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Executive Summary  
  

This thesis investigates the potential of opening a Nando’s restaurant in Copenhagen, 

by analyzing the marketplace and Danish consumers. The research is confined only to 

focusing on Danish National inhabitants of Copenhagen, in order to focus on their choices 

and preferences, based on Danish values and culture.  

 

The market place was analyzed via environmental analysis. This analysis showed that 

it is currently the right time to invest in the Copenhagen restaurant sector. Consumers are 

aware of the market development; existing local players are expanding, but have not yet 

earned customer loyalty. New international players are appearing in the market, which would 

suggest, it is also a good time for Nando’s to join. Most importantly of all, there is currently 

no direct competitor of the same type and scale as Nando’s in Copenhagen.   

 

The research has however found some contradictory information. Interviews and a 

focus group session discovered that Copenhagen consumers do not see the value of paying for 

grilled chicken in restaurants, and have a much lower willingness to pay for such a product, 

when compared to other similar types of main courses. Moreover, the Nando’s concept was 

discussed, and important factors such as a lack of Peri-Peri knowledge in Copenhagen were 

highlighted. Nando’s concept of a partial self-service creates mixed feelings amongst the 

participants; some participants prefer the self-ordered and pre-paid concept, some 

demonstrated a great dislike for it.  

At the end of the interviews and focus groups, most participants revealed a slight 

positive attitude towards Nando’s, despite showing a strong negative attitude earlier on. The 

majority of participants believe that there is space and opportunity for Nando’s to open and 

operate successfully in Copenhagen, although some major adjustments should be made, to 

better-correspond to the Danish market and tastes.  
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My Inspiration 
 

This master thesis is based upon an interest in analyzing the potential of opening a 

Nando’s restaurant in Copenhagen. During the 5th semester of my bachelor, I took an 

exchange semester, whereby, I attended the University of Leeds in the UK. There, I lived in 

the university hall of residence, consisting of only international students. The ethnic diversity 

of the students made it quite difficult to have a social dine-out event, both with regards to 

religious restrictions and especially with regards to the fact that some people had smaller 

social budgets than others. Chicken was one of the few foods everyone could eat, and the 

prices at Nando’s made it our favorite dine-out place.  

The quality of the food at Nando’s is consistent. Other than in Leeds, I have visited 5-

7 other Nando’s restaurants in other parts of England on several occasions, throughout a 

timespan of 4 years. I have never been disappointed with their products or services. The 

employees are friendly and welcoming, and we never had to wait too long for the food, not 

even when we were 25 students ordering almost simultaneously.  

 

Since returning to Denmark, I have deliberated over whether there is a place with a 

similar concept to Nando’s in Copenhagen, where my classmates, colleagues and friends can 

go out for a casual dinner at reasonable price. The best comparable examples I could think of, 

off of the top of my head, are gourmet burger restaurants, diverse buffets, Madklubben, 

Gorm’s and TGI Friday (TGIF). But none of these places serve the same type of food as 

Nando’s, or offer the same ambience.  

 

Currently, Nando’s is very successful, and is well established in the UK, Africa, Asia 

and Australia. Nando’s has also recently opened their first restaurants in the US in 

Washington, Virginia, Maryland and Illinois. (Nando's USA, 2016) However, with the 

international expansions into a new continent, i.e. the US, the curiosity as to why Nando’s did 

not choose to expand within Europe first, arises. As a Copenhagener, who has travelled to 

many countries, it is noticeable that Denmark lacks international food influence; this is also 

visible in Copenhagen, where international influence is supposedly the most prevalent.  
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With the increasing popularity of burgers and street-food (EuroMonitor Internationals, 

2016c), as well as announcements of many upcoming international brands entering the Danish 

restaurant market, it is interesting to investigate whether Nando’s would have potential to 

open a successful restaurant in Copenhagen.  

 

Therefore, I believe that it would be interesting to investigate the topic, by analyzing the 

Danish consumers in Copenhagen, and analyze whether Nando’s has any potential to 

open and become successful in Copenhagen.  

 

The scope of this thesis will focus on analyzing the Copenhagen restaurant market, in 

order to evaluate the market potential. The thesis will also focus on analyzing the Danish 

consumers in Copenhagen in regards to their restaurants choices and preferences, for the 

suitability and fittingness of Nando’s in Copenhagen.  

 

Problem Formulation: 
To answer the problem statement above, it is necessary to divide the research question 

into different research areas with relevant sub-questions.  

 

Research Area 1: Nando’s  

! What is Nando’s?  

! What is the willingness to pay for Nando’s?  

 

Research Area 2: Dining Industry in Copenhagen  

! What restrictions are there, to open a restaurant in Copenhagen? 

! How is the current market?  

! Who are the potential competitors?  

 

Research Area 3: Danish consumer in Copenhagen 

! Who are they?  

! What is their food culture?   
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Methods:  

Thesis Approach:  

In order to answer the research question and sub-questions stated on the previous 

page, this assignment will be divided into 4 main sections: 

 

Section 1: the analysis of Nando’s, in terms of its operational methods, brand 

management and customers’ willingness to pay in the UK. This sections starts with the 

analysis of Nando’s employees and related daily operational methods. It then goes on to 

analyze how Nando’s is managing their brand through their employees. The second part of 

this section includes categorization of Nando’s, Nando’s Brand Equity and the customers’ 

willingness-to-pay for Nando’s, in order to identify its position in the market. 

 

Section 2: external environmental analysis. This starts with a PEST analysis, in order 

to identify certain important influences in the European and Danish food industry, which 

Nando’s or Copenhageners have no direct control over. Thereafter, Porter’s Five Forces will 

be used to understand and identify the competitive aspects and the attractiveness of the 

Copenhagen restaurant industry. A life-cycle analysis will also be conducted, in order to 

identify the potential future development of the restaurant industry in Copenhagen, to 

evaluate whether or not the industry offers potential for Nando’s to enter. Lastly, a calculation 

of Nando’s prices is made, to show what the prices may be if they should exist in Denmark. 

The prices are later used, in order to identify potential competitors groups and the potential 

target market within Copenhagen area.    

 

Section 3: This section starts with the analysis of the Danish culture via Hofstede 

Cultural Typology and high-/low-context concept, in order to identify the key points of the 

Danes’ values and behavior. Thereafter, the Danish food culture and food trend is examined 

and subsequently, a profile of the Copenhageners demographics is made, through the use of 

facts and statistics from Danmarks Statistik.  

 

Section 4: Lastly, the result of the online survey, focus group and interviews are 

revealed and used as a presumption of the Danish consumers profiles. The key drivers for 

their choices and behavior are explained and/or proven by the data collected. Additionally, 
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this section will also include the participants’ opinions regarding Nando’s, separated into 

positive and negative comments.   

 

Data Collection  

There are two types of data collected for this assignment, which are; Primary Data and 

Secondary Data. The researcher gathered Primary Data through methods such as online 

survey, focus group, interviews and e-mail exchanges. Secondary data, which is existing data, 

was gathered from books, journals, case study, news articles and the Internet.  

 

Primary Data 1: Online survey  

 An online survey was created on Google Forms (PD Link 1: Online Survey: 

http://goo.gl/forms/vogn5n9eBN) consisting of 45-48 questions.  

In order to separate the relevant profiles, the first 2 questions would eliminate 

participants’ whose answers suggest that they do not fit the expected profile. The first 

question asked for participants’ nationality, Danish or Other. The second question was 

whether the participants live in Copenhagen, Yes or No. If the participants matched the 

profiles (Danish nationals living in Copenhagen), then the survey continues.  

After the first elimination questions, the following 6 questions were about the 

participants’ basic information such as name, age, gender, ethnic background, occupation and 

where they live in Copenhagen. Other than this, the survey asked general questions and 

helped answer many questions in this assignment, such as eating habits, food preferences, 

personal values, and Nando’s logo recognition.  

 

The survey was released on my personal Facebook page on Tuesday 27th October 

2015 and was open until Tuesday 10th November 2015, a total of 14 days. Additionally, it was 

posted on my part-time workplace Facebook group, and 2 of my Facebook friends shared the 

link onto their own walls. There were a total of 44 replies, whereby 3 were not Danish and 4 

didn’t live in Copenhagen, which makes a total of 37 usable responses.  
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Primary Data 2: Focus Group 

From the online survey, 15 participants out of the 37 respondents agreed to participate 

in a focus group. These participants were divided into groups based upon: Nando’s logo 

recognition and gender.  

2 sets of interview guides were originally made for the focus groups. The first set 

(Appendix 2: Focus Group Set W/O) was meant for those without knowledge of Nando’s. 

The second interview set (Appendix 1: Focus Group Set W) was for those with Nando’s 

knowledge. But after reaching-out for confirmation of respondents to participate in the focus 

group, many changed their minds or avoided replying, leaving 7 confirmed, 4 with knowledge 

of Nando’s (Group 1) and 3 without (Group 2).  

The available participants from Group 2 were given the option to join Group 1. Carina 

Bendsen took this option; whereas Kristoffer Brix and Michelle Myllerup couldn’t join, and 

instead offered to be interviewed separately (See Primary Data 3 and 4). The interview guide 

used for the Focus Group was Set W, which included a few questions regarding the 

participants’ own Nando’s experiences and/or knowledge that Carina cannot elaborate on.  
 

The focus group was conducted on Wednesday 16th December 2015 in Danish, as this 

was the preferred language. The location was Kilen at CBS, at 17:30 and lasted for 1 hour and 

11 minutes. The session was recorded as a video on a GoPro at one end of the table, and from 

an iPhone as an audio file at the other end of the table. The files were merged for the 

enhancement of sound, and placed in the USB delivered with this assignment, but as well as 

on my personal Dropbox account, which can be accessed via a link on PD Link 5 in 

Appendices.  

 

Primary Data 3: Interview with Kristoffer Brix 

The first interview participant was Kristoffer Brix, conducted on Wednesday 9th 

December 2015 and lasted for approximately 27 minutes. Kristoffer is a 22 Y.O. student, 

Danish national, living in Brønshøj, which matches the expected profile. The interview was 

conducted in English, as Kristoffer is bilingual and has no language preferences between 

English or Danish.  
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Kristoffer has no knowledge of Nando’s and the interview guide set W/O was used. 

The interview was semi-structured conversational-like. This meant that during the interview, 

the questions were not asked in the chronological order of the interview guide, but rather 

followed the flow of the interview as it progressed. The interview was recorded from an 

iPhone and the file is placed in my personal Dropbox account, which can be accessed via a 

link on PD Link 3: Kristoffer Brix in Appendices.  

 

Primary Data 4: Interview with Michelle Myllerup  

The second interview participant was Michelle Myllerup, conducted on Saturday 19th 

December 2015 and lasted for approximately 20 minutes. The interview was conducted in 

Danish, as this is Michelle’s preferred language. Michelle is a 28 Y.O. full-time worker, 

Danish national, living in Copenhagen N, which matches the expected profile.  

 

Michelle has no knowledge of Nando’s and the interview guide set W/O was used. 

The interview was semi-structured and during the interview, the questions were mostly asked 

in the chronological order of the interview guide with a few exceptions. The interview was 

recorded from an iPhone and the file is placed in my personal Dropbox account, which can be 

accessed via a link on PD Link 4: Michelle Myllerup in Appendices. 

 

Primary Data 5: E-mail Requests 

Several e-mails have been sent from my private account to companies, introducing 

who I am and what my thesis is about. Unfortunately, the majority never replied, despite 

repeated reminder mails. Those few who did reply back (SSP and TGIF) did not want to 

participate or cooperate.  The following is the list of whom I contacted: 

3.1. Nando’s about their company’s values and choices of location etc. both on their UK and 

South African Homepage, LinkedIn profiles (UK and South Africa) and Facebook pages (UK 

and International) 

3.2. Netto and Dansk Supermarked purchasing department regarding Nando’s sauces they 

sold in Netto.  

3.3. SSP Danmark regarding their criteria for choosing a brand to represent in Denmark  

3.4. TGIF regarding their preparation for the opening of the first TGIF in Denmark  
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Secondary data  

About Nando’s 

Secondary data was used to help gain a better overview where primary data is absent. 

The main secondary used for this thesis are books from CBS Library and other courses, 

journals and articles found through CBS Library Database, online news articles found via 

Google and statistics from Danmarks Statisik.  

 

Methodology: 

The purpose of this thesis is to explore the potential of opening a Nando’s restaurant 

in Copenhagen, by analyzing the market and its consumer. The scope of this thesis is centered 

on the social construction of the Danish population, especially in regards to their dining habits 

and preferences. Therefore, the Inductive Approach is used, as the research topic derives from 

a specific observation of the lack of Nando’s in Copenhagen, to the broader examination of 

the market and its consumer.   

 

The data used in this thesis is considered of both Qualitative and Quantitative nature, 

from both primary and secondary data. Qualitative data usually involves a description of 

characteristics and Quantitative usually involves measurements of amounts. (Murray, 2003) 

For instance in this thesis, the survey results and statistics from Danmarks Statistik are mainly 

of Quantitative data of graphs and numbers, whereas interviews and focus group results are 

qualitative data giving descriptions and explanations.  

 

Limitations:  
There are other topics, in which this thesis could further explore, but I have opted not 

to. The reasons include the inability to obtain information and/or knowledge, as well as the 

limitation of page numbers, and the direct relevance to answering the main and sub research 

questions.   

 

 The thesis topic is to investigate the potential of opening a Nando’s restaurant in 

Copenhagen. Since Nando’s is a global company, which exists in almost every continent of 

the world, it is difficult to compare all of Nando’s global to Copenhagen’s taste. Therefore, in 
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order to narrow down the cultural differences in the market, Nando’s UK will be used as the 

main comparison country. The reason behind the choice of Nando’s UK is due to the close 

geographical proximity, as well as the ease of understanding the language. Since the closure 

of Nando’s Cyprus and Nando’s Ibiza in 2014 (Tripadvisor, 2016) Nando’s UK and Nando’s 

Ireland are the only two territories still operating in Europe. But Nando’s UK is considered 

the more successful of the two, based on the numbers of restaurants and the number of years 

existed.  

 

During the entire process of this thesis, it has proven impossible to get in direct 

contact with anyone in Nando’s offices, via any communication channel available to a thesis 

student. However, a case study about Nando’s was found  (de Blois & Klein, 2000), where the 

authors managed to arrange interviews with top-level managers of Nando’s regarding their 

strategies, goals, operating methods and more. Unfortunately, this article is from 2000, which 

means that some information could be outdated, and some strategies mentioned could already 

be fulfilled or discarded.  

 

Reliability and Validity:  
Due to the lack of real knowledge in the market and resources, one assumption is 

made in order to maximize the use of the data and knowledge gathered for this thesis.  

 

Assumption 1: Nando’s still uses the same criteria and operating methods as the case 

study from De Wits University, unless newer information is found elsewhere  (de Blois & 

Klein, 2000) 

  
The assumption above may not be completely factual, but it is logical, rational and 

necessary in order to establish standpoints, where factual knowledge is absent. Nevertheless, 

it can cast doubt over the accuracy of the analysis, and therefore has an influence on the 

validity and trustworthiness of the final conclusion of this assignment. If Nando’s was to 

consider Copenhagen as a future location, they would need to do further research, which they 

could then combine with their own inside knowledge, experience and resources. This 

assignment could be used as an inspirational paper for Nando’s Copenhagen Location 

Analysis.  
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Primary data is collected via non-probability convenience sampling methods, where a 

selection of the population is used to make statements about the whole population. 

Convenience sampling is used because of the simplicity of data collection. Studying the entire 

Copenhagen population is too extensive, expensive and time consuming, and also beyond the 

resources of this assignment.(StatTrek.com, 2016) 

 

The main population of interest is Copenhagen consumers, and the specified sampling 

frame only includes those of Danish nationality residing within Copenhagen or Frederiksberg 

Municipality. The subjects are selected based on the convenience and proximity to the 

researcher. The sample group was contacted through an online survey posted via Facebook. 

As a consequence, the results of the primary data may not represent the reality of the 

Copenhagen population, which decreases the validity of the data. This is caused by biased 

participant selection, which does not demonstrate the real picture of the entire population. 

Additionally, some participants shared access to the survey to their own Facebook pages, 

which created a snowball effect. The snowball effect may contribute to inaccurate data, when 

participants have shared the survey to their own social circle, which could mean all 

participants are from a similar socioeconomic status level, and thereby impact the accuracy of 

the result.  (Emerson, 2015)  

The primary data collected may not be fully reliable, as the student (interviewer, focus 

group leader and survey creator) lack professional skills. It has not been tested, whether the 

interview subjects would change their answers, if a skilled interviewer were involved. In 

order to avert any further issue of reliability, the interviews and focus groups conducted were 

recorded, and re-played several times throughout the time span of four months, to improve the 

accuracy of data-analysis.  

Furthermore, the primary data online survey was formulated in English and is only 

available in that language. This may have caused some language barriers and some minor 

misunderstandings, as the targeted profiles are Danish Copenhageners, whom would most 

likely have Danish as their mother tongue. The issue of the language barrier could have some 

minor influence on the issue of reliability, but it has not been tested whether the participants 

would have answered differently, if the survey were written in Danish.  
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Section 1: Nando’s 
 

This section of the thesis will start with a summary of the company, followed by the 

analysis of Nando’s employees and operating methods. Afterwards, a brand management 

analysis will be made, highlighting how Nando’s is managing their brand through their 

employees. The second part of this section will include categorization of Nando’s, Nando’s 

Brand Equity and the customers’ willingness-to-pay for Nando’s.  

 

1.1. About Nando’s  

1.1.1. Background:  

Nando’s is a restaurant chain, founded in South Africa in 1987 by the Portugese- 

Mozambican; Fernando Duarte (hence the name Nando’s). Nando’s is most popular for their 

simple grilled chicken dishes, but they also serve other popular options such as salads, wraps 

and burgers (Appendix 5: Nando’s Menu). The secret to their success is their marinades and 

sauces. Today, Nando’s operate in 24 countries across 5 continents (Nando's, 2016). 

Additionally in the UK, Nando’s sell their sauces, marinades, rubs and chips in supermarket 

giants such as Tesco and Sainsbury’s for the consumer to bring the Nando’s experience to 

their own homes.   

 

1.1.2. The Procedure: (Customer’s perspective)  

 Upon arrival at any Nando’s restaurant in the UK, a host will allocate you and your 

party a table, equipped with table number on the dessert menu holder. Afterwards, you will 

receive menu cards and will be asked whether you have been to Nando’s before. This is due 

to the partial self-service concept, that requires the customer to order and pre-pay at the 

cashier, the table number is required upon ordering. By doing so, customers can take as much 

time or as little time as they need to choose and combine their meals without pressure.  

After payment, customers are handed a receipt and a stick with a wooden chicken logo 

to be placed in a hole on their dessert menu holder (See the Picture 1.1) Nando’s soft drinks 

policy is all-you-can-drink, customers receive a glass, and there are soft drink stations with 

free-refills. 
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If any customer would like to use any sauces, Nando’s 

always provide a “sauce station” with a full variety of their own 

brand dipping sauces in bottles for the customers to take back to 

their tables.  

After the food is served, customers are given some time 

to start to consume their food before a waitress approaches the 

table, which still has the stick on the holder. Customers are then 

asked whether everything is up to the expectation. If the answer 

is yes, the waitress will remove the chicken stick. If the answer is 

no, then that particular waitress will try to help to resolve any 

issues and the stick would remain on the table until the problem 

is sorted.              
Picture 1.1. Nando’s Stick 

Source http://s3-media2.fl.yelpcdn.com/bphoto/1YWjS0whyjoMJSpTDMk_sw/o.jpg 

 

Upon finishing the meal, a waitress will clear your plates and promote their dessert 

menu. If a customer chooses to order dessert, they would have to go through the same 

procedure of ordering at the cashier and receiving another wooden stick.  

 

 

1.2. Nando’s Employees 
Upon entering any Nando’s in the UK, customers should get the same sensation and 

ambience of Nando’s. The good smell of flamed-grilled chicken, the feel-good 

Spanish/Cuban music playing in the background, the bright colors and warm décor, and the 

funky writing on the walls that makes you want to stop and look. But gazing closer into 

Nando’s, it is also noticeable that the staff in all Nando’s gives out a special vibe. This is not a 

coincidence, but merely a well-thought-through, well-planned program and initiative created 

by Nando’s. And the result is rewarding, as according to (Human Resource Management 

International Digest, Vol. 14, 2006), 90% of the staff in Nando’s UK enjoy their work.  

