other. This could mean that the questions are reliable, but not necessarily 

that the results are unbiased. 

With regard to validity, two important aspects would be worth mentioning. The credibility and 

transferability of the findings. In other words: Do the participants feel represented by the data 

supplied and can something in general be said from the very specific answers. 

Due to the nature of the qualitative interview, the participants have the opportunity to change 

their answers or qualify answers should they feel misrepresented. This should work towards 

establishing the credibility of the qualitative interview. Being that there were wide similarities 

across the interviews, the data provided can be said to be relatively generalizable and as such 

seem to live up to the second aspect of validity. 

8.10 Assessment of method 
No method of collecting data is without fault. When selecting methods and approaches, one must 

be aware of the various inherent flaws associated with the different methods. The following 

section will attempt to clarify those flaws and explain why the methods were chosen regardless. 

 

A point of criticism is related to this thesis being built only upon one form of primary data. The 

primary data has been collected though in-depth interviews and phone interviews. However, a 

collecting of quantitative data would have heightened the reliability of the data and provided 

more knowledge regarding a given topic. Quantitative data is useful since it can be collected much 

faster than qualitative data and it will provide the researcher with more comparable knowledge 

(Saunders et al., 2009, pp. 414-415). Whereas qualitative knowledge is useful when wanting in-

depth knowledge, quantitative knowledge is valuable when wanting a more general picture 

(Saunders et al., 2009, pp. 414-415). However, a mix of these two approaches would have been a 

great way for the data to support each other in various ways. A collection of quantitative data has 

not been included since we only want reliable knowledge from valid and we were not sure we 

could find enough data points to provide said knowledge. It would have been problematic to 
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target the correct respondents for our purposes and make sure we only got answers from the 

right target group. Since the thesis looks into the B2B market, this would have been the target 

group for answers as well. If we had chosen to do, as an example, a survey, a high number of 

respondents is needed before it is seen as valid and the data is useful. This approach has not been 

included, since many pitfalls could potentially occur during the collection of data. However, if 

done properly, it would have been valuable. Thus, this thesis has been chosen to rely on 

qualitative data.  

 

Another point of criticism is related to the data coming from Egelund Slot. The internal view of 

Egelund Slot is basically built upon Egelund Slot’s own statements and information provided by 

them. We could have taken a more critical approach to this data, since we do not have any 

evidence that business is as good as they are saying. We have not received a budget, annual 

results or financial targets from Egelund Slot, and therefore we cannot double check the given 

statements. It should be stated that the thesis is concerned with growth for Egelund Slot and the 

company would have no reasoning for twisting the situation for the better.  

Moreover, we only had one interview with the Administrative Coordinator, Henriette Byskov, who 

was the only source of information. More interviews could have been held, in order to obtain 

more knowledge and more reliability. Still, Henriette Byskov provided sufficient knowledge for us 

and therefore we did not feel the need to verify her statements.   

 

As stated above in the method section, this thesis is taking an inductive research approach. 

However, a deductive approach could have been chosen as well. Taking a deductive research 

approach emphasizes “Scientific principles, moving from theory to data and the collection of 

quantitative data” (Saunders et al., 2009, p. 127). This approach would have structured the thesis 

in another direction and many new sections would have been included. Another approach would 

have changed the outcome of the thesis and maybe have led to more or better opportunities for 

Egelund Slot. For an example, the deductive approach states quantitative data, which is not 

collected for the purpose of this thesis. Still, quantitative data would have been valuable as well, 

as mentioned earlier, and would have increased the reliability of the thesis. Moreover, if both 

qualitative and quantitative data was collected it would have been easier to compare the data. 
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The quantitative data could have been collected in form of a survey at the Swedish market and 

this would help create a better general picture of the market.  

The deductive approach also states: “Moving from theory to data” (Saunders et al., 2009, p. 127), 

which is not done in this thesis. The thesis is built upon information given by Egelund Slot at first 

and not theory. If we had chosen the deductive approach, we would have made a hypothesis 

based on observations and secondary data. Afterwards this hypothesis would have been tested by 

making an independent research design and collect quantitative data. As a researcher you are not 

allowed to influence the outcome (Saunders et al., 2009, p. 127), as you might when collecting 

qualitative data.     

 

Another point of criticism worth mentioning is the approach taken towards getting information 

regarding the Swedish market. This data should have been provided by conference centers located 

in the Swedish market, however, only one reply was given. 

Since only one reply was given, it can be determined that e-mail communication is not a valuable 

source to communicate through when interviewing. A better approach would have been to 

contact the conference centers beforehand and establish a form of personal contact. After this, 

the conference center might have been more willing to help or answer questions for this thesis. 

Collecting this data would have helped heighten the reliability of the market development section, 

since this is only written based upon secondary sources.  

Approaching the conference centers by e-mail was chosen since we wanted to collect some 

valuable data quickly. Moreover, we presumed that an e-mail approach would be able to provide 

us with more answers from more places in a time efficient way.  

An e-mail can quickly get lost in the inbox, especially when you are busy at work. Looking at the 

media richness theory, e-mail communication is very low when it comes to richness. The media 

richness theory states diverse forms of communication have different levels of richness in them 

when it comes to the information they provide (Media richness theory, n.d). An example of 

communication with high richness could be face to face communication, still this approach is hard 

to do in practice when the respondents are located in Sweden. Video calls or phone calls are also 

perceived to be high in richness, therefore these approaches would, according to the theory, have 

been better to use in practice.  
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Furthermore, since we started early collecting data, the e-mail sent to Sweden was written in 

Danish. As stated in the market development section, Swedes are actually bad at understanding 

Danish and would rather be approached in English. This insight had not been gained yet, and 

therefore the e-mail was written in Danish. This is also another point of criticism, since this 

information should have been retrieved before writing the e-mail. It can also be assumed that due 

to their work, most of the employees at a conference center would be good at speaking English, 

since international customers also stop by. This is a case of experiential learning for us, because 

now we know the research should have been done first and then the data should have been 

collected. 

 

Having explored the methods behind collecting data and the criticism inherent in these methods, 

the following section will take an in-depth look at the various models used in the thesis. 

9 Theory  
This section will explain and verify the theory used throughout the thesis. Instead of introducing 

the theory going a long, all theory will be explained in-depth here. The purpose is to get a sense of 

theory has been used throughout the thesis and how is has been used in the thesis.  

9.1 Ansoff’s growth matrix 
The Ansoff’s growth matrix is used as a foundation for this entire thesis. 

The matrix functions as a way to structure the thesis since the whole thesis has been built upon 

this matrix. The Ansoff’s growth matrix determines four ways to create growth as a company.  

Speaking with Egelund Slot for the first time, in our pre-interview, it was determined that Egelund 

Slot had a wish to enter the Swedish market. This wish was, in alignment with Ansoff’s growth 

strategy, determined as market development. Egelund Slot’s wished to enter the Swedish market 

to create growth and seek new challenges, it was therefore decided to look at even more options 

for Egelund Slot. Even though Egelund Slot thought entering Sweden could be a good idea, the 

company had not looked into the market or done any notable research. Moreover, Egelund Slot 

did not know how to approach this market. Since the wish was based upon the growth factor, we 

wanted to explore more options for Egelund Slot to implement as well. The Swedish market is a 

way to start, however, many other things could be done as well. Therefore, we decided to use the 

Ansoff’s growth matrix as a foundation for this thesis. 
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The model looks into different ways of creating growth, which was exactly what Egelund Slot was 

hoping for. Thus, the thesis explores all the growth strategies related to Egelund Slot in-depth.  

 

As mentioned earlier, the matrix determines four ways for a company to create growth. The first 

strategy being market penetration. The market penetration strategy is about taking the same 

market with your existing products or services (Kotler et al., 2012, p. 101). Therefore, the purpose 

is to create more growth in the current market you are present in. This could for example be done 

by developing a new marketing strategy, pushing products more etc.  

The second strategy is called market development. This strategy takes its point of departure in 

entering new markets with the same products. This strategy will look into Egelund Slot’s wish to 

enter the Swedish market. Moreover, because Sweden is located geographically close to Denmark, 

this would be a relatively “easy” market to start attracting customers from. However, the market 

development does not necessarily mean it has to be another country, it could also be another 

market apart from the home market (Kotler et al., 2012, p. 101). In the case of Egelund Slot, it 

could also be finding a brand new target group which has not been targeted before. Yet Egelund 

Slot’s wish was to know more about the Swedish market and therefore this is the point of 

departure. 

The third growth strategy is product development. The basis of this strategy is developing new 

products for the current market. In the case of Egelund Slot, the company would still target their 

main target group though with new products which could hopefully lead to growth. However, a 

part of this strategy lies in determining what the target group would like in order to develop a 

useful product or service.  

The last strategy is the diversification strategy. This strategy is often perceived to be a bit risky 

(Kotler et al., 2012, p. 101), since the company is trying to sell new products to a completely new 

customer base. However, in the case of Egelund Slot this strategy could be very successful since 

Henriette Byskov has been contacted regarding this on several occasions. Egelund Slot does not 

wish to pursue this strategy and therefore this thesis will not take it into account either. Still, a 

small section regarding product diversification strategy will be made.   
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9.2 Mission, vision, corporate values and objectives  
The mission, vision and values statements have been included since these provide a picture of 

Egelund Slot’s basic idea and what the company is heading towards. Moreover, including these 

values also creates more clarity about Egelund Slot and what the company does. It is a great way 

for Egelund Slot to define itself by what it does.  

The mission statement strives towards creating clarity about what the company basically does 

(Johnson et al., 2014, p. 79). The mission is typically found by asking why is it we do what we do 

and how do we make a difference? Answering these questions will help the employees and 

stakeholders get a better sense of why Egelund Slot acts as it does.  

The vision statement is more related to the future and considers the future the organization would 

like to create (Johnson et al., 2014, p. 80). This is important to know in order to determine if the 

organization is concerned with growth, performance, awareness etc. Therefore, the vision can be 

found by asking “What do we want to achieve?” (Johnson et al., 2014, p. 80).  

The statement of corporate values is defined as: “The underlying and enduring core principles that 

guide an organization’s strategy and define the way that the organization should operate” 

(Johnson et al., 2014, p. 80). 

At last, the objectives are often related to finances. This would be the statement of what the 

company would like to achieve in financial terms (Johnson et al., 2014, p. 80). This can either be 

measured in sales or profit. 

9.3 PESTEL  
In this thesis two PESTEL frameworks have been conducted. One for Denmark and one for 

Sweden. This has been done to provide a general picture of both countries. Moreover, it is a great 

way to compare pros and cons for Egelund Slot when planning for growth in the future. Therefore, 

these frameworks function as indicators for what would be best for Egelund Slot to focus on.  

The PESTEL framework is a model that takes environmental factors and divide these into key types 

(Johnson et al., 2014, p. 22). The framework takes a macro perspective upon a given country and 

looks at the political, economic, sociological, technological, environmental and legal factors, which 

in this case are related to Sweden and Denmark. The framework is useful to complete as it 

provides an overall picture of relevant issues in a given country (Johnson et al., 2014, p. 21). 

The political aspect focuses upon the state and other political factors. The economic aspect looks 

at the economic climate within a country and also considers interest rates, tax rates and currency 
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exchange rates. These factors are also relevant to look at or to know for Egelund Slot. The social 

aspect considers the demographic and the culture present in Sweden. The technological aspect 

looks at the rise of the internet, innovation and new technologies (Johnson et al., 2014, p. 24). The 

environmental perspective refers to climate changes, pollution, waste and the importance of these 

factors in a given country. The last factor is legal. Here, focus is upon legislative changes or 

constraints (Johnson et al., 2014, p. 24). 

9.4 Porter Five Forces  
The Porter’s Five Forces framework looks at 

the industry instead of looking at the more 

general and macro perspective, like the 

PESTEL framework. The Porter’s framework 

considers a given industry and the 

attractiveness of this industry. The 

attractiveness is determined by looking at 

five forces,  

threat of new entrants, buyer power, 

supplier power, threat of substitutes and 

rivalry among existing firms.               

 

Looking at these factors will help determine 

whether or not a company should enter a market. Often much knowledge regarding the industry is 

learned by employing Porter’s Five Forces. Therefore is it recommended before entering a new 

industry. 

The first force to look at is the threat of new entrants. This force refers to how easy it is for a 

company to enter the industry (Johnson et al., 2014, p. 31). Here high and low entry barriers can 

be looked at, economies of scale etc.  

The threat of substitutes is relevant to consider since this can reduce the demand for the product 

trying to be sold at the market. If many substitutes can be found, this could potentially lead to a 

decrease in sales if people switch brand or products. A substitute is determined as “products or 

Figure 1 Porter's Five Forces 

Fundamentals of Strategy (p. 30), by Johnson, G., Whittington, R., & 

Scholes, K., Angwin, D., Regners, P: “Fundamentals of strategy”, 3rd 

edition, Pearson, 2014. Copyright 2015 by Pearson Education Limited. 
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services that offer a similar benefit to an industry’s products or services, but have a different 

nature” (Johnson et al., 2014, p. 32).  

The power of buyers is the power that the customer holds and how this power can affect the 

business performance (Panmore, 2019). Moreover, it considers the switching cost and the price 

sensitivity for the buyer as well. 

The power of supplier force is not always relevant to look at. However, this force takes the number 

of suppliers present, size, switching cost and so on into account (Johnson et al., 2014, p. 33).  

At last there is the rivalry among existing firms. This force looks at the growth rate within the 

industry, the number of competitors and the balance between them, switching cost and brands 

equity (Research methodology, 2019).   

Porter’s framework has been included in this thesis, since it provides valuable knowledge 

regarding the conference industry. The framework has been used to look at both the Danish 

market and the Swedish market.  Moreover, since the PESTEL framework takes a macro 

perspective, the Porter’s Five Forces looks more in-depth and gets more specific looking at the 

industry (Johnson et al., 2014, p. 21). In addition to this, the Porter’s Five Forces and the PESTEL 

framework are great tools to complement each other and help form a general view upon both 

environmental factors and insight into the industry. 

9.5 Hofstede  
Hofstede has conducted a survey of six cultural dimensions, which takes its point of departure in 

national cultures mostly related to business cultures. Hofstede’s research was conducted in 64 

countries worldwide and shows the differences amongst cultures (Browaeys & Price, 2015, p. 31). 

“Hofstede developed a dimensional approach to cross-cultural comparisons through his pioneering 

studies into how management is affected by differences between cultural groupings” (Browaeys & 

Price, 2015, p. 32). In these six dimensions Hofstede considers power distance, individualism, 

masculinity, uncertainty avoidance, long term orientation and indulgence.  

Hofstede’s country comparison will take a point of departure in Denmark and Sweden. Hofstede’s 

dimensions have been included in the thesis in order to create better knowledge regarding the 

differences between Denmark and Sweden. Even though the countries are located geographically 

close to each other, this does not imply that the cultures are closely related.    
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The power distance dimension considers that everyone in a given society are not equals. In some 

cultures, this division can be high whereas it can be low in others. The distance between 

individuals is reflected in this dimension. Moreover, in some countries some members of an 

organization can be very powerful, which indicates that the power is not equally shared (Hofstede 

insights, 2019). Another factor that is also present here is the acceptance of how the power is 

distributed.   

The second dimension is individualism. This dimension looks at “the degree of interdependence a 

society maintains among its members” (Hofstede insights, 2019). Here cultures can be perceived 

as individualistic societies or collectivistic societies.  

The masculinity dimension relates to whether a society tends to be masculine or feminine, which 

can be found when looking at what drives or motivates people. A masculine society, in Hofstede’s 

terminology, would be driven by success and competition, whereas a feminine society would value 

caring for others and quality of life instead (Hofstede insights, 2019).  

Uncertainty avoidance refers to how a society copes with the fact that the future is unknown and 

unpredictable. Anxiety is related to this issue. Therefore, this dimension looks at whether 

individuals in a given society feel threatened by the fact or embrace it.  

The long-term orientation versus the short-term orientation “describes how every society has to 

maintain some links with its own past while dealing with the challenges of the present and future” 

(Hofstede insights, 2019). Here the societies can either take a normative approach or pragmatic 

approach.  

The last dimension is indulgence. This dimension considers how good people in a given society are 

at controlling their impulses and desires. If people have weak control over these, it is called 

indulgent, whereas high control is referred to as restrained (Hofstede insights, 2019).   

9.6 CAGE framework  
The CAGE framework is helpful in analyzing the differences a company might face when entering a 

new country (Johnson et al., 2014, pp. 170-171). The framework considers the geographic 

distance, the cultural distance, the administrative distance and the economic distance between 

two groups.  

In this thesis the framework has been used to do a sum up based upon the market development 

section. The framework has been included since it provides a good general picture regarding 
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Sweden compared to Denmark. The framework is used as a tool to highlight the differences 

between Sweden and Denmark and to make Egelund Slot aware of these differences.  

The cultural aspect refers to language, culture, socials norms, religion etc. (Johnson et al., 2014, p. 

170).  

The administrative aspect looks at the form of operation system and government.  

The geographical distance relates to the size of the country, the climate and the location of the 

country.  

The economic refers to the Swedish economy and how this is operating compared to the Danish 

one (Johnson et al., 2014, p. 171).    

9.7 VRIO 
The VRIO framework 

is used to determine 

Egelund Slot’s 

capabilities and the 

term provides a basis 

for achieving a  

competitive 

advantage. In order to 

achieve this, a 

company’s capabilities need to create value, be rare, be inimitable and have organizational 

support (Johnson et al., 2014, p. 54). 

The VRIO framework has been chosen since the framework helps Egelund Slot address its services 

and also address its strategic capabilities. Furthermore, the framework is useful in determining if 

Egelund Slot’s services and products are found to be rare, valuable etc. for the customer. If they 

are, Egelund Slot might have a great competitive advantage.   

At first, the value aspect refers to the product needing to create value for the customer. 

Therefore, the company must really think through which products are of value and which are not 

(Johnson et al., 2014, p. 55).  

Rarity looks at how rare the capabilities are on the market. If the products or services the 

company is providing are perceived to be rare, this would be positive for the company.  

Figure 2 VRIO Framework 

Fundamentals of Strategy (p. 55), by Johnson, G., Whittington, R., & Scholes, K., Angwin, D., 

Regners, P: “Fundamentals of strategy”, 3rd edition, Pearson, 2014. Copyright 2015 by Pearson 

Education Limited. 
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Inimitability refers to the capabilities that the competitors find hard to imitate. In addition to this, 

if a company has a patent, this makes it even harder for competitors to imitate. However, patents 

are not the only factor that can make it hard for the competitors. It can also be created by a string 

brand, a location, a material or strong customer service (Johnson et al., 2014, p. 56).  

The last aspect considers 

the organizational 

support. In order to be 

successful in all of the 

above, the organization 

must be suitably 

organized to support 

these capabilities 

(Johnson et al., 2014, p. 56). 

When all aspects are considered, they are checked to see the competitive implications. If all 

capabilities are present, a company can be said to have a sustained competitive advantage. 

9.8 Porter’s generic strategies 
Porter’s generic strategies mention 

four strategies that a company can 

follow in order to gain a 

competitive advantage. A company 

should always strive towards 

achieving a competitive advantage. 

A competitive advantage could 

either be gained by low prices, 

create greater value for the 

customer or provide benefits that 

justify higher prices (Johnson et al., 

2014, p. 107). The framework considers the market the company is currently in and then looks at 

the source of the competitive advantages the company can take. 

Figure 3 VRIO - Capability overview 

Fundamentals of Strategy (p 59), by Johnson, G., Whittington, R., & Scholes, K., Angwin, D., 

Regners, P: “Fundamentals of strategy”, 3rd edition, Pearson, 2014. Copyright 2015 by 

Pearson Education Limited. 

 

Figure 4 Porter's Generic Strategies  

Fundamentals of Strategy (p. 108), by Johnson, G., Whittington, R., & Scholes, K., 

Angwin, D., Regners, P: “Fundamentals of strategy”, 3rd edition, Pearson, 2014. 

Copyright 2015 by Pearson Education Limited. 
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The four strategies are named cost leadership, cost focus, differentiation leadership and 

differentiation focus. 

By following the cost leadership strategy, the objective is to become the lowest cost producer in a 

given industry (Johnson et al., 2014, p. 108). Choosing that strategy, the company focuses upon a 

broad market. This strategy is often for large scale businesses often offering standardized products 

with very little differentiation.  

The cost focus strategy focuses upon a narrow market where the company is trying to create a 

competitive advantage by cutting costs. The product is often similar to the high end or market 

leader’s products; yet the company tries to gain advantage by selling cheaper (Johnson et al., 

2014, pp. 113-114). 

The differentiation leadership is when a company targets a broad market and strives to create a 

competitive advantage by differentiation. The price is often high since the company offers a 

premium brand (Johnson et al., 2014, pp.112-113). Moreover, the quality is superior as well. 

At last, the differentiation focus refers to targeting a narrow market and still differentiating the 

company. This is perceived to be a great niche strategy. Before establishing the company at this 

small market, the company must be sure that there is a demand for its products. Otherwise a 

narrow market is not the right strategy to focus upon. Similarly to the differentiation leadership, 

the price is typically high and the quality too (Johnson et al., 2014, pp. 112-113).    

Porter’s generic strategies are looked at in the thesis in order to determine which strategy Egelund 

Slot is following and, moreover, to see if it is the right strategy for them to pursue. Moreover, the 

strategy is evaluated. Determining Egelund Slot’s business strategy creates more clarity and offers 

an internal view of Egelund Slot. Furthermore, the current strategy might be the correct one for 

Egelund Slot to focus upon in the Danish market. Yet, this is not necessarily the correct one if 

Egelund Slot wants to enter the Swedish market.  
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9.9 The strategy clock 
The strategy clock offers an alternative 

way to approach the generic strategies. 

In this framework more hybrid strategies 

are presented. Compared to the 

aforementioned generic strategies, this 

clock framework is more concerned with 

the cost to the customer and offering 

alternative solutions to strategy  

(Johnson et al., 2014, pp. 116-117).  

The generic strategies are very well 

defined already by Porter whereas the 

strategy clock offers more of an 

approach to making more continuous 

choices going along (Johnson et al., 2014, pp. 116-117). Here a company can create a mix between 

the strategies instead of just following a specific one.  

The framework is formed like a clock and is divided into four different zones. The first zone is 

called differentiation strategies. Number two is low-price strategies, whereas number three is 

hybrid strategies. At last, number four is non-competitive strategies.  

The strategy clock has been included in the thesis to provide an alternative approach to the 

generic strategies. Moreover, as the framework offers other options of strategy to follow and 

these will be considered for Egelund Slot.  

9.10 SAF evaluation criteria  
The SAF evaluation criteria are a way to evaluate current strategy in order to adjust it. For 

example, if the performance is not as it used to be, you might need to take a different approach or 

re-evaluate the strategy. The SAF framework looks at three factors: suitability, acceptability and 

feasibility. 

Suitability refers to which strategy is found to be most suitable for the organization when looking 

at the opportunities and threats it is currently facing (Johnson et al., 2014, pp. 261-265). This 

aspect considers several strategies suitable for the company. If the already chosen strategy is the 

right option, this might be used again. If not, another strategy might be more suitable at the 

Figure 5 The Strategy Clock 

Fundamentals of Strategy (p. 117), by Johnson, G., Whittington, R., & 

Scholes, K., Angwin, D., Regners, P: “Fundamentals of strategy”, 3rd 

edition, Pearson, 2014. Copyright 2015 by Pearson Education Limited. 
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moment. In order to be able to find the most suitable strategy for the organization, the company 

must first explore its coming threats and opportunities (Johnson et al., 2014, pp. 261-262).  

The acceptability is concerned with the acceptance of the stakeholders. The proposed strategy will 

have to meet the expectations of the stakeholders.  

Lastly, feasibility looks into whether the strategy actually can work in practice (Johnson et al., 

2014, p. 265). Moreover, feasibility considers if the company can deliver the proposed strategy. 

Factors to take into consideration can be people and skills, financial feasibility and strategic 

change (Johnson et al., 2014, p. 265).  

