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Abstract 
 

Flere og flere virksomheder har forstået vigtigheden i at undersøge kundernes varierende behov, 

og bevæger sig derfor væk fra massemarkedsføring. I stedet fokuseres der på en bestemt 

målgruppe, hvis behov centraliseres (Dibb & Simkin, 1996). De geografiske og demografiske 

segmenteringskriterier, som giver svar på, hvem der køber et specifikt produkt eller service, og 

hvor og hvordan forbrugeren lever, er de mest populære måder at segmentere markedet efter. 

 

De geografiske og demografiske variabler er dog ikke længere tilstrækkelige i 

segmenteringsprocessen. Det skyldes i høj grad forbrugerfragmentering, hvor variabler som 

værdier, holdninger og adfærd gør sig gældende. Der ønskes i stedet at få besvaret hvorfor 

forbrugeren vælger at købe en specifik vare, og hvorfor de har en bestemt forbrugeradfærd. I de 

senere årtier har de psykografiske og adfærdsbaserede segmenteringskriterier vundet stor indpas i 

virksomhedernes segmenteringsproces. Generelt er forskere enige om, at de psykografiske 

variabler, som også går under navnet livsstilsvariabler, kan give et mere brugbart og præcist 

billede af forbrugeren. På baggrund af dette er hovedspørgsmålet i dette speciale, hvordan man 

kan identificere forbrugersegmenter for moderne livsstilsprodukter. 

 

Den hollandske virksomhed Dopper, der siden 2010 har produceret og solgt genanvendelige 

drikkeflasker, som en del af en bæredygtig livsstil, står netop overfor udfordringer omkring deres 

forbrugere i Danmark. Virksomheden har forgæves forsøgt at etablere sig på det danske marked, 

men manglende viden om de danske forbrugere gjorde det svært at få fodfæste. Dopper ønsker 

derfor at få indgående viden om deres potentielle forbrugere gennem en dybdegående 

segmentering af det danske marked. 

 

Dette speciale har til formål at undersøge, hvordan værdier, holdninger og adfærd i kombination 

med sociodemografisk data kan bruges som variabler i en segmenteringsproces. 

Implementeringen af segmenteringsstrategien skal tage udgangspunkt i den karakteristiske 

gruppeadfærd, og ikke i adfærden hos den individuelle forbruger. Det betyder, at købs‐ og 

forbrugeradfærd går hånd i hånd med segmenteringsteori. Det teoretiske grundlag for at etablere 

segmenter tager derfor udgangspunkt i forbrugeradfærdsmodeller i kombination med 

grundlæggende værditeorier, hvilket danner grundlaget for den kvantitative dataindsamling. 
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Analysen påviste således, at fire overordnede segmenter kunne etableres på det danske marked på 

baggrund af værdier, holdninger og adfærd. Forbrugerne i de fire segmenter udviste forskellige 

værdier, holdninger og købsintention til Dopper-flasken, som var med til at afgøre, hvordan 

forbrugerne blev segmenteret. Disse fire segmenter blev etableret igennem en udførlig 

segmenteringsproces der bestod af statistiske beregninger, og denne proces var derfor afgørende 

for at finde homogene segmenter i forhold til det danske marked for genanvendelige 

drikkeflasker. Værdier, holdninger og adfærd i kombination med sociodemografisk data viste 

således at være gode variabler for at etablere forbrugersegmenter for Dopper i Danmark. 

 

Som følge af analysen blev disse segmenter brugt som udgangspunkt for en marketingstrategi for 

Dopper. På baggrund af resultaterne af analysen argumenteres det, at Dopper kan lave nogle 

tilpasninger af deres marketingstrategi for på den måde at målrette deres indsats mere nøjagtigt 

over for deres forbrugere. Gennem et marketingmiks giver dette speciale forslag til forbedringer 

af produkt, pris, promovering og distribution til virksomhedens overordnede marketingstrategi. 
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1. 
 

Introduction 
 
When marketing a company’s products, it is important to know the target consumers where 

companies often use the term consumer segmentation to identify its main market. Consumer 

segmentation is the subdivision of consumers into artificial customer groups that share similar 

characteristics. Consumer segmentation is a powerful way to identify specific customer needs, 

and companies that identify these segments can then outperform the competition by developing 

products and services that are unique and appealing to specific segments. Consumer segmentation 

is successful when a company tailors its product to segments which serves them with distinct 

competitive advantages. The identification of consumer segments can help companies develop 

marketing campaigns to gain maximum value. Thus, a company uses the knowledge about 

consumer segments as the basis (Rigby, 2015). 

 

In the recent years, the demand for tailoring the marketing and communication towards 

consumers has become more important than ever. This is due to consumer fragmentation 

becoming more apparent, where consumer demands become very specific to smaller and smaller 

segments (Verain, 2015). This affects the way people behave and purchase, and companies can 

no longer standardise products or marketing towards the general public, but must accommodate 

the various consumer demands. Until now, factors such as age, gender, education etc. (i.e. socio-

demographics) have been commonly used for segmenting consumers but due to the 

fragmentation, these factors do not single-handedly seem to give a clear indication of how people 

behave and purchase (Verain, 2015, s. 13). Therefore, it is important for companies to consider 

other factors, when planning overall marketing initiatives to ensure that the precise consumer 

segment is targeted. Through a very precise target group, the marketing through the choice of 

communication, medium and activities will be much more effective. 

 

Niche marketing gained momentum in the early 1970s with new forms of marketing that 

combined precise socio-demographic data on age, gender, sex etc., with other variable such as 

values, lifestyle, and consumer behaviour. Researchers identified “clusters of consumers with 
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distinctive ways of life and then set out to sell them idealised lifestyles constructed around 

commodities” (Oullette, 2016). Consequently, factors such as lifestyle and values become more 

important when examining the needs of the consumers. Lifestyle deals with a person’s 

characteristic patterns of thinking and perceiving, and can be seen as an expression of a person’s 

values in his or her daily life. Lifestyle research is among the most popular segmentation bases. 

Value research is part of the overall concept of lifestyle, and can help identify the hierarchical 

weight and prioritisation of values, not just as an individual characteristic but also as a consumer 

characteristic. Another determinant used for segmenting consumer is product-specific 

determinants, as they can help explain consumer attitudes and involvement towards a product. 

Although socio-demographics describe who consumers are, lifestyle and product-specific 

determinants are crucial in understanding why consumers behave and consume in a given 

situation. 

 

The aim of this thesis is to provide a framework for identifying consumer segments and includes 

lifestyle and product-specific determinants in combination with socio-demographics. The 

framework of this thesis is based on theories on values and consumer behaviour, which are the 

foundation for identifying consumer segments. To be able to identify a specific target group, it is 

relevant to have a specific focus on a consumer segment. In this case, socio-demographic data is 

therefore also relevant to include as it can give more tangible knowledge about the consumers. 