 

In the early stage of research for this assignment, it was quickly revealed that it is 

close to impossible to get in touch with someone from Nando’s head office. There is no phone 

number, but only a contact form on the website, one may never receive an answer if Nando’s 
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doesn’t see the relevance.  

 

A few months after giving up, the Telegraph UK released an article on Nando’s 

success in the UK (Brown, 2013), where a journalist from the well-known newspaper The 

Telegraph, also found it close to impossible to get in touch with anyone in Nando’s UK head 

office. “For a high-street chicken chain, Nando’s is a curiously secretive organisation. There 

is no telephone number for its head office on its website. My requests to interview Robert 

Enthoven and the company’s founders were turned down. Any questions, I was told, would be 

answered by email. It took a week, and a brisk exchange of emails, before I was able to reach 

the company’s UK marketing director, Kerry Perkins, on the telephone. 'We like our 

restaurants to do the talking,’ she explained.”  (Brown, 2013)  

 
 

1.3. “It’s the people that make the chicken” 
The influence of the employee is greater than many may realize, but Nando’s already 

knows this and they are not doing it blindly. This is why each Nando’s restaurant has its own 

freedom to speak, to plan and to manage. On Nando’s UK website, Nando’s stated that “The 

flame-grilled goodness may be loved across the country, but it doesn’t make us who we are. 

Our people do.”  (Nando's UK - Careers, 2016) and their motto for this is “It’s the people that 

make the chicken”  (Nando's UK - Careers, 2016)  

 

The hierarchy of each Nando’s restaurant can be seen below. Each Nando’s restaurant 

is run by a Patrão (General Manager), which means “The head of the family” in Portuguese.  
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Picture 1.2. made by Ink Littler, source http://www.nandos.co.uk/careers/our-careers/nandocas 

 

Alone, the title Patrão already demonstrates the management methods Nando’s aim 

for: Family Style. Upon researching Nando’s management style, recent job postings in the 

UK were found. In the description of positions for Patrão and 1st Assistant Manager, there is a 

section about being a manager at Nando’s, which states the following “Being a Manager in 

Nando’s isn’t quite the same as anywhere else. That’s why learning and development is 

tailored to each individual’s needs. In your first 12 weeks you’ll learn the ropes and develop 

the management skills that will make you the kind of Manager our Nandocas love to work 

for.”  (Nando's UK - Careers, 2016) Additionally, it is also the Patrão’s responsibility to 

upkeep Nando’s 5 core values in their restaurant, which are Pride, Passion, Courage, Integrity 

and Family.  (de Blois & Klein, 2000; Human Resource Management International Digest, 

Vol. 14, 2006) 

 

According to HRMI Digest, (Human Resource Management International Digest, Vol. 

14, 2006), besides to 12 weeks manager training, Nando’s also provide all new employees 

with a 10 days on-site training course in values, food hygiene, health and safety, Nando’s 

standards, use of equipment, COSHH and team building. Restaurant communication is 

improved through weekly management meetings, monthly staff meetings and quarterly one-to-

one reviews with all staff.  

Furthermore, Nando’s also has a buddy system, where every restaurant has two 

‘buddies’, who are responsible for training. By implementing the buddy system, the 

Patrão  

1st Assistant 
Manager 

2nd Assistant 
Manager 

Supervisor (Restaurant) 

Hosts (Restaurant) 

Cashier 
(Restaurant) 

Front-of-House 
(Restaurant) 

Co-ordinator (Kitchen) 

Grillers (Kitchen) 

Dishwashers 
(Kitchen) 

Buddies 
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restaurants no longer rely on the HR department from the head office to provide skills training 

to staff.  

Additionally, Nando’s was voted one of the best big companies to work for, where 

75% of the HR budget is for learning and development. Evidently, the investment in staff 

does pay off, as Nando’s UK has lower staff turnover than the industry’s average in the UK. 

(Brown, 2013; Sawyer, 2010) 

 

 

1.4. The Nando’s Brand Management - The Identity Approach  
According to Tilde, (Tilde, 2009) there are 7 approaches to brand management, which 

are; 1. Economic, 2. Identity, 3. Consumer-Based, 4. Personality, 5. Relational, 6. Community 

and 7. Cultural Approach 

 

Having seen how Nando’s stresses the importance of its employees, it is reasonable to 

assume that Nando’s Brand Management style is through the Identity Approach. This 

assumption is based on the knowledge that Nando’s put themselves and their employees in the 

centre of brand equity creation, and based on the assumption that consumers attribute identity 

characteristics to companies and that people form images of companies based on the total 

experience of the company. (Tilde, 2009) 

According to Tilde (Tilde, 2009), the core theme of identity approach is brand 

identity, which is base on 4 components; 1. Corporate Identity (Internal), 2. 

Organizational Identity (Internal), 3. Corporate Image (External) and 4. Reputation 

(External). 

 

1.4.1. Corporate Identity (Internal):  

Corporate identity is created and managed by a visual perspective and a strategic 

perspective.  

The Visual Perspective refers to the way that the organization expresses itself 

visually by using signs, symbols, logos, names etc. embracing all visual and graphic 

representations to align with corporate identity. Nando’s implement the visual perspective by 

having a theme and their own font (See example below in Picture 1.3.), which they use 

throughout of all their communication channels, from website, menus, the writing on the 
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walls in the restaurants and toilet signs! The same font is also used on their sauce bottles, 

which are widely sold in supermarkets around the world.  

 

Additionally, Nando’s has created their logo 

of promise as seen on picture 1.3. Which 

states the outward signs and symbols of the 

inwards commitments of the organization 

(Tilde, 2009)   
                Picture 1.3. Source: http://www.nandos.co.za/about-us  

 

The second part of the Corporate Identity is Strategic Perspective, which refers to 

the organizational vision, mission and philosophy, especially on how it can be expressed and 

communicated to reflect the right corporate image and reputation in the external environment. 

Nando’s Mission is to provide every customer with the Nando’s Experience, this emerged 

from a combination of Nando’s Vision and Nando’s Values.  

 

“The Nando’s Experience” 

We will take you on a journey, your own voyage of discovery.  

You will come to discover how special it is to belong to the Nando’s family  

You will experience our traditional hospitality, warmth and fun.  

Your senses will be fired with the unique products and taste of Portugal – all prepared with 

pride and passion.  

And here, you will be touched by the magic that is the Nando’s Way  
 (de Blois & Klein, 2000), Exhibit 3, page 13) 

 

The Nando’s Experience is what all Nando’s strive to give to their customers during a 

visit to Nando’s. To ensure that the Nando’s Experience is being executed, combined with 

the freedom each Patrão has over his/her own restaurant, every store and Patrãos are given a 

3 page long covenant  (de Blois & Klein, 2000) which includes brief guidelines and 

reminders of how one could implement the Nando’s Experience, maintain Nando’s core 

values, as well as providing certain Nando’s core information, strategies, operations and other 

set standards.  
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1.4.2. Organizational Identity (Internal):  

The covenant mentioned earlier also doubles as a corporate culture guideline for the 

Patrão. According to Edgar Schein  (Hatch & Schultz, 2008) organizational culture is divided 

into 3 main layers; 1. Artifacts, 2. Values and 3. Assumptions. The artifacts refer to the part, 

which one can easily see, hear and touch. But the values and the assumptions are what is 

hidden beneath, and are what guide life inside an organization. The deeper layers of 

organizational culture shape the behavior of the employees.  (Hatch & Schultz, 2008)  

 

In order to help a Patrão strengthen the values of the employees "from the inside-out", 

the covenant includes a section regarding the importance of employee investment through 

training and development. The importance of training the employees about the company’s 

values, is highly supported by Hatch and Schultz. According to them, if, at the same time, 

(organizational) culture aligns with images, employees will receive positive feedback from 

customers and other stakeholders. This too, has motivational consequences, since the praise 

is a reward that enhances self-esteem and contributes to feelings of self-efficacy. (Hatch & 

Schultz, 2008) By increasing the employee’s self-esteem and feelings of self-efficacy, 

through positive feedback, employees are more likely to provide higher performance, which 

leads to higher commitment to the organization and builds a stronger attachment. This is what 

improves their Values and Assumptions, and what some may call “Living the Brand”.  

 

It is also the reason why the organizational identity is closely connected to brand 

identity, which is created through consumers’ evaluations of their overall experience with the 

company. The employee’s ability to deliver the brand’s promise in the long run helps to create 

corporate image (external) and reputation (external).   

 

1.4.3. Corporate Image (External) and 1.3.4. Reputation (External) 

Tilde (Tilde, 2009) suggested several methods to measure corporate image and 

reputation. Here, they suggested an exploration to get a deeper understanding of how and 

why consumers associate certain images with a brand, by using the cognitive and social 

psychology. The methods suggested are too in-depth and beyond the scope of this assignment 

and will not be further explored. Nevertheless, there are certain mention-worthy relevant 
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influencing factors to Corporate Image and Reputation which are Word-of-Mouth and 

Celebrity Endorsement.  

 

An important influencing factor to Reputation is via Word-of-Mouth (WOM). WOM 

is recommendations, reviews and ratings from other customers, rather than the firm’s 

promotional and commercial activities. Therefore, many perceive WOM to be unbiased, 

credible and reliable. WOM is considered important in new products or services, which are 

difficult to evaluate prior to consumption or visit, because potential customers have nothing to 

base their purchasing decisions on, other than the WOM. (Chris, 2011; Wilson Alan (m.fl.), 

2012) 

WOM doesn’t necessarily have to be the old-fashion conversational exchange. With 

the development of technology and Internet, WOM also exists in cyberspace in forms of 

eWOM through diverse review sites such as Tripadvisor, Foursquare and Facebook pages. 

Additionally, blogs, food critics’ homepages, twitter and Instagram all contribute to higher 

coverage of cyberspace WOM. Potential consumers use and trust WOM and eWOM 

differently, for example what if a recommendation from a trusted friend is adverse to the 

reviews on Tripadvisor from strangers?  

WOM is supposedly an unplanned, unsolicited conversation, but some companies do 

use certain strategies to stimulate positive association indirectly. Nando’s is one of them, as 

they supposedly gave Ed Sheeran and a few other celebrities a Black Card, giving unlimited 

Nando’s for life, which has led to much media attention and the spreading of WOM.  (Gadd, 

2016; Ward, 2015)  

 

Recent research has demonstrated that celebrity endorsement leads to a favorable 

attitude toward the endorsed brand  (Spry, Pappu, & Cornwell, 2011) this can be tied to 

positive Image and Reputation.  

Rihanna, Kanye West, One Direction, Ed Sheeran, Gareth Bale are some of the names 

of people who have eaten or ordered Nando’s in UK.  (Mapstone, 2015) It is possible to 

assume, that these celebrities have assisted in the creation of a positive image and reputation 

of Nando’s by visiting their restaurants. For example, if there is a restaurant known for 

celebrity spotting, more consumers are prone to visit it for the purpose of celebrity spotting, 

rather than for the food or services. Likewise, fans may go to the specific Nando’s after 
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hearing about their favorite celebrity visit, in order to follow the footprint of the celebrity, i.e. 

I’ve sat at the same table Kanye West sat at last week etc.  

 

Furthermore, Past research...has shown how association with one stimulus (e.g. 

celebrity) can benefit another stimulus (e.g. brand) and therefore, the celebrity’s endorsement 

can impact on brand loyalty through affect transfer and inferential belief formation (Spry et 

al., 2011) For example, Ed Sheeran loves Nando’s and supposedly has the Nando’s Black 

Card. On top of this, he and an artist called Example made a Nando’s Song on Youtube 

together (YouTube, 2011) expressing their love for Nando’s chickens. This could allegedly 

lead some of their fans to start eating at Nando’s more regularly merely because Ed Sheeran 

likes Nando’s and made a song about it.  

 

As research has shown, celebrity endorsement can influence perceived product 

quality and uniqueness (Spry et al., 2011) And with the pictures of celebrities holding the 

supposedly non-exiting Nando’s Black Cards, Nando’s has gained direct celebrity 

endorsements, free advertising, WOM, and celebrity brand association.  

Celebrity endorsement can also attribute to higher brand equity. Brand equity refers 

to incremental value added by a brand name to a product (Spry et al., 2011) In order to 

attribute to higher brand equity, the brand must have some credibility and the celebrity must 

be perceived to be trustworthy. Nando’s UK stated on their website that they only use fresh, 

British and non-battery chickens. Their food standard is consistent throughout the country.  

(Nando's UK - Help, 2016) With credible endorsers, brand equity can develop via 

association, for example, there are rumors that David Beckham also holds a Nando’s Black 

Card,  (Gadd, 2016) he is credible through his role as the reliable football player and as the 

ex-captain of England and Manchester United. This may help increase Nando’s brand equity 

by associating terms such as healthy, credibility and success.  

 

 

1.5. Categorization of Nando’s  
When looking at Nando’s operational methods, it is neither full-service nor self-

service, but rather a mixture of both. On the consumer usage perspective, Nando’s is again 

neither fast food nor proper restaurant, as some consumers use Nando’s as a restaurant, and 
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some use Nando’s as a fast-food establishment. According to their UK website (Nando's UK, 

2016) Nando’s call their food establishments ‘restaurants’. Many may disagree, as per the 

expectation of a restaurant, this involves full table service, and more formal surroundings, but 

still, it is not purely fast-food style either.  

Upon quick research of the definition ‘restaurant’, it was found that KFC, Burger King 

and McDonald’s, all of which would normally be classed as fast-food retailers, all use the 

term ‘restaurant’ as well.  The definition of restaurant from Oxford Dictionary;  “a place that 

people pay to sit and eat meals that are cooked on the premises”  (Oxford Dictionary, 2016) 

and according to The Free Dictionary; “a place where food is served to the public” (The Free 

Dictionary, 2016), which has made the term ‘restaurant’ the correct official wording to use for 

all of the above mentioned, despite the many contradicting perceptions.   

 

Therefore, the original question of whether Nando’s is a restaurant or a fast-food 

provider is no longer valid, it is rather a question about which TYPE of restaurant it is.  

 

Due to the increasing popularity of hybrid restaurants resembling Nando’s, Chipotle 

Mexican Grill and Panera, where it is neither full-service nor fast-food, new terms have been 

created in order to separate and categorize these restaurants, according to the level of service, 

type of food and the price. According to Food Service Warehouse (Parpal.M., 2015) there are 

4 types of restaurants, which are; 1. Fine Dining, 2. Casual Dining, 3. Fast- Casual 

Restaurant and 4. Quick Service Restaurant. The categorization depends on 4 main 

criteria; price range, atmosphere, service style and food quality, this is illustrated in Table 1.1 

 

Table 1.1. The 4 Types of restaurants: 
Type of 

restaurants 
Price Range 

USD 
Converted to 

DKK* Atmosphere Service Style Food quality 

Fine Dining High 
20 USD+ 131.7 DKK+ Formal Full Service+ Very high  

Casual 
Dining 

Medium 
10 – 20 USD 

65.84 – 131.7 
DKK 

Casual  
and/or themed Full Service Medium or 

Medium/high 

Fast-Casual 
Restaurant 

Medium-low  
7-10 USD 

46.09 – 131.7 
DKK 

Casual 
(Basic) 

Half-Half 
(Combination of 
service and self-

service) 

Medium 

Quick 
Service 

Restaurant 

Low  
<6 USD  <39.5 DKK Casual  

(Very Basic) 
Mostly self-

service Low 

*The currency conversion took place on 27th April 2016, via Google 
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To identify which category of restaurant Nando’s is, the Table 1.1. will be used to mark 

Nando’s position according to the listed criteria.  

 

Additionally, McDonald’s US, TGIF US will also be marked in the table. The reason 

for choosing McDonald’s and TGIF in particular is because both restaurants also exist in the 

US, UK, and in Denmark. And by identifying their price range in other countries, these prices 

can be use as point-of-comparison, for a price calculation for Nando’s Denmark later in the 

assignment.   

 

The reason behind choosing America and US Dollars in this particular section, is for 

the simplicity of comparing the pricing criteria given from the Food Service Warehouse 

website, as the more conversion calculations made, the less accurate the comparison becomes.  

 

Table 1.2. The types of restaurants: Nando’s, McDonald’s and TGIF 

Type of 
restaurants Price Range Atmosphere Service Style Food quality 

Fine Dining High Formal Full Service+ Very high  

Casual Dining TGIF  TGIF & Nando’s (Both 
are themed)  

TGIF 
(Full Service) 

Medium or 
Medium/high 

Fast-Casual 
Restaurant Nando’s  Casual 

(Basic) 
Nando’s 

(Half-half) 
TGIF & Nando’s 

Medium 
Quick Service 

Restaurant McDonald  McDonald  
(Very Basic) 

McDonald  
(Mostly self-service) 

McDonald 
(Low) 

(Appendix 7: TGIF, McDonalds and Nando’s Prices) 

 

According to the table above, with the information provided by Food Service 

Warehouse, it was found that Nando’s is a fast-casual dining restaurant, which can also be 

confirmed by the fulfillment of the 4 criteria for fast casual restaurants according to (Wheelen 

Thomas, 2006) 

 

Criteria 1: The restaurant had to offer a limited-service or self-service format.  

- Nando’s fulfills this criterion by offering limited-service with partial self-service.  

 

Criteria 2: The average check had to be between 6 USD and 9 USD, whereas fast food checks 

averaged less than 5 USD. This pricing scheme placed fast casual between fast food and 

casual dining.  
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- Looking at Nando’s current US menu (Nando's USA, 2016) a Nando’s meal for one, costs 

between 7- 13 USD. This number is higher than the limit given above in the criterion for fast 

casual restaurants. But the information from the book is from 2006, and prices have changed 

significantly over the past 10 years. Therefore, the first part of the criteria regarding the 

specific prices will be disregarded, and only the second part of the criterion will be taken into 

consideration, namely that the pricing scheme should be between fast food and casual dining, 

which Nando’s fulfills, according to Table 1.2 above.    

 

Criteria 3: The food had to be made-to-order. Consumer perceived newly prepared, made-to-

order food as fresh. Fast casual menus usually also have more robust and complex flavor 

profiles than the standard fare at fast food restaurants. 

- Nando’s fulfills this criterion, because their food is made-to-order, and the food is cooked on 

the spot and served warm. Made-to-order in food refers to a method, where prepared 

ingredients can be finalized and served once the customer orders it. This method saves time, 

but still allows requests for customization.  

 

Criteria 4: The decor had to be upscale or highly developed. Décor inspired a more enjoyable 

experience for the customer, as the environment of fast casual restaurants was more akin to 

that of a neighborhood bistro or casual restaurant. The décor also created higher perception 

of quality.  

- Nando’s fulfills this criterion, as one of Nando’s main selling points is their vibe and giving 

their customer the Nando’s Experience. Everything from staff, furniture, decorations, lighting, 

music, colors on the walls to the menu card design. The Nando’s décor is highly developed. 

Their theme is warm, funky and Portuguese-inspired, all of which contribute to an enjoyable 

experience akin to a neighborhoods bistro. 

  

As stated on the last part of criteria 4, the décor creates a higher perception of quality, 

and therefore, it is possible for a fast-casual restaurant like Nando’s to charge more money for 

their food and services than a normal fast food establishment /Quick Service Restaurant. But 

price is one of the main criteria consumers use, when choosing what to eat. Below is an 

analysis of the consumers’ willingness to pay for Nando’s.  
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1.6. Willingness to pay for Nando’s:  
Willingness to pay refers to the gap between the minimum and the maximum amount 

one is willing to pay for a product or service. Within this gap, there must be perceived value 

that the individual finds worthwhile paying for. This section of the assignment will cover an 

estimation of how much it costs to buy prepared ingredients from two major supermarkets in 

the UK, namely Tesco and Sainsbury, to create a meal at home, which resembles a Nando’s 

meal in the UK, as much as possible.  