9.11 Marketing mix  
The marketing mix is also known as the 4 (or 7) p’s. The marketing mix will be introduced in the 

section regarding product development. The marketing mix has been included since it provides a 

very useful way to look at how a new product should be introduced to the market (Kotler et al., 

2012, p. 31). Moreover, the marketing mix presents 4 or 7 key terms to have in mind before 

entering the market. The marketing mix has been found relevant for the thesis, since one of the 

growth strategies regards a product development. If Egelund Slot chooses to proceed with this 

product development, it would be helpful for them to know how to carry it out in the best way 

and with the best possible outcome.  

The 7 p’s refer to product, place, promotion, price, process, people and psychical evidence. 

Starting out, product refers to what you are selling. This also includes the benefits and the 

disadvantages (Kotler et al., 2012, p. 31).  

The price aspect reflects the price and how the company would like to have its product perceived. 

If the price is high it could be perceived as good quality. Moreover, the company should have in 

mind how much the customer is willing to pay for the given product or service.  

Promotion refers to where the company is going to promote the product. Therefore, this aspect 

considers advertising, promotions, sales tactics etc.   

The place is where the product is actually sold. It is important that the buying customer is able to 

find the product.  

The three additional p’s have been added later on to the marketing mix. However, these are 

included as well. 

The process is regarding the delivering process and the standard of this.  
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The people aspect looks at the staff or salespeople in the company. The service the employees 

provide is considered in this aspect. If a salesperson provides very good customer service, the 

customer gets a positive experience and would be more likely to come back or recommend the 

company to someone else (Kotler et al., 2012, p. 31).  

At last, the psychical evidence regards the packaging, branding and layout of the products.   

9.12 Value chain 
The value chain is again one of 

Porter’s many models. Porter 

created the value chain to 

identify more ways to create 

value for the customer (Kotler et 

al., 2012, p. 89).  

The value chain is included in this 

thesis since it provides a great 

overview of internal activities 

going on at Egelund Slot. In 

addition, it would be valuable for 

Egelund Slot to know how it can create even more value for the customer, which is determined by 

using this framework.  

The value chain looks at nine strategically relevant activities, these activities are divided into 

primary activities and support activities (Kotler et al., 2012, pp. 88-89). The primary activities 

consist of five activities. The primary activities being looked at are inbound logistics, operations, 

outbound logistics, marketing and sales and service (Kotler et al., 2012, p. 89). The support 

activities being looked are the firm infrastructure, human resource management, technology 

development and procurement. By examining these nine activities and looking at the different 

costs and performance in each activity, it will hopefully lead to a new way of making 

improvements for Egelund Slot. Moreover, the company can afterwards re-evaluate its value chain 

and also compare themselves to its competitors.  

Figure 6 Porter's Value Chain 

Fundamentals of Strategy (p. 60), by Johnson, G., Whittington, R., & Scholes, K., 

Angwin, D., Regners, P: “Fundamentals of strategy”, 3rd edition, Pearson, 2014. 

Copyright 2015 by Pearson Education Limited. 
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9.13 Strategic lenses  
The strategic lenses provide another approach to look at strategy. The lenses take four strategic 

perspectives upon strategy and it is argued that it is helpful in addressing limitations and possible 

dangers (Johnson et al. 2008). The framework considers strategy as a design, strategy as 

experience, strategy as ideas and strategy as discourse (Johnson et al., 2008, pp. 19-20).  

These strategic lenses have been included since they provide a new approach towards looking at 

strategy. Moreover, an approach to consider for Egelund Slot, when choosing a suitable strategy 

for them.  

The first lens towards looking at strategy takes its point of departure in strategy as a design. The 

view is that planning and implementing strategy is a logical process, where the threats and 

opportunities are all weighed carefully before deciding upon a strategy (Johnson et al. 2008, pp. 

19-20).  

Lens number two regards strategy as experience. Here the focus is that employees or managers 

are highly influenced by their experiences with strategy. This approach states that people can take 

some assumptions for granted and it is hard to change people’s mindsets when looking at strategy 

(Johnson et al. 2008, p. 19).  

Strategy as ideas is the third lens to consider. This lens emphasizes diversity and variety within an 

organization. According to this lens, these two factors will help generate new ideas for strategy 

(Johnson et al. 2008, p. 20). 

Lastly, strategy as discourse can be considered. This lens emphasizes how individual managers 

make strategic choices and then subsequently talk “up” these choices. 

9.14 Stakeholder theory 
A stakeholder can be many things (Hooley et al., 2017, p. 14). 

Primarily, it can be argued that stakeholders are people and organizations who have a direct 

interaction with an organization. This could be employees, managers, shareholders, suppliers and 

customers. All of these have a direct involvement with a company, either through working for it, 

delivering to it or buying its services. 

A stakeholder, however, could also be somewhat indirect, such as a municipality, the local church, 

football clubs etc. It could even be the environment and nature impacted by the organization, thus 

representing the future stakeholders who might be impacted by this effect. 
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The stakeholder theory has been included since it is important for Egelund Slot to know its 

stakeholders. By holding this knowledge, Egelund Slot knows which stakeholders to please and 

accommodate and which stakeholders that are not so important. 

Stakeholders can and should be prioritized as to maximize one’s contact with them and energy put 

into them. When the stakeholders have been identified, it can be fruitful to categorize them as to 

better know how to prioritize their needs. 

The two major components of a stakeholder are their Power, in regard to the organization, and 

their Interest. Power is the influence a stakeholder can hold over decision-making in an 

organization, and interest is how much the decision-making “matters” in the eye of the 

stakeholder.  

If a stakeholder holds high power and an equally high interest in the organization, those must be 

managed closely. Communication should be clear and should follow their wishes, as much as 

possible. These are the type of stakeholders who should take most of an organization’s energy. If 

the stakeholder holds high power, but has a low interest in the organization, they should be kept 

satisfied only. They should feel that they have been heard, but there is no need to manage them 

closely. As long as their needs are satisfied, there is no reason to bother them with minutiae. 

Thirdly, if a stakeholder has low power, but a high interest in the organization, they should be kept 

informed and also, where possible, have a modicum of influence on decision-making. The 

information aspect is the most important part to manage this segment. 

Lastly, if a stakeholder has low power, coupled with a low interest in the organization, they should 

be monitored, but not necessarily interacted with. Be aware that they exist and act only when 

they rise in power and/or interest. 

9.15 AIDA 
The AIDA model is a basic model of communication. The letters refer to awareness, interest, desire 

and action (Hooley et al, 2017, pp. 285-286). The AIDA model identifies the different stages an 

individual goes through during a buying process.  

This model has been included since it provides knowledge regarding a customer’s buying process. 

Moreover, it is helpful in establishing goals for what a company would like to achieve by 

advertising. This model will be used during the recommendations section in relation to Egelund 

Slot. 
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The first step in the model is awareness, which relates to creating awareness about the company’s 

presence or market offering. This is especially relevant when introducing a new product to the 

market (Hooley et al., 2017, p. 285).  

Interest comes after awareness. Here the company tries to demonstrate why its market offering 

are important for the customers and create interest from the customers. 

Desire comes when an interest has been stimulated. Here the customers create a desire for 

purchasing the product. Lastly, action refers to when the purchase has actually happened (Hooley 

et al., 2017, p. 285).  

 

Having presented all the various theories used in this thesis, it is now prudent to take a deep look 

at the internal view of Egelund Slot. Having a good understanding of a company and its internal 

situation, will help in researching growth strategies and provide the foundation for the following 

sections. 
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10 Internal View of Egelund Slot 

In order to formulate a strategy for Egelund Slot, first one must analyze the company’s current 

internal strategic situation.  

The following part of the thesis will attempt to create an understanding of Egelund Slot’s internal 

structure. It will examine the primary and secondary activities that constitute the day-to-day work 

of the company, then dive further into the distinctive capabilities of Egelund Slot in an attempt to 

discover where improvement may be necessary to gain or maintain a competitive advantage. 

Moving from the more physical world of analyzing, this section will look at the strategic lenses 

applied by the company, as well as how the overall strategy has been so far. 

Lastly, the section will describe Egelund Slot’s most important stakeholders, as well as attempt to 

answer how the company should go about keeping the defined stakeholders satisfied. 

10.1 Value Chain 

As explained in the theory section of this report, a value chain can be a valuable tool to 

understand the internal and external workings of a company. To get a competitive advantage, it is 

necessary to gain insight into the activities of a company.  

10.1.1 Primary Activities 

The five primary activities are key areas a company can focus upon, to gain a competitive 

advantage. They usually contain the activities concerning creation or delivery of a product/service. 

A service, in the case of Egelund Slot, will be the handling of a conference or similar. This entails 

food, bedding, supplies, technology, locales and so on. These are the parts of a service and is 

worth looking at through the lens of a value chain. 

10.1.1.1 Inbound Logistics 

Being that Egelund Slot has no large manufacturing part in need of massive logistical feats, the 

permanent staff is usually more than capable of managing acceptance of parcels and products 

from its suppliers. In times of high activity, the company usually employs part-time staff, who will 

then participate in the logistical work. 

Primarily, the inbound logistics comprise of the procurement of various deliveries from the many 

suppliers who supply Egelund Slot. This can be, but is not limited to, water bottles with a 

customer’s logo on it, meat and fish for the kitchen, linen for the beds and so on. Egelund Slot 
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makes sure to hire in additional staff in peak seasons during the year thus making the company 

capable of maintaining a high level of service, also when receiving inbound products and similar. 

On a practical level, this means that the permanent staff is helping each other receiving and 

distributing goods around the grounds. 

10.1.1.2 Operations 

Egelund Slot has a relatively low management hierarchy. This means that the kitchen staff will 

mostly handle the kitchen responsibilities, without the need for further management. There is, of 

course, checks to make sure that everything runs smoothly, but it is assumed that people are hired 

for a reason and are capable of performing within their work area. 

As mentioned, the kitchen handles the food and additional refreshments during e.g. a conference. 

A waiting staff makes sure to bring the food to the table, so to say, and work together with the 

kitchen on each course. This is true in the dining area as well as in other locations. 

The permanent staff is a part of the testing of new concepts and general quality assurance. 

10.1.1.3 Outbound Logistics 

As with inbound logistics, there is no large need for a massive operation. The waiting staff knows 

when to serve the food, when it is made and when to remove dirty dishes and so on. With well-

defined roles among the staff, these kinds of tasks run smoothly, as is expected of a premium 

place such as Egelund Slot. 

Given that Egelund Slot brings in additional staff depending on the expected size of the attending 

parties, a strict ratio between idle hands and work to do is held.  

10.1.1.4 Marketing & Sales 

Having no large sales department and with limited need for proactive sales, Egelund Slot mostly 

makes do with word-of-mouth and regular customers. Being a part of the Confederation of Danish 

Employers (DA), Egelund Slot is automatically afforded a large amount of passive advertising. 

In the cases where appointments get cancelled and there is a significant gap in the company’s 

schedule, Henriette Byskov will phone up former customers or even approach potential new 

clients to fill the time slot. 

In case of a major of disturbance of the norms, such as during the financial crisis in 2008, Egelund 

Slot might find that it needs more than one sales person to find potential clients. Should that be 

the case, the company will seek to hire someone. 
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With regard to advertising, Egelund Slot runs the same ad in the local newspaper continuously. 

The company has chosen to do so to stay top-of-mind of the locals counting on the repetition and 

the familiar look. It is hard to tell if it is working as expected, but the company would rather keep it 

up instead of losing the aforementioned top-of-mind position. 

The company’s website was created by an external company, no longer in business. Most of 

Egelund Slot’s website needs are handled by DA’s IT-department. The website is meant for 

booking, information and confirmation rather than proactive sales. 

Egelund Slot’s presence on the internet is limited at best. The company does not spend any 

funding on internet ads or online advertisement. The company does have a social media presence, 

but it is not viewed as a primary source of advertisement. 

Handling payments of staff is done through a program called Planday. Planday functions in 

concordance with DA’s salary system. This is not the cheapest of methods, but since most of it is 

handled online between Egelund Slot and DA, it is deemed worth the price. 

10.1.1.5 Service 

To keep the level of service at its highest, the permanent staff runs frequent check-ups on 

hardware, facilities and so on. When new staff is hired, they are taken through the motions and 

taught the basics of what is expected of them to know. 

10.1.2 Primary Activities Conclusion 

By keeping manpower to a minimum, only really hiring extra people when needed, Egelund Slot 

keeps costs low when handling inbound and outbound logistics. The same can be said for 

operations and services. 

Being that Egelund Slot manages to be relatively close to fully booked throughout the year, it 

would not be prudent to hire additional sales staff, since there would be no spare “product” or 

service to sell. This is a great indication of the company’s ability to be cost efficient.  

When it comes to marketing and sales, however, Egelund Slot could do well by measuring the 

actual effect of its advertising and see if it is worthwhile. Given that Egelund Slot caters to a 

certain target group, it can be argued that that target group does not read the local papers. The 

question then becomes if the local presence is worth the cost of the advertisement.  

Given that Egelund Slot has a limited need to make a plentiful profit, but rather aims to reach a 

breakeven point, it can be argued that the company does not need to advertise on the internet. 
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However, it would be prudent to examine whether the money spent on newspaper ads, would be 

better spent on, e.g. Facebook or LinkedIn advertisement. 

10.1.3 Support activities 

The support activities tell a company what can be done to become more efficient in its primary 

activities. 

10.1.3.1 Firm Infrastructure 

The segment about firm infrastructure is an attempt to create an understanding of management 

of a business. Aside from the management, it can be judicious to take a look at the finance and 

legal side as well.  

Egelund Slot has a relatively low number of permanent employees. Jens Gottlieb is the general 

manager of Egelund Slot. Henriette Byskov is the administrative coordinator. Egelund Slot 

additionally employs two cooks, in charge of the kitchen, a caretaker with the castle grounds and 

forest as a primary assignment, a caretaker of the grounds, as well as making sure that all the 

technical capabilities of the business is up and running, and lastly the company employs an 

Oldfrue (cleaning supervisor) to handle the cleaning of the rooms along with two part-time youth 

workers. The total number of permanent employees is eight. This is the general staff of Egelund 

Slot and they manage the various tasks needed to keep the place running and functioning. 

Aside from the permanent employees, Egelund Slot employs a lot of part-timers. Depending on 

the form of meetings or conferences being held, these part-time employees will take care of 

serving the guests, making sure the meeting rooms are in good shape etc. There is no definite 

number for the number of part-time employees on staff, but especially in summertime, with a lot 

of outdoor activities, the number of part-timers rises significantly. On average, Egelund Slot 

employs around 15-30 people a year. 

The general strategic management of Egelund Slot is handled by Jens Gottlieb and Henriette 

Byskov, who both seem to be in concord with each other and about the future of the business. 

Egelund Slot’s financial and legal situations are handled by DA, when the need arises.  

Aside from the two groundskeepers, an external gardening company handles the company’s large 

grounds and forest.  
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10.1.3.2 Human Resource Management 

The management of the staff is shared between Jens Gottlieb and Henriette Byskov. Normally, 

there is no need for a huge search for work personnel, since Egelund Slot is known in the area and 

is a place many seek out, to get a summer job or the like. This means that word-of-mouth is a 

primary way to get new hires.  

When a person is hired, there is an expectation of a minimum requirement of skill. Two of the 

training courses new hires go through is a course in First Aid, where they learn how to provide the 

necessary care to guests or staff, should an unfortunate event occur, the second is called “Know 

Your Castle”-course, where the new hires are taken over the grounds and thoroughly introduced 

to the layout, the floor level explanations, the overall way of things, contingency plans etc. 

These two “courses” are the only official training a new hire receives. The rest is done by the 

permanent staff with which they work. From day one, there is an assertion of the values of 

Egelund Slot and an insistence on professionalism and perfection. This is repeated throughout the 

workday and quickly becomes ingrained in the way the staff thinks. 

It is not expected of the part-time staff that they know the intimate workings of the castle and its 

history, but it is expected that they show a willingness to answer questions and find the answers 

for the customers. The same is true during dinner service where the waiter does not need to know 

the origin of the certain wine in regard to grape-sort etc. But it is expected that the waiter knows 

the name of the wine and the type. 

10.1.3.3 Technology Development 

Egelund Slot offers a variety of packages depending on the need the customer has. The price 

varies from 751 DKK a person for a five hour meeting starting in the morning to 1,028 DKK a 

person for an afternoon meeting. 

No matter what package a customer choses, a high level of service follows. The only real 

difference is the time of day and, as such, the kind of food to be served. There is no budget 

package, nor a deluxe package. 

What makes Egelund Slot especially competitive, however, is the ability to define and change the 

packages depending on the individual needs of the specific customer. If the customer wants 

champagne, this can be arranged. If there is a need for a small appetizer between meals, this too 

can be arranged. 
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This means that the development of services at Egelund Slot is very customer driven and fluid. The 

overall strategy is to find ways within existing ideas, to service the individual needs. 

An example of this is to offer an additional meal for supper, at a discount, because there is no 

need to include wine into the price. Another example is when the outdoor climate is still too cold 

to hold outdoor events, but the castle’s greenhouse area is warm enough, small coffee events or 

similar can be held outside in the greenhouse instead of inside. It does not necessarily cost 

anything extra, but is a perceived luxury allowed the customer. 

10.1.3.4 Procurement 

In regard to procurement Egelund Slots has a high standard to follow for its suppliers. If suppliers 

manage to live up to that standard, they are rewarded with loyalty and mutually beneficial 

business.  

Depending on the needs of the specific customers, Egelund Slot will reach out to potential 

suppliers to have the needs met. A certain quality is expected of Egelund Slot which is part of the 

reason as to why the chicken, as an example, is imported from France. There are several importers 

of the type of chicken, but Egelund Slot primarily uses the same one. 

Egelund Slot uses organic materials and food where possible, as long as it is economically feasible. 

The company strives to keep most of its supplies local and Danish but will not compromise the 

quality of the products and its services in order to do so. 

Egelund Slot keeps its service portfolio relatively slim and interchangeable. The company will not 

arrange presentations from popular speakers, poets and so on. If a company has booked a speaker 

for their conference, then Egelund Slot have the capabilities to facilitate such an event. 

The limited need of Egelund Slot and the need for fresh produce and similar makes it hard for the 

company to order large shipments, thus lowering the price of the individual unit. This can, of 

course, be done when ordering simple things like pens, water bottles and so on, but for a majority 

of the company’s activities, the goods ordered will be used up and only kept if there is capacity for 

it.  

10.1.4 Support Activities Conclusion 

Once again, Egelund Slot keeps the company’s costs down, by using flexible workers and methods. 

A limitation of the company could be, however, the clear disadvantage it would hold over a larger 

competitor capable of purchasing supplies in larger quantities. Egelund Slot seems to be aware of 
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this and while not being able to save on scale, the company saves on experience within the work 

force. By being efficient and cost effective where possible, the company seems to be able to 

compete. 

It is important to note that should key personnel, such as Henriette Byskov, become ill for a longer 

period of time or decide to change job, Egelund Slot can find themselves in quite a predicament. 

The cost of replacing an experienced worker is high, since this particular kind of experience can be 

hard to come by. 

Egelund Slot should be aware of this potential weakness and seek to remedy this situation, either 

by dividing responsibilities or by making experience more accessible through an assistant or 

similar. 

Lastly, Egelund Slot uses a lot of DA’s resources and as such has no need to have a retainer of 

lawyers and accountants, which is very cost-efficient. The company does have a contract with a 

gardening company, which potentially could be done cheaper, but since the aim of Egelund Slot is 

not to get everything as cheap as possible, but rather establish lasting relationships with local 

companies, it can be argued that the money is well spent. 

10.2 VRIO 
As mentioned earlier, in order to sustain a competitive advantage, one must focus on one’s 

distinctive capabilities. 

The following analysis will use a conference at Egelund Slot as a point of departure. When talking 

about services, this is the baseline, since a conference usually entails everything Egelund Slot has 

to offer, from just a simple meeting room to dining and bedding. 

Additionally, the VRIO framework is, simply put, a tool for identifying distinctive capabilities in 

order to identify a company’s competitive position. Egelund Slot is owned by the Confederation of 

Danish Employers (DA) and should as such not outdo DA’s members. Since Egelund Slot is not 

looking to compete, the profit and the money saved will go into improving the company and 

expanding upon the offers for DA’s members. This is one of the reasons why it makes sense to do 

a VRIO analysis of the company’s capabilities.  

10.2.1.1  (V)alue 

To begin with, it should be mentioned that Egelund Slot's frugality with regard to costs means that 

from a cost-efficiency viewpoint, the company manages to create value where needed. But the 
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frugality does not stand in the way of creating value for the customers. Even though Egelund Slot 

does not totally agree with the creed, that “the customer is always right”, the company does 

recognize the importance of pleasing its customers and making sure everything is living up to its 

high standards. Quality is the name of the game and, within reason, quality is what Egelund Slot 

pledges to deliver. This dedication to details, such as making sure that the different types of coffee 

served throughout the day varies in regard to caffeine, freshness etc., depending on where the 

clients are in their program, shows a capability that competitors would have a hard time 

competing against. Furthermore, Egelund Slot's flexible work force means that the company is 

able to address situations and needs as they arise, hiring extra staff for when the situation calls for 

it.  

This kind of dedication to quality and flexibility is expensive but valuable for the customers who 

are willing and capable of paying for it. Egelund Slot's customers know what to expect of the 

company and they know what they are getting. Egelund Slot is a choice for many customers, 

exactly because of the company’s attention to detail and premium service not to mention that the 

luxurious location, an actual castle, brings value and a certain gravitas to a conference or other 

meeting. 

10.2.1.2 (R)arity 

When it comes to services at Egelund Slot being rare, there is some argument to be made. 

Conference rooms, dinner, coffee breaks etc., are all things that most people would associate with 

a conference center. These are so-called threshold capabilities. They need to be in place, for a 

location to be called a conference center. 

What makes a capability rare, in the sense of this specific analysis, is what a company has that 

none or next to none of its competitors has. As mentioned previously, Egelund Slot is the youngest 

castle in Denmark. There are other castles used as conference centers, but it is still to be 

considered a relatively rare capability. Coupled with the company’s grounds, a lush forest, the 

locality of Egelund Slot is somewhat of a rarity in Denmark. 

In terms of experience, Egelund Slot have been functioning as a conference center for over 60 

years - since 1954 to be specific. This kind of experience is very valuable, since it can often be 

directly translated into cost-efficiency and a long-lasting brand. This experience and the longevity 

of the company has been pivotal in creating lasting bonds between loyal customers and loyal 
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suppliers. It is a bond that the company holds dear and is willing to make an extra effort to 

maintain. 

10.2.1.3 (I)nimitability 

Inimitability can be classified in three distinct categories: complexity, casual ambiguity and culture 

and history. 

While what Egelund Slot does is not overly complex comparatively to its competitors, it can be 

argued that the extent to which the company shifts its services to the particular needs of the 

individual customers is a very complex procedure. It requires a general willingness to be flexible, 

from all the staff involved. It is the internal linkages within the company, because they trust each 

other and know each other well enough, that creates the flexibility. 

It is this flexibility, combined with the experience of the staff involved, that can make it difficult for 

competitors to imitate.  

Aside from the internal linkages within Egelund Slot creating a capability that is hard to imitate, it 

can be argued that the company’s external interconnectedness with the DA gives a competitive 

edge. It is understandably hard for competitors to compete against a company which has the 

backing of an organization like the DA. Furthermore, since Egelund Slot has no real goal of creating 

a huge profit in order to proceed, the company is using its profits to further the distance 

competitively. Furthermore, this kind of financial safety net allows for Egelund Slot to take 

financial risks that other companies might not. 

Another means of creating inimitability is by keeping the distinctive advantage sufficiently vague 

or ambiguous, either by design or by coincidence. One can argue that Egelund Slot’s ingrained 

emphasis on quality and history, gives the company an advantage when it comes to training, 

recruiting and maintaining a high-level professional staff. When an organization has an unspoken, 

but still evident feeling of what constitutes “quality”, it will undoubtably make it easier and faster 

for new personnel to understand what is expected of them. It can, arguably, be hard for 

competitors to understand what exactly causes this without actually experiencing it hands on. 