 

One of the most valuable theoretical contributions of this thesis is that the research is based on a 

segmentation that includes values and attitudes based on a specific product. Through reviewing 

various literature within this field of study, it is possible to see the combination of the established 

determinants used in different contexts. Previous research has for example focused on sustainable 

food consumption on a broader level, whereas this thesis uses the framework to identify 

consumer segments for a specific lifestyle product. Thus, the combination of these theories is 

unique for this context, but not new, as prior academic research has combined values and 

attitudes. However, this validates the framework to a larger extent, as it has been empirically 

tested a number of times. 
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1.2. Problem Identification 
As established above, companies are forced to rethink how they segment and target their products 

due to the consumer fragmentation. The focus of a consumer segmentation process should 

therefore includes lifestyle and product-specific determinants in combination with socio-

demographics. 

 

The case company for this thesis, Dopper, has experienced how consumer fragmentation affects 

its business. Dopper is a Dutch company that offers reusable water bottles in colourful designs. 

Dopper has recently, but unsuccessfully, attempted to enter the Danish market but failed to 

establish itself due to the limited knowledge about the Danish market. Dopper entered the Danish 

without specific knowledge about the Danish consumers and only relied on data from its Dutch 

consumers. Dopper had not gathered any data on the Danish consumers to explore whether these 

markets were similar, and this may be one of the reasons why the company failed to successfully 

enter the Danish market. It can therefore be argued that Dopper lacked knowledge about its target 

consumers in Denmark. Even though Dopper has decided to withdraw its business from the 

Danish market, it still sees great potential here, and wishes to explore whether the consumer 

segments it has identified correlate with what has previously been established. 

1.3. Problem Statement 
The problem statement should be aligned with the chosen form of investigation for the given 

research. This research takes an exploratory form of investigation. The exploratory form seeks to 

gather preliminary information that can help define problems and suggest hypotheses. In this 

study, the exploratory study tests whether the research design, sampling, and data collection 

methods are feasible, in order for these to be used in a subsequent and larger study. This will be 

elaborated in Chapter 4. 

 

In light of the problems, this thesis seeks to examine the consumers of Dopper in Denmark. The 

aim of this research is to identify consumer segments for Dopper in Denmark as a foundation to 

market their products. Thus, the problem statement of this research is: 

 

How can we identify and target consumer segments for modern lifestyle products? 
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Sub questions 

In order to answer the problem statement of this thesis as it is defined above, the research area 

can be divided into three different sub questions. 

 

1. How do socio-demographics, attitudes and values influence consumer behaviour? 

2. How can values, attitudes and consumer behaviour be used to identify consumer 

segments for modern lifestyle products? 

3. How can an understanding of socio-demographics, values, attitudes and consumer 

behaviour be used in a marketing perspective? 

1.4. Delimitations 
In order to define the focus of this research and to accurately investigate the problem statement, 

certain delimitations have to be established beforehand. To keep a narrow focus, this thesis will 

solely focus on consumers in Denmark, and more specifically consumers in urban areas as this is 

also the main focus of Dopper. The focus of this research is therefore on consumers living in the 

two largest cities in Denmark i.e. Copenhagen and Aarhus. This focus was established not only to 

narrow down the scope of the research, but also to guarantee a more accurate investigation of the 

consumers. 

 

Furthermore, the focus has been narrowed to consumers within the age of 20-40 years. This target 

group is of great relevance, as it is consistent with the target group of Dopper in the Netherlands. 

It may also be argued that this segment is to a greater extent present in urban areas. This is due to 

the educational institutions and universities that locate themselves in the larger cities, which in 

turn leads them into the cities to be closer to their educational institution. This delimitation is in 

line with Dopper’s current strategy and target consumers as they focus on consumers within the 

age of 20-40 living in urban areas. 

 

Moreover, this thesis has only included a narrow part within value theories and consumer 

behaviour theories. It is recognised that a range of theories regarding the topics of the thesis has 

been disregarded, but instead the focus of the research has been on four main theorists within 

consumer behaviour and value theories. The project has included theories from Fishbein & Ajzen 

(1978), Rokeach (1978), Schwartz (1992), and Inglehart (2008). The theories were ch (Kuhn, 

1970)osen because the authors are acknowledged and validated through prior research. 

Furthermore, in combination the theories establish a solid foundation for identifying consumer 
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segments. The focus on these four theories was purposefully decided to maintain a clear focus as 

well as structure within the academic research. This delimitation was also established because the 

theories combined compliment each other well, and enhance each other's strengths. 

 

Additionally, this thesis focuses on a quantitative methodological approach to gather insights on 

consumers. It would be relevant to include other methodological approaches to gain both 

qualitative and quantitative data on consumers to validate the results. The choice of a quantitative 

method was chosen due to limited funding and time constraints. Furthermore, this study wants to 

identify consumer segments where it is more applicable to gather quantitative data rather than 

qualitative. Finally, the quantitative approach is consistent with the exploratory form of 

investigation as this thesis aims to test the methodological and theoretical framework for it to be 

used in a larger study. 

 

Finally, in order to identify consumer segments for modern lifestyle products, this research only 

focuses on the case of Dopper, a Dutch manufacturer of reusable water bottles with a mission to 

eliminate single-use disposable plastic bottles. As previously mentioned, Dopper has recently but 

unsuccessfully attempted to enter the Danish market. It still sees Denmark as a potential market, 

but need to reassess the strategy, as Dopper lacked consumer insight into the Danish consumers. 

The findings of this research will support their future re-entry into the Danish market and give 

insights about the Danish consumers to gather an understanding of how to market Dopper 

towards the Danish consumers in the future. Furthermore, the methodological and theoretical 

framework will be tested in order to establish whether this specific design can be used for a larger 

study that can gather generalisable results. 

1.5. Research Design 
The aim of the research design of this thesis is to provide a framework for the entire research, and 

includes a specification of the philosophical ideas and methods that are incorporated throughout 

the process. The research design is essential in order to answer the problem statement as well as 

to collect and analyse the data. 

1.5.1. Research Approach & Philosophies 
This section will present the basic foundation that supports the entire project, namely the research 

approaches and the research philosophies. An understanding of these will make it possible to 

understand the choices that have been made throughout this thesis. 
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Research philosophies deal with the way in which one has assumptions about knowledge and the 

nature of realities. These assumptions shape the entire research at every stage, because the 

assumptions one has about the world, have a significant impact on the way the research is carried 

out. The research philosophy that is chosen, indicates what is accepted and how. 