 

According to Apotek.dk (Apotek.dk, 2015) the recommended nutritional intake per 

day for men and women in Scandinavia are:   

 

Table 1.3. Recommended Nutrition Intake for Scandinavian 
Recommended Nutrition intake None or limited Exercise Regular exercise 

Men 2850 kcal 3200 kcal 

Women 2200 kcal 2500 kcal 

 

Assuming that the majority of the Calories (kcal) are consumed during a dine-out at 

Nando’s, up to 50% of the limited-exercise Calorie group may be consumed, which is 1425 

kcal for a man and 1100 for a woman. An example of this can be translated into the following 

type of meal at Nando’s:   

 

Man: ½ chicken (644 kcal) + 2 regular side dishes (781 kcal), which is 95.62 DKK  

(9.95 GBP) 

 

Woman: ¼ chicken (330 kcal) + 2 regular side dishes (770 kcal), which costs 69.18 DKK 

(7.20 GBP) 

 

With an addition of 2 bottomless sodas (sparkling water 0 kcal) at 23.54 DKK (2.45 GBP) 

each, the total bill at Nando’s for the couple would come to 211.88 DKK (22.05 GBP) 

(Nando's UK, 2016)1 

                                                

 
1 Prices from 10th November 2015. The currency conversions took place on 27th April 2016 via Google 
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Below are price calculations of ingredients to create a meal at home, which resemble a 

Nando’s meal, as much as possible.  

 

Table 1.4. Tesco Ingredients Calculations2 

 

Same calculation as above, with Sainsbury’s UK:  

 

Table 1.5. Sainbury’s Ingredients Calculations3 

Sainsbury’s Serves 
Total 
Costs 
GBP 

Converted 
to DKK  

Costs  per 
2 servings 

GBP 

Converte
d to DKK 

Cooking 
time 

Shazan peri-peri chicken 
http://www.sainsburys.co.uk/shop/gb/groceri

es/shazans-halal-chicken-peri-peri-thighs-
850g 

2 3.5 
GBP 33.65 DKK 3.5 GBP 33.65 

DKK 
45 minutes 
in the oven 

Sainsbury’s Frozen fries 
http://www.sainsburys.co.uk/shop/gb/groceri
es/chips-potatoes/sainsburys-chunky-oven-

chips--taste-the-difference-15kg 
6 2.3 

GBP 22.11 DKK 0.76 GBP 7.31 DKK 35 minutes 
in the oven 

Garlic bread slice (9 pcs) 
http://www.sainsburys.co.uk/shop/gb/groceri

es/sainsburys-garlic-slices-x9-270g 
4.5 1.4. 

GBP 13.46 DKK 0.62 GBP 5.96 DKK 8 minutes 
in the oven 

Super Rice 
http://www.sainsburys.co.uk/shop/gb/groceri
es/batchelors-super-rice-golden-vegetable-

100g 
2 0.8 

GBP 7.69 DKK 0.8 GBP 7.69 DKK 
10 minutes 

in the 
microwave 

                                                

 
2 Prices from 15th September 2015. The currency conversion took place on 27th April 2016 via Google 
3 Prices from 15th September 2015. The currency conversion took place on 27th April 2016 via Google 

Tesco Serves 
Total 
Costs 
GBP 

Converted 
to DKK 

Costs 
per 2 

servings 
GBP 

Converted 
to DKK 

Cooking 
time 

Tesco peri-peri chicken 
http://www.tesco.com/groceries/product/details

/?id=285513723 
2 4 GBP 38.44 

DKK 4 GBP 38.44 DKK 
 

45 minutes 
in the oven 

Tesco Frozen French fries 
http://www.tesco.com/groceries/product/details

/?id=285679405 
4 1.5 

GBP 
14.41 
DKK 

0.75 
GBP 

7.21 DKK 
 

<30 minutes 
in the oven 

Garlic bread slice (10 pcs) 
http://www.tesco.com/groceries/product/details

/?id=253803694 
5 1 GBP 9.61 DKK 0.4 GBP 3.84 DKK 

 
10 minutes 
in the oven 

Super Rice 
http://www.tesco.com/groceries/product/details

/?id=284776919 
2 0.81 

GBP 7.78 DKK 7.78 
GBP 7.78 DKK 

10 minutes 
in the 

microwave 
1 bottle of sparkling water (2L) 

http://www.tesco.com/groceries/product/details
/?id=250634967 

2 0.17 
GBP 1.63 DKK 1.63 

GBP 
1.63 DKK 

 None 

Total costs for 2, including 
drinks (fries and garlic bread) 2 - - - 51.12 DKK >45 minutes 

Total costs for 2, including 
drinks (fries and rice) 2 - - - 55.06 DKK >45 minutes 

Total costs for 2, including 
drinks (garlic bread and rice) 2 - - - 51.69 DKK >45 minutes 
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1 bottle of sparkling water (2L) 
http://www.sainsburys.co.uk/shop/gb/groceri

es/sparkling-water/sainsburys-sparkling-
water--basics-2l  

2 0.2 
GBP 1.92 DKK 0.2 GBP 1.92 DKK None 35.57 

Total costs for 2, including 
drinks (fries and garlic bread) 2 - - - 48.84 

DKK 
>45 

minutes 
Total costs for 2, including 

drinks (fries and rice) 2 - - - 50.57 
DKK 

>45 
minutes 

Total costs for 2, including 
drinks (garlic bread and rice) 2 - - - 49.22 

DKK 
>45 

minutes 
 

As the calculations demonstrate above, dining out at Nando’s costs 211.88 DKK vs. 

cooking at home from Tesco groceries at the highest price of 55.06 DKK or Sainsbury’s 

highest price of 50.57 DKK. Here, the gap for the willingness to pay for Nando’s UK is 

calculated to be between 159 DKK on average, for two persons, which is the difference 

between the costs of dining out or cooking at home.  

 

The next section of the assignment will demonstrate which possible perceived values 

customers are willing to pay for, in terms of non-monetary costs.  

 

1.6.1. Paying for non-monetary costs:  

Looking at the costs rationally, one would never purposely choose to pay the higher 

price, if there is no difference in perceived quality or value. But cooking at home implies 

hidden costs, such as time costs, search costs and psychological costs,  (Wilson Alan 

(m.fl.), 2012) which in the end would have an influence on the decision-making process 

regarding whether to dine-out and pay more, or stay home and pay less.  There is also an 

important factor, which must be considered, in the change of the modern lifestyle, which 

makes younger generation prioritize convenience.    

 

1.6.1.1. Time Costs:  

Below is a list of some of the additional time spent, if a consumer was to cook at home, 

versus going out to eat at Nando’s 

• Time spent writing shopping list 

• Time spent on making decisions, comparing specific products, prices and brands at 

the supermarket. 

• Time spent finding and picking groceries 
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• Waiting time: Queuing in lines and finding parking spaces 

• Time spent loading and unloading groceries 

• Time spent on cooking (Minimum 45 minutes)  

• Time spent on cleaning after the meal 

 

The price difference between eating at Nando’s and cooking a similar meal at home is 

around 159 DKK for two people. Each person’s time has different monetary value, which 

makes it difficult to calculate and compare whether 159 DKK extra is worth paying or not.  

 

In order to simplify this comparison, it is assumed that total time spent at the supermarket 

is 45 minutes, plus a minimum 45 minutes cooking, and an additional 30 minutes for cleaning 

and other miscellaneous, all of which adds to a total of 2 hours for one person. Having 

estimated the time spent, it is easier to evaluate consumers willingness to pay for 

convenience, the price is 159 DKK vs. spending 2 hours cooking a meal for two at home.  

According to (gov.uk, 2016) the average hourly rate for a UK citizen over 25 years 

old is 71.12 DKK (7.4 GBP) And 2 hours equals 142.24 DKK4, which is similar to the 

amount they can pay for convenience i.e. dining out at Nando’s. If one was to base the 

choices solely on the costs of time, then there is no difference in dining out or cooking at 

home, as the amount of money saved/spent are very similar.   

 

1.6.1.2. Search Costs: 

Search costs refer to the effort the customer goes through to identify and select 

between the available options. Search costs include price, product, place and service 

comparisons. In this case, it is associated with which supermarket to buy the groceries from 

versus which Nando’s to visit.   

According to the calculation above, Sainsbury’s is slightly cheaper in terms of the 

ingredients needed to create a similar Nando’s meal at home. Both Sainsbury’s and Tesco are 

generally the same size in the UK and offer the same varieties of products. But the 

calculation made earlier is based on the cheapest options available; for example, with own 

brands frozen fries and garlic bread. Some consumers have a brand preference or loyalty, and 
                                                

 
4 Currency converted 27th April 2016 via Google 
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prefer one supermarket to another. Therefore, they spend a huge amount of time and effort to 

search for the preferred products, preferred brand, and preferred supermarket, in the preferred 

location, which can all be eliminated by dining out. 

 

 1.6.1.3. Psychological Cost:  

 Psychological cost is claimed to be the most painful non-monetary cost (Wilson Alan 

(m.fl.), 2012) It involves evaluating and taking risks, overcoming the feeling of uncertainty 

and exhausting metal effort. The psychological cost of going grocery shopping involves the 

metal effort of driving, choosing groceries, reading instructions, ingredients lists, time 

awareness, looking for the best products with the best price, quality and expiry date.  

Additionally, there are worries and risks involved in psychological costs, such as 

making the assumption that the product purchased will fulfill its purpose and live up to the 

expectations, e.g. that the chicken will not smell sour when it is unwrapped, or that the food 

will actually taste as expected. There is also the stress and worry of evaluation about what if 

they don’t live up to the expectations, and the stress of finding alternative solutions i.e. what 

are we going to eat instead? What is the return policy?  

 

1.6.2. Paying for Convenience 

Convenience cost refers to what consumers are willing to pay, to avoid 

inconvenience, which includes travel, matching the opening hours and extra workload. 

Imagine travelling to a supermarket after work during rush hour, queuing in traffic by car, 

standing queuing in line at the cashier, to returning home cooking dinner afterwards. The 

scenario above has a direct connection to expense in terms of a car’s depreciation, fuel, 

groceries, gas, electricity, but as well as non-monetary costs such as time and the 

inconvenience of travel and extra workload.  

 

The willingness to pay for convenience varies from person to person; as it also 

involves; time costs, search costs and the psychological costs mentioned above. Some 

consumers are more willing to pay the higher price of convenience because their time is 

precious, and others would prefer not to pay anything at all because they do not see cooking a 

meal as an inconvenient task. But ordering take-away or eating out usually involves the 
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willingness to pay for convenience, especially in an establishment like Nando’s where the 

food is relatively simple and can be cooked at home instead.   

  

Another factor that influences the willingness to pay for convenience is the inability 

to cook. According to an article from the UK newspaper the Independent, 16 to 24-year-olds 

spend more money on food than other age groups (Dugan, 2015) and much of it is spent on 

fast-food, and ready-made meals due to the lack of cooking skills. Again, this generation has 

prioritized paying for convenience rather than searching for recipes (search costs), going 

grocery shopping (time costs) and trying to prepare a meal on their own as a beginner 

(psychological costs).  

 

1.6.3. Paying for The Nando’s Experience  

Having considered the different non-monetary costs involved above, it must not be 

forgotten that some consumers may choose to dine out for the sake of the experience.  

 

It takes a certain kind of individual to bring our restaurants to life. Someone who will 

put their heart and soul into serving up truly memorable customer experiences. (Nando's UK 

- Nandocas, 2016) is the first line on Nandos.co.uk website under Career section.  

The focus on giving the customer a good experience is steadily mentioned in many of 

the jobs descriptions on their website, such as:  

- Front-of-house: This isn’t just about serving up great food, it’s about delivering mouth-

watering experiences too. The kind of experiences you simply won’t find anywhere else.  

- Hosts: we want our customers to have a warm feeling in their bellies before they’ve even 

touched the PERi-PERi  

- Cashier: It’s about positive energy and making sure every customer has what they need for 

a fantastic experience. (Nando's UK - Careers, 2016) 

 

Nando’s clearly communicate, that they do not only sell food to consumers (product), 

and provide services (service) involved, but also aim to give their customers great 

experiences and this is what they call The Nando’s Experience, as mentioned above.  

This concept of promoting experiences, alongside products and services was 

introduced by Pine and Gilmore in 1998 as part of something they call Experience Economy. 
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In their article “Welcome to the Experience Economy”  (Pine & Gilmore, 1998) Pine 

and Gilmore briefly explained about the progression of Economic Value via the four-stage 

evolution of the birthday cake.  

Stage 1: Extract Commodities:  

Mother makes a birthday cake from scratch, 

costing mere dimes.  

Stage 2: Make goods: Mother pays a dollar for 

premixed cake packages  

Stage 3: Deliver Services:  Parents order cake 

from store and pay between 10-15 dollars  

Stage 4: Stage Experience: Parents spend over 

100 dollars to outsource their children’s 

birthday party to a company, which will stage a 

memorable event for the children, and a cake is 

free as a part of the birthday package.  

(Picture 1.4. Source: (Pine & Gilmore, 1998))  

 

Pine and Gilmore stated that many companies simply wrap experiences around their 

traditional offerings to sell them better  (Pine & Gilmore, 1998) Which is aligned with 

Nando’s strategy. The traditional offering is serving chicken, and with the contribution of 

special music, the staff, the interior, the colors and the vibe, an overall Nando’s experience is 

formed for the customers. Below is a graph of the Progression of Economic Value of 

Nando’s, which demonstrates that Nando’s is correct to focus on selling the Nando’s 

Experience, as they are no longer only deliver services, but also sell an experience. 

Stage 1: Extract Commodities:  

Cook from scratch: Raw chicken 

Stage 2: Make Goods:  Pay for pre-packed 

and pre- marinated raw chicken 

Stage 3: Deliver Services:  

Buy pre-cooked ready-to-eat chicken.   

Stage 4: Stage Experience:  

Eating at Nando’s  
Picture 1.5. made by Ink Littler 
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The aim of providing their customers with a good experience has multiple benefits. 

By providing a good experience beyond selling goods and services, Nando’s create special 

value for their customers to return, but as well as increasing the willingness to pay that little 

extra for Nando’s food, instead of cooking at home or going to another food establishment 

without the Nando’s Experience. 

  
Section 1 Summary 

The first part of Section 1 has covered the topics of brand management, brand identity 

through employees. Nando’s put a lot of focus and investment into their employees. The 

management style they aim for is family style, giving each restaurant manager or Patrão 

freedom to manage his/her restaurant in their own way. In order to have some control over the 

restaurants, the managers are given broad guidelines, covenant, Nando’s core values and 

appropriate training, in order to fulfill their jobs, and what is required of them as a Nando’s 

manager. The majority of Nando’s employees are young, and with a low staff turnover, it 

means that Nando’s offer them the possibility to progress.  

 

By emphasizing focus and effort into their employees, it is believed that Nando’s is 

using Identity Approach to manage their brand. Identity Approach refers to an approach 

where the employees are in the center of brand creation. Additionally, the main theme of 

Identity Approach is Brand Identity. Brand identity is divided into 4 main themes, which are; 

1.Corporate Identity 2. Organizational Identity, 3. Corporate Image and 4. Reputation.  

It was revealed that Nando’s do try to create their identity, by creating their own font 

and using it throughout their communication channels. As well using their employees, by 

motivating them "from the inside out", via training, development and positive feedback, all of 

which contributes to higher commitment.  

Nando’s Image and Reputation are formed outside the company, but Nando’s do take 

part in creating this via WOM and Celebrity Endorsement. Nando’s has gain a lot of WOM 

by giving away celebrity black cards, which supposedly give unlimited free Nando’s for life. 

By giving the secret black cards to the celebrity, Nando’s is also getting an indirect celebrity 

endorsement. Celebrity endorsements can have positive effects to the brand and it helps 

customers with brand association, which could lead to higher brand equity.  
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The second part of Section 1 covered the categorization of Nando’s and the 

willingness to pay in the UK. Categorization of restaurants was analyzed according to 4 

criteria: 1. Price, 2. Atmosphere, 3. Service Style and 4. Food Quality. In order to separate 

fast food and other similar types of restaurants with Nando’s, the categorizations of Nando’s 

was done along side the categorizations of McDonalds and TGIF. Here, it was found that each 

restaurant was within their own separate categories, and that the price range for Nando’s was 

between TGIF and McDonalds.  

Thereafter, the willingness to pay for Nando’s UK were calculated. Having compared 

the prices of semi-homemade meals from Tesco and Sainsbury to dining out at Nando’s, the 

price differences came to 159 DKK per couple between cooking and dining out. Thereafter, 

reasons and explanations as to why consumers are willing to pay were analyzed and 

discussed.  Here, it was found that convenience and experience economy are the main keys to 

the willingness to pay higher prices for food in restaurants.  
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Section 2: The Danish Environment 
 

This section of the assignment will look into the business environment of Denmark. 

From the perspective of this thesis, as a potential entrant to the Copenhagen market, the 

environment analysis will provide a status of the current surroundings and the elements 

involved to help anticipating the future scenario, if Nando’s were to enter Copenhagen.  

 

The business environment is divided into 4 layers; 3 external and 1 internal layer as seen 

below  

 
Picture 2.1. Source: Johnson, Whittington and Scholes, Exploring Strategy, 9th Edition, p.49 

 

Layer 1: The macro-environment consists of broad environmental factors. The analysis of this 

section will be made using the PEST model, to analyze the external influences that may affect 

Nando’s DK, both directly and indirectly.  

 

Layer 2: Industry or Sector: refers to a broad environmental analysis, but only referring to the 

relevant industry, which in this case it the restaurant industry in Copenhagen. Here, Porter’s 5 

Forces will be used to help analyze the attractiveness of the industry. Additionally, Industry 

Life Cycle analysis will be used, in order to identify certain strengths and weaknesses of the 

industry at this stage.  

 

Layer 3: Competitors; involves identification of potential competitors, followed by 

identifying the potential customer accordingly. As earlier mentioned, a restaurant like 

Nando’s is unique both in taste and operating method. Therefore, Nando’s would “in theory” 
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have no direct competitors. In this case, the competitors would instead refer to other 

restaurants of the same price range and service standard. In order to know what price range 

Nando’s DK would belong to, a price calculation will be made in this section. Thereafter, a 

broad category of competitors will be found.   

 

Layer 4: The Organization; the Internal Environment, will not be analyzed due to the lack of 

inside knowledge and the lack of relevance to the thesis.  

 

 

2.1. External Environment Analysis Layer 1: The Macro Environment  

2.1.1. PEST Analysis of Nando’s in Copenhagen 

In the Macro-Environment, PEST analysis is used to provide a list of external influences, 

both direct and indirect to Nando’s entering Copenhagen. PEST analysis categorizes the 

external environment into 4 core categories, which are: Political, Economical, Social and 

Technological.  

 

2.1.1.1. Political Factor:  

Political refers to the role of government and the influences it has in the food industry. In this 

category, the political factors are divided into 2 levels; European Level and Danish Level.  

 

Since Denmark is a member of the European Union (EU), there are guidelines created 

by the European Commission (EC) to follow with regards to food, such as principles, 

requirements and procedures to be implemented by all the member countries. The EC’s food 

requirements focus mainly on consumers’ safety, to assure them that the food purchased 

within the EU production, have a certain standard that is safe to consume. Therefore, the 

main requirements from the EC to all its members include traceability, responsibility of 

operators and withdrawal or recall of food. These requirements translate to what we’ve 

already seen in our daily life here in Denmark, such as lot marking, best-before dates, 

production country and alcohol and/or caffeine content to name a few.  

 Furthermore, the EC also has regulations regarding products transparency and 

visibility. For example in product labels, there are requirements such as nutrition information, 



Master’s Thesis                                                                             Ink Pitchapa Ingemann Littler 

Page 38 of 106 

allergens information, added supplements, added chemicals, added Nano technology and 

preservatives.   

 Additionally, there are laws within the EU limiting the amount of improvement agents 

to be used in food, such as additives, enzymes and flavorings. There is an existing list of 

approved additives, food enzymes and flavoring available to download on the EC’s website, 

under the section Food. Each agent on this list has been tested and risk assessed individually 

to the standard procedures required by the EC. (European Commission, 2016) 

 

 In Denmark, the Danish Veterinary and Food Administration (DVFA, aka. 