Much in line with the previous argument of the unspoken feeling of what constitutes “quality”, 

culture and history have a clear say in creating inimitable advantages. It can be described as the 

glue that binds a company together. In Egelund Slot’s case, the company has been a functioning 

conference center for over 60 years, undeniably creating history and culture over the years. 
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10.2.1.4 (O)rganisational support 

A capability can be valuable, rare and hard to imitate, but in truth none of that matters, if the 

organization is not supportive of it. In Egelund Slot, the company appears geared towards using 

each and every capability possible. The will is clearly there, but not necessarily the manpower. 

It can be argued that DA’s support of Egelund Slots activities constitutes organizational support, 

and, in that regard, the company is then well suited to take advantage of its distinctive 

capabilities. 

10.2.2 Conclusion on VRIO 

As mention in the section about VRIO, the model is designed to identify whether a capability 

provides competitive advantage and if that advantage is temporary or sustained. 

It can be argued that Egelund Slot’s capability, the conference meeting as an example, is valuable, 

rare and somewhat inimitable. It should be emphasized, however, that it is the uniqueness of the 

conference center and not the concept in itself, that is rare and inimitable. Furthermore, there are 

some competitors who might be able to create something similar, but not exactly the same. 

When it comes to support from the organization as a whole, Egelund Slot arguably lands 

somewhere in the middle. As argued earlier, the people and organization support the activity, but 

there is a lack of manpower. Should one of the key personnel get sick or retire suddenly, there will 

be a significant gap to fill. This gap has the potential to affect the capability in a severe way. 

Due to this, Egelund Slot can be said to have a temporary competitive advantage, bordering 

sustained advantage. The advantage is clear, comparatively, but it is arguably fickle and should be 

monitored carefully. 

10.3 Strategic Lenses 
There are many ways to look at strategy. 

This segment aims to take a look at Egelund Slot’s current strategy, and then analyze which of the 

four strategic lenses the company uses in its approach to strategy.  

10.3.1 Egelund Slot’s strategic lenses 

To make sense of Egelund Slot’s use of strategy, one must examine the different lenses one by 

one. 
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10.3.1.1 Strategy as design 

This view of strategy supposes a larger analytical design, based on research and planning. Usually, 

top management takes the lead and others follow. 

Though Egelund Slot is run and managed by very few people, the distance between management 

and staff is relatively small. This seems to speak against the design strategic lens. Though there 

might be a larger strategy set in place by the management, there is undeniable involvement from 

the staff. Despite relevant backgrounds of the management, nothing points to a strategic 

background based on this rationale. 

It is this rational thought process that partly defines this specific approach to strategy. It is the 

meticulous crafting of strategies, based on rationale, research and empirical data. 

10.3.1.2 Strategy as experience 

Where the strategy as design looks to rational thought and planning for the majority of strategic 

planning, the strategy as experience lens, seeks understanding of strategy through experience. 

This particular lens believes in doing what has been working so far, historically, and though 

Egelund Slot is a historic organization, the company does not necessarily rely solely on experience. 

It is a rather difficult thing to define, since the management level of the company does rely on past 

experience to formulate present and future strategies. A part of that experience is to be flexible 

and willing to change. This is a tenet in the strategy as experience lens way of thinking. It is 

through bargaining and negotiation progress can be found and further strategy may develop. 

10.3.1.3 Strategy as ideas 

If strategy is either a product of carefully planned research and implementation or a continuum 

from past experience carefully crafted to suit the current situation, then how does new ideas and 

innovation penetrate the company? 

Viewing strategy through the lens of ideas allows for innovation to thrive. It is the ideas of the 

people in lower management and in fact throughout the entire organization that battle for 

superiority and eventually will become strategy. That is the idea, at least. 

Though Egelund Slot does seem to encourage new thinking and allows its staff to apply personal 

experience, there are still an overlying idea/strategy that takes hold. This kind of strategy typically 

evolves through uncertainty and radical change in how things are supposed to be. Egelund Slot 

works carefully to avoid uncertainty but cannot steer entirely clear of it. When such situations 
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arise, where conventional strategy seems to be lacking, the company will turn to innovation and 

fresh ideas. 

An example of this would be when customers have particularly unique demands that are not 

described in the normal day-to-day way of handling business. Then the management and the 

general staff seek to accommodate the demands in a way that follows the general creed of 

professionalism and quality but through new ways thinking.  

10.3.1.4 Strategy as discourse 

This particular lens argues that strategic choices are made by managers and then subsequently 

talked up by the same people. It is the idea that the way people talk about a choice, forms the 

strategy and the validity of said choice. 

Egelund Slot seems not to fall into this category very much. Be it by choice or design, most of the 

decisions regarding strategy are either planned or based on experience. Rarely does a single 

person form the strategy and causes it to take form by words alone. 

10.3.2 Conclusion on strategic lenses 

Egelund Slot applies several of the strategic lenses throughout the strategic process. The strategy 

as experience lens seems to be the predominant one, laying the foundation for the company to 

think about strategy. Secondly, arguably strategy as design and strategy as ideas seem to work in 

tangent. Last comes strategy as discourse. 

This hierarchy of strategy is evident in the way the company does business. There is underlying 

strategic measures, based on the careful planning of the design lens. Over time, however, 

experience has proven dominant and seems to have been the primary way of thinking. 

Management is still in control of strategy but allows the staff to come up with some solutions and 

innovations on their own, thus allowing the strategy of ideas to surface and make the company 

able to compete innovation-wise. A clear “danger” of sticking to one lens at all times, is that it can 

either turn out to be too chaotic or too stagnant.   

10.4 Stakeholders 
As mentioned in the theory section of this thesis, a good way to know who has the power to 

influence decision making is the theory of stakeholders. It can be beneficial to identify the various 

stakeholders in a company, in order to address them accordingly. 
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The following section attempts not only to identify the stakeholders, but also how the company 

should address them no matter which strategy it decides to follow. 

10.4.1 Egelund Slot’s stakeholders 

Having looked at the internal structure of Egelund Slot, as well as the interview with Henriette 

Byskov, there seem to be seven primary stakeholders for the company. 

1.) The Confederation of Danish Employers (DA) 

2.) The municipality 

3.) The citizens of Hilleroed 

4.) The management of Egelund Slot 

5.) The employees of Egelund Slot 

6.) The suppliers to Egelund Slot 

7.) People concerned about nature conservation 

DA and the municipality would be classified as having High Power, but a relatively Low Interest in 

Egelund Slot. As long as everything is running smoothly, there is no need to interfere. The DA 

requires that Egelund Slot is available, within reason, for the organization’s events and its 

members. The Municipality holds high power, since Egelund Slot is within its vicinity and can affect 

the way the company does business through local political processes. 

As mentioned, both the DA and the municipality can be said to have a low interest in Egelund Slot, 

but that does not mean that there is no check-up or the like. It just indicates that the particular 

stakeholder feels no need for micro management. 

The management of Egelund Slot, however, can be said to hold High Power and have a High 

Interest in Egelund Slot. The power is innate and lies in the experience and hard work the 

management of Egelund Slot has and has shown. Should they decide to leave, Egelund Slot will 

have a hard time finding suitable replacements, keeping the level of service as high as it is at the 

moment. But the High Power comes with an equally High Interest. Management is not interested 

in Egelund Slot doing poorly, and as such will work hard to keep the company going and keep a 

steady high level of service. 

The employees of Egelund Slot, the suppliers of Egelund Slot and the people concerned about 

nature conservation all seem to hold relatively Low Power, but have a High Interest in the 
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company. They have a lot of either money, time or feelings invested in Egelund Slot and as such 

are following any movement closely. 

Lastly, the citizens of Hilleroed can be classified to hold Low Power coupled with a relatively Low 

Interest in Egelund Slot. Egelund Slot is a part of the city’s history and though it has no real 

interaction with the citizens, many of the company’s part time staff is from the local area. 

10.4.2 Stakeholder strategy 

Stakeholder theory is mainly about communication. 

It is about how a company, Egelund Slot in this case, keep the stakeholders satisfied up to the 

need of the particular group. 

Starting with the management of Egelund Slot, who holds High Power coupled with High Interest, 

it is particularly important to manage that group closely. In this particular case, the power aspect is 

arguable, and it can be said that the management can be “easily” fired and as such holds little 

power. But as the analysis has shown so far, among other the strategic lenses, the experience that 

management brings to the table is part of the reason behind Egelund Slot's apparent success. 

Egelund Slot, as a company, would do well to accommodate, within reason, the management level 

and make sure to keep them informed of decisions and changes vital for the running of the 

business. 

Secondly, there is the High Power and Low Interest group, the DA and the municipality. Even 

though both hold power over Egelund Slot, that power is rarely realized. Management of this 

particular set of stakeholders requires that Egelund Slot keeps them satisfied. It is vital to be 

aware of the needs of this group and make sure they are met. If this is done successfully, there will 

be few issues. 

An example of this could be if the DA suddenly has an urgent need for a meeting room. If Egelund 

Slot manages to accommodate that need, the DA will view the entire thing as being handled as 

expected. 

On the other side of the spectrum are the employees of Egelund Slot, the suppliers of Egelund Slot 

and the people concerned about nature conservation. All three of which hold relatively Low 

Power over Egelund Slot, but for different reasons have a High Interest in the company. 

The employees, though important, are somewhat replaceable, as are many employees in an 

organization. That is not to say that the company will not suffer any loss in profit or service level, 
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should it replace the staff, but eventually, fresh hires will take over. Being that Egelund Slot is the 

employees’ place of work, most would naturally have a high interest in the life and decisions of 

the company. Keeping the employees informed and making sure that their concerns are voiced 

and heard is a key to keeping them satisfied. 

Similarly, the suppliers have little power, since Egelund Slot has demonstrated its high standards 

and willingness to demand more of its suppliers. Especially the smaller suppliers can be expected 

to have a high interest in Egelund Slot, since a lot of their capital can be created through sales to 

the company. In order to keep that particular set of suppliers satisfied, Egelund Slot should make 

sure to inform them fully of requirements and potentially the changes happening in the business. 

This could potentially alleviate any budding disagreements. 

Lastly, from the group is the people concerned about nature conservation. Besides trying to use 

regulatory laws and environmental rules to protect Egelund Slot’s grounds, this group holds no 

real power. But as the nature surrounding the castle is of much interest to this particular group, 

Egelund Slot would do well to keep the group informed about changes and events, as well as 

cooperating as much as possible with the group, showing the company’s commitment to the 

environment. Ideally, Egelund Slot should find places where the passion of the group can benefit 

both parties. 

The last group of primary stakeholders is the citizens of Hilleroed. They hold no real power over 

Egelund Slot, neither do they have a high interest in the company. Stakeholder theory says that 

not much energy should be spent on this particular group, other than to monitor it closely to see if 

anything should change, power or interest-wise. Egelund Slot should keep the segment mostly 

satisfied by doing nothing out of the extraordinary. 

It should be mentioned, though, that many of Egelund Slot’s employees, especially the youth 

workers, come from the local area. Hilleroed is not perceived to be a big city, therefore Egelund 

Slot’s reputation does not matter here.  

10.5 Egelund Slot’s current strategy 
Having explored Egelund Slot’s various capabilities and activities, it is now possible to create an 

understanding of its current strategy, alongside the primary data collected. 

As explained earlier, strategy can be many things. In this particular case, strategy will be defined 

through Porter’s generic strategies and the strategy clock. 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 57 of 135 
 

 

10.5.1 Porter’s Generic Strategies 

A key factor in creating a strategy, is to understand that all of it, according to Porter (Johnson et 

al., 2014, pp. 107), is about gaining a competitive advantage over one’s competitors. Porter 

defines ways of gaining competitive advantage through either having a lower cost than 

competitors, differentiation from competitors or a different scope than competitors. 

Egelund Slot have been using a strategy of combining differentiation with a narrow target, 

effectively creating what Porter would call a “differentiation focus”. 

A differentiation focus requires at least one of the three key factors known as distinct segment 

needs, distinct segment value chains and viable segment economics. It can be argued that Egelund 

Slot, to some extent, fulfills all three key factors. 

The distinct segment need is arguably present since Egelund Slot is able to continuously find 

customers for its specific segment. The segment is defined by its need for a professional 

conference center, coupled with a premium experience and a distinct historic feel. Not all fulfill 

these three distinctions, but most fulfill at least two. Earlier in this section, a VRIO analysis was 

carried out and showed how Egelund Slot creates value for its customers in a way that is rare and 

difficult to imitate. As long as this remains the case, the key factor of the distinct segment need is 

fulfilled. 

Secondly, the distinct segment value chain is a look at the internal workings of a company. As 

mentioned in the section named Value Chain, Egelund Slot remains capable of operating at a 

relatively low cost, while keeping the efficiency high. It will not be easy for competitors to mimic 

these primary and secondary activities and as such, it can be said that the company holds a 

competitive advantage over competitors and have a distinct segment value chain. 

Lastly, there is viable segment economics. In other words, do the customers of Egelund Slot have 

the financial capability to keep on using the services of the company, or is the segment slowly 

dwindling leaving the company with a specialized experience profile but no target segment? In 

both cases, it can be argued that this is NOT the case, but this will be explored further, in the 

Market Development section of this thesis. 
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10.5.2 The Strategy Clock 

Porter’s generic strategies offer a rather limited way of thinking strategy. There are three different 

strategies and no mix of the three. 

The strategy clock, however, offers a more varied look at strategy. Instead of focusing on the costs 

for the company, it focuses on the price for the customer. Secondly, instead of the scope of the 

operation, meaning the size of the segment, the strategy clock focuses on the perceived benefits 

the product or service offers to its customers. Depending on how a company prices its 

products/services and the benefit it supplies to customers, the company’s strategy can be formed 

by looking at the strategy clock. 

Since Egelund Slot arguably is a premium service supplier, meaning the price is relatively high, but 

so are the perceived benefits, the company should focus on differentiation strategies. Much like 

Porter’s generic strategies, a strategy involving a clear focus on the findings of VRIO and the value 

chain will make sense for this particular spot on the strategy clock. In essence, Egelund Slot, to 

achieve competitive strategic advantages, must distinguish themselves from its competitors in 

such a way, being a service unique to the field, that the customer segment will have little to no 

choice but to choose the company as a provider. 

10.6 Conclusion on strategy 
Both Porter’s generic strategies and the strategy clock come to the same general conclusion as to 

what kind of strategy Egelund Slot should adopt. After having applied the various analytic tools, it 

becomes evident that Egelund Slot is in fact using the correct strategies according to the models. 

According to Henriette Byskov, the company regards itself as a premium service provider and is 

not settling for less, knowing that doing so would inevitably be costly, both in terms of losing 

customers but also reputation. Lastly, Egelund Slot has a very clear policy of catering to very 

specific needs, despite the obvious potential for providing services to events, such as weddings 

and birthday parties. By doing so, the company is doubling down on its very specific target 

segment. 

11 Strategies of growth 
As mentioned in the beginning of this thesis, in order to investigate the various strategies for 

Egelund Slot to grow, Ansoff’s growth matrix has been the key framework the thesis is based 
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upon. 

The following sections are various strategies within the matrix, for Egelund Slot to adapt. 

12 Market Penetration 
The following section takes its point of departure in Ansoff’s growth strategy determined as 

market penetration.  

Market penetration assumes that a company is sufficiently stable in a certain sector or market and  

thus wishes to establish itself further in given market. 

While other sections of this thesis will focus on creating new services/products or going to other 

international markets, this section focuses on what Egelund Slot can do with its current services on 

its current market. Furthermore, though everything seems to be going well for Egelund Slot at this 

time, times are often changing and trends can come and fade away within days. It would be 

prudent to explore what can be done to maintain Egelund Slot's current customer portfolio and 

strengthen one’s position compared to competitors. 

The market penetration section will consist of various models. First, a PESTEL model will provide a 

general macro environmental overview of Denmark. Zooming in slightly, Porter’s Five Forces 

model will be used to analyze the competitors of Egelund Slot. Lastly, a closer definition of 

customer segments will be made in the form of personas. 

12.1 PESTEL Denmark 
To create an understanding of the attractiveness of a market, a PESTEL analysis can be made. It is 

important to understand the different factors that can play a role in whether a company should 

enter or stay in a market. Egelund Slot is naturally a part of the Danish market and as such, not 

much found in a PESTEL analysis could lead to the company to physically leave the country. 

In this case, however, a PESTEL analysis will help elucidate which factors can constitute a potential 

risk for the company, as well as which factors that bolster the company. If a company is aware of 

these risks, it can act accordingly. Should the country analysis reveal that it is a bad market for 

Egelund Slot, the company cannot move, but can focus most of its attention across borders in an 

attempt to alleviate the current market situation.  
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12.1.1 Political factors 

Political factors can be many and can have immense influence on a company’s daily life. Political 

factors can be, among other things, measured in how it involves direct state involvement and 

political exposure. 

Egelund Slot is a conference center, owned by the Confederation of Danish Employers (DA), and 

can be said to have a high amount of political exposure. This is mainly because of DA’s 

involvement with the labor market, or more precisely, the political aspect of it. As an interest 

group, DA’s purpose is, among other, to coordinate collective bargaining negotiations and to 

influence political decision making in a direction that is beneficial to its members. Since DA’s main 

areas of practice are the labor market, working environment, employment law etc., it is safe to 

say, that the organization is highly involved politically. 

As a result of this involvement, Egelund Slot is often used for political meetings and conferences, 

which of course can be counted as a beneficial arrangement for the company. But this 

arrangement does not come without costs. 

Should the Danish Prime Minister, Lars Løkke Rasmussen, decide to call for a general election, 

Egelund Slot runs the risk of losing a substantial amount of its booked meetings. In election 

periods, most politicians would prefer not to be seen at a premium conference center, such as 

Egelund Slot, according to Henriette Byskov. It is not a preferable image to project to the general 

population as a whole, being that Denmark is one of the world’s least corrupt countries (Denmark 

in-depth PESTEL insight, 2018) and it might be perceived as elitism or even corruption. 

With regard to direct state involvement, Egelund Slot is relatively “unscathed”. There are, as with 

most things in a civilized society, a number of rules and regulations that the company has to abide 

by to call itself a conference center. Aside from that, any company in Denmark that manages food 

has to follow strict rules about storing, handling and serving. These rules are decided on a state 

level and are true for both small and large businesses. 

Another involvement from the state is through its relationship with DA, and the members the 

group represents. Since DA is a representative of a strong labor force and many industrial 

organizations, should political parties in Denmark working against strong labor and industry rise 

Egelund Slot runs the risk of being owned by a then politically weakened organization. Since the 
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funding for Egelund Slot is in part through DA, a political shift in such a major way, may end up 

closing Egelund Slot or selling it off to save money for the organization. 

With a relatively high political exposure and a low direct state involvement, Egelund Slot needs be 

aware of how the company presents itself and make sure that the company remains relatively 

apolitical, in order to be able to cater to both sides of the political spectrum. Or, at least, in a way 

that is in agreement with the general wishes of DA. 

Generally speaking, Denmark’s political world has remained relatively the same for nearly 20 years 

(Denmark in-depth PESTEL insight, 2018). Regardless of which party is in charge, the general 

policies have been centrist and have not changed the political landscape for Egelund Slot in any 

significant way. 

This political stability partially guarantees that the aforementioned scenario with a radically 

different government, is very unlikely to happen. It is prudent, however, to be prepared for such a 

situation. 

Other noteworthy political factors happening in Denmark, and in many places around the world, 

are the tendencies to look inwards and to shut down borders. Denmark has been strengthening its 

immigration policies and political influence particularly from the Danish People’s Party, have been 

instrumental in creating a slight cultural rift among Danes. 

In theory, none of this should affect Egelund Slot, but this shift might influence the social factors, 

which will be elaborated upon later in this analysis. 

12.1.2 Economic factors 

Denmark has an excellent economy relative to size and with that comes a stable financial situation 

for companies to thrive in. 

Being that Egelund Slot could arguably be called a premium choice in regard to conference 

centers, financial stability is vital for such a company to continuously create new customers and 

maintain existing ones. 

Despite the financial crisis in the late 00’s, Denmark can be said to have recovered. The crisis, 

however, seemed to have caused a lot of larger corporations to build in-house 

conference/meeting rooms to save on costs. An example of this is Novo Nordisk, who owns 

Favrholm Campus just outside of Hilleroed, the city in which Egelund Slot is located. Favrholm 

Campus is a conference center mainly meant for Novo Nordisk staff. 
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Novo Nordisk, being one of Denmark’s largest companies, is of course not an average sized 

company and as such does not represent the entire industry as a whole. But it does show the 

length some customers will go to in a financial crisis. 

The general prosperity of Denmark, at the moment, is in such a shape that Egelund Slot does not 

seem to have too difficult a time gaining access to new customers. 

A potential risk for Egelund Slot, however, seems to be that Denmark gradually is becoming less 

competitive regarding exports somewhat due to labor wages rising (Denmark in-depth PESTEL 

insight, 2018). Since Egelund Slot’s owner, the DA, consists of many labor organizations, the 

decline in exports can potentially constitute a risk. 

12.1.3 Social factors 

Though most, if not all, of Egelund Slot’s customers come from the B2B market, a general high 

living standard for people in Denmark means that Danish companies similarly can and will demand 

a higher standard in their businesses. This is good news for Egelund Slot, as it can be considered to 

be delivering premium services. Though this might be considered pretentious to some, most 

Danish companies prefer a measure of luxury when participating in and/or hosting conferences 

and meetings. 

As mentioned earlier, with regard to political factors, Denmark has begun to show slight 

nationalistic tendencies (Denmark in-depth PESTEL insight, 2018). This means that socially there is 

an inclination towards Danish history and culture being “good” as opposed to foreign influences 

that might be considered “bad”. For Egelund Slot, this has the potential to influence the 

company’s strategy. Egelund Slot has already focused highly on the cultural heritage and history 

behind the castle and its grounds, aiming not only to heighten the luxury or premium branding of 

the company, but also to establish a clear connection with Denmark and Danish history. This is not 

done to an extreme extent however, since some of the food and wine served originate from 

outside of Denmark. Egelund Slot, however, does see the importance in using local suppliers, 

which could increase the company’s “standing” with the segment of customers who value Danish 

products higher. 

12.1.4 Technological factors 

Denmark is a technologically advanced country compared to many other countries, and is 

considered one of the world’s most innovative nations (Denmark in-depth PESTEL insight, 2018). 
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Though Egelund Slot does not innovate in technology, the inherent perception of a conference 

center in Denmark, entails it having threshold technology to satisfy the needs of the attending 

parties. Egelund Slot is perceived to be a premium choice within the world of conferences, and as 

such should be expected to stay on top of its customers’ needs technology-wise. 

The Danes propensity to technology entails that businesses such as Egelund Slot have to provide 

screens, clickers and microphones for presentations. This is not necessarily a luxury anymore, but 

is getting close to being a threshold accessory for meetings and presentations. 

Egelund Slot is, despite its castle-like presence and feel, a modern and technological business. 

However, as technology steadily moves from the computer to the smart phone, Egelund Slot 

might find itself lacking in the app-department as well as on social media where many Danes 

spend a considerable amount of time. 

12.1.5 Environmental factors 

Denmark is one of the leading nations in regard to environmental legislation (Denmark in-depth 

PESTEL insight, 2018). The nation as a whole seems somewhat committed to renewable energy 

sources, green alternatives and so forth (Denmark in-depth PESTEL insight, 2018). 

Egelund Slot, likewise, tries to keep as much as possible eco-friendly. The food is mostly organic 

and as a whole the company tries to be as environmentally friendly as possible whilst maintaining 

a premium level of service. 

The company is not a production business per se and does not produce a high amount of waste. 

When it comes to the surrounding areas, the lush forest and nature, Egelund Slot employs a 

gardening company to maintain it.  

12.1.6 Legal factors 

Denmark is a country with comparatively minimal government interference in the conference 

industry and a low level of corruption in the country as a whole. This is a major factor in attracting 

international businesses to the country. 