 

A research paradigm is a basic belief system (Kuhn, 1970), and can also be termed as a 

worldview (Creswell & Clark, 2007, s. 21). One can distinguish between four widely recognised 

worldviews. This thesis reflects the positivist philosophical stance, which is closely associated to 

quantitative research methods, where one wishes to collect data on an observable reality, 

regularities or causal relationships. This data will be used to “create law-like generalisations” 

(Saunders, Lewis, & Thornhill, 2012, s. 134), however as this study takes an exploratory form 

and seeks to test the design of the research, a larger study will make it possible to make 

generalisations based on the findings. As this thesis aims to understand how values, attitudes and 

lifestyle can be used for identifying consumer segments, through this understanding the aim is 

also to give Dopper concrete managerial recommendations. These recommendations will be 

based on primary empirical data and are used for statistical analysis in order to establish 

consumer segments. 

 

This thesis uses the Theory of Reasoned Action in combination with theories on values as a 

framework for identifying consumer segments. Both the Theory of Reasoned Action and value 

theory are built around a positivist research tradition where the number of coincidences and 

connections add up to a formula that can be understood as “law-like” (Saunders, Lewis, & 

Thornhill, 2012). The Theory of Reasoned Action assumes that if a consumer is stimulated, it 

leads to determinant A, which leads to intention and results in behaviour. This is understood as a 

causal relationship which is the idea behind the positivist research philosophy. Schwartz’ values 

are also based on the positivist paradigm. Both of these theories treat values, attitudes and 

behaviour as determinants and seek to make generalisations based on measurements on these. The 

theories chosen for this research are in line with the philosophical research stance, but the 

research itself cannot generalise the results. It is recognised that a larger sample is needed to yield 

generalisable results. 

 

According to the positivist philosophy, researchers take an objective approach, and conduct 

research, which is independent of one’s own values and beliefs. The research is therefore 
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objective in the sense that it is unbiased towards the researcher, and can therefore be separated 

from the researcher. In the positivist research philosophy, the researcher must account for the 

chosen method in order for the research to be replicated by other researchers. This makes it 

possible to re-examine the validity and replicate the framework in a larger study (Saunders, 

Lewis, & Thornhill, 2012). 

 

The scientific approach is fundamental before entering into the field of study because the 

approach defines the use of theory and the methodological choices (Saunders, Lewis, & 

Thornhill, 2012, s. 143). Since the starting point for this thesis is through the theoretical 

framework, it is argued that this thesis uses a deductive approach. The theoretical framework is 

used as the foundation for understanding the field of research, and the theory is fundamental for 

the results of the thesis, but will be used in close combination with the empirical data. This 

approach is also common to positivism in the sense that the starting point in the theory is general 

and somewhat universal, which leads to the more specific part of the research i.e. the findings of 

the empirical data. 

 

The deductive approach possesses several important characteristics. Firstly, the approach requires 

a highly structured methodological framework to facilitate replication, which is an important 

issue to ensure reliability and validity. Secondly, the deductive approach assumes that problems 

as a whole are better understood if they are reduced to the simplest possible elements. This means 

that the approach enables facts to be measured, often quantitatively (Saunders, Lewis, & 

Thornhill, 2012, s. 146). 

1.5.2. Secondary Data 
The theoretical framework is written based on a number of secondary sources. This thesis only 

uses external sources of secondary data, to validate the primary data. The external secondary data 

collection is conducted through desk research and is based on qualitative academic materials. It 

consists mostly of academic and scientific papers, articles, and books written by acknowledged 

authors and researchers within the topic of research. These secondary sources are continuously 

used to confirm the validity of the primary empirical data of the thesis, and it is therefore possible 

to presume that the use of secondary data is to a great extent valid and reliable. 

 

The advantages of secondary data are their availability. Furthermore, obtaining secondary data is 

nearly instantaneous and often much less expensive than acquiring primary data especially due to 
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the digital age (Zikmund, 2010, s. 161). However, it is important to be extremely critical about 

the quality and usability of most secondary data (Rasmussen, Østergaard, & Beckmann, 2006). 

For that reason, the secondary data has continuously been examined and evaluated on the basis of 

the objectives of this thesis. For this research, the combination of both primary and secondary 

data is used to provide a more in-depth study of the consumers, and to achieve the necessary 

information to answer the problem statement. While the secondary data provides a sufficient 

theoretical background for the study, the primary data is gathered to understand the values, 

lifestyle, attitudes and behavioural intentions of the consumers, in order to establish consumer 

segments for Dopper. Moreover, the secondary data has not only been used to validate the 

primary data, the secondary data has also been used to validate itself. This means that several 

secondary sources have been used to validate each other in the literature review. It is therefore 

possible to presume that the use of secondary data is to a great extent valid and reliable. The 

primary data collection will be elaborated in Chapter 4. 

1.5.3. Structure of the Thesis 
As previously mentioned, the deductive approach not only characterises the design of this 

research, it also defines the structure of the thesis. The following section will introduce the 

components of the thesis, all of which contribute to identifying consumer segments for Dopper. 

The thesis has therefore been divided into three overall sections: 

1. The Introductory Stage 

2. The Analytical Stage 

3. The Conclusive Stage 

 

In order to establish a structure within the sections, this thesis consists of seven chapters 

excluding bibliography and appendices. The structure is visualised in Figure 1, to provide a 

simple overview of the components of the thesis. Each of the chapters aim and contribute to 

answering the problem statement and research questions with its own particular purpose of 

clarifying the direction. 

 

Section 1: The Introductory Stage 

● Chapter 1: Introduction. The first chapter serves as an introduction into the field of the 

research, and it introduces the background of the topic. This chapter includes an 

introduction to the background of the research, problem identification, problem 

statement, delimitations, philosophy of science and structure of the thesis. The aim of this 
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chapter is to provide a foundation for the research, as this will create a better 

understanding of the scope of the research. 

● Chapter 2: Presentation of the Company. The second chapter introduces the case 

company for the thesis, and presents the history, mission and vision, core values, and 

main consumer segments of the company. The aim of this chapter is to provide a better 

understanding of the company and its consumers, which will create a background for the 

problem of the research as well as for identifying target consumers. 

 

Section 2: The Analytical Stage 

● Chapter 3: Theoretical Framework. The third chapter presents the theoretical framework 

of the thesis. In particular, it introduces and defines the main concepts and theories used 

in the thesis, as well as their limitations. Furthermore, this chapter includes a literature 

review throughout the sections. The aim of this chapter is to provide an understanding of 

the main concepts and clarify the chosen theories. This chapter should also be seen as the 

initial framework for the following research and data collection. 