Fødevarestyrelsen) are responsible for supplying the current EC’s food laws and regulations 

to Danish consumers, in terms of translating the requirements into Danish and making these 

requirements available in Denmark. Additionally, DVFA is also responsible for inspections 

of food labels, food facilities and approval of food establishments; anything from a food bike 

to an industrial production facility. The general inspections of facilities include layout 

analysis, hygiene, temperature checks and more. The facility inspection results are ranked 

into different stages of a smiley face, which can be seen on a one-page report on most food 

establishments’ windows or doors. (Fødevarestyrelsen, 2016) 

 

 In regards to Nando’s, their unique-selling-point (USP) is the Peri-Peri sauces and 

marinades. Since Nando’s UK is well established, one can assume that their products meet all 

the EC’s laws and requirements, and would also therefore be available to enter Denmark 

without problems. In fact, some varieties of Nando’s sauces have already entered the Danish 

market during special offers, such as in Netto, where small bottles of Nando’s sauces were 

sold on discount during Week 2 in 2015 (5th-11th January 2015) (Appendix 8: Nando’s 

Sauces in Netto).  

 With this information, one can assume that if Nando’s were to open a restaurant in 

Copenhagen, they would only have to fulfill requirements of facilities standards and get 

approval from DVFA, just like any other restaurant in the country.  

 

2.1.1.2. Economical Factor:  

The economical factor includes relevant factors such as country’s economy, world’s 

economy and global exchange rates.  
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 The country’s economic factor has an influence on the level of disposable income. For 

example, the financial crises influenced spending habits. With lower job security and higher 

percentage unemployment, consumers were more careful with their money and disposable 

income. Dining out or ordering take-away are considered luxury products/services, and 

because the cheaper alternative is to cook at home, which is quite a normal thing to do, many 

would have prioritize not dining out, when it comes to being careful with money.  

 Additionally, the country’s economical factor plays a major part in investment risks. 

If the investment risks are too high, the money institution may not be willing to lend money 

and investors may not be willing to invest in opening Nando’s DK.  

 

Nando’s USP is their Peri-Peri chilies, which are not locally grown in Europe on a big 

enough scale to supply the demand. Therefore, global factors such as inflation, fuel prices, 

import/export and exchange rates play a big part of the economical variable. The higher price 

for ingredients and higher price for import/export of products would easily add up to a higher 

price of the final products, which in the end would have a direct effect on sales and 

consumer’s willingness to pay.  

 

Furthermore, Nando’s originates from South Africa, and, the global exchange rates 

could play some role in terms of financial results comparisons. Even if Nando’s DK belongs 

to the Northern European Region, the financial result would still be affected by global 

exchange rates compared to, for example, the UK where Nando’s is well established.  

 

2.1.1.3. Social Factor  

The social factor includes changes in culture and demographics. 

 

  In the past few years, the number of international students in Denmark has increased 

significantly. In 2013, there were twice as many international students in Denmark than in 

2007. The top two universities with the highest numbers of international students are CBS 

and University of Copenhagen (KU), both of which are situated in Copenhagen. (ufm.dk, 

2015) This change has contributed to a slight shift in the culture and demographics of 

Denmark, especially in Copenhagen. For example, higher numbers of international students 

could lead to higher chance of Nando’s brand recognition, which has a direct impact on 

willingness of others to try Nando’s via WOM mentioned earlier in this assignment. Also, 
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higher numbers of international students means more support for international brands and 

higher frequency of dining out at reasonable prices, like in many other countries around the 

world. Additionally, after the recent Burger-Boom in Copenhagen with fierce price 

competition, (EuroMonitor Internationals, 2016c) Copenhageners are now more used to 

lower prices at fast casual restaurants.  

 

In fact, the Copenhagen culture is already changing in regards to dining habits. 

According to Søndagsavisen (Kjeldsen, 2015) “food trend in Copenhagen is changing, as the 

Copenhageners are more welcoming to new international tastes, but also because the Danes 

food habit in general is shifting towards restaurants visits and take-away in the recent years 

(Søndagsavisen)”. This statement is closely connected to a topic earlier mentioned in Section 

1.5.2. Paying for Convenience, where it was mentioned that the newer generation, especially 

the 16-24-year-olds in the UK cannot cook and would prefer to pay for ready-made food, 

than to learn how to. In Denmark, according to Politikken, the Danish children are still taught 

Home Economics (Hjemkundskab), where cooking classes still exist. But the cooking ability 

among the younger generation is also slowly disappearing, as they become older (Guldagger, 

2011). 

 

2.1.1.4. Technological Factor  

The technological factor refers to the innovation and development of technology, such as 

Internet access, smartphones, Apps, program’s features and more. 

 

With the fast development of technology, especially within the smartphone industry, it 

has become easier to access information online about different restaurants anytime and 

anywhere. As earlier mentioned, WOM and eWOM has quite an influence on decision 

making, and with the development of Apps such as Tripadvisor, Foursquare, Instagram, 

Facebook check-ins, information sharing has made it both easier, and more difficult to choose 

at the same time. For example, as already mentioned briefly in Section 1.3.3. when WOM and 

eWOM contradict one another. Imagine a scenario where you have chosen a restaurant to visit 

tonight based on WOM of a friend, which you value highly. Before leaving, you check on 

Tripadvisor for reviews, and were not satisfied with the results. You are now stuck between 

your friend’s opinion (WOM) and the opinion of many strangers (eWOM).  
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If there is no Internet access, you would have taken your friend’s recommendation and 

trust him/her fully, but now there are mixed feelings after seeing the reviews online. And 

tonight, the place that you would likely have ended up at, is your usual place. So although 

information sharing has made it easier to choose or reject restaurants, it has also made it more 

difficult if the information isn’t aligned with WOM.    

 

 

2.2. External Environment Analysis Layer 2: The Industry  

2.2.1. Porter’s Five Forces Framework 

Porter’s Five Forces Framework is used to identify the industry’s attractiveness. Porter’s Five 

Forces consists of; 1. Threat of Entry, 2. Threat of Substitutes, 3. Power of Buyer, 4. 

Power of Supplier and lastly 5. Competitive Rivalry. The essential message with Porter’s 

Five Forces is, the higher the forces, the more unattractive it is to enter in the relevant 

industry. Therefore, this analysis will summarize each of the forces into: low, medium and 

high.  

 

2.2.1.1. Threat of Entry 

Threat of Entry refers to how easy it is for a new entrant to enter the industry. The easier it is, 

the higher the threat.  

 

In order to open a restaurant anywhere, one would need recipes for the food. As earlier 

mentioned in the Political Section, the EC has a list of approved products and requirements 

for food sold in Europe. However, this also means that if a restaurant already exists in one 

European country, it can principally open a second restaurant in any other European country 

without any major issues.  

 

In the case of Nando’s DK, Nando’s is already well established within the UK, which 

means that its USP, the Peri-Peri sauce is approved by the EC. Therefore, it should be 

relatively easy and straightforward for Nando’s to open a restaurant in Denmark as well. But 

for its future survival, maybe high threat of entry isn’t such a good thing, as it would bring 

more competitors to the market in the future.  With all the factors mentioned, it is evaluated 

that threat of entry is medium-high.  
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2.2.1.2. Threat of Substitutes 

A substitute product is another product, which offers a similar benefit and/or fulfills the same 

purpose. A substitute product doesn’t necessarily have to be a product within the same 

industry.  

This assignment focuses on Nando’s DK, and the fast-casual dining industry in 

Copenhagen, which means that substitute products could also be restaurants within other 

industry suck as fast-food (Quick service), casual dining and fine dining. This means that a 

substitute product for Nando’s DK in the restaurant industry in Copenhagen could be a variety 

of fast foods, as well as cafés, pubs, buffets, burger bars, sushi bars, basically, any food that 

sells within the similar price range of what Nando’s DK would, and takes approximately the 

same time to produce. 

 

If the substitute products were to narrow down to just chicken in the casual dining 

industry in Copenhagen, KFC would be considered the main substitute product.  Some may 

argue that KFC isn’t a substitute product, but rather a direct competitor since both Nando’s 

and KFC are chicken restaurants. The main difference between the two is the cooking 

methods, which make the end product completely different from each other, since Nando’s 

uses grill with own marinades and KFC, which is battered and deep-fried. 

 

Additionally, one must never forget that something as simple as eating food at home 

could also be substitute product for dining out at Nando’s. A substitute product for Nando’s 

outside its industry would be any food from anywhere, whether it’s from your own home, 

your parents or even canteen food at your work. If chicken were the main priority, then 

anything between frozen chickens in the supermarket to ready-to-eat roasted chicken from the 

deli section in Føtex or Bilka would also be considered substitute products.  

 

If the purpose of visiting Nando’s were convenience and/or socializing, a deli chicken 

or any other fast-casual restaurants in Copenhagen would easily fulfill the same purpose. In 

summary, the threat of substitutes is high in the Copenhagen market, due to the varieties of 

choices and options available.  
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2.2.1.3. Power of Buyer 

Buyers refer to the immediate customers, who are not necessarily the ultimate customers, 

such as Business-to-Business (B2B). If this assignment were to extend its view and analyze 

the sales of Nando’s sauces in the Danish supermarket, the retailers such as COOP and 

DanskSupermarked would be considered B2B buyers. Thus this is not the case, and the main 

focus lies in opening a Nando’s in Copenhagen, which makes the immediate customers the 

Copenhagen consumers (Business-to-Consumer), whom are also the ultimate customers. The 

power of the buyer is evaluated, for example, by measuring switching costs.  

 

Switching costs refer to how easy it is for the buyers to switch to another supplier. In 

this case, it would be how easy it is to eat at another restaurant than Nando’s. As stated 

previously, there are many substitute products and it would be relatively easy to find a 

substitute product, at a similar price range or cheaper than Nando’s. Also, as earlier cited in 

PEST under Technological Factor, recent technological developments have given consumers 

easier access to the Internet and information sharing than ever. Within the casual dining 

industry, WOM and smartphone apps have collectively played a major role in expanding the 

options and knowledge of the market, via apps such as Tripadvisor, Foursquare, Facebook 

and Instagram. With the easiness of information finding, the switching cost is considered low, 

which makes buyer power high.  

 

2.2.1.4. Power of Supplier  

Supplier refers to those who supply Nando’s with what they need to produce the products. In 

this case, it is not solely the ingredients, but also fuel, equipment, labor and potentially the 

finance as well.  

 

Nando’s USP is their Peri-Peri sauces and marinades, which would make the main and 

most important supplier, the bird eye chilies supplier, as all the other ingredients are standard 

products. According to Financial Times, all Nando’s Peri-Peri sauces are produced near 

Johannesburg (Financial Times, 2015) but according to Nando’s UK, all the sauces sold in the 

supermarkets are made in South Africa, whereas the sauces used in the UK restaurants are 

made in the UK (Nando's UK - Help, 2016). A quick search on Google has demonstrated that 

the majority of the bird eye chilies farms are located in Africa and India, which makes the 
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power of individual bird eye chili suppliers relatively low for the South African sauce 

production, as there are others available in the same area.  

For the sake simplicity of EC regulations and the shorter distance of transportation, it 

is assumed that Nando’s DK would import their sauces for restaurants use from the UK rather 

than South Africa. It is therefore important to evaluate the power of supplier for the UK 

production as well. But because Nando’s is a secretive organization, it is unknown whether 

the UK sauce production also get their chilies from the same sources as the South African 

production or not, which makes it difficult to evaluate the power of bird eye chilies supplier 

here. According to the Daily Mail (De Lacey, 2012) the UK generally import their chilies 

from Kenya or the Caribbean. But the demand for chilies in the UK has grown in the past five 

year, which has encouraged a few farmers to locally grow chilies in the UK. All in all, the 

power of bird eye chilies supplier in the UK is considered low, as there are many suppliers 

available locally and globally.   

 

Additionally, if Nando’s DK were to import their sauces from the UK, the fuel and the 

logistics companies would also be considered suppliers to Nando’s DK. However, due to the 

European Union Free Trade Agreement, the logistics and transportation branch in Europe is 

very crowded, which also leads to low power of logistics suppliers.  

 

With regards to labor, many workers in Denmark are members of a union agreement 

(Fagforening). Therefore, the power of labor supplier would be, to align Nando’s operations 

methods with the requirements from the union, which include working hours directive, wage 

agreement, pension, working conditions requirements and such. Since Nando’s is known to 

treat their employees well, aligning with a union agreement shouldn’t be any issue and 

therefore, the power of labor is considered medium-low.  

 

In summary, the different suppliers have different levels of power, dependent upon 

which industry they belong to. But from the analysis above, it is summarized that the power 

of supplier is generally low, which makes the industry attractive in this respect.  

 

2.2.1.5. Competitive Rivalry  
Rivals are basically competitors, who offer similar products and services aimed at the same 

customer group. These competitors are not to be confused with substitutes earlier mentioned. 
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Additionally, the influences of the previous four forces affect the degree of competitive 

rivalry in the industry.  

As for Nando’s DK, the main product is dine-in grilled chicken, service level is 

limited service or partly self-service as cited in Categorization of Nando’s. The customer 

groups are those who would dine at other fast-casual dining places, at a similar price range.  

 

The market for dine-in grilled chicken restaurants in Copenhagen is spread out 

through a variety of places, such as French Chicken, King Chicken 2000, King of Chicken 5  

and diverse kebab bars. The most commonly seen is French Chicken with 6 branches in 

greater Copenhagen (frenchchicken.dk, 2016) although with limited seating for less than 10 

people. Despite the name including the word chicken, French Chicken's main sales are their 

sandwiches and salad bar, rather than rotisserie chicken. King Chicken 2000 and King of 

Chicken are both located in Frederiksberg and serve grilled chicken, burgers, sandwiches, 

salads, kebab and nachos. (Just-eat.dk, 2016)  

 

All restaurants mentioned have a grater similarity to your local kebab place rather than 

a fast-casual restaurant. So even though these restaurants do have some dine-in spaces, serve 

grilled chicken, with limited service or partly self-service. They do not fulfill the requirements 

for fast-casual restaurant in the same way Nando’s DK would, due to the lack of theme and 

space, as well as not fulfilling the pricing requirement as mentioned in Categorization of 

Nando’s. Therefore, they are all rather quick service restaurants, which fall into the same 

category as McDonald’s, Burger King or KFC, rather than Nando’s.  

 

With this information, it is believed that the competitive rivalry for Nando’s DK is 

medium, as they do not have any direct competitor and the environment has low power of 

supplier but, medium-high threat of entry, very high threat of substitute products and high 

power of buyer.   

                                                

 
5 Seen from Just-Eat.dk. Category: Grill Food 
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2.2.2. Industry Life-Cycle Analysis  

 
Picture 2.2. Source: Johnson, Whittington and Scholes, Exploring Strategy, 9th Edition, p.65 

 

The Industry Life cycle is used to help predict potential industry development. The industry 

life cycle shows 5 developing stages of an industry from 1. Development, 2. Growth, 3. 

Shake-Out, 4. Maturity to 5. Decline Stage in connection with the market size and 

development.  

The power of Porter’s Five Forces is connected to the industry life cycle, since the 

competitive forces vary and change over time, depending on which stage of the life cycle it is 

in. Therefore, the current stage of the Dining Industry in Copenhagen will be identified 

according to the findings from Porter’s Five Forces analysis above.  

Although, it is not guaranteed that one stage will be followed predictably by the next 

in the order shown above, it does help to have an idea of how an industry development could 

look like and how Porter’s forces may change over time accordingly. 

 

The dining industry in Copenhagen is considered in its Growth Stage of the life cycle. 

The industry has high growth, with the openings of new international restaurants such as 

Dunkin Donuts, Yo!Sushi as stated earlier in this assignment, but as well as the expansion of 

successful local players such as Madklubben, Cofoco, Halifax, Gorm’s and more. 

(EuroMonitor Internationals, 2016b)At this stage, the rivalry is low and in the case of 

Nando’s DK, there is currently no direct rival.  

Although some local players in the market are expanding, they have not yet built up 

enough customer loyalty to secure their position. And with high threat of entry, there is an 

opportunity for anyone to enter.  
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Additionally, the price war among the burgers restaurants (EuroMonitor 

Internationals, 2016c) is a sign, which proves that the dining industry is in its Growth stage. 

In the development stage, there aren’t enough players for a price war, and in the Shake-out 

stage with slow growth, it is not worthwhile to compete on low prices with existing players.   

 

Being at the growth stage means that Nando’s DK would have the opportunity to enter 

and establish themselves in the market with benefits, such as higher consumer awareness, the 

market is pre-tested by other players of a similar category, more established suppliers and 

without having to jeopardize high risks in the development stage themselves. At this stage, the 

market isn’t too crowded and at the moment, there is still no direct rival.  

There are risks involved in this stage, such as increasing competition, fierce price wars 

and the lack of differentiation from other players. As previously mentioned, if customers 

cannot see the value or differentiation between the players in the market, there is no brand 

loyalty to gain.  

 

 

2.3. External Environment Analysis Layer 3: The Competitors and Markets 
Layer 3: Competitors; involves identification of potential customers and potential 

competitors. As earlier mentioned, a restaurant like Nando’s is unique both in taste and 

operating method. Therefore, Nando’s would “in theory” have no direct competitors in 

Denmark. In this case, the competitors would instead refer to indirect competitors of the same 

service level and price range, selling substitute products. In order to know the price range of 

Nando’s Denmark, a calculation will be made in this section of the assignment.   

 

2.3.1. Competitor Analysis 

As earlier mentioned, Nando’s is unique and would therefore “in theory” have no 

direct competitors. In order to identify the potential competitors via price ranges, it is 

foremost important to calculate the potential price of Nando’s products in DK.  

Since it is not possible to contact Nando’s for their price calculation methods, and 

similarly, it is unknown how much expense Nando’s would actually incur to open, and once 

open in Denmark, an alternative calculation method is used by using price differences and 
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averages, based on the prices from other restaurants and other countries with the prices in 

Denmark.  

 

For the sake of simplicity, McDonalds and TGIF will be used as points of comparison, 

as both restaurants exist in Denmark, but as well as in UK and USA just like Nando’s. Also, 

these restaurants were earlier mentioned in Categorization of Nando’s, where it was found 

that TGIF is one category above and McDonalds one category below Nando’s.  

 

2.3.1.1. Nando’s DK Price Calculations 

Firstly, items that are sold in all three countries are selected. Thereafter, the prices in 

the local currency are noted and converted into Danish kroner  

 

Table 2.1. McDonalds and TGIF prices in US, UK and Denmark6 

Price Comparison US prices 
in USD 

USD 
converted to 

DKK 

UK 
prices 

in 
GBP 

GBP 
converted to 

DKK 

Danish 
prices 

in 
DKK 

McDonalds  
Big Mac Single  4.59 28,06 2.99 28,59 30 
Big Mac Meal  7.19 42,11 4.59 45,59 60 
Filet-O-Fish single 4.19 26,6 2.99 31,77 32 
Filet-O-Fish Meal  6.79 40,61 4.59 45,59 54 
Nuggets 9 pcs.  4.49 31,5 3.09 32,84 38 
Soft Drinks Small  1,59 7 0.89 9,46 17 
Soft Drinks Medium  1.89 9 0.99 10,52 20 
Soft Drinks Large  1.89 10,44 1.39 14,77 22 
Happy Meal Nuggets (4 pcs) 3.99 23,08 2.49 26,46 35 
Happy Meal Hamburger  3.99 23,08 2.49 26,46 35 
Happy Meal Cheeseburger  3.99 23,08 2.49 26,46 35 
TGIF  
Sirloin Steaks  17.40 115,04 15.99 169,92 239 
Jack Daniels Ribs Full Rack  20.20 141,7 15.49 164,61 199 
Jack Daniels Salmon  19.90 134,68 13.99 148,67 199 
Jack Daniels Burger  11.50 80,67 11.49 122,24 139 

(Appendix 7: TGIF, McDonalds and Nando’s Prices) 

 

                                                

 
6 Currency conversion via Google on 23rd November 2015 
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Afterwards, the converted US and UK prices are compared to the Danish prices 

(Purple column), and the differences are calculated into percentages. Thereafter, the average 

of these percentages is found from all items in their respective comparisons.   