Egelund Slot is, as mentioned earlier, a part of the DA and as such fall under the same potential 

legal requirements that the DA may face. Denmark as a whole, though, is rather lax about 

regulating the conference/meeting industry, which means that there are not a lot of barriers to 

becoming a conference center. This is not necessarily a good thing for Egelund Slot as this laxness 

might encourage competitors to start.  
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12.2 Porter’s Five Forces 
In order for Egelund Slot to penetrate the Danish conference industry further, it would be prudent 

for the company to know the foundation of the competition. The following section will focus on 

the competition in Denmark. The purpose of conducting a competitor analysis is to determine 

strengths and weaknesses of the competition and moreover position yourself desirably compared 

with the competition (Research methodology, 2019). 

As mentioned in the theory section of this thesis, the Porter’s Five Forces framework provides an 

overview of the bargaining power of buyers, bargaining power of suppliers, threat of substitute 

products/services, rivalry among existing firms and, lastly, the threat of new entrants. When the 

nature of these five forces has been ascertained, one is better equipped to understand what must 

be done to succeed. 

12.2.1 Bargaining power of buyers 

There are three defining conditions of what constitutes bargaining power of buyers: The 

concentration of the buyers, the cost of switching service and the buyers' ability to compete 

themselves.  

Regarding the concentration of the buyers it can be argued that there is not an infinite number of 

buyers available to purchase Egelund Slot’s services. Because of the relatively high asking price, 

the segment in question dwindles and its bargaining power rises.  The smaller the segment of 

potential buyers are, the more power the segment holds on whether the services are worth their 

time/money. Egelund Slot, however, does not have a need for many customers at a time, but only 

a steady flow of high paying customers. 

Another indication of the bargaining power is, as previously mentioned, the cost of switching 

service. In other words, if there are many suppliers of the same or similar service, the buyers will 

be more willing to “shop around” and find a cheaper solution. In Egelund Slot’s case, there are 

several competitors on the market capable of doing something similar, but not necessarily mimic 

the company’s services completely, as described in the section about Egelund Slot’s internal 

strategy. This basically means, that if the buyers want the exact experience that Egelund Slot 

offers, they have very few options.  

Lastly, the third indication of bargaining power is whether the buyers are able to recreate the 

services of Egelund Slot themselves skipping the need of having to use the company’s services. 

According to Henriette Byskov, this was actually the case just a decade or so ago, when the 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 65 of 135 
 

economic crisis forced several of the larger companies to create conference centers within their 

organization. An example of this is Favrholm Campus, of Novo Nordisk A/S, (Novo Nordisk 

Conference Centres, 2019) a conference center seemingly created to cover Novo Nordisk A/S’s 

need for an inhouse conference capability. The economic crisis is over and not all companies have 

the economic capacity to deliver a service on a par with the one Egelund Slot can supply. 

To conclude, the bargaining power of the buyers is relatively high, and it therefore requires that 

Egelund Slot is willing to adhere to some of the buyers’ wishes and demands. However, since 

Egelund Slot has a portfolio of loyal customers and the backing of the Danish Employers’ 

Confederation, the company can afford to be somewhat “picky” in its customer choice. 

12.2.2 Bargaining power of suppliers 

As with the bargaining power of buyers, the power of suppliers can be defined by three 

conditions: The concentration of suppliers, the cost of switching supplier and supplier competition 

threat. 

Regarding the concentration of suppliers, much like the concentration of buyers, the suppliers of 

Egelund Slot do not necessarily represent a vast sea of potentials. Since Egelund Slot insists on a 

high level of quality, not all suppliers can follow suit. According to Henriette Byskov, Egelund Slot 

has a loyal relationship with its suppliers, but demand a high level of service. An example would be 

the French supplier of chicken meat: Though the company could get chickens from Denmark, 

Egelund Slot demands a certain breed. As mentioned earlier, the company has a good relationship 

with the supplier, but Henriette Byskov asserts that it would find other suppliers from the same 

region, should the original supplier fail to live up to the high standards of Egelund Slot. 

Secondly, the cost of switching suppliers also plays a role in defining the bargaining power of 

suppliers. If a company has to re-organize its entire structure from one supplier to another, e.g. 

switching from Apple to Samsung on all company phones, said supplier can be said to hold a high 

bargaining power. In Egelund Slot’s case, however, there seem to be no one supplier that the 

company is dependent on in such a capacity that shifting to another supplier would severely 

hinder operations. This is mostly because of Egelund Slot’s general dedication to quality, but not a 

particular brand of quality.  

Lastly, the supplier competition threat condition speaks to whether or not a supplier is able to 

“skip” the company in question and go directly to the buyer. This is especially the case with online 
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shopping, where more customers are ordering products directly from the makers of that product, 

than through a physical store. In Egelund Slot’s case there is not really one such situation where a 

supplier can circumvent the company and sell directly to its customers. This is partially because 

Egelund Slot is selling a service. A service that is an experience containing several parts, from 

various suppliers. A supplier can sell their bottled water directly to the customers, but it will most 

likely not be profitable and in the end it would most likely not be to the exact customers of 

Egelund Slot. 

All in all, though Egelund Slot is in need of a particular quality, the company is not dependent on 

any one supplier. That being the case, Egelund Slot still offers its suppliers some leeway mostly 

because of the good relationships built up over the years with many of them. 

12.2.3 Threat of substitute products/services 

The threat of a substitute product or service is not the customers finding another company with 

the same products, but rather the existence of products or services in the market, that can be 

used as a substitute for the original product. In the case of conference centers, any facility large 

enough to host and bed a large number of guests can be said to be able to hold a conference. 

Being able to hold a conference and being a conference center are two completely different 

things. It is important to note that a substitute product or service does not come from the 

competitors in the same market as the company, but rather from an entirely different market. 

To further explore upon the threat of substitute products and services, one can look at several 

factors, such as: 

• Is the substitute product or service pricier than the original product or service? 

• Is the substitute product or service of a higher quality than the original product or service? 

• Are there any extra-industry effects that would make a substitute product or service more valuable 

for the customer, compared with the original product- or service’s market? 

Regarding price, Egelund Slot can be said to be in the pricier end of the conference industry. A 

substitute product or service can then be viewed as a threat, if it can cover the same customer 

needs, but at a lower rate. Egelund Slot, however, is a premium conference center and a part of 

what attracts the customers is the high quality of service. Even though there could be potential 

substitute markets offering services at a cheaper rate, this will not influence the customers of 

Egelund Slot. 
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Another factor is, as explained earlier, the quality of the substitute product or service. This is more 

likely to be a potential threat to Egelund Slot, as the company prides itself on its quality of service. 

A substitute threat could be, for example, a company boat cruise with all included. It is important 

to note here that some customers do not mind paying more for a substitute as long as the 

performance of the substitute in question follows suit. 

Lastly, it is worth taking a look at the market of the substitute product or service, since there can 

be some inherent benefits for the customer in using such a market. An example would be, if there 

were some monetary incentives to use the substitute market, like the government offering a tax 

benefit if a company uses a certain kind of business. In Egelund Slot’s case, there should not be 

any such situation and it can be assumed that there is no real threat of substitution for Egelund 

Slot. Not any that the company should change strategy for. It is, however, important that Egelund 

Slot keeps an eye on the market in the future and prepares to act should such substitute markets 

emerge. 

12.2.4 Threat of Entries 

Another way to measure the competitiveness of a market is to look at how “easy” it is for new 

competitors to enter. The barriers to entry can be summed up in five categories: Scale/experience, 

access to supply/distribution channels, expected retaliation, legislation or government action and 

differentiation. 

As mentioned in the internal strategy part of this thesis, namely in the VRIO analysis, Egelund Slot 

can be said to hold an advantage over many of its competitors based on the fact that the company 

has been on the market for many years and as such has amassed a quite substantial amount of 

experience within the conference industry. This advantage of experience allows the company to 

relatively thrive where newer entrants might find it difficult. 

With regard to access to supply and distribution channels, one of the major barriers for new 

entries is arguably to find the customers. Since holding a conference is not necessarily a well-

defined thing, new entrants to the market could find their own way to satisfy the need of their 

customers. The hardest part, by far is arguably to have a suitable location to host many guests. If a 

company has the proper location, however, not many things prevent the company from offering 

much of the same experiences as, say, Egelund Slot does. 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 68 of 135 
 

Entering a market with many competitors can offer some difficulties in the form of retaliation 

from existing power houses within the industry. The retaliation can be a price war or in the form 

of negative press and similar. There is no real indication that new entrants can expect a retaliation 

from existing companies.  

The second last barrier to entry is legislative by nature. In other words, whether there is any 

legislation or government action hindering new entrants in a certain market. This could be in the 

form of, for example, fishing quotas, tariffs on goods and so on. 

In Egelund Slot’s case and the conference industry as a whole, there does not seem to be any 

particular rules that hinder a company from providing the same services as Egelund Slot. There 

are, nonetheless, laws in place that govern whether a company is allowed to serve food, drinks 

and supply overnight stays to customers. It can be argued that these laws are relatively easy to 

follow and as such do not constitute too much of a barrier for new entrants. 

12.2.5 Competitive Rivalry 

The last part of the analysis requires a look at the competitive rivalry of the industry/market a 

company is a part of. In order to outline the measure of rivalry existing in the industry, one should 

look at the following five factors: Competitor balance, industry growth rate, fixed costs, exit 

barriers and low differentiation. 

Competitor balance is a description of the inherent size and power of the competitors in the 

industry. Regarding Egelund Slot’s situation, it can be said that there are several larger players on 

the market, such as Comwell and the Tivoli Hotel. The existence of the larger companies makes it 

important for Egelund Slot, a relatively small player, to differentiate itself from competitors. Being 

differentiated from the larger competitors, Egelund Slot is not necessarily experiencing the rivalry 

as much. 

Secondly, the industry growth rate bears an influence of the competitiveness of a market in the 

sense that a low growth or even decline can mean that the industry cannot sustain the numbers of 

players and subsequently businesses will close down. This could have been said to be the case 

during the financial crisis when customers where more reluctant to invest in expensive 

conferences. So far, however, the market has seen a growth and Egelund Slot has been able to 

remain relatively fully booked. As long as the market remains stable or growing, the rivalry will be 

minimal. 
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Another interesting factor to look at is the fixed costs. Industries with a high fixed cost tend to 

have an equally high rivalry rate. In the conference industry, however, there is no need for 

expensive research, like in the pharmaceutical industry. The same applies to expensive equipment 

needed for operations. As mentioned earlier in this analysis, the most expensive part of a 

conference center is the location and the physical capacity. As long as this remains the case, there 

will be a relatively low amount of rivalry caused by fixed costs. 

The fourth factor defining rivalry is the exit barriers. In other words, how easy it is for a company 

to exit the market and explore other markets. If the cost is high, companies will tend to stay in the 

market and fight for market share. In the case of the conference industry, however, the capacity 

to host conferences is similar to hosting other events, which means that the equipment needed 

for the specific market, could easily be used in other markets as well. This means that the rivalry is 

low since not many things are holding companies in place. 

Lastly, low differentiation means high rivalry. If customers cannot discern between services, 

companies have to fight harder to get market share. In the case of Egelund Slot, however, there is 

a relatively well-defined niche for the company and a few others. This means that, as long as the 

market remains stable, there is no need for further rivalry. 

12.3 Customer personas 
Having looked at the macro environmental factors, through the use of the PESTEL-analysis, then 

looking at the competition of the market, it is now time to identify the target customer that 

Egelund Slot needs to target its marketing to in order to maintain and increase its profit margin. 

To best describe the type of customer who uses the services of Egelund Slot, it is important to 

understand that it is a rather complex thing to define.  

Normally in a business to business situation, a company would look for markets with customer 

segments in need of a particular product or service. Pharmaceutical equipment for the big pharma 

firms, ballpoint pens with logos for branded organizations and so on. 

In this particular case, however, Egelund Slot is not catering to one particular market as many 

different companies could be said to have a need for the service that Egelund Slot offers. In order 

to best market Egelund Slot’s services to the company with the particular need, one must instead 

of looking at market stereotypes, identify the strategic customer (Johnson et al., 2008, pp. 78). In 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 70 of 135 
 

other words, Egelund Slot should not market to the company as a whole, but to the single person 

or people who are decision makers when it comes to booking conferences and so on. 

The strategic customer is the person that Egelund Slot needs to influence into making the decision 

on behalf of the rest of her/his company. If the strategic customer is not identified, a lot of time 

and money can be wasted on marketing to the wrong segment. 

Three types of customers can be identified and classified: The medium sized company, the large 

corporation and the political party. Addressing the latter first, the political party can be difficult 

and expensive to market to. Being a part of the Confederations of Danish Employer (DA), Egelund 

Slot is already afforded a good deal of exposure to this particular market segment. This means that 

it would be costly to market further for relatively no extra gain. Couple this with the inherent 

danger, described earlier in this thesis, of an election being called and the risk of Egelund Slot 

losing that stream of revenue. 

This leaves the other two types of customers: the medium sized company and the large 

corporation. 

To create an understanding of who Egelund Slot is dealing with, regarding marketing, two 

personas have been created. The first one is a representation of the person responsible for 

booking in a large corporation such as Novo Nordisk A/S, Novozymes A/S, Maersk A/S and so on. 

The second persona is a representation of a person responsible for events in a medium sized 

corporation such as law firms, architectural firms and so on. 

The personas are created on a basis of the primary data collected through the qualitative 

interviews, alongside basic knowledge and research regarding the different types of customers. 
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12.3.1 Persona 1 – Person responsible for booking in a large corporation 

Name: 

Sandra “Vest” Vesterlind. 

Demography: 

31 years old, woman, single. Lives in a medium sized 

apartment in Copenhagen with her dog, Happy. 

Title: 

Business Event Planner at Equinor Denmark A/S.                

Responsibilities:  

Sandra oversees event planning and budgets of the 

company’s various departments. This includes 

negotiating with various conference centers, arranging food and equipment for in-house events, 

meeting with marketing personnel to develop appropriate merchandise. She coordinates activities 

and speaking engagements, guest appearances and accommodation for visitors. 

She regularly travels away from the company to visit potential locations and vendors for future 

events. 

Works with: 

Sandra works closely with department heads, top management and indirectly with the board of 

directors.  

Frustrations/concerns: 

Trying to balance the many needs of the various departments, Sandra can get frustrated when 

something happens that is out of her control. During an event, many small things can happen such 

as the key note speaker being delayed, the weather being poor etc.  

Having very tight budgets for the many events, her main concern is the many extra fees that 

accumulate during a conference event usually due to the attendees being a bit too lenient at the 

bar. 

Professional needs: 

Sandra needs structure in her life in order to be creative in finding solutions to the many needs of 

the people around her. She needs clear communication and expect a professional approach to her 

Picture 1 

Retrieved 04.04.2019, from 

https://pixabay.com/photos/business-woman-woman-

secretary-2756210/ 
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requests, something she usually gets from the many hotel and conference centers she works with, 

but not as much from some of the musicians and key note speakers she books for events. 

Where to reach/influence: 

Sandra gets her information from expos, her personal network, suppliers and social media, 

primarily LinkedIn. 

People influencing the decision-making: 

Working directly with the many department heads and top management means that Sandra often 

has to cater to certain needs and whims depending on the kind of event she is planning. These 

people therefore influence where Sandra can book meetings and conferences to accommodate 

her management. If the head of Sales wants to experience river rafting, Sandra needs to find a 

location that can accommodate this particular need.  

Quote: 

“Are you sure you have the necessary information? We are very busy, and I sadly won’t have the 

time to change anything once it’s been settled on by my bosses.” 

 

12.3.2 Persona 2 –Person responsible for events in a medium sized company 

Name: 

Esther Petersen. 

Demography: 

51 years old, woman, married. Lives in a small house in 

Northern Zealand with her husband Erik and their 

teenage son Magnus. The couple owns several 

parakeets and an Amazonian parrot named Preston, 

which they keep in a heated aviary connected to their 

closed veranda.   

Title: 

Administrative Secretary at August Jorgensen’s 

Attorneys, Hilleroed. 

 

 

Picture 2 

Retrieved 04.04.2019, from 

https://pixabay.com/photos/woman-middle-aged-

mischievous-happy-797394/ 
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Responsibilities: 

Esther is responsible for maintaining office records and invoicing. She is also responsible for 

scheduling meetings and maintaining work calendars for her colleagues in the office. 

Aside from managing the day-to-day business of the law office, she is also responsible for 

arranging various events and lectures for the company. The events can be Christmas parties, larger 

scale business meetings and presentation of legal arguments etc. 

Works with: 

Esther works closely with the partners of the law firm as well as the junior lawyers and indirectly 

with the board of directors.  

Frustrations/concerns: 

Esther is hard to faze mostly because she has held the job as administrative secretary for nearly 

twenty years. She has become adept at managing her often absent-minded colleagues’ needs, but 

typically ends up having to do most of the planning by herself while still managing her daily tasks. 

Similarly, the events and meetings she needs to plan shifts from being extremely well defined, to 

“remember that nice place with the clay dove? Yeah, let’s go there again”. 

She is concerned, among other things, that if she messes up, it can have consequences. Not for 

herself, but consequences for the company she has devoted a large part of her life to. After all, in 

the legal world, everything really has to be “by the book”. 

Professional needs: 

Esther needs a personal connection when she works with outside sources. She is loyal to a fault to 

suppliers who have proven themselves and will often go out of her way to find a way to use 

specific suppliers and venues. 

She does not mind micromanaging to ensure that everything lives up to her expectations but 

prefers suppliers who are able to anticipate problems and point them out beforehand. If problems 

occur, she needs someone she trusts to help her solve the problems 

Where to reach/influence: 

Sandra gets her information from folders, newsletter via e-mail and by using her professional 

network. She is adept at using the internet for searching for information and she usually asks for 

information from her existing suppliers, thus making sure that the people she trusts guide her to 

other people, whom she can trust. 
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People influencing the decision-making: 

The various colleagues at the law firm all influence Esther’s decision-making, by having specific 

needs and objections to certain things, such as food, location, accommodation etc. Esther usually 

runs everything by the management before making any decisions, but she is capable and trusted 

in her position, so it is mostly done by formality. 

Quote:  

“I am sure we can make it work, just let me know if there is anything you need me to do”. 

 

12.4 Conclusion – Market Penetration 
The PESTEL analysis shows that Denmark has proven to be a good place for Egelund Slot to do 

business. The mix of appreciation of history and culture, with the high level of living standards 

makes Egelund Slot a natural choice for many Danish companies. 

The relatively lax legislation and interference from government means that there are most likely 

no unexpected changes coming in the near future, that Egelund Slot must anticipate and 

counteract. 

It is worth mentioning, however, that Egelund Slot must not rest on its laurels too long, in regard 

to technology and social factors. The tendencies in the Danish populace show a resistance against 

some international influences and Egelund Slot should consider focusing on highlighting local and 

Danish suppliers. 

The Porter’s Five Forces analysis showed that Egelund Slot can be said to have a solid hold on its 

niche of the Danish conference industry. The bargaining power of the suppliers are low and new 

entrants pose no real, apparent threat to Egelund Slot. 

The bargaining power of the buyers, however, is relatively high and Egelund Slot should be aware 

of this and make sure to cater to the needs of the buyers. With regard to substitution, the only 

real danger lies within the performance spectrum, which means that Egelund Slot might find itself 

competing against services that it has no way of mimicking, such as cruise ships and extremely 

lavish experiences. As long as Egelund Slot does not cater to the customers with such needs, the 

company should do fine. 
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Lastly, as the rivalry is relatively low in the industry, Egelund Slot only has to worry, should the 

market stagnate or decline. If that is the case, Egelund Slot needs to find other means to stay 

sustainable economically. 

Having focused on the macroenvironment and the market volatility, the created personas is an 

attempt to create an understanding of who to market to. Knowing that is imperative if a company 

aims to expand its profit margins and customer portfolio. Having identified the two personas could 

help create an understanding of the motives and reasons behind why the customers behave as 

they do. If Egelund Slot makes sure to address the concerns and needs, the company should have 

an easier time reaching the correct customers. 

13 Market development  
This section will take its point of departure in Ansoff’s growth strategy: market development. 

Market development offers the idea of entering new markets that are geographically located away 

from the home market. Moreover, the strategy also looks at gaining new customer segments in 

countries where the company is not present yet. Hereby the company could gain growth.  

 

Based upon Egelund Slot’s own wish to enter the Swedish market, this section will then deal with 

this wish. To enter the Swedish market would be a market development for the company, since 

Egelund Slot is not yet present on the Swedish market. However, Egelund Slot cannot be exported 

to Sweden and not be placed in Sweden, therefore the idea is attracting business customers from 

Sweden.  

Egelund Slot has an idea that because Sweden and Denmark are located geographically close to 

each other, it will be easier to persuade customers to come to Denmark. In this case Sweden is an 

“easy” start since Denmark and Sweden are often perceived to be similar in culture, language and 

values.  

The market development section will consist of different models. Starting out, a PESTEL will be 

carried out, then Hofstede’s cultural dimensions will be looked at. In addition to this, language will 

be looked at as well. A competitor analysis will also be made using Porter’s Five Forces. At last, a 

sub-conclusion based upon this section will be made.  
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13.1 PESTEL 
This section will look at the PESTEL model taking point of departure in Sweden. The PESTEL is 

included in order for Egelund Slot to gain valuable knowledge regarding the Swedish market and 

moreover for them to get a better grip of what is going on at the moment. The PESTEL model will 

only look at factors relevant for Egelund Slot to know before deciding to enter the Swedish 

market.  

13.1.1 Political  

Sweden is a constitutional monarchy and has a democratic system of governance with a multi-

party coalition usually in power very similar to the Danish system. The Swedish system of 

governance is perceived to be successful and is therefore perceived to be a stable form of 

government (Sweden in-depth PESTEL insight, 2018).  

Denmark and Sweden are both members of the EU. Therefore citizens in these countries have the 

opportunity of free movement across borders. This means that one can cross the Swedish border 

without showing a passport. However, due to the latest tightening of immigration laws, a form of 

ID is required if pulled aside by the police. This would not affect Egelund Slot in any way, if the 

guests remember to bring their ID for the border control (Pas- og grænsekontrol ved indrejse til 

Sverige, 2019). Most people would always have some form of ID on them. Therefore, this is not 

perceived to be a threat.  

Because Egelund Slot is based in Denmark, it is not found relevant to look at import restrictions, 

trade control or tax policies, because Egelund Slot would only be interested in attracting Swedish 

business customers to Denmark and hereby Egelund Slot does not need to pay any Swedish taxes, 

imports etc.  

13.1.2 Economic  

Sweden has implemented an integrated financial regulatory system, where a single financial 

supervisory authority is represented. This system is called “Finansinspektionen” (Sweden in-depth 

PESTEL insight, 2018). The purpose is to supervise and monitor all the companies that are 

operating at the Swedish market. However, Egelund Slot will not be monitored by them since 

Egelund Slot operates in the Danish market. The last couple of years, the Swedish economy has 

been booming due to very low interest rates (Stramer: Svensk økonomi fester til ud på de lyse 

timer, 2018). “Consumer optimism due to a strongly performing economy, with rising disposable 
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incomes and record low interest rates, is predicted to continue at least in the medium term, which 

will benefit domestic travel. This will drive demand in terms of business as well as leisure travel, 

and thus boost demand for hotel stays” (Lodging in Sweden, 2018).  

Moreover, according to The Danish Chamber of Commerce’s report, the Swedish economy is 

perceived to be one of the healthiest economies in Europe (Markedsrapport Sverige, 2018). 

Though the level of debt in private households is extremely high.  

Furthermore, the latest announcement is that a stop in the Swedish housing market has occurred. 

This will potentially lead to a full stop in the Swedish economy for a while (Recession i Sverige 

presser sig på, 2019). This prediction would not benefit Egelund Slot since this could potentially 

have a big impact on the conference industry in Sweden. Furthermore, a Swedish recession would 

not only be short term, but have long term impacts and perhaps affect the economy for years. If 

Sweden is about to experience a smaller financial crisis now, conferences are arguably the first to 

be cut out from the company budget. Typically, companies would cut down on travel expenses as 

well, which again would mean Egelund Slot would be affected. So, if the Swedish economic 

situation becomes critical, this would be negative for Egelund Slot. The Danish financial crisis left 

its marks on Egelund Slot, so, if Egelund Slot were to enter the Swedish market in a situation like 

this, it would be very hard for Egelund Slot to attract customers and keep them. Moreover, 

because Egelund Slot is perceived to be a premium choice of conference venue, this could make it 

even harder to enter the Swedish market during a potential recession.    