● Chapter 4: Methodological Framework. The fourth chapter contains an explanation of the 

primary empirical data for the research, as well as the limitations and critiques of the 

chosen method. This chapter aims to illustrate the methodological considerations for the 

thesis, and establishes the methodological framework for the data collection. 

● Chapter 5: Empirical Findings and Analysis. The fifth chapter, and most substantial part 

of the thesis, consists of the empirical findings and analysis of the quantitative research. 

The chapter includes a presentation and analysis of the data collected based on the 

theories and concepts previously introduced. The aim of this chapter is to identify 

consumer segments for the case company through the use of the frameworks explained in 

Chapter 3 and 4. 

 

Section 3: The Conclusive Stage 

● Chapter 6: Managerial Implications. The sixth chapter contains the overall discussion and 

managerial implications, which includes specific recommendations for the case company, 

based on the analysis. The aim of this chapter is to highlight the results from the analysis 

in relation to the implications for Dopper. 

● Chapter 7: Conclusion. The seventh and final chapter consists of a completion of the 

entire research and presents the conclusion of the thesis in conjunction with the problem 

statement and sub questions. Furthermore, this chapter includes the limitations of the 
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research and suggests its implication for future research. The aim of this chapter is to 

provide an overall closure of the research. 

 

Figure 1. Structure of the Thesis 
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2. 
 

Presentation of the Company 
 
The purpose of this chapter is to present Dopper as a company along with its integral 

characteristics. The following chapter includes a short description of Dopper’s history, mission 

and vision, core values and lastly the main consumer segments. An understanding of the company 

and its consumers will eventually grant a better background for examining and identifying 

consumer segments for the company on the Danish market. The case story was written based on 

the expert-interview with Jens Kok, Marketing Executive of Dopper in Denmark (see Appendix 

D), and validated by secondary sources such as the Dopper website. 

2.1. Company History 
Dopper is a Dutch company that produces and sells reusable water bottles in colourful designs. 

The company was founded in 2010 by Merijn Everaats after he became aware of the huge amount 

of plastic that pollutes the oceans. He saw the many single-use plastic bottle also known as PET 

water bottles that are thrown away every day. Furthermore, he could not understand that people 

were willing to pay for bottled water, when in many countries the best drinking water comes from 

the tap. 

 

Merijn therefore wanted to create a unique and reusable water bottle with focus a on great design, 

which is why he launched a design competition to find “the perfect reusable bottle for drinking 

water”. Out of nearly 100 entries, Delft University of Technology alumnus, Rinke van Remortel’s 

design was chosen. After Rinke’s initial design, the first test bottles soon followed along with a 

lot of media attention towards the plastic pollution problem. On October 10th 2010, – “Durability 

Day” in the Netherlands – the first real Doppers were sold. Today, Dopper considers the design of 

the bottle as one of the most important attributes and unique selling points compared to their 

competitors and always seek to highlight this. 
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Since then, the company has evolved and expanded rapidly. Within the first year, Dopper sold 

200,000 bottles and every year since then Dopper has doubled its profits. In 2013, its total net 

revenue was just under €2,000,000 and in 2014 it came just under €4,000,000 (Dopper, 2014). 

Based on Dopper’s huge success in the Netherlands, the company therefore decided to expand to 

several new markets including Brazil, the United States, Germany, Benelux, Japan and Denmark. 

The company always focuses on urban consumer, i.e. consumers living in large cities, and thus it 

became obvious for the company to focus the expansions on urban areas. The choice to expand to 

Copenhagen was primarily because the company had an idea that the Danish consumers are very 

similar to the Dutch consumers in terms of lifestyle. Furthermore, Denmark has a high quality of 

tap water, which Dopper found essential for promoting the Dopper bottle in Denmark. 

 

However, the expansion to various different countries created several issues as Jens also mentions 

in the interview, Dopper was doing too much at once. The company was attempting to enter five 

to seven new markets within the same period of time, and this created a lack of focus and efforts 

within these markets. Furthermore, Dopper also lacked the necessary knowledge about the 

consumers and relied on data about the Dutch consumers for marketing Dopper in Denmark, the 

knowledge of the Dutch consumers may not be consistent with how the consumers are like in 

Denmark. Thus, as the company lacked concrete data about their consumers in Denmark, it needs 

to establish how the Danish consumers look in terms of socio-demographics, lifestyle, and values. 

As a relatively new player on the Danish market, it was more than Dopper could stomach. As of 

February 2016, Dopper decided to withdraw its efforts in Denmark and instead focus on markets 

close to the Netherlands (Germany and Belgium). Once Dopper becomes an established player on 

these markets, their efforts will again turn towards Denmark and the other countries for a re-

entry. 

2.2. Mission & Vision 
Apart from the company’s core business is a strong, three-parted mission to 1) raise awareness of 

the consequences of single-use plastics, 2) inspire people to drink tap water and 3) support and 

promote social entrepreneurship. Dopper has been given the official certification by the nonprofit 

B Lab as a B Corp company (Benefit Corporation) based on these missions (B Corporation, 

2014). This certification is granted to companies based on the fact that they have a social and 

ecological impact, take responsibility and are transparent in their business (Dopper, 2016). 
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Firstly, Dopper wants to raise awareness on single-use plastic. The vision is to totally eliminate 

single-use plastic bottles. The goal is to get consumers to buy reusable and more durable bottles, 

instead of buying bottled water in supermarket or convenience stores. This is based on the fact 

that only 1% of plastic is recycled, while 50% of plastic is thrown away directly after use 

(Dopper, 2016). Dopper wants to create awareness regarding the issue of plastic waste, by 

producing a reusable bottle. Dopper supports the reduction of plastic waste through a cradle-to-

cradle principle, where all the materials used in the bottle can be reused and recycled. Dopper has 

also established the Dopper Academy to spread the message of plastic waste through lectures, 

think tanks, juries, workshops, and public events. All of this goes hand in hand with their slogans 

“be the messenger” and “the bottle is the message” (Dopper, 2016). 

 

This also adds to the idea of promoting tap water, because through offering a sustainable designer 

bottle, Dopper is inspiring consumers to drink more tap water rather than buying bottled water. 

This is due to the fact that many European countries have access to perfectly safe and good 

quality drinking water. Dopper thus wishes to raise awareness of the huge impact the production 

of bottled water has on the environment. According to Professor Berit Godskesen, it cost 900 

times more CO2 to produce a litre of spring water than a litre of tap water. Therefore, making 

consumers aware of these issues should inspire them to drink more tap water out of a refillable 

and reusable water bottle (Sørensen, 2014). 

 

The final aspect of social entrepreneurships is based on the many sponsorships and projects that 

Dopper is involved in. Dopper aims to promote all these aspects of water and waste rather than 

emphasising profits. The focus with the sponsorships and projects are therefore all related to 

water and waste primarily to support third world countries. These global sponsorships are 

involved in either the reduction of single-use plastic or the promotion of clean and safe drinking 

water. Through the Dopper Foundation, Dopper helps finance water and sanitation projects in 

Nepal. 