Table 2.2. Price Comparisons McDonalds US and TGIF US to Denmark in percentage 

Price Comparison Price differences in 
percent DK vs US 

Price differences in 
percent DK vs UK 

McDonalds  
Big Mac Single  6,91% 4,93% 
Big Mac Meal  42,48% 31,61% 
Filet-O-Fish single 20,30% 0,72% 
Filet-O-Fish Meal  32,97% 18,45% 
Nuggets 9 pcs.  20,63% 15,71% 
Soft Drinks Small  142,86% 79,70% 
Soft Drinks Medium  122,22% 90,11% 
Soft Drinks Large  110,73% 48,95% 
Happy Meal Nuggets (4 pcs) 51,65% 32,28% 
Happy Meal Hamburger  100,11% 32,28% 
Happy Meal Cheeseburger  85,48% 32,28% 
TGIF 
Sirloin Steaks  107,75% 40,65% 
Jack Daniels Ribs Full Rack  40,44% 20,89% 
Jack Daniels Salmon  47,76% 33,85% 
Jack Daniels Burger  72,31% 13,71% 
AVERAGE 66,97% 33,08% 

(Appendix 7: TGIF, McDonalds and Nando’s Prices) 

 

As for Nando’s prices, the same calculations are made with the prices in USD and GBP 

converted into DKK via Google on the same day.  

Table 2.3. Nando’s Prices in US and UK7 

Nando's  US in 
USD 

USD converted 
to DKK 

UK in 
GBP 

GBP converted 
to DKK 

1/4 Chicken + 2 regular sides  9.5 64,84 7.6 78,11 
1/2 Chicken + 2 regular sides  13.95 101,28 10.35 107,33 
Pita + 1 regular side  8.65 60,67 7.55 79,17 
Pita + 2 regular sides 10.65 74,61 9.15 95,11 
Wrap + 1 regular side 8.85 62 8.35 89,8 
Wrap + 2 regular sides  10.85 76 9.95 105,74 
Grill Chicken Burger (no sides)  8.35 58,57 5.95 63,23 
Veggie Burger + 1 regular side  9.25 64,84 7.5 78,11 
Veggie Burger + 2 regular sides  11.25 78,85 9.10 94,05 
Soft Drinks  2,15 15,06 2.6 26,59 

(Appendix 7: TGIF, McDonalds and Nando’s Prices) 

                                                

 
7 Currency conversion via Google on 23rd November 2015. 
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Finally, the converted Nando’s prices are then multiplied with the respective average 

percentages, which are 66.97% for US and 33.08% for UK. The results of these countries are 

relatively similar, with the biggest price gap being 26.28 kr. for half chicken and side dishes. 

The final estimated prices for Nando’s DK is the average of the two, which is seen in the red 

column.  

 

Table 2.4. Prices for Nando’s Denmark  

Nando's  Converted US x 
66.97% (DKK) 

Converted UK x 
33.08% (DKK) Average 

1/4 Chicken + 2 regular sides  108,27 103,95 106,11 
1/2 Chicken + 2 regular sides  169,11 142,83 155,97 
Pita + 1 regular side  101,30 105,36 103,33 
Pita + 2 regular sides 124,58 126,57 125,57 
Wrap + 1 regular side 103,52 119,50 111,51 
Wrap + 2 regular sides  126,90 140,71 133,81 
Grill Chicken Burger (no sides)  97,80 84,14 90,97 
Veggie Burger + 1 regular side  108,27 103,95 106,11 
Veggie Burger + 2 regular sides  131,66 125,16 128,41 
Soft Drinks  25,15 35,38 30,27 

 

These prices were rounded up or down accordingly, and were used on the menus’ for the 

focus group meeting, held on 16th December 2015. (Appendix 5: Nando’s DK Menu) 

 

Having estimated the prices for Nando’s DK, it is now easier to identify who could be 

the possible competitor, offering similar levels of service and price. As earlier found, the 

prices of Nando’s should be between McDonalds and TGIF. According to the table above in 

the Danish prices (purple column), it can be seen that McDonalds prices are between 30-60 

DKK and prices for TGIF are between 139 – 199 DKK, which means that the ideal prices for 

Nando’s DK and other fast-casual dining in Copenhagen should be somewhere between 60-

139 kr. for main courses.  The Nando’s DK price calculation above has resulted in Nando’s 

DK being between 90 – 155 DKK, which more or less fits the expected price gap. Therefore, 

all restaurants offering food within the 60 – 139 DKK +/- 20 DKK can be seen as potential 

substitute competitors for Nando’s DK.  

 

Additionally the potential competitors must be similar to Nando’s DK in terms of 

atmosphere (Basic or themed), service style (half-half) and food quality (medium), as shown 

in Categorization of Nando’s earlier in this assignment. Some of the restaurant types, which 
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fit all the criteria within the same price ranges are buffet, running sushi, food booths in 

Kødbyen, food courts (Magasin, Papirøen and Torvehallen etc.) and Bronx Burger.  

 

If one were to disregard the service style of fast-casual dining, and consider full-service 

restaurants, still with the same remaining criteria as before. Then the potential competitors 

overview would be much broader. For example, burger bars (Cocks and Cows, Halifax, 

Grillen), Kødbyen, country restaurants without buffet (Thai, Chinese, Indian) 

 

2.3.2. Market Segmentation  

Market segmentation is used to identify customers by placing them in different groups 

according to their needs. Market segmentation creates opportunities for companies to target 

different categories of customers, who will most likely perceive the value of certain products 

or services in the same way, but different from those from other groups. For example, 

customers have different needs and expectations in a marketplace. So even though 

McDonalds and MASH are both within the restaurant industry in Copenhagen, they position 

themselves differently. They would therefore have different market segments and customer 

groups, who are unlikely to substitute one restaurant for the other when it comes to choosing a 

restaurant.  

But due to the frequency of dining out, it is almost impossible to categorize the 

consumers in a particular group at all times, as the same consumers may eat at MASH one 

day during a special occasion and eat at McDonalds the following week because of 

convenience. Therefore, instead of creating the typical market segmentation for Nando’s DK, 

the next section of the assignment is devoted to analyzing the Danish consumers, with focus 

on Copenhagen consumers. The next section of the assignment will further explore the 

Copenhageners’ food habits, taste preference via the results from the online survey, focus 

group session and individual interviews.  

 

 

Section 2 Summary 
This section of the thesis covered the analysis of the Danish business environment. 

The business environment consists of 3 relevant external layers, which are Micro 
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Environment (PEST), Industry (Porter and Life Cycle) and Competitors (Competitor and 

Customers)  

In PEST, the Political factor revealed that since Denmark is a part of the European 

Union, it must follow regulations set by the European Commission (EC). In regards to food, 

there are laws and regulations with focus on transparency and safety. In Denmark, DVFA is 

responsible for providing these laws and regulations, as well as conducting inspections. 

Economical had to do with investment risks such as inflation, fuel prices, import/export and 

exchange rates, all of which are relevant if Nando’s were to enter Denmark. Social factor 

referred to the change in culture and demographics. Here, it was revealed that Copenhagen is 

changing. With the increasing number of international brands, restaurants price wars and 

change in eating habits all contributing positively to the possibility of opening Nando’s. 

Technological factor mentioned the fast development of technology, which provides the ease 

of Internet use. This has a direct impact on the dining habits through topics such as WOM, 

eWOM as mentioned earlier in this assignment.  

 

Porter's 5 Forces revealed that it is fairly easy for potential competitors to enter the 

Danish market, and there are currently a lot of substitute products to Nando’s available. 

Additionally, there is high power of buyer, all of which contribute to an unattractive industry 

to invest in. On the other hand, the power of supplier is low and there is currently no direct 

competitor to Nando’s in Copenhagen, which increases the likelihood and the attractiveness 

to invest, from Nando’s perspective.  

In order to confirm the level of industry attractiveness, and to predict how the future 

market development could look like, an Industry Life Cycle Analysis is used. This analysis 

revealed that the restaurant industry in Copenhagen is currently in the Growth Stage. There is 

much evidence to support this, such as the opening of new international restaurants, alongside 

the expansion of existing local restaurants  

(EuroMonitor Internationals, 2016c). Also, there is a price war among the burger 

restaurants, which can only happen during the Growth Stage, as the Development Stage 

doesn’t have enough players and Mature Stage would already have fixed low prices.  

 

The last layer includes customers and competitors in the market. In order to define 

who Nando’s indirect competitors could be, it is necessary to calculate the potential prices of 

Nando’s Denmark. This price calculation is done via comparing and contrasting with prices of 
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McDonalds and TGIF in the UK and US vs the prices in Denmark. Thereafter, the average 

price differences in percentages were found, which is Denmark being 66.97% more expensive 

than the US and 33.08% more expensive than the UK. Thereafter, Nando’s UK and US prices 

were converted to Danish kroner, and multiplied with the respective percentages mentioned.  

The results in Danish Kroner for each product from each country gave relatively 

similar prices, and the average is considered Nando’s Denmark prices. Based on the prices 

alone, it was revealed that any fast casual or casual restaurants, selling main courses between 

60-139 DKK +/- 20 kr. are considered indirect competitors to Nando’s in Denmark. 
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Section 3: The Copenhagen Consumer 
 

In order to enter a new market in a country, like the assumption of Nando’s entering 

Denmark, it is necessary to study and understand the culture within the particular country 

first. Therefore, this section of the assignment will cover an analysis of the Danish culture in 

terms of their behavior and values. Additionally, this section will cover the Danish food 

culture, habits and preferences, as well as creating a broad profile of the city's inhabitants. 

 

 

3.1. Culture 
Culture can be defined as “ways of living, built up by a group of human beings, that 

are transmitted from one generation to another. And Geert Hofstede defines culture as “the 

collective programming of the mind that distinguishes the members of one category of people 

from those of another (Keegan Warren, 2013) Here, he defines a category to be a nation, ethic 

group, gender group, family and other similar units. Therefore, one way to study the Danish 

culture is to understand the attitudes, beliefs and values of the Danes. 

 

Belief is an internal feeling that something is true, even though that belief may be 

proven wrong, unproven or irrational. Value is a measurement of worthiness and importance, 

which results from the individual’s belief. Attitudes refer to a way, which a person acts 

and/or applies their beliefs and values. Attitude can be express through both words and 

behavior.  

 

3.1.1. Denmark: Hofstede’s Cultural Typology  

One way to study the Danish consumers and their culture is to use Hofstede’s Cultural 

Typology. Hofstede’s Cultural Typology measures each country by specific dimensions, 

which influence beliefs, values and attitudes.  

 

According to Global Marketing by Keegan and Green (Keegan Warren, 2013), there 

were 5 dimensions of Hofstede’s Cultural Typology. But now, in 2016, on Hofstede Centre 

website: (geert-hofstede.com, 2016) there are 6. The first 5 dimensions are still the same:  
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1. Power Distance: refers to the level of acceptance of unequal power distribution within 

the society. 

2. Individualism: refers to the individuals’ concern for their own interests and of his/her 

immediate family. On the other end of the scale, there is Collectivism, where the 

society’s members are integrated into a cohesive in-group.  

3. Masculinity: refers to the distinctive difference in the roles of male and female in the 

society, with the preference of male being achievement-orientated, assertive and 

concerned with material rewards, and the women to be the nurturer and concerned 

with the welfare of the children. On the other end of the scale, there is Femininity, 

which stands for the overlapping of the male and female’s role in the society, with a 

preference for cooperation, modesty, caring for the weak and quality of life.  

4. Uncertainty Avoidance: refers to the degree of uncomfortable-ness, caused by unclear, 

ambiguous, or unstructured situations. On the other end of the scale, there is 

Uncertainty Acceptance, which is more tolerant of people whose opinions differ from 

their own.  

5. Long-term orientation:  Includes a few sub categories to be measured such as;  

a. Ordering relationships by status reflects the presence of the societal 

hierarchies 

b. Observing this order indicates the acceptance of complementary relations  

c. Thrift manifests itself in high saving rates  

d. A sense of shame leads to sensitivity in social contacts  

(Keegan Warren, 2013) 

 

The last dimension, which is the newest dimension, is:  

6. Indulgence, which stands for a society that allows relatively free gratification of basic 

and natural human drives related to enjoying life and having fun. On the other end of 

the scale, there is Restraint, which stands for a society that suppresses gratification of 

needs and regulates it by means of strict social norms. (geert-hofstede.com, 2016) 

 

This dimension is particularly important to the topic investigating, because of the influence 

Indulgence could have on the food culture. Indulgent cultures will tend to focus more on 

individual happiness and well being, leisure time is more important and there is greater 
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freedom and personal control (Communicaid.com, ), all of which contribute towards certain 

life choices, food choices and the logic behind these choices.  

 

 On the Hofstede Centre website, information is collected and analyzed about each 

country. Below is the result in form of a graph, displaying the 6 dimensions of Denmark.  

 
As earlier stated, Masculinity (#3) refers to the roles of male and female in the society. 

Denmark having low masculinity means that male and female are more equal in the working 

market and at home. This leads to the assumption that there is no one in charge of the homely 

duties such as cooking dinner. And since both parts are assumed to be working, they would 

also have more income to spend on convenience, due tothe lack of time. And since the Danes 

supposedly have low saving rate in Thrift  (#5: LTO), they should be more willing to spend 

money to order take-away and/or dine out and enjoy their lives (#6: Indulgence).   

 

In April 2016, DR.dk (Denmark.dk, 2016; Refn, 2016) released an article dividing the 

Danish population into four categories according to their tastes and choices in organic 

products and prices. Two groups out of four are distinguished mainly via the choices of 

organic products and lifestyle. The first group is the Collectivists who buy organic products 

and have high concern for the world and everyone in it. The second group is Individualists, 

who do not buy organic, are self-centered and money driven. Given this information, along 

with the measurement from Hofstede’s analysis, it is reasonable to assume that the majority of 

the Danes are Individualists, who do not care for organic products, as they cost more. This 

information coincide with the score of 74 in Individualism (#2), which refers to one’s concern 

with own interests and of his/her family, rather than the interest of the society.  
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However, the low LTO (#5) suggests that saving money is not an important factor, and 

therefore the assumption of not buying organic products is proven opposite of being an 

Individualist. A report from Institute of Organic Argriculture FiBL  (Willer & Lermoud, 

2014)has shown that Denmark was the second largest consumer of organic products per 

capita in the world in year 2012. This willingness to buy organic products is suspected to 

derive from high individualism when money is not an issue. Also, the reasons for buying 

organic is purely related to concern for their families’ health and well-being, which still 

coincides with being an Individualist according to Hofstede’s analysis.  

 

Lastly, it is believed that the Danes have considerably low brand loyalty. The reasons 

behind this belief is based on combining the low level of uncertainty avoidance (#4) with the 

high level Indulgence (#6),. This combination leads to the assumption that Danes are more 

likely to be open to new things (#4) , since they don’t want to miss out on having fun (#6), 

they would generally have lower brand loyalty 

 

Based on the information above, the Danish behavior and values can be summarized 

by keywords such as gender equality, with low saving rate, individualists who like to enjoy 

life, but are also health-focused. And lastly, they are willing to try new things and have low 

brand loyalty.  

The result of this analysis suggests that the Danes’ values and behavior could 

contribute to an increased and decreased chances of acceptance for Nando’s simultaneously, 

if they should open in Denmark. The low brand loyalty, could affect Nando’s positively in the 

beginning during the early stages, but it could also affect Nando’s negatively later, if Nando’s 

cannot transform their ordinary customers into loyal customers. Additionally, the issue of 

health and organic produce should be considered carefully. Because even though the Danes 

are health-focused and had the highest consumption per capita for organic products, it does 

not necessarily means that all Danes support buying organic products, as a direct contribution 

to living healthily. But rather, support buying organic products for the sake of the product 

quality, as a result of high level of Indulgence (#6).  
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3.1.2. High-and Low-Context Cultures  

Another way to understand the different cultural dimension is to use the high-and low-

context culture concept. Edward Hall introduced this concept in 1990, where he claimed that 

in low-context culture, messages are explicit and prone to use logic, rational facts and 

open/confrontational communication style.  (Croucher et al., 2012; Djurssa, 1994) In a high-

context culture, messages are implicit and information often resides in background, 

associations, and the value of the communicator.  (Keegan Warren, 2013)  

 

According to Mr. Hall himself, the 

Scandinavians belong to the low-context culture,  (Hall 

Edward, 1990) which coincides with the Danes’ working 

style of flat management hierarchy, where employees 

can discuss issues directly with their bosses (Work in 

Denmark, 2016) In the low-context culture like the 

Danish culture, an employee’s status or personal values 

will not be an obstacle to prevent the employee to be 

honest and straightforward with their superior.  

 

Nando’s originates from South Africa, which belongs to a higher level of context 

culture than of the Dane’s. The low-context culture in Denmark would still support Nando’s 

way of creating organizational identity via employees’ motivation earlier mentioned in 

Section 1, as a low-context culture allows the employees to speak freely and have influences 

in their work place and could enhance the employee’s self-esteem and feelings of self-

efficacy, which would provide better performance, leads to higher commitment to the 

organization and builds a stronger attachment to the brand.    

 

3.1.3. Danish Food Culture 

Having discussed some aspects of the Danish culture via their behavior and values, it 

is equally important to analyze their food culture, when researching a restaurant's potential. 

Danes consume three main meals; breakfast, lunch and dinner. Breakfast and dinner are 

usually consumed at home, and lunch at the work place or educational institutions. 

(Denmark.dk, 2016)  
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On weekdays, breakfasts usually consist of bread or dairy based products with options 

of cereals. During weekends, many Danes usually eat more luxurious products. The choices 

vary from fresh-baked bread from the bakery, most likely with Danish pastries on the side, 

pancakes, eggs, or eating brunch. (Denmark.dk, 2016; FDB Analyse, 2010) 

Lunches either consist of hot canteen dishes (if available) or cold rye bread based 

packed lunch. Dinners are considered one of the most important meals of the day. Danes 

make an effort to gather the family around the table for a hot meal most evenings. Danish 

food is essentially potatoes with meat and sauce. (Denmark.dk, 2016) Although, the trend for 

dinner, is shifting towards cold rye bread at dinner, instead of lunch. This is caused by the 

change in lifestyle, where many get hot dishes for lunch at work or educational institutions, 

(Madkulturen, 2015) this alongside many women contributing to the general workforce, 

convenience and lack of time are cited as the main drivers for this change of lifestyle.  

 

Additional to the traditional Danish dishes, there are some permanent international 

influences to the Danish food culture, both as home cooked and takeaway meals, such as 

Italian and Asian food. (Denmark.dk, 2016; Madkulturen, 2015) Italian dishes have evidently 

grown such a deep root into the Danish food culture, that they have now entered the grey zone 

in categorization. In a study conducted by Danish Food Index 2015(Madkulturen, 2015)dishes 

such as pizzas, pasta and lasagna are in the grey zone between the Italian or Modern Danish 

Food categories. Pasta meat-sauce has shown the biggest separation, as 50% consider the dish 

Italian, 37% Traditional Danish and 12% Modern Danish (Madkulturen, 2015) 

 

Within the last few years, New Nordic Cuisine has developed and changed the focus 

on consumers to modern versions of classic Danish dishes. This trend focuses mainly on 

using local ingredients with nutritional values, (Denmark.dk, 2016) as well as lower prices 

than restaurants, convenience and simpler dishes, which have all contributed positively to the 

increasing popularity of Torvehallerne, Papirøen and Kødbyen. (Kjær, 2014) 

 

Other than the trend of using local ingredients with nutritional values, the Danes also 

emphasize good quality, healthiness and organic choices. (EuroMonitor Internationals, 2016b) 

The demand for fast and convenient meal options is increasing in Denmark. However, 

consumers are increasingly focused on quality, and health and wellness with demand for 

more qualitative fast food (EuroMonitor Internationals, 2016c). This statement supports an 
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assumption made earlier in this assignment, regarding the topics of buying organic products, 

where some Danish consumers are assumed to buy organic products due to its quality, rather 

than for the health benefits.  

 

3.1.4. Danish Consumers Profiles:  

The Danish Food Index Report 2015 (Madkulturen, 2015), had categorized the four 

ideals of a good meal that match with the profiles of the majority of the Danish population.  

 

Profile 1: Health Driven 

The important factors within this profile include the meals’ healthiness, low-fat content, high 

vegetable content, low carb, organic products and include fish or other seafood. The main 

demographic within this profile are people with high education and the older the people, the 

higher the score. 