 

13.1.3 Social  

The segment Egelund Slot is targeting in the Swedish market would be B2B customers, similar to 

the Danish approach. Swedes generally have high living standards and as mentioned previously 

Swedes, like Danes, are becoming more aware of the meaning of quality of life. This way of 

thinking is reflected in their choices when it comes to food, leisure time versus work and family 

time (Sweden in-depth PESTEL insight, 2018). This is perceived to be a good direction, since 

Egelund Slot offers a good variation of this at their conferences. Moreover, Swedes are used to 

working more hours than Danes since a normal work week in Sweden is 40 hours whereas Danes 

have 37 (Rekruttering i Sverige, n.d). In addition to this, Danes have several national holidays, that 

are not present in Sweden.  
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When it comes to education attainment, Sweden is performing very well on this parameter.  

The Swedish healthcare system is similar to the Danish, also known for being a commonly used 

kind of welfare system in the Nordic countries. Therefore, Swedes can expect the same kind of 

treatment in Denmark as they would in Sweden. This means the future generations are expected 

to be higher educated, which opens up an even bigger market for Egelund Slot. Hopefully, this 

development in education will also lead to a higher demand for more conferences. Still, these 

predictions are long-term oriented, but could potentially lead to a higher market demand for 

conferences. In Sweden a “Highly qualified personnel and a highly educated workforce make the 

country attractive for investment in the hi-tech sector” (Sweden in-depth PESTEL insight, 2018).   

13.1.4 Technological  

Sweden is an advanced country in using technology. According to European Innovation 

Scoreboard, Sweden is perceived to be an innovative leader within the EU (Sweden in-depth 

PESTEL insight, 2018). Egelund Slot is up to date when it comes to technological solutions to use 

during conferences and furthermore there is also an IT helper available at Egelund Slot if 

something is not correct or not working. However, Egelund Slot should not be worrying about IT 

due to Swedes being up to date with the latest IT solutions as well. 

13.1.5 Environmental  

Sweden is very much aware of the environment and has made this a high priority. Thus, Sweden is 

at the forefront when it comes to environmental legislation. Moreover, Sweden was ranked fifth 

out of 180 countries looking at environmental performance (Sweden in-depth PESTEL insight, 

2018). Therefore, it must be assumed that companies located in Sweden are also interested in 

protecting the environment and that they are also trying to incorporate values related to the 

importance of the environment.  

Like Sweden, Denmark is also very aware of the environment. This is also manifested at Egelund 

Slot, that strives to minimize plastic use and buy sustainable groceries while running a castle 

environmentally responsibly.  

13.1.6 Legal  

When a company is located in Sweden, it is Swedish legislation that is valid. Looking at travel 

expenses and business trips, Swedes can get a tax deduction for this. According to Swedish 

legislation, “If you have used your own or a borrowed car for business trips, you may deduct SEK 
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18.50 per 10 km. If you have used an employer-provided car and yourself paid for the fuel, the 

expenses are calculated at SEK 6.50 per 10 km for diesel and SEK 9.50 per 10 km for other fuels” 

(Skatteverket, n.d). This is perceived to be a great advantage for Egelund Slot also because the 

castle is placed in Denmark and therefore, depending upon where you are coming from in 

Sweden, it can be a bit of a drive. If Egelund Slot were to enter the Swedish market, the company 

should definitely make Swedes aware of these tax deductions when they come to the castle as a 

service. Moreover, this argument could also be used to persuade the potential Swedish booker of 

the conference meeting if the given person were to think Egelund Slot was placed too far away.  

Another factor to be aware of is customs. If pulled aside by customs when entering Sweden, one 

must be aware there are rules for how much you can bring with you home. For example, a Swede 

cannot bring more than 5 liters of strong alcohol, 400 cigarettes or 52 liters of wine (Visit Sweden, 

2019). On the other hand, these regulations are sat very high. If you go to Denmark for a 

conference, it would be surprising if anyone brought back more than 400 cigarettes etc., which is 

not allowed. In general alcohol is much cheaper in Denmark than Sweden. Therefore, Egelund Slot 

should make its guests aware of the limit they can buy. Many Swedes come to Denmark to shop 

alcohol (Shopping over oeresund alkohol til svenskere og slik til danskere, 2017). 

Still this limit would not be perceived as a threat. However, it is something Egelund Slot should 

know.  

13.2 Hofstede 
The cultural differences between Denmark and Sweden will be examined in this section. Even 

though Denmark and Sweden are geographically close to each other, this does not mean they are 

similar when it comes to culture. Therefore, Hofstede’s six cultural dimensions will be looked at. 

This will give Egelund Slot an idea of the culture in Sweden and how to comprehend it. Moreover, 

even if it is found that Denmark and Sweden are similar in culture, it is still an important factor to 

include and have in mind when entering a new market.   

Hofstede takes a macro perspective upon culture, which is also why his theory has been used in 

this thesis (Browaeys & Price, 2015, p. 32). A macro approach is easier to explain and use in 

practice. According to Hofstede: “Culture is the shared values and norms that distinguish one 

group or nation from another (Browaeys & Price, 2015, p. 12). Moreover, Hofstede developed the 

six dimensions of national culture in order to understand a given culture in a given country. The six 
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dimensions of national culture are power distance, individualism, masculinity, uncertainty 

avoidance, long term orientation and indulgence (Hofstede insights, 2019). This section will take 

its point of departure in the picture seen below, where Denmark and Sweden are being compared 

using Hofstede’s six cultural dimensions.   

 

 
Figur 7 Hofstede - Denmark/Sweden  

Reprintet from Compare Countries, from Hofstede Insights, n.d., Retrieved from https://www.hofstede-
insights.com/product/compare-countries/. Copyright 2019 by Hofstede Insights. 

13.2.1 Power distance  

Starting out, Denmark and Sweden are both in the category of being low when it comes to power 

distance. However, Denmark has a score of 18 whereas Sweden scores 31, meaning Sweden is still 

higher in power distance than Denmark. Both countries have a very high degree of independence, 

decentralized power and control is disliked (Hofstede insights, 2019). Yet, Sweden is leaning 

towards a higher power distance which would be seen in the form of managers not being as 

accessible as Danish managers and Danish managers would tend to coach more where Swedish 

managers would lead.  

When it comes to Egelund Slot, this information is useful for them to know. Egelund Slot operates 

in a professional setting, so to know that you can call people by their first names is helpful. 

Moreover, because the power is decentralized in Sweden, this means Egelund Slot can trust that a 

secretary or booking coordinator, is entitled to make decisions or pay bills for the group. Yet again 

valuable knowledge to know, so Egelund Slot does not get in trouble with the boss afterwards. 
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Furthermore, even in the workspace the tone in both countries is very informal, so Egelund Slot 

does not need to change its way of speaking. However, the difference between these scores in 

power distance can come in the form of directness in the communication. Whereas Danes tend to 

be very direct in their communication, Sweden does not exhibit the same form of directness. 

Directness in communication refers to how fast the speaker wants to make a point. Being very 

direct in your communication can give the impression of being rude and impolite (Bobbs, n.d). 

However, because Egelund Slot is running a conference center focused upon service, the company 

must already be aware of this form of communication. As mentioned earlier, the managers are not 

as accessible as the Danish managers. Therefore, Egelund Slot could take the approach of 

contacting the secretary instead and not bother the manager.  

13.2.2 Individualism 

When it comes to individualism Denmark and Sweden are very similar where Denmark has a score 

of 74 and Sweden has a score of 71. Both countries have a high score in individualism which 

indicates an individualistic society. In an individualistic society an employer and employee 

relationship is based upon a contract allowing both mutual advantages (Hofstede Insights, 2019). 

In relation to Egelund Slot, this is beneficial since Egelund Slot is also in the category of creating a 

mutually advantageous relationship. Moreover, in both countries small talk is not perceived to be 

necessary before doing business and one can start doing business right away. This is perceived to 

be an advantage for Egelund Slot since it does not then need to build up personal relationships in 

Sweden beforehand and create a network of its own as one would have to do in China for example 

(Hofstede insights, 2019). Egelund Slot could actually start doing business in Sweden right away 

without need for small talk or personal relationship. Even though Sweden and Denmark are very 

similar on this dimension, it is still important for them to know that they are similar here.    

13.2.3 Masculinity 

Looking at masculinity, Denmark scores higher than Sweden. However, both countries have more 

tendency to being feminine. Feminine societies favor a good and healthy work life balance and 

want to make sure everyone is included in the decision making. Moreover, conflicts are resolved 

by achieving a consensus in both countries (Hofstede Insights, 2019). Though Sweden tends to be 

more feminine than Denmark.  
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Egelund Slot also values this balance between conference and working and teambuilding and 

relaxation highly. Therefore, Egelund Slot is the perfect fit for companies, that value this balance. 

At Egelund Slot business is done in the conference wing, whereas comfort and coziness are 

enjoyed at the castle. This balance between work and relaxation could be a good selling point for 

Egelund Slot. Moreover, Egelund Slot has a high level of flexibility which could also constitute a 

great selling point.  

13.2.4 Uncertainty avoidance 

Uncertainty avoidance refers to how much individuals feel threatened by ambiguous or unknown 

situations. Both Denmark and Sweden are again perceived to be low, when it comes to uncertainty 

avoidance. Denmark has a score of 23, whereas Sweden has a score of 29. This means both 

cultures do not need a lot of structure and they are well aware that plans can change overnight. It 

is perceived to be a natural part of life and both cultures accept this. Furthermore, innovation and 

news things are not perceived to be threatening. 

This dimension is relevant for Egelund Slot to know since it is advantageous for Egelund Slot to be 

similar in this dimension for example if a Swedish organization came to Egelund Slot and 

something major changed due to external factors. For example an outdoor event became indoor 

due to weather or etc. This both parties would accept because they are used to changes and 

accept this. Moreover, Egelund Slot would also be accepting of the Swedish company if something 

in their schedule changed. It is good that this acceptance goes both ways and that there is room 

for changes.   

13.2.5 Long term orientation  

Long term orientation versus short term orientation are terms describing how a society maintains 

links to its past while still dealing with the presence and the future (Hofstede Insights, 2019). If a 

culture has a high score in this dimension, this means the culture has a more pragmatic approach 

whereas a lower score means preference for traditions and norms (Hofstede insights, 2019).  

It is seen that Sweden has a higher score in this dimension than Denmark.  

Regarding Egelund Slot, this dimension is actually not found relevant to look at. This dimension 

would not influence Egelund Slot trying to enter the Swedish market nor cause any problems 

during the entrance period. However, it is still important to include and consider since this was not 
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known in advance. If this dimension has a huge impact upon some very specific aspect, it would 

have been annoying to have forgotten this.      

13.2.6 Indulgence 

This dimension describes whether a culture tends to be indulgent or restrained. It looks at how 

much people in a given culture control their desires and impulses (Hofstede Insights, 2019). Both 

Denmark and Sweden are perceived to be indulgent cultures, since Denmark scores 70 on this 

scale and Sweden has a score of 78. If a culture is indulgent, it is commonly known to have 

relatively weak control when it comes to controlling desires and impulses and the people are 

known for realizing their desires. A culture like this also tends to spend more money if they wish 

(Hofstede Insights, 2019).  

Other keywords for indulgent cultures are optimism, fun and enjoying life.   

For Egelund Slot this is perceived to be positive. It means people are not too concerned with 

money if a desire presents itself. Moreover, in these cultures people tend to spend more money 

which again is positive for Egelund Slot. Egelund Slot could potentially boost sales and sell even 

more extras. However, Denmark is almost just as high in the dimension as Sweden. Therefore 

Denmark could be just as easily targeted. On the other hand, the keywords 'fun' and 'enjoying life' 

are the essence of Egelund Slot as well since a stay at a castle is luxurious and a way of enjoying 

life while working.  

 

13.3 Language  
Culture and language go hand in hand as well and therefore language is essential to look into too. 

Language is what connects people and provide them with the possibility of speaking together. It is 

also something that is learned very early on and then taught in schools. 

Denmark and Sweden have very similar languages because they both come from the same 

language category (Sprogbasen, 2018). 

Even though people tend to think Danes and Swedes have no problem understanding each other, 

this is not correct. It has been scientifically proven that Danish people speak 25-50% faster than 

Swedes and this creates trouble for the Swedish people (Danskere taler hurtigere end svenskere, 

2009). It is harder for the Swedes to understand Danes and therefore Swedes typically tend to 

speak English to Danes (Danskere taler hurtigere end svenskere, 2009). On the other hand, Danes 
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are much better at understanding the Swedes and therefore many Danes are willing to speak their 

first language.   

In order for Egelund Slot not to be biased by the Danish approach regarding the ability to speak in 

their own language to people from the other Nordic countries, the company should instead 

approach Swedes in English and not Danish. Swedes are very good at speaking English (Danskere 

taler dårligere engelsk end nordmænd og svenskere, 2018). Egelund Slot is used to having 

foreigners visit and therefore speaking English is not a problem. So, in order to accommodate and 

ease the Swedes, English would be the go-to language to speak at Egelund Slot. It is up to the 

individual guest what they prefer to speak, however, Egelund Slot should be aware of the 

difficulties the Swedes are having understanding Danes. Therefore, the waiters should also be able 

to present the food and wines in English if requested.  

Moreover, Egelund Slot’s own website, where information and booking can be found, is only 

available in Danish and no English option is seen (Egelund Slot, 2018). In order to be a bit more 

international this option would be good. If a foreigner customer, by accident, finds Egelund Slot’s 

website it would not be understandable for the customer. If Egelund Slot chooses to enter the 

Swedish market the implementation of an English option for its website would be a good idea.  

13.4 Currency  
Sweden’s national currency is the Swedish krona (SEK). From a Danish perspective, Sweden is 

typically perceived to offer inexpensive shopping due to the Swedish currency. At the moment 1 

SEK equals 0,70 DKK (Valutaomregner, n.d.). The Swedish market as a whole is generally cheaper 

compared to the Danish market, which is perceived to be great for the Danes when going to 

Sweden and hosting a conference, however, it is more difficult the other way around. Looking into 

the Swedish conference market, the prices are cheaper than the prices at Egelund Slot. Below a 

table is shown. The table takes its point of departure in the competitors' prices found in Sweden. 

All the prices are for a full day meeting including an overnight stay and food. Moreover, only 

competitors perceived to be in the same strategic group as Egelund Slot have been chosen for this 

table, since a conference at a Best Western hotel and Egelund Slot is neither comparable in 

standard nor price. As seen in the table, the prices for a conference is cheaper than at Egelund 

Slot, where the price for a similar stay is 2,183 DKK. However, it must be kept in mind that this 

price in DKK is way more expensive for a Swede. Having this in mind, the motivation towards 
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hosting a conference in Denmark could be lacking a bit due to more expensive prices and location. 

The Danish price would correspond to 3,050 SEK, which is quite expensive compared to the below 

prices. 

 

 
Prices of Swedish Conferences *See sources in literature  

13.5 Porter’s five forces 
If Egelund Slot were to enter the Swedish conference industry, it would be important for Egelund 

Slot to know the foundation of the competition. Therefore, this section will focus upon the 

competition in Sweden. The purpose of conducting a competitor analysis is to determine strength 

and weaknesses of the competition and moreover position yourself favorably compared with the 

competition (Research methodology, 2019). To do so, the Porter’s Five Forces framework will be 

used. The Porter’s Five Forces framework looks at the bargaining power of buyers, bargaining 

power of suppliers, threat of substitute products or services, rivalry among existing firms and 

threat of new entrants. Not all elements in Porter’s model are found relevant and will therefore 

not be explored in-depth.  

13.5.1 Bargaining power of buyers 

The bargaining power of buyers relates to the power customers have on business performance 

(Panmore, 2019). Here low switching cost and a high number of providers create a high degree of 

bargaining power for the customer. Moreover, several substitutes are available in the market, 

which also creates higher bargaining power. Furthermore, buyers in these professional settings 

are assumed to be price sensitive and aware of the prices. Often people would like to know the 

price before booking and compare this price with other offers. Especially in a business setting and 

with a coordinator, who is in charge of choosing a conference center, the coordinator is given a 

certain price pr. person or a total price, so the person will not overspend. The company might 

have a budget that should not be passed. Keeping a budget is again a factor that leads to higher 
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bargaining power for the buyers. The importance here for Egelund Slot is too create customer 

loyalty in order to keep customers and not allow them to switch to another conference center.    

13.5.2 Bargaining power of suppliers 

The bargaining power of the suppliers is not especially relevant to look at in the case of Egelund 

Slot. Because Egelund Slot is based in Denmark meaning the company has Danish suppliers, it is 

not on the hunt for new suppliers in Sweden. Hereby the bargaining power of the suppliers in 

Sweden is not relevant, it is more relevant for them to know this regarding the Danish market. 

Therefore, this will be looked at in the section regarding market penetration.  

13.5.3 Threat of substitute products or services 

The threat of substitute products or services is determined to be high. Many products and services 

are available on the market. First of all, all the conference centers present at the market are a 

clear threat. Then the hotels which can also function as a conference center with the available 

equipment etc. are also determined to be a threat. The cheaper solution, to have an in-house 

conference, is also a commonly chosen option since this option is less time consuming and more 

efficient. If the meeting rooms and facilities are present at the company, this would be the optimal 

choice. Moreover, bigger companies sometimes tend to have their own off-side based conference 

center, just like DA bought Egelund Slot for the same purpose. These are also threats since almost 

all conferences are held in this place due to the lower price. These are all the substitutes that are 

perceived as close or direct substitutes though some of the mentioned options are not perceived 

to be the primary competitors but rather secondary competitors. For example Egelund Slot would 

not be in direct competition with a big hotel hosting conferences since these two venues cannot 

be compared nor host similar conferences. At Egelund Slot, hosting a conference for 300 people is 

not an option due to the facilities whereas this would be an option for a big hotel with the 

necessary facilities.  

Indirect substitutes can be found as well (Research methodology, 2019). Companies organizing 

conferences themselves or teambuilding sessions can be identified as a competitor. These 

companies do not necessarily have access to a hotel, meeting room or similar, but could host a 

teambuilding session in the woods or nature. This is also an option for customers to get closer to 

each other. Again no switching costs are present for the customers if they want to switch to 

another competitor. 
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13.5.4 Rivalry among existing firms  

The rivalry among existing firms is perceived to be high. This has been determined on the basis of 

the growth rate, number of competitors and brands.  

First of all, the lodging market in Sweden has grown last year by 5% (Lodging in Sweden, 2018) and 

is expected to grow even more. The increase was caused by new opening hotels and sales. The 

increase shows a rapidly growing industry. However, when even more hotels come to the market, 

this will create even more rivalry among existing firms, since firms must strive towards keeping 

customer loyalty, maintain and increase market share.  

As seen in the model (Appendix 5) measuring lodging sales, the sales number from 2018 is 

28,468.60 SEK and this number has increased since 2013 where the sales were 20,607.70 SEK. It is 

quite an increase presumably because the market was profitable for new businesses to enter. 

Moreover, as seen in appendix 6 measuring lodging by incoming versus domestic travelers in 

percentage, 62.1% of the travelers are domestic. These numbers are based upon hotel sales in 

total and are not divided into conferences or leisure travelling. Therefore, it is assumed that a 

certain percentage of these travelers were staying at a hotel because of a conference.  

The high percentage of domestic travelers could potentially be a good opportunity for Egelund 

Slot to attract some of the domestic customers.  

The diversity and quality amongst the competitors vary depending upon the individual competitor.   

For example a big hotel would be able to offer something different than a smaller one. Moreover, 

a hotel or a conference center located more towards the north in Sweden could for example offer 

skiing, outdoor team building in the mountains or hiking, options Egelund Slot would not be able 

to match. 

At last, many well-known brands in the hotel industry are well establish in the Swedish market. As 

seen in table (Appendix 7), hotels like Scandic, Park Inn, Radisson Blu, Best Western are all present 

in the market. These hotel chains are known to most people and many of these are also known for 

having a good quality brand. These hotels are also widely represented internationally which leads 

to even more brand awareness and recognition.  

In this case, the more competition on the market, the harder it would be to enter the Swedish 

market for Egelund Slot (Research methodology, 2019). Moreover, if Egelund Slot chose to enter, 

it would also be difficult for them to maintain and increase market share.  



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 88 of 135 
 

13.5.5 Threat of new entrants 

The threat of new entrants is considered to be moderate to high. When looking into the threat of 

new entrants, not only new conference centers are found but also new hotels can be threats. As 

mentioned previously, in-house conferences can also be considered a threat. What could also be 

considered a new threat would be if an already existing hotel opened up a conference 

department. This would also be considered a threat, especially if the hotel or hotel brand was 

already known and well established in the market.  

An external factor that can attract new comers to an industry could be economies of scale, 

however, this is not relevant in an industry like the conference or hotel industry.   

As mentioned earlier, the Swedish market for lodging increased last year by 5 % (Lodging in 

Sweden, 2018) and a boom in sales, new hotels and travel helped this increase. Therefore, several 

new comers are present in the market at the moment and the market is still increasing. This is a 

positive factor for Egelund Slot to know. Furthermore, lodging in Sweden is expected to keep 

increasing within the next year by 2 % (Lodging in Sweden, 2018).   

This prediction can also have a negative effect and attract even more newcomers to the market 

because of the increase in sales and travel seen. Then, Egelund Slot could get lost in the crowd and 

be forgotten by the customers.  

Switching costs are also a factor to consider in this section. No switching costs allow the 

consumers to move easily between brands. This is again an argument that strengthens the threat 

of new entrants (Panmore, 2019). Though it is easy for hotels to create some sort of loyalty 

reward by offering customers good deals or a cheaper stay next time in order to have them come 

again.  

Moreover, the capital cost of building a conference center or a hotel can vary depending on size 

and purpose. Still building a big hotel containing a large amount of meeting rooms with equipment 

is expensive and a large expense which most investors could not afford. Even building a small 

hotel or conference center would be a great expense. The time of entry must also be considered 

since it is expensive to build a strong brand. However, this is not the first purpose for Egelund Slot.  

13.6 Analysis of gathered data 
As mentioned in the method section, different conference centers in Sweden were contacted in 

order to answer questions related to the Swedish conference industry. The conference centers 
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were all contacted by e-mail. However, only two conference centers replied back. A reply from 

Häckeberga Slott stated that they would not answer the questions and provide the information 

(Appendix 12). Therefore, the only useable reply was from Note Sjö Hotel. 

Note Sjö Hotel was asked questions related to the current situation in the Swedish conference 

industry, trends at the market, competition etc.  

The purpose of collecting this data was to support the secondary data this section is built upon 

with primary data as well. Moreover, these conference centers were able to provide us with 

insider views of the industry similar to all the information given to us by Egelund Slot. Still, it was 

only managed to get one reply and it was not very detailed or elaborating. Therefore, this 

interview will not be very much explored due to the factors stated above.  

According to Note Sjö Hotel, rivalry amongst existing firms are present in the market, however 

good partnerships exist as well (Appendix 11). Note Sjö Hotel suggests a website where the 

purpose is to find different conference centers located in Sweden. It could be relevant for Egelund 

Slot to enter this website if the company wanted to be seen as an option by the Swedes.   

13.7 CAGE framework  
In order to support the previous models in this section, the CAGE framework will be used as the 

last one. The CAGE framework is helpful in analyzing the differences a company might face when 

entering a new country (Johnson et al., 2014, pp. 170-171). The framework considers the 

geographic distance, the cultural distance, the administrative distance and the economic distance 

between the two groups. 

The CAGE framework will be helpful in making a sum up of the previous section, considering these 

distances.  