2.3. Core Values 
Dopper has defined four core values that are related to its business. The core values are fun, 

proactive, responsibility, and connectivity. These values define the behaviour and lifestyle of 

Dopper, and according to Jens, every communication and marketing initiative is guided by these 

values. The four core values are all linked to each other on some level, and all derive from the 

company’s history and mission. 
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Fun is one of the values because Dopper wants to tell the story and its mission in a fun and 

positive way. Dopper believes that this negative message of pollution and waste is received and 

understood by consumers much better when it is communicated in a positive way. It is Dopper’s 

experience that people take distance when being imposed to a negative message and the element 

of fun has a much more powerful impact. 

 

Connectivity is a value based on the community Dopper wants to establish. It is important that the 

story is shared and told by others, and Dopper relies on others to spread this message. Dopper’s 

voice is only so loud, but through the communities it establishes, more consumers will become 

aware of the plastic issues. This value is also based on the idea of the events and educational 

programs that Dopper hosts, it wants to be an open and transparent company where people can 

come and ask questions about the company and its mission. This core value is also strongly 

linked to the slogans “be the messenger” and “the bottle is the message”. 

 

Responsibility is one of the values because Dopper takes responsibility, but also wants others to 

take responsibility for their actions. This is related to social responsibility as Dopper wants to 

promote sustainable initiatives through its reusable bottle. The idea is that Dopper wants to make 

consumers more aware and take responsibility for single-use plastic when shopping in grocery 

stores. By doing so, Dopper believes that they can succeed with their mission and vision. 

 

The final core value is proactiveness. This is to be understood as Dopper being a proactive 

company that takes necessary actions to improve its sustainable missions. Hereby, it wishes to 

inspire consumers to be proactive in their choices and behaviour as well as considering the 

impacts these have on the environment. 

2.4. Consumer Segments 
In order to identify the main consumer segments on the Danish market, Dopper has identified 

four personas and explanation of the term persona is included in Appendix A. These four 

personas, which are included in Appendix B, embody four different characters with different 

socio-demographic backgrounds and lifestyles and thus represent different consumer segments 

for Dopper to target. However, the information included in the personas is solely based on 

assumptions about fictional persons rather than quantitative or qualitative data. Furthermore, the 

persona characteristics have been based on information about the Dutch consumers, which has 
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been transferred to the Danish consumers. As Dopper has explained, Denmark and the 

Netherlands are not considered very different, and it is therefore hypothesised that the consumers 

are very much alike in terms lifestyle and values. Thus, the very specific description of each 

persona is meant to demonstrate the attitudes, values, lifestyles and behaviour of a specific target 

group. The different attitudes of the personas are employed in their individual motivation and 

buying behaviour. Even though the personas represent different consumer segments, they overlap 

each other as they all represent the same values and lifestyle as Dopper. 

 

Similar for all four personas is that they are in the age of 20-40 years-old, and are living in large 

urban areas such as Copenhagen and Aarhus. Dopper has identified their consumers as higher 

educated with a bachelor’s degree or more. Their motivations for purchasing the Dopper bottle 

vary depending on their lifestyle and values as highlighted below. 

 

One persona finds that Dopper’s unique selling point is that the bottle is sustainable and this 

person is therefore very conscious about Dopper’s mission. Dopper refers to such people as the 

‘Conscious Messengers’, as they are conscious about the environment and recycling, but are also 

part of sharing the stories that Dopper tells. This segment is also involved in how the bottle is 

produced and that the materials are toxin-free. 

 

Another persona purchases the Dopper bottle based on the unique and colourful design. This 

segment is very conscious about how they look and which brands they identify themselves with. 

They emphasise creativity and attempt to present themselves as unique and seek every 

opportunity to express their individuality. It is important for them to find unique products that suit 

their lifestyle. This persona also represents success and achievement, as career is put first. This 

persona is identified as the ‘Urban Creative’ segment. 

 

The third persona believes that the Dopper bottle is a good match for the very healthy and active 

lifestyle. This segment puts emphasis on health, enjoying life and sees the material of the Dopper 

bottle as the main benefit to their lifestyle. They purchase the Dopper bottle because of the 

reusability aspect, as this means they can bring water everywhere which is a perfect match to 

their active lifestyle. This segment is identified as the ‘Healthy Active’. 

 

The fourth persona represents the practical and functional type, who purchases the Dopper bottle 

based on the practicality and functionality. This segment enjoys being by themselves, outside in 
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the nature and brings along the Dopper bottle to the various active hobbies. The emphasis is on 

the quality of the bottle, as it suits the active lifestyle in the rough nature. This persona is 

therefore identified as the ‘Active Outdoor’. 

2.5. Sum-Up 
As previously mentioned, Dopper was not as successful as expected in its initial entry into 

Denmark, but still sees Denmark as a viable market. As Dopper has based its knowledge on its 

consumer segments in Denmark on fictional personas, this research will support its future pursuit 

into Denmark. The aim is to identify consumer segments for Dopper based on quantitative data. 

These segments will benefit the company in several ways. Firstly, it will enable Dopper to get 

valuable information about its consumers’ lifestyle, values, and behaviour. Secondly, it will 

create a good foundation for a future market entry and thirdly, it will enable Dopper to market its 

products much more effectively as it will have knowledge on specific consumer segments. 

Furthermore, the theoretical and methodological framework of the thesis will establish a valid 

foundation for exploring and identifying consumer segments in Denmark. 
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3. 
 

Theoretical Framework & Literature Review 
 
This chapter attempts to shed light on theories and concepts that are of relevance in order to lay 

out a theoretical frame for the empirical study. The aim of this chapter is to guide the reader to 

better grasp the field and problem statement and ultimately leading to answer the same. This 

chapter has been divided into two main sections: (i) consumer segmentation which contains a 

presentation of consumer theory - The Theory of Reasoned Action, and value theory with an 

elaboration of the concept of lifestyle and theories on value; (ii) an overview of the combined 

theories which elaborates on the theoretical framework of the thesis. A literature review is 

incorporated throughout the discussion of the chosen theories. 

 

The theoretical framework for the empirical study is based on theories of consumer behaviour in 

order to explain and understand the underlying values and attitudes of the consumers. The Theory 

of Reasoned Action (Fishbein & Ajzen, 1975) is used as the primary framework for the empirical 

study in order to understand which factors influence consumer behaviour. The Theory of Human 

Values (Schwartz, 1994) is used to analyse how these elements can identify consumer segments 

for modern lifestyle products. 