 

Profile 2: Family Driven  

The important factors within this profile include good taste, homemade, fresh ingredients, 

plenty of time to enjoy, food that makes you feel full, food presentation and togetherness. The 

main demographic within this profile are people with high education, elderly and those who 

live with others in a household.  

 

Profile 3: Tradition Driven 

The important factors within this profile include meat, sauce, warm traditional Danish meals 

and high volume of food. The main demographic within this profile are people with low 

education (elementary school at the highest) and those living on the Western part of Denmark.  

 

Profile 4:  The Gastronomical Driven 

The important factors within this profile include meals consists of several courses, cooking 

together or dining out at a restaurant. The main demographic within this profile are people 

with higher education, under the age of 35, have high income, living with others in a 

household and living on the Eastern part of Denmark.  
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With the information above, it is believed, that a person has different needs and 

expectations of the marketplace, according to their lifestyle. But it is also believed that one 

person may belong to different profiles at once, depending on factors such as place, dining 

habits, family background, level of education, civil status, as well as number of children and 

income level.  

Unfortunately, these profiles were created on the background of only dinner habits, 

containing eat-at-home, take-away and dine-out preferences. The scope of this paper is to 

investigate the Danes’ habits, preferences and values in regards to the fittingness with an 

opening of a Nando’s restaurant. Therefore, due to the lack of data, knowledge and lack of 

direct relevance, these profiles will not be further analyzed or categorized according to the 

Copenhagen consumers or the primary data participants.  

Nevertheless, these profiles are still considered somewhat useful and good-to-know, 

when looking at the Danish food culture from a foreigner’s perspective, as these profiles 

include criteria that are characteristic of Danish culture and way of being.  

 

 

3.2. Copenhagen and Copenhageners  
As earlier mentioned, instead of finding a particular customer segment for Nando’s 

DK, this section of the assignment will also cover the analysis of Copenhagen consumers. For 

this assignment, the focus is in opening a Nando’s in Copenhagen. Therefore, the main group 

of consumers is Copenhageners.  

Copenhageners are not necessarily those of Danish origin. Danmarks Statistik refers to 

Copenhageners as everyone who is registered to have an address in Copenhagen municipality 

according to the CPR system. This means that exchange students, expats and other foreigners 

who live in Denmark long-term are included. This inclusion of non-Danish nationals opposes 

the scope of the assignment, which only focuses on the Danish nationals. Regardless, this 

section of the assignment will make an exception and use data from Danmarks Statistik, 

which includes those of non-Danish nationals. This is due to the complication and difficulty 

of getting other reliable data sources to represent only the Danish Copenhageners. Also, other 

data sources could cause greater inaccuracy, than to use the data from Danmarks Statistik, 

which includes those of non-Danish origin. However, to decrease further inaccuracy of the 
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data, it should also be considered during this section of the assignment, that approximately 

24% of the Copenhagen inhabitants are of non-Danish origin. (See picture 3.0)  

 
Picture 3.0 Screenshot from Danmarks Statistik on 12th April 2016 

 

3.2.1. General Demographic:  

Copenhagen is the capital city of Denmark. It consists of 11 areas (kk.dk, 2016) 

covered by the Copenhagen Municipality (Municipality) and Frederiksberg Municipality. 

According to Danmarks Statistik, during the first quarter of 2016, there are 695.962 

inhabitants in Copenhagen spread out over 345.783 households (Appendix 10: Copenhagen 

Inhabitant. Screenshot from DST). Out of this number, 535.617 inhabitants or approximately 

76% are of Danish origin. (Appendix 9: Danish Origin Screenshot from DST)   

Looking at income level on Table 3.2., Danmarks Statistik has used the number of 

inhabitants per Municipality. The income levels are separated via age, from the age of 15 to 

74+, with a 5 years interval gap. Below the table illustrates the amount of people per income 

level group, according to the age interval. The table is only valid for inhabitants in 

Copenhagen and Frederiksberg Municipality from year 2014, as this is the latest data 

available. The highest number of inhabitants is marked yellow per age interval, showing the 

most common level of income of the particular age group. And on the bottom of the table, the 

totals of the inhabitants are added up according to each age interval. 

 

From this table below, it is demonstrated that the four biggest groups are those 

between 20 – 39 Y.O. (Marked red), which represent 49% of the total Copenhagen 

population.  
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Table  3.2. Copenhagener Income per age group by Danmarks Statistik 2014. (INDKP105)8 

                                                

 
8 Data Extracted on 25th April 2016  

Income/Age!

15-19 

Y.O.!

20-24 

Y.O.!

25-29 

Y.O.!

30-34 

Y.O.!

35-39 

Y.O.!

40-44 

Y.O.!

45-49 

Y.O.!

50-54 

Y.O.!

55-59 

Y.O.!

60-64 

Y.O.!

65-69 

Y.O.!

70-74 

Y.O.!

Over 74 

Y.O.!

Total 

Persons:!

Under 25.000 kr.! 14.096! 3.462! 4.458! 3.251! 2.209! 1.680! 1.427! 1.250! 935! 810! 168! 97! 182! 34.025!

25.000 - 49.999 kr.! 6.239! 3.532! 1.533! 864! 628! 499! 371! 266! 204! 195! 90! 62! 55! 14.538!

50.000 - 74.999 kr.! 2.648! 6.856! 3.812! 1.212! 636! 489! 369! 341! 263! 189! 192! 116! 129! 17.252!

75.000 - 99.999 kr.! 1.375! 8.873! 5.409! 1.620! 828! 559! 430! 402! 291! 249! 561! 446! 464! 21.507!

100.000 - 124.999 kr.! 817! 8.718! 5.890! 1.845! 990! 691! 585! 526! 425! 403! 1.203! 1.149! 1.529! 24.771!

125.000 - 149.999 kr.! 516! 9.041! 6.930! 2.580! 1.615! 1.356! 1.498! 1.577! 1.497! 1.319! 2.092! 1.858! 2.158! 34.037!

150.000 - 174.999 kr.! 294! 8.221! 6.825! 2.547! 1.829! 1.482! 1.676! 1.588! 1.252! 1.143! 2.290! 2.008! 3.613! 34.768!

175.000 - 199.999 kr.! 175! 6.130! 6.462! 2.707! 1.954! 1.783! 1.814! 1.741! 1.554! 2.589! 3.146! 2.788! 4.873! 37.716!

200.000 - 224.999 kr.! 84! 4.371! 5.627! 2.999! 2.217! 2.052! 1.973! 1.908! 1.880! 2.863! 3.354! 2.845! 4.958! 37.131!

225.000 - 249.999 kr.! 41! 2.278! 4.147! 2.798! 2.305! 2.000! 1.800! 1.599! 1.452! 1.718! 2.245! 1.754! 3.278! 27.415!

250.000-299.999 kr.! 27! 2.803! 7.651! 5.901! 4.570! 3.743! 3.379! 2.956! 2.673! 2.620! 2.861! 2.187! 3.839! 45.211!

300.000-349.999 kr.! 0! 1.554! 8.804! 8.008! 5.676! 4.520! 3.931! 3.640! 3.125! 2.688! 2.187! 1.417! 2.086! 47.640!

350.000-399.999 kr.! 6! 707! 6.946! 8.800! 6.431! 5.035! 4.386! 3.927! 3.377! 2.548! 1.513! 823! 969! 45.468!

400.000-449.999 kr.! 0! 275! 4.145! 7.142! 6.279! 4.734! 3.776! 3.286! 2.705! 2.019! 1.215! 552! 588! 36.716!

450.000-499.999 kr.! 0! 108! 2.166! 4.828! 5.070! 3.997! 3.140! 2.452! 1.984! 1.522! 930! 389! 382! 26.968!

500.000 kr. And over! 5! 169! 3.120! 9.739! 13.332! 12.931! 10.699! 8.356! 6.318! 4.483! 2.765! 1.286! 1.104! 74.307!

Total Persons: ! 26.328! 67.098! 83.925! 66.841! 56.569! 47.551! 41.254! 35.815! 29.935! 27.358! 26.812! 19.777! 30.207! 559.470!
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Additionally, approximately 74% of the population as of January 2016 is without children 

(See Picture 3.3.) 

 
Picture 3.1 Screenshot from Danmarks Statistik on 21st April 2016.  

 

And out of those without children, 59% are single men and women. (See Picture 3.4 below)   

  
Picture 3.2 Screenshot from Danmarks Statistik on 21st April 2016.  

 

3.2.2. Spending 

Having spent some time abroad, it is very noticeable when returning that Denmark didn’t 

really have many of the international restaurant brands. Something as simple as donuts used 

to be a rare commodity. Now, there are donuts in every 7-11 around the country. The same 

applies to the opposing observation, with no Danish restaurants to be seen on the international 

markets, because Denmark doesn’t have its own international chain/franchise abroad, other 

than a few single restaurants, such as Sticks ‘n’ Sushi (2013) and MASH in London (2012) 

and Meyer in New York (2016).  
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But now, there is a Nordic Food Trend with eating classic dishes (Denmark.dk, 2016) 

with a “Danish Twist”9, which has made it more common to hear about new Danish food 

establishments of all varieties, opening all around Copenhagen, from Madklubben to 

Kødbyen, Papirøen and Torvehallen.  

 

In additional to Danish food trends and establishments, Copenhagen has expanded its 

selection with single international restaurants such as TGIF, Dunkin Donuts, Yo!Sushi and 

more in the past two years. It is logical for investors to open their restaurants in Copenhagen 

as a tester for success, because Copenhageners do spend significantly more money on 

restaurants than the rest of the country. Below is a screenshot taken from Danmarks Statistik, 

regarding restaurants expenditures in 2014, divided into the five regions of Denmark, with 

Hovedstaden (The Capital Region) where Copenhagen belongs to, is the highest.  

 

 
Picture 3.3. Screenshot from Danmarks Statistik 7th October 2015 

 

According to Søndagsavisen (Kjeldsen, 2015), International fast-food companies are 

also planning to open more establishments in Denmark within the next 2 years, and some new 

players are also entering the market, such as Subway and Pizza Hut. With these changes, one 

can quickly summarize that the food trend in Copenhagen is changing, as Copenhageners are 

more welcoming to new international tastes, but also because the Dane's food habit in general 

                                                

 
9 Terminology borrowed from MASH London – Modern American Steak House with a Danish Twist 
(http://www.mashsteak.co.uk)  
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is shifting towards restaurant visits and take-away in the recent years.  (Kjeldsen, 2015) This 

information is also aligned with Danmarks Statistik, as demonstrated in Picture 3.2 below, on 

the expenditure per household, for the past 4 years in Danish Kroner, divided in all the 5 

regions of the country.  

 

 
Picture 3.4. Screenshot from Danmarks Statistik 7th October 2015 

 

Looking closely at the graph, it is noticeable that the expenditure in Hovedstaden is in 

decline from 2013 to 2014, which contradicts the statement regarding increasing expenditure 

on restaurants etc. What one has to bear in mind is, that the category Restaurants etc. may 

include expenses for take-away to be consumed at home. In that regard, there are other certain 

expenditures interrelated to buying take-away, such as buying special beer and wine for home 

consumption. These expenditures have a category of their own on Danmarks Statistik, and 

may therefore have an influence on the expenditure on restaurants on the graph.  

 

The restaurants expenditure in 2013 was 16.893,3 DKK per household and in 2014 it 

was 16.125,5 DKK per household. Below is a table, which shows the expenditure on 

restaurants, beer and wine in comparison between year 2013 to year 2014. Since the main 

focus is to analyze Copenhagen, its inhabitants, and their dining preferences, we would 

therefore only focus on the numbers from Hovedstaden, where Copenhagen is located.  
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Table 3.1. Household annual expenditure of beer and win 2013 and 2014 in DKK10 

  Year 2013 Year 2014 Difference 
(DKK) 

Restaurants etc Hovedstaden 16.893,3 16.125,5 -767,8 
Grape Wine  

(Vin af druer) Hovedstaden 3.847,5 4.366,7 519,2 

Beer 
(Lagerøl) Hovedstaden 1.471,4 1.590,2 118,8 

      

The decline in the expenditure, in restaurants in Hovedstaden, from the graph above, is 

now marked in red (-767,8 kr.) Looking further down in the beer and wine section, it can be 

seen that more money was spent on beer (+118,8 kr) and wine (+519,2 kr) both marked in 

green, making up for the majority of the decline in the restaurant category.  

What one must also bear in mind is, even if the expenditure is in decline, it doesn’t 

necessarily mean that Copenhageners go out less or buy less take-away. With the competition 

rising in the restaurants and take-away markets, comes the growth of convenience services 

such as Just-Eat.dk, Hungry.dk and other food delivery services. By ordering more take-away 

to be delivered and consumed at home, Copenhageners are likely to spend less money at the 

restaurants and food establishments, as they are not likely to pay for starters, desserts and 

beverages. 

 

 Section 3 Summary:  
This section covered the topics of Danish culture and identification of Copenhagen 

consumers. Culture is believed to be influenced by attitudes, values and personal beliefs. In 

order to clarify the values of the Danes’ and their culture, Hofstede Cultural Typology theory 

was used. Here, it was revealed that the Danes have high Individualism, and was the leading 

country in the world to purchase organic products, assuming for the sake of their families’ 

health and well-being. Additionally, they also score Low Masculinity, which influences the 

equality of genders and the homely duties, which leads to the assumption that no one is in 

charge of the cooking. The Danes also scored low in Long-Term Orientation, Low 

Uncertainty Avoidance and high in Indulgence, which combined, lead to a belief that they 
                                                

 
10 Data extracted from Danmarks Statistik on 7th October 2015 
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have low brand loyalty, as well as not prioritizing saving money, but rather preferring to 

spend and enjoy life. All of these factors would have direct effects on their eating habits, by 

higher willingness to try new products, higher willingness to pay for dining-out experiences, 

and quality or organic products.  

 

The current Danish food culture and food trend has revealed the focus of using local 

ingredients with nutritional values. It has also revealed that the Danes emphasize 

convenience, alongside quality, healthiness and organic choices concurrently. This section 

also revealed that Danes belong to a low-context culture, which appreciates direct 

conversation and flat management hierarchy, all of which aligns with Nando’s operational 

methods and values.  

 

Copenhagen consumers are all those who have their CPR registered within the 11 

boroughs of Copenhagen and Frederiksberg Municipality. A broad demographic picture of the 

Copenhageners is made. It was shown that approximately half of the Copenhagen population 

is between the age of 20 and 39 Y.O. Also, 76% of the total population has no children, and 

45% of the total population is single men and women.  

 

Copenhagen consumers are the demographical group, which spend the most money on 

restaurants visits in Denmark. Even though their actual expenditure has gone down in total 

over recent years, it is assumed that the demand for dining out or ordering take-away hasn’t 

been effected. This assumption is based upon the increasing popularity of food delivery 

services such as Just-eat.dk and Hungry.dk, where consumers are spending less on each 

restaurants visits by not having to pay for drinks, starters and/or dessert. But instead, they 

spend almost the same amount of money on buying beer and wine for home consumption, 

assumingly, together with their food delivery.  



Master’s Thesis         Ink Pitchapa Ingemann Littler 

 

 

Page 69 of 106 

  

Section 4: Primary Data Analysis 
 

This section will reveal the online survey results, regarding general food habits and 

preferences. Thereafter the key topics and results from the focus group and interviews will be 

discussed.  

 

The focus group and interview results will be separated into two main sections. The 

first section will include the specific restaurant choices of the participants and the WTP for 

food in Copenhagen. The second section will include the participants’ personal opinions, 

experience and WOM regarding Nando’s.   

 

 

 4.1. Online Survey Result 
The primary data collected for this assignment only focused on those who are Danish 

by nationality; hence this is the simplest way to separate the Danish origin and non-Danish 

origin during an online survey.  

 

It is arguable, that every big city in the world consists of a large number of 

immigrants, who shape the culture of the city. As mentioned, 24% of the Copenhagener 

population are of non-Danish origin, which is nearly a quarter. Even though this assignment 

focuses only within the Copenhagen area, the selection of Danish nationality is still 

considered necessary; in order to study the Danish culture in general. This is done in order not 

to exclude any possibility of future expansion of Nando’s to other cities in Denmark, where 

the percentage of immigrants and non-Danish origin inhabitants are not as high as in capital.  

 

 

The survey structure was described under Primary Data 1: Online Survey. The survey 

has given 32 usable results. The full survey result summary can be seen on Appendix PD Link 

2. Below is the summary of the respondent characteristics:  
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Table 4.1. Online Survey result  

Online Survey Results 

Age Group  

20-24  19% 
25-29 41% 
30-34 19% 
35-39 16% 
40+ 6% 

Gender Male 41% 
Female 59% 

Location 

CPH K 9% 
CPH Ø 16% 
CPH S 6% 
CPH N 13% 

CPH NV 9% 
Frb 25% 

Valby 6% 
Vanløse 6% 

Other (Brønshøj) 9% 

Employment Status 

Full-time 59% 
Student 28% 

Unemployed 10% 
Part-time 3% 

How often do you dine-out 
and/or eat take-away?  

Rarely: Once every 3 months or less 6% 
Seldom: Once every 2 months 3% 

Sometimes: Once a month 9% 
Often Twice a month 31% 

Quite often: Once a week 25% 
Very often: A few times a week 25% 

Why do you eat out or 
order take-away?  

Fast way to get food when I'm busy 28% 
I treat myself 19% 

I don’t have time to cook 17% 
I prefer the taste 10% 

I don't like to cook 7% 
I can't cook 5% 

I only eat out when I'm socializing 5% 
It's more economically viable for me  3% 

Meat Preference: First 
Choice 

Beef  47% 
Chicken  25% 

Fish 9% 
Other Seafood 6% 

Vegetarian 6% 
Lamb 3% 

Unknown 3% 
 

4.1.1. Demographic:  

Based on the survey results, it is found that the majority are between 25-29 Y.O., 20-24 Y.O. 

and 30-34 Y.O., in that order, which also coincides with the statistics from Section 3, stating 
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that half of Copenhagen consists of those between the age of 20-39 Y.O. The main 

employment statuses are Full-time, Students and Unemployed in that order.  

 

4.1.2. Frequency:  

The majority of the participants dine-out or buy take-away ‘Twice a month’ at 31.3% and 

shared second place between ‘Once a week’ and ‘A few times a week’ each at 25% 

 

The reasons for dining out or eating take-away allow several answers per participants, 

which came to the total of 60 answers for 32 participants. The main reason for dine-out or 

ordering take-away is  

1. Fast way to get food when I’m busy: 28% 

2. I treat myself: 23%  

3. I don’t have time to cook: 17%.  

 

Both ‘Fast way to get food when I’m busy’ and ‘ I don’t have time to cook’ refers to the same 

overall category called ‘Convenience’, which together adds up to 45%. The reasons for the 

willingness to pay for convenience were mentioned under the section Willingness-to-Pay 

earlier in the assignment. But the noteworthy finding here is the “I treat myself” at 23%, 

which matches Hofstede’s analysis of the Danes, where he claimed that they are 

Individualists, with high Indulgence level who like to enjoy life.   

 

Additionally, 3 participants claimed that they can’t cook, and their dine-out and take-

away frequencies are: 1 person  ‘A few times a week’ and 2 persons ‘Once a week’. This 

issue of the younger generation’s inability to cook was already mentioned in Willingness to 

pay for convenience earlier in Section 1.5 in the assignment. And the fact that there are 3 x I-

can’t-cook participants with high dine-out take-away frequency, the survey results also 

supports the assumption made above in Section 1.5, that younger generation have higher 

willingness to pay for convenience of take-away and dine-outs, rather than to learn how to 

cook at home.  
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4.1.3. Take-away Food:  

Take-away preferences question also allows multiple answers, which came to the total of 115 

answers for the 32 participants. The top 3 preferences are  

1. Pizza: 21% 

2. Thai: 11%  

3. Shared between Sandwiches and Salad Box: 10% each.  

 

This matches the Danish food culture earlier mentioned in Section 3, where the influence of 

Italian and Asian food has grown roots in the Danish culture.  

 

4.1.4. Dine-out Places:  

The dine-out places preference question also allowed multiple answers, which came to the 

total of 89 answers. The majority preferred  

1. Cafés: 17% 

2. Kødbyen-Papirøen-Torvehallen: 13%  

3. Shared between Burger and Local pizzeria at 11% each.  

 

The cafés culture in Copenhagen is very mature and consumers use cafés differently. 