13.7.1 Cultural distance  

There is a cultural distance present. However, it can be argued that this distance is very small 

between Denmark and Sweden. As explored earlier in this section, Denmark and Sweden are 

found to be mostly similar in Hofstede’s cultural dimensions. Only a few were different from each 

other, for example the power distance parameter. Furthermore, it was learned that Denmark and 

Sweden attach importance to many of the same things like family life, sustainability and the 

quality of life in general, whereas leisure time with the family is of high importance to both 

groups. On the other hand, it was learned that even though Danish and Swedish seem to be 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 90 of 135 
 

similar as a language, the other language can be hard to understand, mostly for Swedes. 

Therefore, language can be perceived as a small barrier. At last, it is Christianity that is the main 

religion in both countries. Therefore, it can be argued that both countries share some underlying 

Christian values.  

13.7.2 Administrative distance  

Looking at the administrative distance, this is perceived to be small as well. Denmark and Sweden 

have similar administrations. Both countries are constitutional monarchies, which means that the 

monarchy is not entitled to independently perform political acts for the given country. Thus, the 

government is presented too. Moreover, Denmark and Sweden are both democracies. Another 

similar factor is that both countries are a member of the EU and therefore there is free-movement 

of goods, services and people in between Denmark and Sweden.   

13.7.3 Geographical distance  

The physical distance between Denmark and Sweden is small. The Oeresund bridge connects the 

two countries and there is also a ferry going from Helsingoer to Helsingborg. It is easy to get to 

Sweden for Danes and vice versa. However, the climate varies a bit. Due to the large size of 

Sweden, the climate is much more variable compared to the Danish climate. Swedes are normally 

used to a bit colder weather than Danes.  

13.7.4 Economic distance  

The Swedish economy is bigger than the Danish since Sweden is almost twice as big when looking 

at population. The population of Sweden is 9.9 million whereas the Danish population is 5.7 

million. As mentioned in the PESTEL analysis regarding Denmark, the Danish economy is perceived 

to be good and stable. Moreover, the Swedish economy has been booming lately and is now 

experiencing a downturn. However, the distance between the economies is not big.  

 

To sum up on this section, the key take-away from the PESTEL analysis it that the Swedish 

economy is now entering a different phase and a decrease in the booming economy is coming. 

This would have a potential impact on the market. Moreover, it has been found that Denmark and 

Sweden are similar when using Hofstede’s cultural dimensions. This similarity can be perceived as 

a pro for Egelund Slot. According to the Porter’s Five Forces framework, the threat of new entrants 

is found to be moderate to high whereas the rivalry in the existing markets is also perceived to be 
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high. This is based upon the formerly well performing Swedish economy, low interest rates and 

well performing industry. All these factors have led to many more competitors entering the 

market. It is found that the threat of substitutes is high as well, since many are present in the 

market. Therefore, many factors are positive for Egelund Slot if the company would like to enter 

the Swedish market, however some negative factors have been found as well. The cons found are 

the Swedish economy, the high rivalry, many competitors and the overall differences in prices 

between the Danish and the Swedish conference market. 

13.8 Conclusion – Market Development 
To sum up upon this section regarding Egelund Slot entering the Swedish market, the section 

started out with a PESTEL analysis of the Swedish market. The key take-away from the PESTEL 

analysis is the drop in the Swedish economy. Some articles are even mentioning a potential 

recession in Sweden. This would affect Egelund Slot entering the Swedish market since 

conferences are often the first thing to be cut out of the companies’ budgets. Next Hofstede’s 

cultural dimensions were taken into consideration. Looking at these dimensions, Sweden and 

Denmark are perceived to be quite similar. However, some differences are found looking at power 

distance, long term orientation and masculinity. Afterwards, the language section reveals a 

potential language barrier between Denmark and Sweden, yet both countries speak English very 

well. In Porter’s Five Forces, the rivalry in the business is found to be high whereas the threat of 

new entrants is perceived to be moderate to high. These factors will also influence the decision of 

entering the Swedish market. In the end, a CAGE framework is formed in order also to make a 

more macro oriented sum up of the section.  

14 Product Development 
After having looked at market penetration and market development, another logical step would 

be to explore another of the Ansoff’s Growth Matrix’s strategic steps, namely product 

development. Product development attempts to use existing capabilities within a company, such 

as trade channels, equipment, experience, supply chains etc. to create a new product or service, 

for the original market. 

The following section will focus on what Egelund Slot can do with its current capabilities to meet 

the needs of its existing market via new services. As everything seems to be going well for Egelund 
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Slot so far, now would be an opportunity to investigate how to reach new segments, without large 

costs to the company. 

The product development section will use the qualitative interviews as a point of departure. First, 

a summary of the interviews will be made, focusing on the wishes for new products and services. 

Lastly, a marketing mix will be conducted with a “One-Day Conference Package” as starting point 

and it will be explored if there are ways to manipulate existing factors to suit new needs. 

14.1 New product ideas 
The theory behind developing new products to an existing market is that one supposedly already 

knows the target group quite well, and that the target group is aware of one’s existence. It is 

always a good idea to check in with one’s customers now and then to see if there are any needs 

that can be “easily” satisfied.  

Throughout the interviews, three different ideas for new services or products emerged. The 

following section will address the ideas individually. For the sake of clarity this section 

distinguishes between a teambuilding event, a one-off event (people attend Egelund Slot for the 

event only) and an event as part of a conference/meeting package.  

One of the reasons for creating events such as the ones described below is that it gives Egelund 

Slot the possibility of creating smaller manageable services that it can market and place during 

times where the company calendar is empty. In other words, if there is a slow month, Egelund Slot 

can make up for it not necessarily by calling a lot of customers and waiting for them to have a 

conference, but rather with the offer of small teambuilding events or similar.  

14.1.1 Teambuilding 

One of the ideas mentioned by the interviewees was teambuilding. Teambuilding is the concept of 

challenging a group of people in such a way that the people involved get to know each other 

better, get to establish work relationships and try their hands-on problem solving as a team. The 

group in question is often colleagues who work together with a shared goal, such as an IT-

department, a sales-department or even the managers of a large corporation. 

A teambuilding event in Denmark would be priced around 750 DKK pr. person and last 4-6 hours 

(Teambuilding, 2019). In comparison, a normal meeting during the day at Egelund Slot costs 

around 959 DKK.  Of course, the average teambuilding event does not take place at a premium 

location such as Egelund Slot and it can therefore be argued that Egelund Slot would be able to 
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cater to a specific type of people in need of teambuilding, the managers, top executives and board 

of directors. Should this be the case, a teambuilding event could be arranged at around 1,500 DKK 

pr. person attending or possibly even more, depending on the events taking place during the 

teambuilding. 

Another way for Egelund Slot to solve the need for teambuilding events was to partner up with 

event-companies, who make a living arranging teambuilding events. Soerup Herregaard have 

used, as an example, several other partners to handle the event side of the business 

(Teambuilding og underholdning, 2019) and Egelund Slot could feasibly do the same, and settle 

with just supplying the surroundings, the food and so on. 

14.1.2 One-off events 

Egelund Slot has the potential to create many events, relatively cheap. Egelund Slot has been 

excellent, according to the people interviewed, at accommodating wishes for events as long as the 

attendees bring their own event for the day. Egelund Slot does not arrange events on its own and 

as such has the potential to satisfy the need of a customer group. As an event/meeting booker, it 

can be tough to come up with new ideas for events every time. It would make sense for Egelund 

Slot to have an event-package in line with its usual brand of quality and history. The event package 

could be a historic walk through the castle grounds with wine tasting, or an invitation into the 

kitchen to hear the chefs talk about their passion for food and how to easily prepare a lovely 

entrée. 

As it is at the moment of writing, Egelund Slot’s meeting packages average around 800 DKK for six 

hours of services. As mentioned earlier, these packages already contain coffee and food of some 

kind. The only added “trouble” would be the wages Egelund Slot would have to pay to the 

person(s) doing the event, unless the company keeps it inhouse. As mentioned in the section 

about teambuilding, Egelund Slot could team up with a partner or two, who will then be 

responsible for the events and take a part of the profit. 

Another type of event that Egelund Slot can attempt to monetize would be as a photo-location 

(Priser, 2019) as Clausholm Slot makes use of. The asking price, for this example, is 12,000 DKK 

and the photographer(s) and models have access to the entire castle. The price could vary and 

Egelund Slot could choose not to rent out the entire castle and still have other smaller 

events/meetings concurrently. 
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14.1.3 Conference Events 

The last type of events are simpler events that Egelund Slot can combine with its already existing 

packages. During the interview with Henriette Byskov, she mentioned that Egelund Slot already 

does something similar to this. Should a customer wish for something extra or something to fill up 

some time during a lengthy day of meetings, Egelund Slot has been quick to arrange coffee 

outings, walks through the forest and so on. The capacity is present, but it is arguably hidden, 

since people have to explicitly ask for it. 

Egelund Slot might consider these simpler events as part of the premium experience and not 

necessarily events on their own, but the qualitative interviews have shown that there is a need of 

not having to ask for the events, but rather have the option of opting into the events from a pre-

specified list. 

The events can be simple, as mentioned earlier, and be a part of a day-meeting, such as tasting 

various coffee types, wine tasting, beer tasting, a historic walk through the grounds for 30 minutes 

or even yoga in the morning of a conference. 

One of the reasons why these smaller events might be successful is that Egelund Slot could 

conceivably use some of the existing competences of the people working at the company. If one of 

the waiters is a part time yoga instructor, her/his competences could be used to create yoga 

events without hiring new staff. 

14.2 Marketing Mix 
The marketing mix attempts to cover the main activities of a firm that contributes to the 

marketability of products or services. When introducing new products or services, these are the 

seven activities one should define to best reach the target segment. For the following section, the 

target segment will be Egelund Slot’s existing customer segment as described in the Market 

Penetration section of this thesis. 

14.2.1 Product 

For a product to make sense, it must fulfill a need. It is not financially feasible for a company to 

produce something that nobody needs. But fulfilling a need is just the base requirement of a 

product. In order to be competitive in the market, the product must fulfill the need in an order 

that is satisfactory to the customer and preferably in a better way compared with competitors. 
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The argument has been made that there is a need, amongst Egelund Slot’s customer segment, for 

events and teambuilding in particular. If Egelund Slot is to have any hope of producing this kind of 

product in a sustainable way, the company has to make sure that the product fulfills the needs 

and is competitive. 

Egelund Slot has already proven to be capable of fulfilling the needs of the segment in a 

competitive way, and, in addition, the company has made similar events on demand on several 

occasions. If the company manages to mainstream events into its product portfolio in a manner 

where the events live up to the overall quality of Egelund Slot then it could be considered to be a 

safe bet. 

14.2.2 Place 

When the product has been designed, it would be prudent to establish the place where the 

customer will encounter it. Depending on the target segment as well as the product itself, many 

different channels can be used. 

In Egelund Slot’s case, however, the prime place for events and teambuilding packages would be 

on its website, since this is the same place used to reach the target segment. In addition, Egelund 

Slot should add the event templates to its show-books already showing services. The current 

service portfolio and its general marketing channels should be used for the standard services. 

14.2.3 Price 

As discussed earlier in this segment, Egelund Slot has various price points to investigate. Price the 

service too cheap and the customers will either think the quality is lower or take advantage of the 

price, leaving Egelund Slot in a situation where the company has underpriced itself and will 

consequently have a hard time raising the price once again. 

Some of the factors to consider when pricing a product is the production costs, the economic 

value the customer gets from the product, the competitor’s price levels, the desired competitive 

position, the objectives and the elasticity of the demand (Hooley et al, 2017, pp. 280). 

Regarding production costs, which was briefly touched upon earlier in this segment, Egelund Slot 

could consider the costs of performing the service and then add a percentage mark-up similar to 

other services. Doing so ensures that Egelund Slot is not strictly losing money. As previously 

mentioned, however, there are several other factors to consider. Just because a company can sell 

a product for a price that covers the production costs and then some, one must consider the 
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economic value the customer gets from using the product. If a service, for instance, saves the 

customer thousands, then that service should be priced accordingly to the monetary gain by the 

customer and not necessarily by the cost of production. 

Knowing the economic value to the customer alongside the production cost can give a good 

starting point for setting the price. But a market is usually not without competition, so it would be 

wise to look at competitors to see the average price point for similar services and whether the 

company wants to be cheaper or more expensive positioning-wise. 

Lastly, Egelund Slot should identify objectives, if choosing to launch a new product.  If the goal is 

to gain market share rapidly, the pricing should be sharp and low. If maximizing profits is the goal, 

then the price should be balanced between all factors. 

A way to properly price a product is to introduce it with a special offer price, giving the customers 

the idea that the relatively low price they are experiencing now, will not always be the case later 

on, since it is an introductory price. 

Egelund Slot should find a way to match its competitors and its own product portfolio, so the 

events/teambuilding seems like a natural extension of the company’s services. 

14.2.4 Promotion 

Promotion usually speaks to the efforts a company can make in order to inform the target 

segment of the new product in question. 

There are a lot of different tools one can use in marketing new products, such as advertising, 

public relations, sponsorship, sales promotions, personal selling and direct marketing (Hooley et 

al, 2017, pp. 288). 

As explained in the internal view section of this thesis, Egelund Slot advertises through the local 

newspaper and DA’s channels. Aside from heeding the general advice in the recommendation 

section later in this thesis, Egelund Slot should not focus too much on widespread advertising, 

mostly because the services the company is selling are premium and niche. The same would be 

the case with new services such as events. Presumably, the same kind of advertisement working 

on the existing customer base would also work for this product. 

Regarding the PR aspect of marketing, Egelund Slot’s customer segment would not necessarily be 

easily reached through press releases and interviews. Going down this road should only happen, if 

there are politicians to be swayed, since politicians move in a much more public sphere and need 
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to be conscious of their actions. If Egelund Slot manages to get a lot of positive press attention, it 

would make it easier to get politicians to use the services, mainly for exposure. Similarly, 

sponsorships of local football clubs or other social events, is a way for a company to reach a larger 

audience. However, once again, the audience reached is not necessarily the correct segment and 

this kind of advertisement would mostly cater to politicians for similar reasons as the PR-type. 

A way for Egelund Slot, however, to introduce the new services to existing customers could be 

through sales promotions as mentioned earlier. By making a one-time offer of a free event as part 

of a conference, or maybe just 20% off, could be an incentive to customers to try the service and 

hopefully return once again. It is a relatively costly way of doing promotion and should only be 

done sparingly or as a tipping point effort to gain a customer. 

The most efficient way for Egelund Slot to promote its new services is through a combination of 

personal selling and direct marketing. As it is, Henriette Byskov is the responsible for selling to 

customers since she has the direct contact with most of them. It would be straightforward for her 

to mention new services in a booking situation. The same can be done with the mails Egelund Slot 

sends to its customers informing them of news and offers. A simple sentence and a link to the new 

events could suffice though the more emphasis the better. 

14.2.5 Process 

The processes behind providing a new service to customers is vital for the service to succeed. 

Processes describe the way in which a service is delivered to the customers. In Egelund Slot’s case, 

most of it would not differ from the company’s usual way of delivery. Processes usually also mean 

customer relationship management systems or CRMs: Automated systems used to track 

customers and their behavior. 

Aside from normal sales logs and contact lists, Egelund Slot has no apparent database of its 

customers. Large CRM systems are usually more useful in cases where the target segment is large. 

In Egelund Slot's case, there is a clearer contact between customer and company, so no large 

system is needed to maintain such a system. 

14.2.6 People 

In order for a company to integrate new services into the pipeline, especially smaller companies, 

the employees need to be on board with the idea. A number of factors are worth considering 
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when creating a strategy for the company’s employees: Job design/description, selection, training 

and appraisal (Hooley et al, 2017, pp. 292). 

Regarding job design and description, the staff working at a company needs to have the correct 

information to inform about events as well as oversee some of the events. Questions such as: 

Does it require more of me to facilitate an event? Who is responsible for the props needed? Who 

is responsible for keeping time? And so on. These questions need to be asked and answered, 

before the new service is offered to the customers. Egelund Slot then needs to choose the most 

suited staff members for the various activities. If one of the chefs is particularly good at explaining 

cooking at a novice level, it would be natural for him to be the one in charge of that particular 

event. In future hiring, Egelund Slot needs to be aware of the different roles needed to be fulfilled 

and hire accordingly. 

The staff already on the payroll can still be utilized, as mentioned earlier in this segment. With 

additional training, a larger variety of events could potentially become available as the 

competences of the people involved grows. 

Lastly, in order for a new service to function and having the employees motivated and active, a 

constant loop of feedback and appraisal is recommended. People have a need to know, in a 

constructive manner, if what they are doing is good or not in order to improve. 

14.2.7 Physical evidence 

The last of the activities a company should look at, when launching new products is the physical 

evidence. In other words: What does the packaging of the service look like. 

In that regard, Egelund Slot just needs to make sure the general feel of the event and 

teambuilding is consistent with the other package services that the company has on offer.  

14.3 Conclusion – Product Development 
Product development would be a natural step for Egelund Slot, if the company needs to engage 

further with its market segment. 

The three suggested new services are well within the company’s capabilities and, more 

importantly, the services are needed by the already existing customers of Egelund Slot. 

The marketing mix revealed that Egelund Slot would be more than able to price the services in a 

fashion that suits the strategic customer and covers the expenses in line with other services that 

Egelund Slot offers. Furthermore, Egelund Slot has the promotional tools and channels set in order 
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to reach the strategic customer. Most of these are the exact same as those already in use but 

require a little tweaking. 

15 Product Diversification  
Ansoff’s diversification strategy takes its point of departure in developing new products for new 

markets. In Egelund Slot’s case it would be obvious for it to enter the consumer market, as the 

company is already present in the business to business market.  

When looking into the conference market, it is seen that many other functioning conference 

centers have taken this approach. Therefore, they are both hosting conferences and leisure time 

guests at the same time. This approach can be seen at Tivoli hotel, Comwell hotels, Scandic hotels 

etc.  

However, Egelund Slot does not find this plan suitable for them. Egelund Slot would like to keep a 

form of business setting at the castle. This simply cannot be maintained, if leisure guests were to 

enter the castle as well.  

Henriette Byskov often gets requests regarding being able to host a leisure time event at the 

castle. Approximately 2-4 times a month, Henriette receives a request like this. Therefore, there 

must be a market for this Egelund Slot could enter.   

Another take on this approach could be Egelund Slot only hosting bigger events. These events 

could be weddings, confirmations or birthdays. Events like these would presumably be hosted in 

the weekends whereas conferences are mostly hosted during the week. In this sense Egelund Slot 

could still keep it professional during the week and host events during the weekends. On the other 

hand, much wear and tear come from hosting this kind of events. According to Henriette Byskov: 

“We must take good care of the castle as it has to stand for many more generations, thereby we 

cannot host events all the time. The castle is simply too old” (Audio file, interview with Henriette 

Byskov).  Moreover, the castle holds many delicate and antique things dated back from when the 

castle was built. Therefore it would be a shame if something broke and could not be replaced.  

In addition to this, weddings and big parties are often planned several months in advance. This 

could potentially push the conference guests away from Egelund Slot. Henriette Byskov 

mentioned that it is trending at the moment to book conferences from day to day and not several 

months in advance. Therefore, if Egelund Slot started to agree to hosting weddings etc. this could 
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close the opportunity of getting new guest in from day to day. Even though not many conferences 

are held in the weekends, some are.  

On the other hand, events like weddings and birthdays are often quite expensive and people tend 

to spend a lot of money on this sort of events. According to TNS Gallup’s report about newly 

married couples, it is seen that couples on average spend 52,600 DKK on their wedding (Nygifte, 

2016). That is quite a large sum of money to spend on one single event. However, if this 

calculation is made based upon hosting a meeting at Egelund Slot, the amount is quite similar. 

Choosing the meeting option at Egelund Slot called a full 24 hours stay from 09-09, the price is 

2,183 DKK pr. person (Egelund Slot, 2018).  

 

2,183 x 25 attendants = 54,575 DKK  

54,575 + 25% = 68,218 DKK 

 

The first price seen is if the company is a member of DA. 25% has been added to the second price, 

since this is added if the company is not a member of DA. It is clearly seen that conferences at 

Egelund Slot and weddings are at the same price level. Moreover, when hosting conferences 

everything is included, drinks, wine, open bar etc. this makes sense since it is a business event. 

Employees tend not to get too drunk before having to work again the next day, compared to 

wedding guests. Therefore, Egelund Slot would have to increase the prices, to avoid losing money. 

15.1 Conclusion – Product Diversification 
To sum up, it can be concluded that the diversification growth strategy is definitely worth looking 

into for Egelund Slot, since there could be a potential big market for them. However, this approach 

will not be explored further, since this is not the desire of Egelund Slot. Moreover, for Egelund Slot 

not to open up for hosting events or having leisure time guest creates more exclusivity. It is also 

mentioned in the interview with Linda Løvenhøj, that she prefers the business setting and not 

seeing leisure time guests while attending a conference (Appendix 1). Therefore, Egelund Slot is 

differentiating themselves by not opening up to the public and hereby keeping the business sense.   

In addition, it was established that Egelund Slot makes the same amount of money or even more 

money compared to the average wedding budget.  
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16 Recommendations 
The following section will attempt to evaluate each of the four growth strategies described earlier 

in this report. 

In the recommendation section, all the growth strategies will be commented on individually. In 

addition to this, the SAF evaluation criteria will be used to evaluate if the given strategy is of 

interest for Egelund Slot.  

16.1 Market Penetration – Recommendation 
The first part of the Ansoff’s growth matrix is, as mentioned earlier, market penetration. 

When looking at ways to find growth for a company, one of the first thoughts should be to solidify 

its hold on the current market. 

16.1.1 Evaluation of strategy 

To best evaluate the strategy and whether it is the right choice for the company, one can use the 

SAF evaluation criteria. 

16.1.2 Suitability 

Suitability looks at the overall rationale of a strategy. In other words, to which extent does the 

proposed strategy (Johnson et al., 2014, pp. 262): 

• Exploit the opportunities in the environment and avoid the threats; 

• Capitalize on the organization’s strength and strategic capabilities and avoid or remedy the 

weaknesses. 

The opportunities for Egelund Slot arguably would be to solidify its stance on the market as a 

whole. The PESTEL analysis and Porter’s Five Forces theory showed that the company has a firm 

hold on a market relatively without competition. The opportunities for Egelund Slot would be to 

become even sharper at marketing to the correct segment as well as creating a strong sense of 

loyalty in its customers. 

The threats, as explained in the Market Penetration segment, are that Egelund Slot should be 

aware of rising tendencies in Denmark, favorable towards local suppliers and Danish goods. 

Furthermore, the clients of Egelund Slot have a relatively large bargaining power and 

communication should be watched carefully, to make sure that the clients stay satisfied with the 

services of the company. Lastly, the imminent calling of an election means that Egelund Slot 
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should seek to, over time, weed out the political customers and, instead, get more reliable and 

neutral customers. 

Being bound by the Confederation of Danish Employers (DA) can be viewed as both a weakness 

and a strength. Being owned by the DA, affords Egelund Slot some safety, but also restricts 

strategies to some extent. 

Overall, the strategy of further penetrating the market Egelund Slot is currently in, would suit the 

observations made. 

16.1.3 Acceptability 

Acceptability looks at the stakeholders of the company and whether the strategy in question is 

acceptable. A good way to assess this is by using the 3Rs: risk, return and stakeholder reactions 

(Johnson et al., 2014, pp. 262). 

16.1.3.1 Risk 

Risk concerns the extent to which the outcomes of a strategy can be predicted (Johnson et al., 

2014, pp. 262). Risk also attempts to address whether a strategy can turn out to be dangerous for 

a company’s ability to sustain its position in a market. Whether the risk is worth taking is defined 

by the expected outcome and the strategic situation if the risk is not pursued. 

Market penetration is arguably the lowest risk strategy among the four this thesis is investigating. 

All it requires of Egelund Slot is that the company continues with its current strategy but focuses 

more on the aspects of the strategy that have the highest chance of succeeding. In other words, 

focus on the core customers by identifying them and focus on maintaining the position on the 

market comparatively to competitors. 

Continuing current strategy in a market situation that is beneficial for the company is a low risk 

strategy for stakeholders. 