3.1. Consumer Segmentation 
Consumer segmentation entails an identification of the homogeneous subgroups within a 

heterogeneous consumer population. Consumer segments are not formed naturally but are 

artificial groupings of consumers. The identification of segments depends on the grouping 

determinants that are used to define the grouping of the segments (Verain, 2015). These 

determinants can differ depending on the focus and research. Socio-demographic determinants 

such as age, gender, geographic location etc., are commonly used as a basis for segmentation, 

because this knowledge can identify consumers and assess the potential of the market. However, 

because of the fragmentation of consumers and the diversification of lifestyle, the socio-
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demographic determinants are not as powerful predictors and it is often hard to link consumer 

behaviour to specific consumer socio-demographic segments (Verain, 2015). 

 

Therefore, other determinants must be taken into account when identifying consumer segments. 

These can include psychographic determinants such as values, lifestyle, and personality traits and 

can be grouped under the category “lifestyle determinants” (Verain, 2015). One can also include 

product-specific determinants, as they can help explain consumer attitudes towards a product and 

include the element attitude from the TRA as well as product involvement, which will be 

explained in Section 3.1.1.1. The lifestyle and product-specific determinants are useful in the 

development of effective communication because they can provide cognitive insights into the 

consumer. Nonetheless, socio-demographic determinants are still highly relevant to consider, 

because they can provide more tangible insights about consumers. Combined with determinants 

such as lifestyle and product-specific determinants, socio-demographics are a strong foundation 

for the segmentation basis (Verain, 2015). 

 

The socio-demographic, lifestyle, and product-specific determinants can be used as a 

segmentation base - either in combination or individually (Verain, 2015, s. 14). The selection of 

an appropriate segmentation base is crucial for the identification of useful and effective segments 

and should be based on a theoretical framework. The theoretical framework for this research is 

therefore based on consumer behaviour theories because these theories can identify product-

specific determinants, which are essential for identifying consumer segments. Furthermore, value 

theories can identify lifestyle determinants, which will be explained below in Section 3.1.2.2. The 

unique combination of consumer theory and value theory can be beneficial for the managerial 

implications for Dopper as they can provide a more specific identification of the different 

consumer segments and give an idea of how consumers behave, and thus how Dopper should 

market towards those segments. The following section will elaborate on consumer theory, 

specifically the consumer behaviour theory: The Theory of Reasoned Action. 

3.1.1. Consumer Theory 
In order to understand what consumers look like in terms of socio-demographics and lifestyle, it 

is important to understand how and why they behave in a certain manner in certain situations. 

Consumers are not a homogeneous group with regard to the importance of certain values, product 

attributes, attitudes, behaviour, etc. Therefore, consumer heterogeneity can be used to understand 

consumer behaviour, because one may be able to divide consumers into subsets of consumers 
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through their patterns of behaviour. A recent development within consumer theory is that lifestyle 

and behaviours have become much more diverse, and due to increasing consumer affluence, 

consumer needs and wants are more diversified (Verain, 2015, s. 12-13). It is therefore important 

to examine the underlying determinants for behaving in order to segment. 

3.1.1.1. Consumer Behaviour Theory 
Consumer behaviour models play two important roles in understanding what motivates 

behaviour. Firstly, the models provide empirical frameworks for examining consumer behaviour 

because they help understand the social and psychological influences that affect consumer 

behaviour. Secondly, these models can be used as frameworks to empirically test the strength of 

different kinds of relationships (between values and behaviours for example) in different 

circumstances, as they enable an empirical evidence base to be developed for particular assertions 

about consumer behaviour and consumer motivation (Jackson, 2005, s. VI). 

 

Some consumer behaviour models attempt to conceptualise human behaviour in a more nuanced 

way. Rational choice theory is a form of Expectancy-Value Theory. In this theory, choices are 

supposed to be made on the basis of the expected outcomes of a choice and the value attached to 

such outcomes. Other models of consumer behaviour seek to use this basic idea to go beyond 

assumptions of rational choice. Some theories attempt to account for how an individual’s attitude 

influences his or her behaviour and choices. The most famous example of this type of theory is 

the Theory of Reasoned Action (Jackson, 2005, s. VII-VIII). As previously established in Section 

3.1, it is crucial to base a consumer segmentation on a theoretical framework that can take other 

factors into account, such as attitudes, lifestyle, and values. The Theory of Reasoned Action was 

chosen to be able to account for these factors in the segmentation process. 

 

Theory of Reasoned Action 

The Theory of Reasoned Action (TRA) was developed by Martin Fishbein and Icek Ajzen in 

1975 and was derived from previous research about consumer behaviour. The theory builds on 

validated research within psychology and sociology and the model has been further developed 

since. The TRA model goes beyond Martin Fishbein’s Expectancy-Value Theory from 1963, 

which explains the attitude formation based on an individual’s values and beliefs (Fishbein & 

Ajzen, 1975, s. 222-223). The goal of the Expectancy-Value Theory is to explain and understand 

the mental processes, which ultimately determine an individual's attitude and the resulting 

behaviour (Fishbein & Ajzen, 1975). According to the Expectancy-Value Model, a person’s 
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overall attitude towards a psychological object is determined by the subjective values or 

evaluations of the attributes associated with the object and by the strength of these associations. 

Such attitudes are acquired automatically and inevitably as we form beliefs concerning the 

object’s attributes and as the subjective values of these attributes become linked to the object 

(Fishbein & Ajzen, 1975). 

 

The theory is to a large degree centred around a subjective level of behaviour and it is presumed 

that a particular attitude will lead to certain behaviour. Fishbein and Ajzen therefore decided to 

extend the Expectancy-Value Theory, which resulted in the creation of Theory of Reasoned 

Action. The TRA aims to explain the relationship between attitudes and behaviour within human 

action. The model is consists of of four general components: behaviour, behavioural intention, 

attitude and subjective norm (Jackson, 2005, s. 46-48). 

 

As Figure 2 illustrates, the theory suggests that a person's behavioural intention depends on the 

person's attitude about the behaviour and subjective norms (Fishbein & Ajzen, 1975). If a person 

intends to behave in a certain manner, it is likely that the person will do so. In order to narrow the 

scope of the research, it was deemed necessary to focus on two of the variables within the TRA, 

namely attitude and behavioural intention. Thus, the behavioural element in the TRA has been 

omitted along with subjective norms. Certainly, subjective norms can help explain behaviour, but 

is not fundamental to identify and understand consumer segments. 