(EuroMonitor Internationals, 2016a) The price range and menu options at cafés in 

Copenhagen are also quite reasonable, whether you just want a coffee or a burger. It is 

therefore, expected that cafés would be one of the highest visited place for Copenhageners.  

Additionally, with the burger boom in Copenhagen, (EuroMonitor Internationals, 

2016c) it would be expected that Burger restaurants would be within the top three 

preferences. However, the survey has categorized Torvehallenne, Kødbyen and Papirøen 

together as one choice, which combined has taken the position of second place. The main 

reason for grouping these 3 places together is due to the categorization. In many people's 

eyes, these places may seem different from one another. But the overall categories are food 

market style and street food style with casual seating, which is hip and popular at the moment. 

(Kjær, 2014) 
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As previously stated, convenience seems to be the key drive to dining out or ordering 

take-away for Copenhageners. This is expected, which is why the answer option ‘Anywhere 

close to where I live’ was included in this question. This option is actually ranked 4th place at 

10%, which comes as a slight surprise that it wasn’t the most preferred choice 

 

4.1.5. Knowledge:  

The restaurant knowledge question allowed multiple answers, which came to a total of 97 

answers. The majority heard about new restaurants via  

1. Friends: 29% 

2. Review Sites: 14% 

3. Shared between Newspaper and Colleagues at 11% each.  

 

The results of these top three options are fascinating, as all three belong to the topic earlier 

discussed in this assignment, namely, WOM and eWOM. This result shows the importance of 

WOM and eWOM and how much Copenhageners actually use and rely on these more than 

any other marketing channels.  

 

4.1.6. Food Preference:  

In terms of cooking methods, the majority prefer Grill at 72%. Additionally, the 

survey participants are asked to rank their meat preferences, where the results were:  

1. Beef 47% 

2. Chicken 25% 

3. Other Seafood 6% and Vegetarian at 6%  

4. Lamb 3% 

5. Pork 0% 

6. Nothing 3% 
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4.1.7. Healthiness 

Participants were asked to select what eating healthy means to them. Here, 19 answer options 

and 1 open-option were given for multiple selections. The total came to 259 answers, for the 

32 participants. The majority selected  

1. No fast food at 24 answers (9%) 

2. Lots of Fruit and Vegetable and No Junk Food at 22 answers each (8.5% each) 

3. Low Sugar at 21 answers (8%) 

 

One of the 19 answer options were “Organic ingredients and meat” which is a topic earlier 

discussed in this assignment, regarding the Danes preferences of buying organic products for 

the purpose of health and/or quality. The survey participants had selected the Organic option 

12 times, which represents approximately 5% of all the answers. This result also supports a 

statement made earlier, that only a fraction of the Danes buy organic, based on their interest in 

health.   

 

On the same page of the survey, participants were asked to rank how healthy they 

want to eat versus how healthy they actually eat.  

 

 
 

The biggest group was nine participants, who wished for healthiness level 8/10, but when 

asked how healthy they actually eat, also nine participants (but not all the same persons) 

selected 3/10. A text box was provided below the scale to state reasons, which are preventing 

them from eating as healthy as they wish to. The most common reasons can be divided into 

five main categories, which are  
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1. Time: Lack of time or too time consuming  

2. Sugar addiction: Get cravings, likeness for product containing sugar  

3. Willpower/Self-discipline: Lack of willpower and/or self-discipline  

4. Energy/laziness: Laziness and/or lack of energy 

5. Work: Odd working hours, too busy at work, canteen food.  

 

“Low energy after work. Laziness. Time consuming” Jonas Miencke 

 

“I just like cakes and sweets too much. So lack of a backbone I guess” Maria Nielsen  

 

“Odd working hours, limited options from canteen food at work, not economically viable, 

too tired to bother” Jacob Wochner 

 

Online Survey Summary:  

The survey results have generated many additional useful insights of the Copenhageners’ 

habits and preferences, as well as confirmation of Danish or Copenhagener information found 

in Section 3.  

The demographic of the survey participants matches the general age group found in 

Section 3, which is between 20- 39 Y.O. The majority of the participants dine-out or order 

take-away twice a week or more often, which also support the information in section 3 

regarding the Copenhageners being the population group, whom spend significantly more 

money on restaurants than the rest of the country. Many dine-out or order take-away due to 

convenience or as a treat, and cafés are the most common choices for the survey participants 

to dine-out in Copenhagen. Almost all participants have high confidence in WOM or eWOM 

and uses it regularly (81%), when choosing or researching restaurants. The majority of the 

participants wished that they could eat healthier, but their work and addiction to sugar, 

alongside the lack of time, willpower and energy are preventing them from eating as healthy 

as they wish to. Furthermore, 5% of the participants believe that eating organic products 

contributes to eating healthier.  
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4.2. Focus Group and Interviews findings 
A focus group was conducted on 21st December 2015. The group consisted of 5 young 

women, between the ages of 25-28 Y.O. The main criteria of participants’ choices derived 

from Nando’s logo recognition on the online survey, with an exception of Miss Carina 

Bendsen, whom originally belonged to another focus group, which was cancelled due to lack 

of participants. Below is the summary of the participants’ basic information:  

 

Table 4.2. Focus Group Participants’ Information:   

Name Age Employment Status City Part Background  
Rie Schimmel  27 Full-time Frederiksberg Caucasian  
Amanda Nilsson 25 Student CPH NV Caucasian  
Lisa Hoang 28 Part-time Frederiksberg Asian 
Jennifer 28 Full-time Frederiksberg Caucasian  
Carina Bendsen 27 Student Vanløse Caucasian  

 

As mentioned on Primary Data, some of the participants who couldn’t join the focus groups 

were offered private interview instead. Below is the summary of their basic information 

 

Table 4.3. Interviews Participants’ Information:   
Name Age Employment Status Date interviewed City Part Background 
Kristoffer Brix 22 Student 9th December 2015 Brønshøj Caucasian and Asian 
Michelle Myllerup 28 Full-time 19th December 2015 CPH N Caucasian 
 

4.2.1. Section 1: Participants’ Preferences 

WOM and eWOM:  

The question asked, how the participants know about new restaurants in Copenhagen. All 

their answers belonged to a topic previously discussed; WOM or eWOM. 4 out of 5 

participants mentioned Politikken news articles and social media (Instagram, Facebook and 

Foursquare). Two participants also mentioned Tripadvisor, but the other two specifically said 

that they would not use Tripadvisor, as they believe that it is unreliable. Additionally, sources 

such as AOK.dk, Just-eat.dk, blogs and friends’ direct recommendations were mentioned.  

 

Most of the answers correspond with the online survey result. Again, this 

demonstrated the importance of WOM and eWOM for the Copenhagen consumer, which 
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seems to be the most influencing marketing channel in Denmark according to the Online 

Survey and Focus Group’s opinion. 

 

Important Criteria and Restaurant Choices: 

The questions asked: What are the most important criteria for choosing a casual dinner 

restaurant for you? And where would you choose to go today if it was up to you?11  

 

The 4 out of 5 participants from the focus group mentioned that it depends on their 

desire, which again matches the high indulgence level based on Hofstede’s analysis. Michelle 

stated that the most important criterion for her is deliciousness, which coincides with a report 

from Danish Food Index Report to be the most important criteria of food (Madkulturen, 

2015). Also, criteria such as price, location, cleanliness, value for money, and choices based 

on the dishes that one cannot cook at home were mentioned.  Out of 7 participants, 5 chose 

restaurants located in Copenhagen N, one in Frederiksberg and two in the city center.  

 

WTP: Casual Main Course – Gourmet Burger - Grilled Chicken 

All participants WTP varies from person to person and place to place. The first category 

asked for the WTP for a main course at a casual restaurant, which was between 60-300 DKK 

depending whether it is steaks, salads or set-menus.  

 

Additionally, two participants had mentioned higher WTP, as they considered dining 

out to be a part of an experience. These opinions coincide with the Experience Economy 

mentioned in Section 1, where it was assumed that the WTP for a meal increases, when an 

experiential factor was added to the dining situation.  

 

“My WTP for a main course could be up to 400 DKK, because I do not often go to 

restaurants. So when I do, I would like to be there for a longer period of time. Maybe 2-3 

hours, just to sit there and enjoy the atmosphere” Carina (Focus Group 18:45) 

 

                                                

 
11 On the day of the Focus Group or Interview 
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“ I rarely go out to eat just one course (main course). If I go out to a restaurant with my 

boyfriend on a casual date, then we usually go to a place where we can get a set menu of 2 

courses for 250 DKK (per person).... so I can get to try the different things, rather than just 

eat and out again.” Jennifer (Focus Group 20:50) 

 

The second category asked for the WTP for gourmet burgers with side dishes, which 

came between 100-160 DKK. The focus group participants all agreed and elaborated that the 

bill including drinks should be around maximum 200 DKK.  

 

The third category asked for the WTP for grilled chicken with side dishes. Kristoffer 

stated 50 DKK and Michelle 100 DKK. But the focus group participants had failed to directly 

answer the question. All the focus group participants stated that grilled chicken is not 

something they would buy, as they believe that they can make it at home. Although, one 

participant did state that if she had to put a price on it, she may be willing to pay 100 DKK.  

 

“I would not pay very much for chicken. Because I feel my own chicken is quite good” 

Kristoffer 8:20 

  

4.2.2. Section 2: Participants’ opinions about Nando’s 

The questions for the focus group also covered what the participants had heard about 

Nando’s, as well as sharing own experiences, for those who had been to Nando’s before. 

Many topics were mentioned and discussed among the participants, below are some of the 

key points worth mentioning:  

 

The Negatives:  

Negative Opinion 1: Why pay so much for chicken?  

As earlier mentioned, the general willingness to pay for grilled chicken is quite low. The 

focus group and interview participants all mentioned, that chicken is something they grew up 

with at home. It is something everyone can make, and it is something seen as very simple, 

which they find no value in paying money to go to a restaurant for.  

 



Master’s Thesis         Ink Pitchapa Ingemann Littler 

 

 

Page 79 of 106 

  

“I do not really want to pay anything for a grilled chicken in a restaurant. It is not something 

I think I would ever order” Amanda (Focus Group 33:30) 

 

One participant mentioned that the words “grilled chicken” reminds her of fast-food 

restaurants and the local grill bars of low quality. Another participant stated that Nando’s 

reminds her of Jensen Bøfhus and TGIF in Denmark, both of which are the types of 

restaurants she deliberately avoids as much as possible. A third participant stated that grilled 

chicken does not sound very sexy, when trying to discuss the different dining options with 

friends, families or a date.  

 

Negative Opinion 2: What is Peri-Peri?  

Most participants find the Peri-Peri concept confusing, as they did not know what it is. One 

participant pointed out the excessive use of the word Peri-Peri  

 

“I think it’s irritating that they write Peri-Peri everywhere. I mean, I know it’s a Nando’s 

thing, but I just don’t know what it is. And they make it as salt, as mayonnaise and use it on 

everything” Rie (Focus Group 42:30) 

 

Peri-Peri chili isn’t a common product in Denmark, and the participants do not know 

how spicy it actually is comparing to the chili types they know from their local supermarkets, 

such as Spanish chilies. When they were asked to order from the menu, they discussed the 

Peri-Peri spiciness amongst themselves, and 4 out of 5 decided to play safe and not order any 

thing with Peri-Peri on.  

 

Michelle who dislikes spicy food, purposely avoided ordering anything with Peri-Peri 

during the interview. But on the contrary, Kristoffer ordered his chicken extra hot, because he 

believes that the spiciness level in Denmark is much milder than spiciness level he is used to 

from his Asian background. This also demonstrates Kristoffer’s lack of Peri-Peri knowledge, 

as Peri-Peri is actually a African bird’s eye chili, and its spiciness is on a similar scale of a 

Habanero chili on the Scoville Heat Scale. (ChilliWorld, 2016) 
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“I would order my chicken extra hot.... I am not afraid of ‘spicy’ in Denmark” 

Kristoffer (11:18) 

 

Negative Opinion 3: Fast-food or proper restaurant?  

After explaining the service concept and processes of Nando’s UK to the focus group, some 

participants initial opinions are, that they find the customer process annoying. Two 

participants who had been to Nando’s before had stated the following in a conversation 

(Focus group 46:45 onwards) 

 

Rie: Once, I went to Nando’s alone, and I found it annoying that I was given a table first. 

Then I had to go to the cashier and place my order. But I just got a table! And my bag is 

here...So should I leave it...or take it with me and order... or what? It seems a bit.... 

Jennifer: Yes, it seems a bit weird. Instead of going up to order first... 

Rie: Even if you are two people “Do you go and order first?” or what? The concept is 

annoying... 

Jennifer: Especially when there is a hostess... 

Rie: Yes, especially when there is a hostess! Because she wants to be a waiter, but then she 

doesn’t anyway 

 

But one participant disagrees and stated her opinion later on that:  

 

“ In Dalle Valle you would also have to pay for your food at separate cashier. I think there 

are many places that are implementing this system nowadays. I think the concept is fine, 

because once you’re done eating, you can leave whenever you want and pay for your food on 

the way out” Carina (Focus Group 52:29) 

 

 One participant asked, whether Nando’s is placing itself amongst the fast food or restaurant 

category, where another participant agreed at the end of the statement.  

 

“It seems to me like they (Nando’s) are confused. Are they trying to be a restaurant or are 

they trying to be fast-food?” Lisa (Focus Group 52:20) 
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It was also pointed out by another participant, that from looking at the menu, one would not 

assume that it is a type of restaurants that requires partial self-service, which could be a deal-

breaker when choosing for an occasion.  

During the interviews, Michelle and Kristoffer both consider the concept reasonable. 

Although, Michelle mentioned that the prices should be lower when there is self-service 

involved.   

“I like the concept.... It feels nice to get all the business and the payments out of the 

way. And then you can enjoy your food and leave when you feel like it. I also think that, it 

means that you don’t need to have as many staff working” Kristoffer (13:19)  

 

The Positives:  

Positive Opinion 1: Rather this than McDonalds! But probably not on a date... 

 

“ If I had to choose between this (Nando’s) or McDonald’s then I would definitely choose 

Nando’s” Amanda (Focus Group 57:05) 

 

Despite many negative comments being said from the focus group about Nando’s, everyone 

agrees that they would rather eat at Nando’s than McDonalds. This statement demonstrates 

that the focus group sees Nando’s as a better option or even a healthier alternative to 

McDonalds and other fast-food restaurants.  

In the UK, Nando’s is not an uncommon place to bring a date. When asked about this, 

two out of three focus group participants not in a relationship stated clearly that they would 

not choose to go to Nando’s on a date (especially first date), as Nando’s self-service concept 

increased the chance of awkwardness and stress. The third participant stated that she would, if 

her date wanted to. And out of two participants in a relationship, one stated clearly that she 

would go to Nando’s with her boyfriend, but the other partially disagreed and said:  

  

“I wouldn’t plan a trip to Nando’s with my boyfriend. If we should ever go, then it would be 

because we are going to the cinema, and there are limited options nearby and such” Jennifer 

(Focus Group 56:30) 
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Positive Opinion 2: Local Chickens with quality (49:40)  

Assuming that Nando’s DK would adapt the same values as Nando’s UK, they would use 

non-cage, non-frozen, Danish chickens.  

The idea of Danish chicken appealed highly to all the participants. All 7 participants 

from both the focus group and interviews mentioned that it is an important value and 

preferred choice. Michelle even stated, that she is willing to pay more for Danish meat in a 

restaurant. But whether the chicken is organic fed or not, did not have a big influence on 

anyone’s choices.  

Carina mentioned that Danish Crown has outsourced the slaughtering of Danish 

grown animals to Germany, which she finds ludicrous, as it may push the prices down for the 

consumers, but it is bad for the animals and the environment. She would therefore, rather buy 

meat, which is not only Danish raised, but also slaughtered in Denmark.  

Rie mentioned that she prefers good chicken, where Amanda added the importance of 

low water content. Everyone within the focus group also supports this statement. Amanda 

additionally added an issue of added biological chemicals in live animals, such as pigs, which 

Jennifer supports.  

This topic of local and good quality ingredients is closely related to a subject 

discussed earlier in section 3, regarding the Danes’ preference of quality products rather than 

organic products. It is suspected, that the Nordic Food Trend, focusing on local ingredients 

with quality, has extended its influence into the Danish consumers’ values beyond only 

Danish dishes, but also on their general choices of ingredients for food consumption.  

 

Positive Opinion 3: Bottomless soda (48:35) 

Assuming that Nando’s DK would also implement self-service bottomless soda like in 

Nando’s UK, participants were asked about their option regarding this idea.  

 

During the Focus Group, two participants stated that they do not drink soft drinks, and 

two participants clearly displayed their excitement about this option, whereas the fifth 

participant stated her acceptance in a neutral manner. One of the two excited participants was 

Jennifer, whom previously stated her dislikes to self-service order and self-service payment 

systems, where one had to leave the table. Her opinions of the self-service concept changed 

from negative to positive when it comes to bottomless soda. Rie, whom also stated her 
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dislikes of the self-service concepts in Nando’s earlier, had stated her acceptance of the 

bottomless soda concept in a neutral manner.  

 

In their argument earlier, the main reason for disliking the self-service concept is 

based on the fact that they had to leave the table and/or their belonging and/or the people in 

their party. The self-service bottomless soda, which still requires the same procedure, is, 

however, acceptable. Both cases demonstrate, that the level of willingness to accept self-

service level increases, when they see a personal benefit and/or value to be gained, for 

example: drinking their money’s worth. 

 

Focus Group and Interviews Summary:  

Findings from the interviews and Focus Group session support many of the subjects 

previously mentioned or discussed within the assignment, for instance that the concept of 

Experience Economy does exist among the Danish consumers, as the willingness to pay for a 

meal increases, when an experience factor in involved in the dining scenery. Also, the Danes 

are Indulgence driven as mentioned in Hofstede analysis, which is proven by the participants’ 

criteria of restaurants; their mood/desire.  

Moreover, the seven representative from the Focus Group and Interviews all provided 

information, which corresponds with the online survey results. For example, it was also 

confirmed during these sessions, that WOM and eWOM are the preferred communication and 

marketing channel for Copenhagen consumers.   

 

In regards to Nando’s potential, all participants do not see value in buying grilled 

chicken in a restaurant or even as take-away as a general notion. The majority associate 

chicken with home cooking, and they do not see chicken as something worth paying a higher 

price for. However, despite their negative opinions, the participants see Nando’s as a better 

alternative to McDonald’s and other junk food. Also, when it was mentioned that Nando’s 

DK would use Danish chickens, the participants positively supported this statement. They 

believe that Danish meat would be of better quality, and the animals would have been treated 

better than in other countries, which is something they personally value.   
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There are mixed feelings with regards to Nando’s procedure of partial self-service. 

The self-order and payment procedures are seen negatively to half of the participants, whereas 

the other half have slight positive attitude towards it. Although the participants are annoyed 

about having to leave their table to order and pay, they did not find self-service bottomless 

soda slightly annoying, even though it also requires them leaving the table as well. In fact, 

one participant who stated her dislike to the self-service order stated her positive attitude 

towards self-service bottomless soda.  
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Section 5: Conclusion 
 

The purpose of this thesis is to answer the research question, which is analyzing the Danish 

consumers in Copenhagen, and analyze whether Nando’s has any potential to open and 

become successful in Copenhagen. From this research question, three categories of sub-

questions are created.   

 

Section 1 of the thesis answers the sub-research questions: Who is Nando’s and what 

is the willingness to pay for Nando’s? This section includes the company description, 

restaurant categorization and Nando’s brand analysis through Identity Approach.  

The categorization revealed that Nando’s belong to a fast-casual dining restaurant 

category, which is different from fast food restaurants such as McDonald’s, and from casual 

dining such as TGIF. The main distinctions between these three categories are price range, 

food quality and the service level.  

Nando’s brand analysis has demonstrated that Nando’s fulfill the four criteria for 

Brand Identity, which include creation of own font (Visual), creating a goal of Nando’s 

Experience (Strategic), motivating and encourage staff to “live the brand” and lastly creating 

reputation and company’s image via WOM and celebrity endorsement.   