16.1.3.2 Return 

The second R, Return, speaks to the monetary value that stakeholders can expect from a certain 

strategy. In this case, having not been privy to financial information from Egelund Slot, it is hard to 

calculate the precise expected return by the market penetration strategy. However, it can be 

assumed that since the strategy is relatively low cost, since it only requires a slight change in 

behavior and no investment of equipment or similar, the expected return should be relatively high 

for stakeholders. 
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The non-monetary return, however would mean for stakeholders such as DA that Egelund Slot will 

be an even better asset for them. 

16.1.3.3 Stakeholder reactions 

The last R is the stakeholder reactions. In other words, how is the stakeholders expected to react 

to the new strategy. 

Since market penetration is a strategy that largely relies on everything staying the same, but more 

focused, it can be assumed that stakeholders’ opinions would remain largely the same. There has 

been no indication in the research done for this thesis that the stakeholders are dissatisfied with 

the current strategy of Egelund Slot and its position in the market, which makes a strategy that 

solidifies the position and does not attempt anything largely new acceptable. 

16.1.4 Feasibility 

Lastly, to assess whether a strategy is the best for the company, one must evaluate if the strategy 

is even feasible. One thing is that it is acceptable by stakeholders and that it suits the strengths 

and weaknesses of a company, but even if both those things are true, a strategy might not even be 

feasible for company. 

To evaluate whether a strategy is feasible, there are two important factors to look at: financial 

feasibility and people/skills involved (Johnson et al., 2014, pp. 265). 

16.1.4.1 Financial feasibility 

As with the return section of acceptability, the financial feasibility is easier to elaborate upon with 

a detailed knowledge of the financial aspects of a company. In this case, however, it should be 

relatively safe to assume that since this strategy requires no extra investments in terms of 

equipment or even manpower, the financial burden of Egelund Slot would not be raised to such a 

level that it would prove unfeasible to proceed with the strategy. 

It is well within the means of the company to initiate this strategy. 

16.1.4.2 People/Skills involved 

To ascertain whether a strategy is feasible, one should look at the people involved and the 

collective skills they possess.  

For this process, there are three core questions to ask (Johnson et al., 2014, pp. 265): 

• Do people in the organization currently have the competences to deliver the proposed strategy? 

• Are there systems and structures within the organization to support those people? 



Kaja Byskov CBS – IBC 15th of May 2019 
David Hindberg ”Growth strategies for Egelund Slot”  

Page 104 of 135 
 

• Can competences be obtained or developed? 

As explored in the Internal View section of this report, Egelund Slot consists of a relatively small 

but efficient team. The market penetration strategy suggested, in the Market Penetration section 

of this report, that Egelund Slot should become more focused on who the company are marketing 

to and how it is marketing. Most of this work falls upon the shoulders of Henriette Byskov, who 

needs to apply her knowledge of former customers and identify who fits into the personas and 

customer profiles provided in the Market Penetration segment. This is well within her capacity, 

and Egelund Slot should have no competence issues with the delivery of the strategy. 

The same can be said of the structures within the organization. The way Egelund Slot is doing 

business at the moment is not far off from the way the market penetration strategy could be 

implemented, which means that the structures are in place for the strategy to take effect. 

Should there be issues with regard to implementing the strategy, Egelund Slot has proven capable 

of change and adopting new ideas, so it would not be far off to assume that the company would 

be able to obtain new knowledge or people, should it become necessary. 

16.1.5 Evaluation summary 

Going by the SAF evaluation criteria, it should be evident that the Market Penetration strategy is 

suitable, acceptable and feasible. It would be an extension of current strategy, with a focused 

marketing aspect and, as such, Egelund Slot should consider this to be the primary strategy to 

adopt. 

16.1.6 Application of strategy 

After having looked at the strategy and whether it was suitable for the company to accept and 

work with, a clear application of the strategy now follows. 

Egelund Slot should keep on doing what the company already does, however, since the political 

landscape is ever changing, it is dangerous for the company to rely too much on that specific type 

of customer. The company should make sure to slowly weed out the political customers and only 

let them come to the company on the company's own accord. No additional marketing or 

advertisement necessary. That being said, the political customers can be a good source of income 

for the company and should only be phased out if there are suitable replacement customers. 

Egelund Slot has no real way of communicating with its customers, other than the contact via mail 

or phone that normally occurs. Egelund Slot would be wise to create a channel of information 
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from the company to the customers. This could take the form of a newsletter via mail informing 

customers of coming trends, holidays and so on. 

Every time a new or recurrent customer is contacted, an effort should be made to get the 

acceptance to add said person to the mailing list. This will create a channel directly to the desired 

customers and a way for Egelund Slot to stay a part of the customer’s awareness and top-of-mind. 

Another way for Egelund Slot to reach its target audience is through advertisement via relevant 

channels. The customer segment described will not necessarily read the local newspaper in which 

Egelund Slot is running weekly ads, but the target audience might read relevant newspapers 

within their trade or industry. 

In addition, Egelund Slot should consider becoming a part of Konference.dk, a part of Kursuslex, a 

site for finding suitable places for conferences in Denmark (Kursuslex, 2019). Being a part of sites 

like this could create awareness of Egelund Slot in the minds of customers who do not initially 

know the company exists. 

The aforementioned suggestions are not necessarily inexpensive but could replace the local 

newspaper ad. Egelund Slot should seek out ways to create awareness in addition to the personal 

contacts Henriette Byskov supplies. Though this personal contact is excellent at reaching the 

targeted segment, it is dangerous for a company to rely solely on the capabilities of one person to 

reach customers. Should Henriette Byskov become ill or find work elsewhere, Egelund Slot is left 

with a gap. A way to alleviate this situation would be to either hire another person to take some of 

the work responsibilities from Henriette Byskov or for other employees to become invested in the 

personal contact with customers. 

16.2 Market development - Recommendation 
The market development growth strategy was actually the strategy that Egelund Slot valued the 

most and wanted to look into.  

Using the SAF evaluation criteria on this proposed strategy, the strategy is found to be suitable on 

some criteria for Egelund Slot. Implementing the market development approach would lead to 

Egelund Slot eliminating threats from the Danish market, by attracting customers from the 

Swedish market as well. However, this is not perceived to be the best strategy when looking at the 

opportunities in the Swedish market. The Swedish market is currently in a down period when it 

comes to the economy and consequently not a lot of opportunities might present themselves in 
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that market at the moment. If this period continues, Swedish companies might cut down on 

expenses like conferences.  

Acceptability refers to the acceptability of the stakeholders. Here no problem would occur. The 

main stakeholder that Egelund Slot needs to keep satisfied is DA. Egelund Slot is owned by DA and 

for Egelund Slot to enter a new market would be good. First of all, Egelund Slot would create more 

awareness for themselves and DA. Second of all, Egelund Slot would have a brand-new customer 

group willing to spend money, which could be valuable if Egelund Slot experienced a down period. 

The feasibility aspect would work for Egelund Slot as well. This aspect considers whether the 

strategy could work in practice. First of all, Egelund Slot is already a functioning conference center. 

Therefore, the strategy is feasible. Secondly, the staff is already used to conference guests and 

know how to handle and approach this. Furthermore, Egelund Slot have to establish themselves in 

the Swedish market and do some marketing activities. Therefore, finances would be needed. If 

Egelund Slot chooses to implement this strategy, the company will need to make a budget for the 

entry into the Swedish market. However, since DA would be accepting of this idea, they could also 

provide financial help for Egelund Slot. As mentioned in the market development section, Swedish 

customers would like to be approached in English. This is no problem since the employees at 

Egelund Slot are fluent in English as well.  

16.2.1 Application of strategy 

Based upon the market development section, these are the recommendations for Egelund Slot, if 

Egelund Slot chooses this strategy. This recommendation section has been made, since Egelund 

Slot wished to enter the Swedish market and therefore the company should know how to 

approach this.  

First of all, Egelund Slot should make an English option for its own website. This would allow 

everyone to read and access the website with no problems.  

Then Egelund Slot should look at creating better SEO (Search Engine Optimization) for the Swedish 

market. If a Swedish company googles ideas for conference centers located in Denmark, Egelund 

Slot should be the first to pop up. Moreover, Egelund Slot should be present at websites like 

Skånske möten (Skanska moten, n.d) and similar websites created to provide the customers with 

an overview of options among conference centers.  
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Key messaging is important to think off as well. Egelund Slot should develop a key message 

suitable for the Swedish market. This messaging should state how close Egelund Slot is to Sweden 

and the exclusiveness and flexibility. Likewise, the message could mention something positive 

regarding hosting a conference in Denmark.   

 

Furthermore, Egelund Slot should be aware that the weak Swedish economy and Swedish 

currency most likely would impact Egelund Slot’s entry into the market in a negative way. 

Accordingly, Egelund Slot should consider its prices for the Swedish market. An example could be 

for them to make a “welcome” offering with for example 10% discount at the first stay, custom 

made for the Swedish market. This would help attracting customers and moreover establish a 

personal contact with the companies that take the offer. At the moment, Egelund Slot offers its 

own cookbook if you check in at the castle on Facebook. This should be communicated out as well. 

Hopefully this could generate some leads to Egelund Slot’s Facebook site and create curiosity in 

the customers' networks. The goal would be to get the course coordinator to do this, since, 

presumably, he or she would have a valuable network. If the Swedish company was positive about 

the stay, hopefully they would recommend it to other companies as well and generate some buzz. 

Moreover, they could rate Egelund Slot at Google, so other Swedish customers would see and be 

aware of this.  

When it comes to market activities, we would recommend Egelund Slot to be present at fairs or 

expos for the conference industry in Sweden. This would again increase awareness and establish 

some contacts within Sweden. Moreover, potential customers could drop by and have a chat.  

 

As mentioned in the interviews, the course coordinators are often looking for a place in between 

the different company departments located around the country, when booking for bigger 

conferences. This is done so the employees do not always have to travel far away. This approach 

Egelund Slot could use for its advantage. Egelund Slot could for example start by approaching 

Danish – Swedish companies, that both have departments in Sweden and Denmark and maybe 

elsewhere. Egelund Slot could then function as a “middle ground” between Denmark and Sweden, 

since it is located rather close to Sweden and still in Denmark. From Egelund Slot to Helsingoer, 

where the ferry to Sweden goes, is approximately 25 minutes by car.   
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Therefore, Egelund Slot could start by approaching companies like PostNord, Philip Morris, H&M, 

Bestseller and smaller companies that have a Swedish and Danish department.  

Taking this approach, Egelund Slot would slowly but steadily enter the Swedish market. Since 

Egelund Slot is not looking to create growth right this second, this approach could work for them. 

This would allow Egelund Slot to gain some market share and increase some awareness regarding 

Egelund Slot. Hopefully Egelund Slot could gain some loyal customers in the Swedish market as 

well by taking this approach.   

At last, if Egelund Slot were to choose this strategy, they should determine some business partners 

in Sweden to use for transportation. By offering the Swedish customers an easy way to get to 

Egelund Slot, this could potentially minimize a barrier in the mind of the Swedish coordinator. 

Moreover, attract more customers. Otherwise, Egelund Slot could establish a partnership with the 

ferry and offer a discount price for customers going to Egelund Slot.  

 

16.3 Product development – Recommendation 
The third part of the Ansoff’s growth matrix is, as mentioned earlier, market penetration. 

When looking at ways to find growth for a company, one should look at the current market and 

see if a possible development of product would create competitive advantages. 

16.3.1 Evaluation of strategy 

To best evaluate the strategy and whether it is suitable for the company one can use the SAF 

evaluation criteria. 

16.3.2 Suitability  

Suitability looks at the overall rationale of a strategy. In other words, to which extent does the 

proposed strategy (Johnson et al., 2014, pp. 262): 

• Exploit the opportunities in the environment and avoid the threats; 

• Capitalize on the organization’s strength and strategic capabilities and avoid or remedy the 

weaknesses. 

The opportunities for Egelund Slot are numerous and could help to further solidify the company’s 

position in the market as a whole. As described in the Product Development section of this thesis, 

there are several possible products/services available for Egelund Slot to explore and make its 

own. Egelund Slot is already known for its premium services and finding ways to incorporate the 
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aforementioned new services, teambuilding, one-off events and conference events, should be well 

within the company’s capabilities. Furthermore, the target segment for Egelund Slot's already 

existing services are not at all far from the target segment for the new services. As argued in the 

Product Development segment of this report, it is in fact mostly the same type of company and 

target customer that Egelund Slot should attempt to market to. 

The threats, however, are that there are already many possible competitors in this particular 

market, yet none seems to have established itself to be the prime competitor and Egelund Slot 

already has, as previously mentioned, a lot to offer to the same type of segment.  

Strengthwise, Egelund Slot already has a solid foundation upon which to build these new services, 

it is only when something entirely new is asked for, that there is a measurable weakness for the 

company. 

16.3.3 Acceptability 

Acceptability looks at the stakeholders of the company and whether the strategy in question is 

acceptable. A good way to asses this is by using the 3Rs: risk, return and stakeholder reactions 

(Johnson et al., 2014, pp. 262). 

16.3.3.1 Risk 

Risk concerns the extent to which the outcomes of a strategy can be predicted (Johnson et al., 

2014, pp. 170-171). Risk also attempts to address whether a strategy can turn out to be dangerous 

for a company’s ability to sustain its position on a market. Whether the risk is worth taking, is 

defined by the expected outcome and the strategic situation IF the risk is not pursued. 

While Market Penetration arguably is the lowest risk strategy among the four described in this 

report, Product Development is the second least risky strategy. It builds upon already existing 

capabilities within the organization and requires little restructuring of processes and services. The 

cost of hiring personnel to manage parts of e.g. teambuilding, should be covered by the price of 

the event. In addition, there is little risk involved to the brand of Egelund Slot, as long as the 

company creates the new services in line with already existing premium services. 

16.3.3.2 Return 

The second R, Return, speaks to the monetary value that stakeholders can expect from a certain 

strategy. In this case, having not been privy to financial information from Egelund Slot, it is hard to 

calculate the precise expected return by the product development strategy. However, it can be 
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assumed that since the strategy costs are mostly covered by the sales of the services and no 

additional equipment or similar is needed, or at least nothing the company would not invest in to 

accommodate similar needs from customers, that the strategy is to create a measurable return of 

investment for the stakeholders.  

The non-monetary return, however, would mean for stakeholders such as DA that Egelund Slot 

will be an even better asset for them, now that it supplies additional services with the same 

expected service level. 

16.3.3.3 Stakeholder reactions 

The last R is the stakeholder reactions. In other words, how is the stakeholders expected to react 

to the new strategy. 

Since product development as a strategy largely relies on using existing capabilities to create new 

service for an already established market, it can be assumed that the stakeholders’ opinions 

should remain largely the same. That is, of course, if Egelund Slot manages to create the new 

services with the same level of quality that characterize its normal services, without compromising 

the existent ones. 

16.3.4 Feasibility 

Lastly, to assess whether a strategy is the best for the company, one must evaluate if the strategy 

is even feasible. One thing is that it is acceptable by stakeholders and it suits the strengths and 

weaknesses of a company, but even if both those things are true, a strategy might not even be 

feasible for the company. 

To evaluate whether a strategy is feasible, there are two important factors to look at: financial 

feasibility and people/skills involved (Johnson et al., 2014, pp. 265). 

16.3.4.1 Financial feasibility 

As with the return section of acceptability, the financial feasibility is easier to elaborate upon, with 

a detailed knowledge of the financial aspects of a company. In the case of a product development 

strategy, making sure that no unnecessary expenses are taken is vital. Since the strategy requires 

little actual investment and the investments should be reflected in the price, there should be no 

argument against at least implementing the conference events, which are add-ons to already 

existing services. 

It is well within the means of the company to initiate this strategy. 
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16.3.4.2 People/Skills involved 

To ascertain whether a strategy is feasible, one should look at the people involved and the 

collective skills they possess.  

For this process, there are three core questions to ask (Johnson et al., 2014, pp. 265): 

• Do people in the organization currently have the competences to deliver the proposed strategy? 

• Are there systems and structures within the organization to support those people? 

• Can competences be obtained or developed? 

As explored in the Internal View section of this report, Egelund Slot consists of a relatively small 

but efficient team. The product development strategy suggested, in the Product Development 

section of this report, that Egelund Slot should focus on developing new services to better target 

its strategic customers’ needs. In contrast to the Market Penetration strategy, where most of the 

work lies upon the shoulders of Henriette Byskov, this particular strategy utilizes any of the staff 

who has something to add. The staff of Egelund Slot is already versatile and holds many different 

capabilities which the company have used to create smaller events.  

Another important question, however, is whether the company is structured in a way to apply the 

strategy. As it is, some changes need to happen to the website and to the way services are 

created. But it is not beyond the scope of the company to invent new services, such as conference-

events and day-events. Should the company choose to offer teambuilding events, however, those 

competences need to be obtained elsewhere. 

16.3.5 Evaluation summary 

Going by the SAF evaluation criteria, it should be relatively evident that the Product Development 

strategy is suitable, acceptable and feasible. There will be some initial hurdles, development of 

services and marketing the services, but this is within the capabilities of the company. Egelund Slot 

should consider this to be a strategy the company can adopt as long as it retains a solid hold on 

the current market. 

16.3.6 Application of strategy 

After having looked at the strategy and whether it was fitting for the company to accept and work 

with, now follows a clear application of the strategy. 

In order for Egelund Slot to successfully apply the product development strategy, every team 

member needs to be involved and participate actively with their respective capabilities. 
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First, Egelund Slot needs to identify which of the three suggested services the company wants to 

implement, if not all, and then design what an event at Egelund Slot entails. Having identified 

what an event in Egelund Slot’s eyes is, makes it easier to create new events with the same 

identity as the rest. 

Secondly, Egelund Slot needs to identify which inherent capabilities the staff and the company 

itself holds and which capabilities need to be obtained from outside sources. An example would 

be that one of the groundsmen, Anders Hulgård, is a qualified bartender which could lend itself to 

potential cocktail courses either a one-off event or a conference event. The manager of Egelund 

Slot, Jens Gottlieb, is a trained chef and could talk about food products, quality, wine etc. Both 

Henriette Byskov and Jens Gottlieb can hold walk-and-talks about the history of the castle and 

Egelund Slot as an institution. These are just a few of the examples available for Egelund Slot with 

its already existing capabilities. The company, however, needs to make sure that the event 

services live up to the quality of its usual services. 

Thirdly, having identified the inherent capabilities, Egelund Slot should look at competent business 

partners to supply the needed know-how to create a teambuilding event. However, since this type 

of event is more complex than the two others, this option should only be considered if the two 

other options prove valuable. 

Having created the various events, Egelund Slot needs to look at informing its customers of the 

new services. 

In order to communicate the new services to the strategic customer (Described in the Market 

Penetration and Product Development sections), Egelund Slot should apply the AIDA 

communication model, AIDA being awareness, interest, desire and action. 

16.3.7 AIDA 

16.3.8 Awareness 

Egelund Slot needs to make its repeating customers and new ones aware of the existence of the 

new services. The company cannot presume that customers automatically will know of the 

services. To create awareness, Egelund Slot could, as mentioned in the Market Penetration 

recommendation section, establish a newsletter both to inform customers of existing services and 

news, but also to inform of the various events available. 
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The most efficient way, given that Egelund Slot does not deal with hundreds of customers daily, is 

for the personal contact Henriette Byskov already has with the customers to also include 

information about events. In addition, new calls to new customers should come with information 

about events. 

16.3.8.1 Interested 

When awareness has been established, the task of the communicator is now to create interest in 

the given products or services. It rests upon the shoulders of Egelund Slot to remind its customers 

of what possibilities the new services bring with them. This could be done by personal contact, e-

mail or phone call reminding the strategic customers that the events exist and why they should be 

chosen.  

One example would be to tell the strategic customer from Persona 1 (Market Penetration section), 

Sandra, that if she needs an event for her department heads, Egelund Slot has just the right thing 

for them. A walk through the historic castle with informative stops around the grounds with wine 

tasting, ending in dinner and coffee for dessert. 

16.3.8.2 Desire 

The third step in an effective communication is to create a desire for one’s service/product. 

Knowing the overall quality of the services Egelund Slot normally delivers and the qualitative 

interviews hinting that people are more than satisfied, it should not take long for the new event 

services to create a desire for re-trying. However, it is the first event that is the difficult hurdle. 

Egelund Slot needs to create an understanding in the customers, that they need the service and 

they need Egelund Slot to provide it. The customers of Egelund Slot are not necessarily as price 

aware as others, so the price of the service is not the important part. It is how it fits into the entire 

feel of the company that is important. The new services should ooze with the same quality and 

make people want to try it out. 

16.3.8.3 Action 

Awareness, interest and desire is useless if it does not lead to action. To lead to action, the 

communication from Egelund Slot must include what is called a Call-to-action. This is something 

that gives the customer the ability to act upon the information. If it is via a newsletter, a link 

should be provided for the customer to click and look at the various events. If it is direct marketing 
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or personal marketing, the customer should have access to the events and know exactly how to 

proceed from there. 

16.3.9 Conclusion 

Egelund Slot has a unique opportunity to solidify its hold on the market. At the moment, there is 

plenty of customers willing to pay for Egelund Slot’s services, however, it can be dangerous to 

assume that this will always be the case and the company needs to adapt to the needs of the 

strategic customers in order to always stay relevant. 

16.4 Product diversification - Recommendation 
The product diversification strategy was not of interest for Egelund Slot to look into, thus that 

section was rather unexplored. Even though Egelund Slot thinks this strategy is not for them, it 

could be a suitable fit.  

According to the SAF framework, suitability is looked at first. For Egelund Slot to adopt the product 

diversification strategy would be a way to eliminate the current threats in the market. Moreover, 

Egelund Slot would also create a promising opportunity for themselves to create growth. 

Establishing Egelund Slot as a part time leisure time guest castle or opening up for events would 

be fairly easy for them to do, since Egelund Slot already knows there is a market demand for it. By 

adopting this approach Egelund Slot would eliminate the threats related to the upcoming election, 

conferences held in-house etc.  

Acceptability is the second factor to consider. Here the product diversification strategy would not 

be in line with the expectations of the stakeholders. The stakeholders have been determined in 

the section about the internal view of Egelund Slot. The first stakeholder is DA, which would not 

be pleased with the implementation of this strategy. Moreover, this strategy would never be 

implemented without the consent of DA. DA bought the castle to keep as a conference center, so 

they would like to maintain it this way. This also work in their favor since DA can book the castle 

more frequently. Most of the stakeholders, determined in the internal view, would not accept this 

strategy. The management and employees at Egelund Slot would have a hard time adapting to this 

concept and are not fond of the idea. Yet the suppliers of Egelund Slot might see it as an 

opportunity to create growth. Moreover, the citizens of Hilleroed would be able to see and book 

the place, which they would value.  
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Feasibility looks at whether the strategy would actually work in practice at Egelund Slot. First of all, 

looking at this in financial terms, the product diversification could work. Egelund Slot does have 

financial support from DA and therefore finances would not be a problem. Furthermore, Egelund 

Slot already has all of the equipment it would require for them to implement this strategy. It 

would only need small changes to be made. In addition, Egelund Slot does already have the staff 

ready for events like these. The already existing staff, like waiters and chefs, can be used for these 

events as well.  

 

However, this strategy is not perceived to be valuable for Egelund Slot to follow. By following this 

approach, Egelund Slot could potentially lose its feeling of intimacy, as many of the respondents 

mentioned in the telephone interviews. Moreover, Egelund Slot would not be able to respond to 

the market’s trends at the moment, which is booking the conference last minute. At last, mixing 

both leisure guests and conference guests could potentially create a clash, since it would be a mix 

of private setting and professional setting.   

17 Conclusion 
It is obvious from the Internal View section of this thesis that Egelund Slot already has a clear 

understanding of how to position itself on the current market. However, the company could do 

well with targeting its current marketing more precisely towards its strategic customers.  It has 

been proven that the company does not have the size or the capacity to compete on price and 

establish itself as a cost-leader. In contrast, the company has to use a focused differentiation 

strategy, and needs to be aware of who Egelund Slot are targeting and if that segment ever 

changes. 