 

This research seeks to use the theory as a way to identify consumer segments rather than to 

examine and predict an individual’s consumer behaviour. As it is difficult to measure actual 

behaviour, this research only seeks to establish a behavioural intention, which is used to identify 

segments. The TRA can help identify how attitudes affect the behaviour or the behavioural 

intention. According to Rokeach, values and beliefs shape an individual's’ attitude towards 

behaviour, which is relevant for this study as the goal is to examine how values influence 

behaviour (Rokeach, 1973). Furthermore, previous research (Verain, 2015) has suggested that 

attitude and values can help establish a certain prediction of lifestyle and demographics. 

Therefore, attitudes and values are relevant in this context to understand what aspects can 

distinguish consumers in clusters of similar attitudes and values. Finally, the narrow focus was 

also established in order to guarantee deep insights for understanding consumers’ attitude and 

value priorities. 
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Figure 2. The Theory of Reasoned Action 

 
Source (Fishbein & Ajzen, Belief, attitude, intention and behavior. Part 1 an introduction to 

theory and research, 1975) 

 

In the following sections, an overview of the constructs of the theory relevant for this thesis will 

be presented. These elements include behavioural intention and attitude. 

 

Behavioural Intention 

A central factor in the TRA is the individual’s intention to perform a given behaviour. According 

to Fishbein and Ajzen, intentions are assumed to capture the motivational factors that influence a 

behaviour, and intentions are indicators of how much of an effort people are willing and/or 

planning to exert in order to perform the behaviour. In short, behavioural intention refers to the 

motivational factors that influence a given behaviour where the stronger the intention to perform 

the behaviour, the more likely the behaviour will be performed (Boston University School of 

Public Health, 2013). 

 

Within the concept of intention is the understanding that subjective probability is linked to 

behavioural intentions. This can be understood as an individual’s perceived probability of 

performing a given behaviour. Research in the area of intention has focused almost exclusively 

on the subjective probability dimension, which has been seen as the factor that can be used to 

understand intentions the most  (Fishbein & Ajzen, 2009, s. 40). 

 

As intentions are often driven by past experiences, these measures are frequently more valid 

when used retrospectively. However, intentions have in prior research been used to predict 

behaviour, and “behavioural intentions can account for an appreciable proportion of variance in 

actual behaviour” (Fishbein & Ajzen, 2009, s. 48). This means that the intention can to a large 

Attitude	towards	act	
or	behaviour 

Subjective	norms 

Behavioural	intention Behaviour 



27 

degree account for the actual behaviour. This thesis therefore focuses on behavioural intention, 

because this aspect is more accurate to measure than the actual behaviour and the intention is 

often a good indication of the actual behaviour. 

 

Attitude 

According to Fishbein and Ajzen, attitudes can be described as “a learned predisposition to 

respond in a consistently favourable or unfavourable manner with respect to a given object” 

(Fishbein & Ajzen, 1975, s. 6). This definition includes three basic components: (i) the notion 

that attitude is learned, (ii) that attitudes predispose action and (iii) that such actions are 

consistently favourable or unfavourable toward a particular object. In order to understand how 

attitudes are formed and influence behaviour, it is important to explain and understand these three 

components. 

 

Attitudes are shaped by previous experiences and through these experiences an individual 

becomes more prone to respond in a given manner towards an object. The predispositions of an 

individual to respond consistently favourably or unfavourably are considered to be a result of past 

experience (Fishbein & Ajzen, 1975, s. 10). If an individual has had a positive experience with an 

object, he or she is likely to respond positively in future situations with the same object, and the 

previous attitude therefore guides the future behaviour, hence the attitude is learned. 

 

Attitudes are understood as the determinant that guides or influences behaviour and therefore 

predisposes action. An individual’s attitude permits to a certain extent prediction of his or her 

behaviour. Predispositions lie implicitly within consistency because they depend upon the type of 

consistency an individual has. The favourable or unfavourable attitude towards a given object will 

lead to a predisposition of either positive or negative behaviour (Fishbein & Ajzen, 1975, s. 8). 

 

Consistency is to be understood as an individual’s consistent behaviour towards an object. When 

an individual acts consistently, the responses to the objects must be measured in order to 

understand whether the attitude is consistent. It is important to take the consistency into account 

when examining consumer’s attitude because if the consumer’s responses are inconsistent, they 

fail to explain the general attitude towards the object. Consistency fails to take habits, drives or 

motives into account, but this can be avoided by obtaining knowledge of the degree of 

favourableness or unfavourableness towards the given object (Fishbein & Ajzen, 1975). 
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A significant variable in relation to attitude is product involvement and according to Zaichowsky, 

“literature suggests that a person can be involved with advertisements, products, or with purchase 

decisions” (Zaichowsky, 1985, s. 341). This means that consumers are assumed to involve 

themselves when confronted with advertisements, products, or purchase decisions. The degree of 

involvement differs with regard to the perceived relevance of the object and is therefore defined 

through an individual’s attitude towards that object. Zaichowsky defines product involvement as 

“a person’s perceived relevance of the object based on inherent needs, values, and interests” 

(Zaichowsky, 1985, s. 342). 

 

When examining product involvement through this definition, there are three important variables 

to account for, more specifically personal, physical and situational (Polesz & de Bont, 1995). The 

personal variable can be understood as the characteristics of the individual, whereas the physical 

relates to the physical characteristics of the stimulus, and finally the situational refers to the 

varying situation under which the involvement is engaged. This thesis will attempt to understand 

product involvement with regard to the physical variable, which influences the level of 

involvement. This is to be understood as the product attributes, and measuring these can indicate 

the importance or relevance of the various attributes to the individual (Zaichowsky, 1985). 

Product involvement is therefore a relevant concept to understand when interpreting attitudes as 

product involvement can illustrate and explain the consumer’s favourable or unfavourable 

attitudes towards the physical characteristics of a product. In this research, examining consumers’ 

involvement with Dopper’s products will enable thorough insight into consumers’ attitude. 

Furthermore, a conceptual view of product involvement can help determine consumer preference 

for a particular brand (i.e. Dopper). The knowledge on product involvement will help the 

segmentation process as one may find differences within product involvement among consumers. 

 

In short, attitude refers to the degree of which a person has a favourable or unfavourable 

evaluation of the behaviour. It entails a consideration of the outcomes of the behaviour. In other 

words, it consists of beliefs about the consequences of the behaviour multiplied by an evaluation 

of these consequences (Boston University School of Public Health, 2013). Attitudes entail other 

factors based on the Values-Attitude-Behaviour Hierarchy, Rokeach found a direct link between a 

person’s values and his or her attitudes. These overarching values indirectly influence behaviour 

through attitudes (Rokeach, The Nature of Human Values, 1973). Previous research has 

established that attitudes can explain consumers’ behaviour with regard to products, brand 

loyalty, product attributes, and brand image (Rokeach, The Nature of Human Values, 1973, s. 1). 
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The concepts of attraction, attribution of dispositions, liking, and behavioural intention can 

account for a variety of interpersonal behaviour and help explain the consumers’ attitudes  

(Rokeach, The Nature of Human Values, 1973, s. 1). 