The second part of this section answered the sub-question regarding the customers’ 

willingness to pay. Customer’s willingness to pay for Nando’s was also calculated via an 

example, and factors influencing the willingness to pay were explained. These factors include 

non-monetary costs such as time, psychological, convenience, and as well as higher 

willingness to pay for Experience Economy.  

 

 

Section 2 of the thesis answers the sub-research questions regarding the restrictions to 

open a restaurant in Copenhagen, the current market situation and who are Nando’s potential 

competitors.  

The first two questions are answered by the environmental analysis, which included 

PEST, Porter’s Five Forces, and Product Life Cycle (PLC). It was highlighted during PEST 

analysis that EU regulations and laws are the keys to any restrictions in Copenhagen. The 
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current market situation is analyzed via Porter’s Five Forces and PLC, and they have shown 

that Denmark is currently a fairly easy market to enter, which is good for Nando’s as a 

potential new entrant. Additionally, it was also revealed that there is currently no direct 

competitor to Nando’s, but on the other hand, there are a many of substitute products 

available in the market.  

PLC analysis analyzed the market for its potential future prediction. PLC has shown 

that the current market is at Growth stage, which is the ideal stage to enter for Nando’s. At 

this stage, the customers are aware of the market development and have not settled on their 

loyalty to a specific brand.  

Since Nando’s do not have any direct competitor, in order to identify Nando’s closest 

competitors from the substitute providers, a price calculation of Nando’s DK was necessary. 

Here, it was calculated that all fast-casual restaurants in Copenhagen, serving main courses 

between 60 and 139 DKK are considered potential substitute competitors to Nando’s DK.  

 

 

Section 3 answers the sub-research questions regarding the Copenhagen consumers 

and their food culture. In terms of the general demographics, approximately half of 

Copenhagen consists of younger demographic group between the ages of 20-39 Y.O. The 

majority Copenhagen inhabitants do not have children, and approximately half are single. It 

was also discovered via Hofstede Cultural Typology, that Danish culture are assumed to have 

low brand loyalty, low saving rate, high indulgence rate and high health focus. These factors 

have translated into purchasing habits such as organic products, local ingredients and high 

quality ingredients.  

 

Section 4 provides primary data results collected for the purpose of this assignment. 

The online survey analysis has confirmed many facts and findings found in section 3, such as 

demographic, and the high use and trust of WOM amongst the Copenhagener. This section 

also provide details and a better overview of the Copenhageners habits such as dining 

out/take-away frequency, reasons for buying out and places preferences.  

From the online survey, certain participants were selected for interviews and focus 

group session, to further analyze and investigate the Copenhageners’ habits, choices and 
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values. Here, it was found that the participants are driven by mood/desire, price and location 

as the main criteria.   

Additionally, the interview and focus group participants were also asked to state their 

opinions about Nando’s. The participants had mixed feelings in regards to the partial self-

service concept, but most had a negative attitude towards Peri-Peri and lack of understanding 

of the food concept.  

It should also be mentioned; that almost all participants do not find value in paying for 

grilled chicken at a restaurant as a concept, as they believe that it is something one can create 

at home easily. But despite low willingness to pay, most participants still see Nando’s as a 

better alternative to other fast-food restaurants.  

 

Having reviewed the mention worthy finding from this assignment, SWOT will help 

gaining the overall picture of the topic investigated through the finding of this assignment. 

SWOT will help demonstrating Nando’s current strengths and weaknesses according to the 

Copenhagen market, and shows the success and failure factors if Nando’s should exist in 

Copenhagen, which answers the second last part of the research question regarding the 

potential to become successful in Copenhagen.  

 

Strengths Weaknesses 
• Nando’s is a well-established brand on an 

international scale.  

• Some Danish consumers already have Nando’s brand 

knowledge.  

• Nando’s have strong brand identity, which is easily 

recognizable by their logo and font.  

• Good reputation of staff treatment.  

• Nando’s company culture and operation methods are 

a match to the Danish culture and their way-of-being.  

• Peri-Peri is not yet a popular product in 

Denmark, which may not be considered USP 

for the Copenhagen consumers.  

• The association with grill chicken has low 

WTP, according to the focus group and 

interview results.  

• Mixed results from service style of partial 

self-service.   

Opportunities Threats 

• There is no direct competitor of the same scale in 

Copenhagen yet.  

• Nando’s already exists in the UK, which is align 

with EU regulations and allows easier expansion to 

Denmark if it should become actual.   

• Any bad reputations from abroad, where 

Nando’s already exist (WOM and eWOM) 

• Too high operational costs to invest in from 

Nando’s evaluation. 



Master’s Thesis         Ink Pitchapa Ingemann Littler 

 

 

Page 88 of 106 

  

• The current market in Copenhagen is at Growth 

stage (PLC), which is the most suitable period to 

enter the market. 

• Possibility to grow via Just-Eat.dk or Hungry.dk, 

which are already both well established.  

•  Possibility to sell their sauces and marinades in the 

Danish supermarket, and further expand brand 

recognition 

• Possibility to expand to other cities in Denmark or 

even other cities in Scandinavia  

• Social media, WOM and eWOM which is also then 

preferred marketing channel for the Danes 

(according to the survey and focus group)  

• The focus group sees Nando’s as a healthier 

alternative to junk food, such as McDonalds.  

• Many substitute products.   

 

In summary, Nando’s does have realistic potential to open in Copenhagen, according 

to the Danish consumers and the current market situation. There is currently no direct 

competition, and the market is at the right stage for entering.  

 

As for evaluating the potential for success, there are positive and negative arguments 

to consider. One of the biggest disadvantages is the fact that grilled chicken, is not 

associated with restaurant style food, which decreases consumers willingness to pay. Also, 

there are mixed results in regards to Nando’s partial self-service concept. Despite some 

negative comments mentioned during the focus groups about Nando’s, most participants 

believed that Nando’s still has the potential to be successful with slight adjustments for 

Danish tastes and the Danish market. Here, it was pointed out that there is currently no 

chicken restaurant like Nando’s in Copenhagen and since Nando’s seem to specialize in 

chicken, it could be assumed they must be very good at what they do.  

 

The question of whether or not Nando’s would open a restaurant in Copenhagen 

would solely depend on Nando’s own evaluation. According to a case study made about 

Nando’s in year 2000 (de Blois & Klein, 2000), Nando’s International team already 
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developed a strategy on how to conquer the European market, which included creating a hub 

in London and eventually expand from there to other European markets.  

Since Nando’s is now widely popular within the UK, and not just London, the strategy 

is considered to be successfully in progress. Nando’s expansion to Ireland in 2010 has also 

demonstrated that Nando’s are taking the next step to further expansion within Europe, 

outside of the UK. And as a Nando’s fan, one can only hope that Nando’s would consider 

expanding eastwards, where Denmark is standing ready as one of the neighboring countries 

to the UK, waiting to be touched by the Nando’s Experience.   
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Section 6: Further Research 

6.1. Nando’s sauces in Denmark 
Nando’s, who are already quite successful in the UK, are also selling their sauces and 

marinade in supermarket giants in the UK for customer to bring a little taste of Nando’s 

home. In light of exploring the topic of opening a Nando’s restaurant in Copenhagen, a 

related topic of investigating the sales of Nando’s sauces in the Danish supermarket could 

have been further investigated.  

Based upon this information, the online survey had already included questions 

regarding the participants’ spiciness preference, tolerant 

level and the use of chili or diverse sauces at home. 

Here, it was found that the majority of the participants 

could handle a slight amount of spiciness, and does 

consume it from time to time. Also, many participants 

own more than one chili-based products at home, which 

increase the chance of success in selling Nando’s sauces in the Danish supermarket.  

  

Essentially, Nando’s sauces have already entered the Danish supermarkets, but only 

during special promotion. It has been seen; that Netto sold 125 g. bottles of Nando’s sauces of 

different flavors for 15 DKK per bottle. During the interview and focus group session, 

participants were asked for their opinion about these sauces. The majority has stated their 

openness to purchase these sauces, since they are small and inexpensiveness.  

 

6.2. Value co-creating and fellow customers influence: 
Some of the primary data participants had stated their dislikes to Nando’s partial self-

service concept. Here, the topics of value co-creation could be explore as to how much value 

Nando’s believe the customers are co-creating, VS the value it is actually creating. 

Additionally, the value co-creation can be deeper explored according to the other markets, to 

evaluate whether Nando’s could have been more successful if they were full-service 

restaurants with slightly higher prices, rather than mixed service style with lower prices.  
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Moreover, a topic of fellow customers’ influences could also be explored in regards to 

their influences on one’s own experience. For instance, could a fellow customer in the queue 

at Nando’s increase or decrease another customers’ overall experience of a visit at Nando’s? 

Would Nando’s customers have better experiences, if the influences of fellow customers were 

removed, via eliminating partial self-service concept?  

 

6.3. Everyone’s Copenhagen  
As earlier stated in Section 3, Copenhagen inhabitant would include immigrants, 

exchange students, expats and other foreigner who live and are registered in Copenhagen. But 

in Section 4, the primary data gathered for this thesis has limited only to those of Danish 

nationality, since the Danish culture is keyword to this assignment. Therefore, another market 

research including the true representative of the foreign inhabitants in Copenhagen would 

have been beneficial to the assignment and potentially create other types of results.   

Furthermore, a market research of the consumers in other big cities in Denmark would 

have also been beneficial, as it would have contributed to a better evaluation of Denmark, as a 

country for Nando’s to invest in.  

 

6.4. Health 
 Focus Group participants had stated that they would rather eat at Nando’s than 

McDonalds, which is related to the concept of preferring healthier alternative of fast-food. 

Additionally, the online survey had briefly investigated the topic of healthiness and the 

participants’ wishful level versus the reality level. This topic of health would be interesting to 

be further explored, as to what consumers consider healthy, and why/if they would consider 

Nando’s as healthier option to McDonalds’ and other fast-food restaurants. 

In regards to the healthiness value, some consumers believe that organic products are 

healthier, but other believes in local and quality products instead. It would be interesting to 

the general public, to determine which statement is valued most by the majority and whether 

or not if it is true.     
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Appendices 

Appendix 1: Links to Primary Data  
 

PD Link 1: Online Survey:  

http://goo.gl/forms/vogn5n9eBN 

 

PD Link 2: Online Survey Result:  

https://docs.google.com/forms/d/1iFf7EbYFH1tl65aVHnPeKpgZdwLy0XrgkkjCrkwtuRw/vi

ewanalytics  

 

PD Link 3: Kristoffer Brix Interview: Audio File 

https://www.dropbox.com/s/bqmmd8ql9aizlxo/Kristoffer.m4a?dl=0  

 

PD Link 4: Michelle Myllerup Interview: Audio File 

https://www.dropbox.com/s/7bexbmfuct1umms/Michelle.m4a?dl=0  

 

PD Link 5: Focus Group Session: Video File  

https://www.dropbox.com/s/3z60q1a7hwsju2g/Nando%27s%20FG%20Combined.mov?dl=0  
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Appendix 2: Focus Group  - Interview Guide set W 

Part 1: Participants:  

1. Extra Questions on paper (Appendix 4) 

2. Around the table - Introduction of participants 

Part 2: Food  

3. In your opinion, are there any differences between fast food and junk food?  

a. Can fast food be healthy?  

4. How important is a restaurants’ CSR and transparency? For example, where they get 

their ingredients from etc. Do you personally look this up before deciding if you 

would go?  

Part 3: Willingness to pay  

5. Please name the last 2-3 places you went out to eat  

a. Was it a special occasion (just a dinner, birthday, anniversary, a date?)  

b. Who were you with? (Friends, family, extended family, work)  

c. Who decided on the place you ate?  

d. How much did you pay? (If you didn’t pay, please guess how much your share 

would have cost)  

6. You and a group of 3-4 girlfriends agreed to go out for a casual dinner.  

a. What criteria is the most important for you?  

i. Price, location, type of food etc. 

b. If you had to choose a place for us today, where would you choose?  

i. Why? 

7. How much are you willing to pay for a gourmet burger? (Halifax, Cocks and Cows 

etc) 

8. How much are you willing to pay for grill chicken in a restaurant?  

9. What is your price range limit for a main course that you’re willing to pay? 

a. For example, Mother 115 – 150 + drinks  

b. For example, Halifax 135 – 155 + drinks  

10. Is there a favorite area you prefer to eat at  

a. Nørrebro, City Centre, Frederiksberg, Vesterbro, Kødbyen etc 
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Part 4: Nando’s (MUST BE IN RIGHT ORDER)  

11. Show DK Nando’s menu (Appendix 5) and explain the concept and service procedure. 

Willingness to pay: 

a. Going out with friends, would you go here?  

b. Going out with family, would you go here?  

c. Going out with partner or on a date, would you go here?  

12. Show pictures of Nando’s sauces (Appendix 6). Willing to buy Nando’s sauce for 

home consumption?  

a. Yes, which one? Why?  

b. No, why not?  

13. Would you go to Nando’s Copenhagen, if it exists?  

14. Have you ever eaten at Nando’s?  

a. Yes   

i. Where did you eat? 

ii. What did you eat at Nando’s?  

iii. How much did you pay? (If applicable)  

iv. Do you think it was worth the price?  

v. What was your overall experience(s) 

b. No  

i. Wait for question 14 

15. Other than your own experiences, what have you heard about Nando’s?  

16. Would you go to Nando’s Copenhagen after listening to others’ experiences in the 

focus group?  

17. Would you recommend Nando’s to friends or colleagues? (Or go together)   
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Appendix 3: Focus Group  - Interview Guide set W/O 

Part 1: Participants:  

1. Extra Questions on paper (Appendix 4) 

2. Around the table - Introduction of participants 

Part 2: Food  

3. In your opinion, are there any differences between fast food and junk food?  

a. Can fast food be healthy?  

4. How important is a restaurants’ CSR and transparency? For example, where they get 

their ingredients from etc. Do you personally look this up before deciding if you 

would go?  

Part 3: Willingness to pay  

5. Please name the last 2-3 places you went out to eat  

a. Was it a special occasion (just a dinner, birthday, anniversary, a date?)  

b. Who were you with? (Friends, family, extended family, work)  

c. Who decided on the place you ate?  

d. How much did you pay? (If you didn’t pay, please guess how much your share 

would have cost)  

6. You and a group of 3-4 girlfriends agreed to go out for a casual dinner.  

a. What criteria is the most important for you?  

i. Price, location, type of food etc. 

b. If you had to choose a place for us today, where would you choose?  

i. Why? 

7. How much are you willing to pay for a gourmet burger? (Halifax, Cocks and Cows 

etc) 

8. How much are you willing to pay for grill chicken in a restaurant?  

9. What is your price range limit for a main course that you’re willing to pay? 

a. For example, Mother 115 – 150 + drinks  

b. For example, Halifax 135 – 155 + drinks  

10. Is there a favorite area you prefer to eat at  

a. Nørrebro, City Centre, Frederiksberg, Vesterbro, Kødbyen etc 
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Part 4: Nando’s  

11. Show DK Nando’s menu A8ppendix 5) and explain the concept and service 

procedure.  

Willingness to pay: 

a. Going out with friends, would you go here?  

b. Going out with family, would you go here?  

c. Going out with partner or on a date, would you go here?  

12. Show pictures of Nando’s sauces. (Appendix 6) Willing to buy Nando’s sauce for 

home consumption?  

a. Yes, which one? Why?  

b. No, why not?  

13. What type of place do you think this is?  

14. Would you go to Nando’s Copenhagen, if it exists?  



Master’s Thesis         Ink Pitchapa Ingemann Littler 

 

 

Page 103 of 106 

 

Appendix 4: Extra Questions for Focus Group  

 

Appendix 5: Nando’s DK Menu  
 
Hard copy attachment  
 
OR 
 
https://www.dropbox.com/s/ai4c6zpu56ny8bx/Nando%27s%20Menu%20DK%20Prices.pdf?
dl=0  

16/05/16 12:52 Extra Questions for Focus Group

Page 1 of 1https://docs.google.com/forms/d/1rBjlh2lOGH8XECi51bj1EsPyBzEPOprf4J5M60-Vz-I/printform

Powered by

Extra Questions for Focus Group

1. What is your name?
Fullname with lastname

2. What is your relationship Status
Mark only one oval.

 Not in a relationship

 Dating/ It's complicated

 In a relationship

3. When buying meat for home consumption, do you
Please answer truthfully according to what you actually buy, and not what you wish you'd buy
Mark only one oval per row.

Always!
(100%)

Quite
Often Often Sometimes

(50%) Seldom Rarely Never
(0%)

I
don't
know/

I
don't
care

Buy according to
the best price 
Buy Danish meat
Buy organic
meat
Buy free range
meat 
Buy Halal meat
Buy Kosher meat

4. Have you ever been to The Bronx Burger Bar?
Nørrebro, KBH K, Frederiksberg or Roskilde
Mark only one oval.

 Yes

 No
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Appendix 6: Nando’s Sauces  

 

 

Lemon & Herb Mango & Lime Garlic Wild Herb 
Filled with the taste of 
sun-ripened lemons and 
fresh herbs, Lemon & 
Herb PERi-PERi is 
packed with flavour 
with a dash of heat. 

Mild for the whole 
family to enjoy, Mango 
& Lime PERi-PERi sauce 
is mild and fruity - try 
our newest edition with 
a dash of mango and a 
twist of lime. 

If you love having 
garlic for company, 
Garlic PERi-PERi, with 
loads of tang and a bit 
of a bite, is the one for 
you! 

Take a walk on the 
wild side with Wild Herb 
PERi-PERi. Packed with 
tasty herbs and a hint 
of heat, it’s a taste 
that’ll get you fired 
up.  

 
 

Mild Medium Hot Extra Hot Extra Extra Hot 
Full of flavour 
with a tasty hint of 
heat, Mild PERi-
PERi is perfect for 
families and those 
who want all the 
flavour without the 
burn. 

Packed with 
flavour and a 
generous dash of 
heat, Medium PERi-
PERi brings the 
sunshine and 
warmth of Africa 
right onto your 
plate! 

Packed with 
flavour and just 
the right amount of 
heat, Hot PERi-
PERi’s the perfect 
way to turn a meal 
into a tasty and 
fiery treat! 

If it’s a serious 
amount of heat 
and flavour 
you’re after, 
Extra Hot PERi-
PERi will spice 
things up big 
time! 

Packed with fire, 
Extra-Extra Hot 
PERi-PERi is for 
the serious heat 
seekers and not 
for the faint-
hearted! Are you 
brave enough? 
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Appendix 7: TGIF, McDonald’s and Nando’s Prices  
 

TGI Friday US Menu: Last accessed Monday 16th May 2016  

http://foodmenuprices.net/tgi-fridays-menu-prices/  

 

McDonalds US Menu: Last accessed Monday 16th May 2016 

https://www.dropbox.com/sh/b9tqjpqklbg1hdc/AACx1--iGN-DSWq0AROV1f4ia?dl=0  

*Pictures taken by Charmalaine Gador-Kabiling on 1st May 2016, New York.  

 

Nando’s US Menu: Last accessed Monday 16th May 2016 

http://www.nandosperiperi.com/menu  

 

 

TGI Friday UK Menu: Last accessed Monday 16th May 2016  

https://www.dropbox.com/s/u5c4zcm6k2hbynm/TGIF%20US%20Menu.pdf?dl=0 

 

McDonalds UK Menu: Last accessed Monday 16th May 2016  

https://www.dropbox.com/s/ls1vejp9q4k2c8n/McDonalds%20UK.png?dl=0  

*Picture taken by Phillip Littler on 7th June 2015  

 

Nando’s UK Menu: Last accessed Monday 16th May 2016 

https://www.nandos.co.uk/eat/menu 

 

 

TGI Friday Denmark Menu: Last accessed Monday 16th May 2016  

https://www.dropbox.com/s/ls1vejp9q4k2c8n/McDonalds%20UK.png?dl=0  

 

McDonalds Denmark Menu:  

Prices were noted during a personal visit in February 2015 
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Appendix 8: Nando’s Sauce in Netto  

 Screenshot in January 2015 from e-tilbudavis app  

 

Appendix 9: Danish origin Screenshot from DST  

Screenshot 12th April 2016 from DST.dk 

 

Appendix 10: Copenhagen Inhabitant Screenshot from DST  

 Screenshot 25th April 2016 from DST.dk 