The personal contact is still important for Egelund Slot to maintain, however, it is dangerous to 

rely solely on one person’s capabilities and Egelund Slot should therefore establish contingency 

plans in the case of that one person being incapacitated. 

As it is at the moment, Egelund Slot’s services are difficult to imitate and provides the company 

with a distinctive competitive advantage. However, there is no reason to believe that this will 

forever be the case for Egelund Slot and therefore, the company should at least consider possible 

future growth strategies. 
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Based upon the growth strategies explored in this thesis, it can be concluded that the Market 

Penetration strategy and Product Development are the most suitable strategies for Egelund Slot. 

The market development section looking into Egelund Slot entering the Swedish conference 

industry, found that this was not an optimal strategy. There are other venues to explore, before 

trying to hit a market in a different country. 

 

Market Penetration is found to be the easiest strategy and most in line with current activities. 

However, Egelund Slot is at the moment fully booked and therefore Market penetration should be 

viewed as a long-time strategy for future bookings. 

Should the company want to create instant growth or at least the opportunity for growth, Egelund 

Slot should adapt the Product Development strategy, since most of the new services described can 

already be relatively easily implemented. 

The thesis found that Egelund Slot should use the market penetration theories and identification 

of strategic customers and implement it into its core strategy. Simultaneously, the company could 

start implementing one of the three new services, to see if it is something the target customer 

would be interested in, instead of fully adapting all of the Product Development strategy. 
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19 Appendix 
 

Appendix 1: Interview with Linda Løvenhøj 

 

Interview with Linda Løvenhøj, Projekt assistent at Novozymes, 05.04.2019  
 
EGELUND SLOT GENERELT  

• Hvor mange gange har du besøgt på Egelund Slot? I hvilken forbindelse? 

Svært at sige måske 10 gange. Alle gange i forbindelse med konferencer.  
 

• Hvorfor valgte du Egelund Slot?  

Det var faktisk ikke mig, som valgt Egelund Slot. Da jeg startede som mødebooker hos 
Konservative havde de allerede en aftale med Egelund Slot. Aftalen omhandlende at vi kunne 
booke før alle andre. I og med Konservative var medlem af DA fik vi også medlemspriser.  

 
• Hvornår var du sidst gæst på Egelund Slot? 

Det nok ved at være 2,5 år siden, desværre. Nu arbejder jeg hos Novozymes og her skal vi helst 
følge en liste med forhåndsgodkendte leverandører. Desværre er Egelund Slot ikke på denne liste 
og man skal derfor have en super god grund for at gå væk fra listen.  

• Hvordan fandt du frem til Egelund Slot?  
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Via job mit hos Konservative. Aftalen var der allerede.  
 

• Havde du hørt om stedet før? 

Nej, aldrig.   
 

PRIS, KVALITET & SERVICE  

• Levede kvaliteten op til prisen? 

I den grad.  
 

• Hvad var godt ved Egelund Slot? 

Det bedste er intimiteten og at man har det hele for sig selv. Dette er faktisk den primære årsag til 
når jeg bookede stedet. Jeg kunne ikke finde på at booke stedet, hvis der var andre grupper 
booket ind allerede. Vi booker altid det hele. Derudover er der god tid til det hele og fordybelse, 
lækre omgivelser og skøn natur.  
Pakkeløsningen er fantastisk. Jeg har lige booket et andet sted, her skulle man virkelig nærlæse 
hvad der var inkluderet og ikke. For et eksempel var drikkevarer under middagen ikke inkluderet, 
og det stod med småt nederst. Derfor er det dejligt når man ved det hele er inkluderet og der ikke 
er nogle ”skjulte” udgifter.  
 

• Hvad syntes du Egelund Slot mangler?  

Ikke noget umiddelbart. Det eneste jeg kan tænke på, ville være større badeværelser på 
værelserne.  
 
• Kunne du finde på at vende tilbage til Egelund Slot? 

Ja, men ikke noget booket. Jeg ville gerne have booket det, men vi blev for få til det gav mening.  
 

• Har du været til konferencer andre steder end Egelund slot? 
 

Jeg har været til flere på Comwell og Tivoli hotel. Her har vi rigtige gode priser, fordi de står på 
vores leverandørliste. For et eksempel koster det 1300 pr. person for 24 timer, dvs. middag, 
overnatning mm. Det er virkelig billigt for et konference ophold.   
 

• Hvad skiller sig ud hos Egelund Slot? 

Intimiteten ved at være der for sig selv.  
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NYE ARRANGEMENTER OG IDEER  

• Har du et behov som et konferencecenter kunne hjælpe dig med? 

Når jeg skal booket et sted, kan jeg godt lide at vælge steder, hvor der er event pakke med. For et 
eksempel på Favrholm, som er ejet af Novo group, har de en event pakke. Der kan man komme på 
cocktail kursus, sejle på Esrum sø, øl-smagning mm. Disse events er her arrangeret af Favrholm og 
ikke mig selv. Online hakker jeg bare af, hvilken eventpakke jeg vil have inkluderet i dette.  
Dette mangler Egelund Slot. Jeg ved jo, at de er åbne for det og fleksible, men de præsenterer ikke 
nogen ideer for dig, du skal selv vide hvad du vil. Derudover står man for det meste også selv for 
disse events. Jeg syntes Egelund Slot har så meget potential i forhold til alle deres store 
udendørsarealer, hvor man kunne finde på mange sjove ting. Jeg gad for et eksempel gerne have 
yoga eller morgengymnastik i haven.  
 

• Har du før været på konference i Sverige? Hvilket? Forskel?   

Ja, på Hotel Skansen. Halvanden times kørsel fra Helsingborg. Den står på leverandørliste hos 

Novozymes, det dog ikke derfor jeg bookede her. Min daværende chef havde været der private og 

det var et super lækkert sted. Vi tog derop og det var fantastisk. Billigt, fordi det var i Sverige. Man 

kunne jo trække nærmest 30% fra prisen. Det var et stort sted og med spa faciliteter. Dog skal man 

finde sig i, at det både er hotel og konference sammen. Det er jeg ikke så vild med. Når man sidder 

inde i mødelokalet og ser en familie tøffe forbi i morgenkåber og badetrøfler.  

 

Appendix 2: Interview with Lotte Holmstrup  

 

Interview med Lotte Holmstrup, Direktionssekretær hos Dansk Erhverv, 03.04.2019 

 

EGELUND SLOT GENERELT  

 

• Hvorfor valgte du Egelund Slot?  

Det er et smukt sted, maden er fantastisk, servicen er i top. Det føles som mit andet hjem. I nogle 
år stod jeg får at booke møderne, men det gør jeg ikke mere. Jeg kan kun komme med ønsker til 
hvor vi skal hen. Jeg ville altid selv booke Egelund Slot, hvis dette var muligt.   

 
• Hvor mange gange har du besøgt Egelund Slot? I hvilken forbindelse? 

Et par gange om året ca. 2-3 gange. Desværre kommer jeg der ikke lige så meget som jeg plejer, 
men jeg er der stadig ca. en gang om året til vores årlige bestyrelse seminar.  
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• Hvornår var du sidst gæst på Egelund Slot? 

Sidste år. Vores bestyrelse seminar bliver holdt der en gang om året.  
 

• Hvordan fandt du frem til Egelund Slot?  

Da jeg arbejdede i DA kom jeg til at kende stedet, ellers kendte jeg det ikke. Da jeg så blev ansat 
hos Dansk Erhverv begyndte jeg at få dem med op på Egelund Slot. Dansk Erhverv er også medlem 
af DA og derfor kunne det godt betale sig for os. For 23 år siden arbejdede jeg for DA og i den 
forbindelse lærte jeg stedet at kende. Jeg er kommet der lige siden. 
 

• Havde du hørt om stedet før? 

Aldrig  
 

PRIS, KVALITET OG SERVICE  

• Levede kvaliteten op til prisen? 

I den grad. De oversteg faktisk mine forventninger. Jeg syntes, at når man lægger det hele 
sammen at det er virkelig er godt. Jeg mener man faktisk får mere end hvad man betaler for.  
 

• Hvad var godt ved Egelund Slot? 

Maden er fantastisk. Omgivelserne. Jeg er virkelig stor fan af Henriette Byskov. Hun løser alting. 
Man føler aldrig man er besværligt, hvis man skal have lavet noget om i sidste øjeblik. De altid 
friske på at hjælpe og altid smilende.  
Jeg anbefaler Egelund Slot til alle jeg kan komme i nærheden af.  
 

• Hvad syntes du Egelund Slot mangler?  

Ingenting.  
 

• Kunne du finde på at vende tilbage til Egelund Slot? 

I den grad. Jeg er allerede meldt til Egelund løbet, som bliver afholdt i maj.   
 

• Har du været til konferencer andre steder end Egelund slot? 

Vi afholder flest konferencer på Sjælland eller i stor København, nogen gange Roskilde.  
Egelund slots placering er ok i forhold til dette. Det også en fordel at komme lidt væk fra byen, 
uden at man i realiteten behøver køre alt for langt. Derudover er det er plus, at der ikke er noget 
TV på værelserne. Jeg mener det skaber noget mere nærvær med sine kollegaer.  
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• Hvad skiller sig ud hos Egelund Slot? 

Servicen. Jeg har aldrig nogle bekymringer når jeg kommer derop. Alt kan altid ordnes og fixes og 

personalt hjælper med det hele.   

 
 

NYE ARRANGEMENTER/IDEER  

• Har du et behov som et konferencecenter kunne hjælpe dig med?  
Teambuilding ville være super. Naturen ville være god at inddrage nu hvor det ligger hvor det 
ligger. Jeg ved at Egelund Slot har samarbejdet lidt med et sted der laver disse aktiviteter, men det 
ikke noget jeg har prøvet endnu eller de har nævnt. Dog ville det være dejligt at vide hvilke 
muligheder man havde deroppe, i forhold til disse aktiviteter og måske blive inspireret lidt.  
 

• Har du før været på konference i Sverige? Hvilket? Forskel?   
Nej  

 

 

Appendix 3: Interview with Rikke Spure  

 

Interview med Rikke Spure, National Salgschef hos Sanofi, 01.04.2019 

 

EGELUND SLOT GENERELT  

 

• Hvorfor valgte du Egelund Slot?  

Vi har sælgere i hele landet og i forhold til vores hovedkontor lå Egelund Slot dejligt tæt på. Vi 
var placeret i Hørsholm på dette tidspunkt, så derfra var det bare en kort køretur. Derudover, 
er jeg også meget opmærksom på at booke gode steder, hvor man kan lave nogle gode 
oplevelser og måske lidt anerledes stedet, med noget historie tilknyttet.  
Egelund Slot levede op til disse kriterier.   
 
• Hvor mange gange har du besøgt på Egelund Slot? I hvilken forbindelse? 

3 gange. Vi afholder vores årlige vinter konference der.  
 
• Hvornår var du sidst gæst på Egelund Slot? 
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Sidste vinter.  
 

• Hvordan fandt du frem til Egelund Slot?  

Vi har en gangs været på Fredensborg Store Kro, som ligger tæt på. Derfor ville jeg udforske 
nærområdet også fandt jeg Egelund Slot via deres et kort og deres hjemmeside. Vi bruger tit vores 
egne interne foredragsholdere og de er oftest super travlt, derfor lå det dejligt tæt på 
hovedkontoret. Jeg ved også, at hvis jeg havde booket et sted på Fyn, ville de være irriterede over 
at tage en hel dag ud af kalenderen til det.  
 

• Havde du hørt om stedet før? 

Aldrig.  
 
 

PRIS, KVALITET OG SERVICE  

• Levede kvaliteten op til prisen? 

Det syntes jeg. Service, mad, lokalitet, vi kan få det som vi gerne vil. Agenda har man selv lavet, 
men der stadig plads til fleksibilitet. Skøn kælder med fri bar. Dejligt det ligger i en skov, vi har 
været på orienteringsløb i skoven. 
 
 

• Hvad var godt ved Egelund Slot? 

Henriette Byskov – hun får én til at føle sig så velkommen og hjemme. Hun husker navne, er 
smilende og venlig og eller bare de små ting.  
Vi holder altid før møder, hvor det hele bliver planlagt. Der godt styr på det og de engagerer sig i 
ens event. Personalet, uanset rang, hilser altid og er søde og smilende.  
 

• Hvad syntes du Egelund Slot mangler?  

Konceptet er jo, at man skal være sammen med de mennesker man er afsted med, og derfor ikke 
flade ud på værelset. Dog savner jeg virkelig et tv nogle gange. Derudover er jeg selv diabetiker og 
Egelund Slot har et princip om ikke at have light produkter i huset. Derfor er det blevet til, at jeg 
selv skal tage cola mm. med derop. Dette er lidt irriterende.  
 

• Kunne du finde på at vende tilbage til Egelund Slot? 

Ja, vi skal allerede holde vinter konference der oppe til vinter. Det gode ved disse 
vinterkonferencer er at Egelund Slot er god til at skabe vinter stemning. Der altid ild i faklerne 
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udenfor slottet, ild i pejsen indenfor og stearinlys tændt, mens man drikker hjemmelavet før 
drinks.  
 

• Har du været til konferencer andre steder end Egelund slot? 

Jeg har også været på signatur hotellerne – de er lidt specielle, ligesom Egelund Slot. 
Derudover Tøjstrup gods, Hindstrup, Comwell, Helnan hoteller og badehotellerne.  
Jeg syntes nogle steder er gode om sommeren, mens andre er gode om vinteren. For et 
eksempel er badehotellerne jo skønne om sommeren og det dejligt at være tæt på vandet.  

 

NYE ARRANGEMENTER/IDEER  

• Har du et behov som et konferencecenter kunne hjælpe dig med?  
Teambuilding er jo oplagt, at man kan booke en form for dette. Egelund Slot differentierer sig 
jo også på maden og kvalitet, så det kunne være lækkert at komme med ud i køkkenet og lære 
noget. Det behøvede ikke engang være noget stort arrangement, det måtte også gerne være 
lav din egen konfekt til kaffen i aften eller lign.  
Jeg ville ikke selv afgive retten til at booke foredragsholdere til min gruppe og jeg, da jeg oftest 
holder før møder med dem også. Her fortæller jeg om hvem vi er, hvad vi gerne vil høre om, 
hvor meget viden vi har om det mm.  

 
• Har du før været på konference i Sverige? Hvilket? Forskel?   

Ja, prisen var jo væsentligt billigere. Derudover har de jo også skøn natur deroppe og dette skilte 

sig ud, i forhold til man er vant til at se det danske landskab.  

 

Appendix 4: Interview with Mira Wurtz 

 

Interview med Mira Wurtz, Marketingskoordinator hos Sanofi, 01.04.2019 

 
EGELUND SLOT GENERELT  

• Hvor mange gange har du besøgt på Egelund Slot? I hvilken forbindelse? 

3 gange. Vi er en virksomhed med ansatte rundt omkring i Danmark, derfor afholder vi både 
sommer og vinter konferencer en gang om året. Vores årlige vinter konference er de sidste 3 
år blevet afholdt på Egelund Slot.  
 
• Hvorfor valgte du Egelund Slot?  

Jeg kan godt lide at mødesteder der er små og intime med historie. Det var hvad der tiltalte 
mig ved Egelund Slot. Comwell er også fine, men er meget koncept præget. De konference, 
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som jeg afholder hos Egelund Slot, er typisk salgsmøder og derfor er det dejligt at kunne have 
slottet for sig selv. Det selvfølgelig ikke altid dette kan lykkedes, men for det meste. Det 
betyder, at jeg ikke skal tænke på, om der er konkurrenter, der potentielt kunne komme forbi 
eller kigge i vores ting i lokalet eller lign. Dette skaber en mere afslappet stemning blandt os 
deltagere og det er dejligt.  
 
• Hvornår var du sidst gæst på Egelund Slot? 

Denne vinter, 2018.  
 
• Hvordan fandt du frem til Egelund Slot?  

Jeg var på mødemesse i Bellacenteret og efterfølgende får man super mange mails fra disse 
mødesteder, som var repræsenteret på messen. Jeg så ikke Egelund Slot på mødemessen, men 
fik en mail fra dem som jeg fandt interessant. Derudover er jeg vokset op i Fredensborg og 
kendte derfor bygningen, da jeg har kørt forbi den mange gange. Jeg vidste dog ikke det var et 
kursus og konferencecenter.  
 
• Havde du hørt om stedet før? 

Nej, ikke før mødemessen. Det var kun ved rent held, at jeg fandt en mail fra dem 
efterfølgende.   
 
• Ved du hvordan I endte der? 

Jeg bookede opholdet på Egelund Slot.  

 

PRIS, KVALITET & SERVICE  

• Levede kvaliteten op til prisen? 

Helt bestemt. Jeg har ikke en finger at sætte på noget.  
• Hvad var godt ved Egelund Slot? 

Prisen er super fin i forhold til at det er en ”pakke løsning”. Denne form for løsning har jeg ikke 
set andre steder før. I forhold til at det er mig der står for bookning af sted mm. Og 
overholdelse af budget er det super, at jeg allerede på forhånd kan regne prisen ud, førend jeg 
har fået en faktura. Dette giver mig ro i maven. Andre konferencer jeg har afholdt er det typisk 
fast pris og der afregnes til sidst, i forhold til hvor meget gæster har drukket, spist for mm. 
Disse regninger kan snildt løbe op i mange penge og derfor er jeg aldrig sikker på om budgettet 
bliver overholdt helt.  
Derudover er der en hjemlig følelse på Egelund Slot og hele vores arrangement er efterhånden 
på fornavn med personalet og krammer, når vi kommer igen. Jeg har hørt mine kollegaer sige 
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”Det er som at komme hjem”. Lækker mad, lækkert sted og det også de små ting som tæller. 
For et eksempel er der et bredt udvalg af forskellige the i pauserne og anerledes former 
drikkevarer, som man ikke er vant til. I stedet for Cola og Fanta, er det hjemmelavet 
danskvand, sparkling the, afrikansk vitamin drink, det gør det spændende at komme hver gang 
og prøve nye lækre ting. Derudover er det lækkert med hjemmelavede nøddeposer, 
omgivelserne omkring slottet er fantastisk og naturen. Vi plejer at arrangere et orienteringsløb 
for at komme rundt og bruge skoven og naturen og her er Egelund Slot også gode til at hjælpe.  
 
• Hvad syntes du Egelund Slot mangler?  

Umiddelbart ikke noget. De meget fleksible, for et eksempel kommer vi hver vinter og danser 
lanciers i deres hall, det er intet problem. Oftest danset personalet også med, hvis vi mangler 
deltagere.   
I forhold til transport kommer folk i egne biler eller har firmabiler, der ikke de store problemer 
i forhold til dette. Det eneste jeg har hørt kollegaer nævner er fjernsyn på værelset eller at 
badeværelserne er lidt små.   
 
• Kunne du finde på at vende tilbage til Egelund Slot? 

Ja, jeg har allerede booket vores årlige vinter konference hos dem frem til 2020.  
 

• Har du været til konferencer andre steder end Egelund slot? 

Ja jeg har tit afholdt konferencer på enten Tivoli hotellet, som er vældig stort. Ellers Comwell er 
populært hos os eller Signatur hoteller. Oftest varierer jeg det sådan at vores vintermøde er på 
Egelund Slot og vores sommer konference er på Fyn. På denne måde får jeg ikke nogen på nakken 
i forhold til beliggenhed. Mange kollegaer kommer nemlig fra Jylland og det kan være en lang tur 
til Nordsjælland, derfor bliver det Fyn om sommeren. Her har jeg fundet et sted, meget lig Egelund 
Slot, som også er småt, intimt og har dejlige omgivelser.  

 
• Hvad skiller sig ud hos Egelund Slot? 

Den personlige relation, fleksibiliteten samt kvaliteten.  

 
 

NYE ARRANGEMENTER OG IDEER  

• Har du et behov som et konferencecenter kunne hjælpe dig med?  

Jeg har engang været til et event på Frederiksdal, som jeg fandt meget spænende. Her havde de 
lavet forskellige temaer omkring i deres køkken og man kunne gå rundt og smage på maden, de 
forskellige kokke havde specialiseret sig indenfor. Derudover var der også øl-smagning, cider og 
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vin. Jeg brugte min søndag på dette. Efterfølgende var der foredrag og en tryllekunstner. Dette gav 
mig god inspiration til hvad man ellers kan booke til konferencer.  
Derudover har jeg været til et event med Murder Mysteries, som var smaddersjovt. Dette fik jeg 
også arrangeret sidst jeg var på Egelund Slot.  
Så hvad jeg kunne have behov for, ville være events med inspiration til indslag man kan have på 
møder. Sidst vi var på Egelund Slot  
 

• Har du før været på konference i Sverige? Hvilket? Forskel?   

Nej.  

 

 

Appendix 5: Lodging Sales 

 
 

 

Appendix 6: Lodging by Incoming vs Domestic 
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Appendix 7: Hotel Brands by Key Performance Indicators 2018 

 
 

 

Appendix 8: Interview guide for Henriette Byskov  

 

Temaer Interviewspørgsmål 

Briefing og præsentation 

 

• Præsentation af interviewer, formål med 
interviewet og en generel oversigt over 
hvilke temaer der vil blive spurgt ind til 

• Interviewpersonen præsenterer sig selv 
 

Egelund Slot generelt  • Historie? 
• Mission, vision, values?  
• Fremtidsplaner?  
• Økonomisk situation? 
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• Stakeholders?  
• Strategi? 

 

Markedsforhold  • Hvordan er Egelund Slots markedet 
situation nu? 

• Trends på markedet?  
• Lovgivning på markedet?  
• Konkurrenter?  

 

Egelund Slot internt  • Arbejdsforhold på Egelund Slot?  
• Udvikling af medarbejdere?  
• Udvikling af service portefølje?  
• Leverandører?  
• Logistik? (Indgående/ udgående)  
• Produktion?  

 

Produkter og services • Service portefølje? – VRIO 
 

 

Kundesegment  • Hvad er Egelund Slots typiske kunde profil?  
• Har Egelund Slot lavet en kundes 

segmentering, som der arbejdes ud fra?  
• Hvor kommer kunderne fra? (land)  
• Kunder, vi må kontakte?  

 

Markedsføring • Hvordan markedsføres Egelund Slot?  
• Hvordan sælger i? 
• Sociale medier?  
• Service efter salg? 

 

Opsummerende SWOT analyse  • Svagheder?  
• Udfordringer? 
• Muligheder? 
• Styrke?  

Debriefing • Opfølgende spørgsmål?  
• Tak for i dag  
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Appendix 9: Interview guide for in-depth phone interviews  

 

Temaer Interviewspørgsmål 

Briefing og præsentation 

 

• Præsentation af interviewer, formål med 
interviewet og en generel oversigt over 
hvilke temaer der vil blive spurgt ind til 

• Interviewpersonen præsenterer sig selv 
 

Egelund Slot generelt  • Hvorfor valgte du Egelund Slot?  
• Hvor mange gange har du besøgt på 

Egelund Slot? I hvilken forbindelse? 
• Hvornår var du sidst gæst på Egelund Slot? 
• Hvordan fandt du frem til Egelund Slot?  
• Havde du hørt om stedet før? 
• Ved du hvordan I endte der?  

Pris, kvalitet og service • Levede kvaliteten op til prisen? 
• Hvad var godt ved Egelund Slot? 
• Hvad syntes du Egelund Slot mangler?  
• Kunne du finde på at vende tilbage til 

Egelund Slot? 
• Hvis nej, hvad ville kunne få dig til at 

ombestemme dig?  
• Har du været til konferencer andre steder 

end Egelund slot? 
• Hvad skiller sig ud hos Egelund Slot?  

Nye arrangementer/ idéer  • Har du et behov som et konferencecenter 
kunne hjælpe dig med?  

• Har du før været på konference i Sverige? 
Hvilket? Forskel?   

Debriefing • Opfølgende spørgsmål?  
• Tak for i dag 
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Appendix 10: E-mail to Swedish conference centers  

 
Appendix 11: Reply from Note Sjö Hotel  
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Appendix 12: Reply from Häckeberga Slott 

 

 