 

The element attitude within the TRA is referred to as product-specific determinants in this thesis. 

This term includes attitude and product involvement, which characterises the specific product 

attributes and an individual’s evaluation of these attributes. In combination with lifestyle and 

socio-demographic determinants it is possible to uncover consumer segments for the Dopper 

bottle based on the behavioral intention. 

 

Limitations of the TRA 

The model does have some limitations. Firstly, because the theory assumes that behaviour is 

rational and that individuals consider the implications for their actions, the belief is that the theory 

can predict an individual’s action based on certain criteria. The model has therefore been 

criticised due to the focus on rational behaviour, and its inapplicability to irrational and 

unpredictable behaviour. The aspect of rational behaviour also assumes that emotions and mood 

are not important factors in decision making. As this thesis combines consumer behaviour theory 

and value theories, this compensates for the shortcomings of the TRA, because it can be argued 

that values can fill the gaps that are not covered in relation to consumers’ emotions and 

affections. This will be elaborated on in Section 3.2.2. 

 

Additionally, when examining the link between behavioural intention and the resulting behaviour, 

the theory assumes that when an individual has the intention the expected behaviour will follow. 

However, various academic research has established a gap between the behavioural intention and 

the actual behaviour, as the theory cannot explain why intentions are not always successful 

predictors of behaviour. This gap has been found within various studies including “health-

relevant behaviours such as smoking, sexual behaviour, exercise and food choice” (Hardeman, 

Johnston, Johnston, Bonetti, Wareham, & Kinmonth, 2002, s. 124). Despite it being an interesting 

part for research, this thesis only seeks to examine the behavioural intention because the 

prediction of the actual behaviour is somewhat irrelevant when identifying consumer segments. 

Furthermore, this model has been acknowledged within academic research and the theory must be 

considered valid in this context. 
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Furthermore, amongst researchers, it has been recognised that there is no one-to-one correlation 

between attitudes and any given behaviour. The most common view is that “attitudes always 

produce pressure to behave consistently with them, but external pressures and extraneous 

considerations can cause people to behave inconsistently with their attitudes” (Fishbein & Ajzen, 

1975, s. 343). The attitude-behaviour gap establishes that a positive attitude towards a behaviour 

does not necessarily translate into a particular behaviour. Various studies have tried to examine 

the attitude-behaviour gap in the attempt to explain why it is present. The gap has been found in 

research related to sustainable consumption (Jackson, 2005, s. 53) health (Sutton & Glanz, 1999), 

and recycling (Kollmuss & Agyeman, 2010). These studies showed higher levels of positive 

attitude towards the behaviour, but only a small percentage seemed to perform the behaviour. 

 

This view illustrates that other factors are also important determinants of behaviour. It is assumed 

that other variables have both a moderating and independent effect on behaviour, meaning that 

these variables either interact with the attitude or have a direct effect on behaviour. Hence, it is 

important to include other elements than attitudes when examining consumer behaviour. Fishbein 

and Ajzen also stress the importance of the other elements of the TRA, as attitude cannot alone 

explain consumer behaviour. In this thesis, however behaviour has not been deemed necessary to 

include, as the aim is to use the model to identify consumer segments rather than to predict 

consumer behaviour. 

 

Finally, the model also fails to explain behaviours where people have incomplete volitional 

control (Ajzen, 1991, s. 181). This is another limitation to the model, which is why Ajzen and 

Fishbein added an extra element to the model to increase reliability of the model. The extended 

model is called the Theory of Planned Behaviour (TPB) and the added element is called 

“perceived behavioural control” (Ajzen, 1991). This extension is understood as the actual control 

an individual has over his or her behaviour. Furthermore, behaviour can only be performed if an 

individual has the required opportunities and resources to perform the given behaviour (Ajzen, 

1991, s. 182). Therefore, the two models differ slightly in their attempt to explain behaviour. The 

TPB with its extension can be useful in explaining behaviour in which an individual’s resources 

and opportunities must be taken into account. In this thesis, the TRA has been deemed most 

relevant, as perceived behavioural control will not have an influence on this research. The choice 

of the TRA will also narrow the scope of the research and in turn keep a focus on attitudes and 

values because these are the most important determinants when identifying consumer segments. 
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Despite the obvious limitations of the TRA, it is still a valid and acknowledged tool within 

consumer behaviour theory. The obvious limitations to the theories do not seem to pose an 

immediate threat to this research and the limitations should only be borne in mind. This theory is 

widely acknowledged and important in understanding the product-specific determinants, which 

this thesis wishes to examine in order to answer the problem statement. Furthermore, despite the 

limitations of the theories, it has been validated and tested numerous times in separate research. 

The TRA is used to determine product-specific determinants to identify consumer segments, 

rather than to predict behaviour and though the limitations of the model remain present, they do 

not pose an immediate threat to the overall aim of this research. The following section will 

include theories on value, which can identify the important lifestyle determinants used for the 

segmentation process for Dopper. As part of the overall concept of lifestyle, values are found 

relevant to extend the theoretical framework of the TRA. 

3.1.2. Lifestyle and Value Theories 
This section will seek to establish an understanding of values as part of the overall concept of 

lifestyle to guide the research. Three of the most acknowledged researchers within values have 

been identified - Milton Rokeach, Shalom Schwartz and Inglehart. Furthermore, the presentation 

of their research will convey the knowledge and ideas established, in combination with the 

strengths and weaknesses of their theoretical contributions. Through Schwartz’ and Rokeach’s 

use and comprehension of values, it is possible to establish a working definition of the concept of 

values. This will be used to direct the research for this thesis. Once the working definition is 

established, the following section will elaborate on Inglehart’s value orientation, which will pave 

the way for Schwartz’ Theory of Basic Human Values. An understanding of Schwartz’s theory is 

necessary as it was deemed most optimal for the research objectives of this thesis. The final 

section will consist of a discussion of the limitations to the various theories. 

3.1.2.1. Lifestyle 
Lifestyle research is one of the most popular segmentation bases. Although socio-demographics 

describe who consumers are, lifestyle determinants are crucial in understanding why consumers 

behave and consume in a given situation. The insights into motivation and the underlying 

observed behaviour that lifestyle research provides can help explain consumer behaviour. 

Lifestyle is defined as “one’s characteristic pattern of thinking and perceiving, which mediates 

between values and overt behaviour. A lifestyle can be seen as an expression of one’s values in 

one’s daily life” (Verain, 2015, s. 16). This concept links values and consumer behaviour to an 
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overall definition of lifestyle. As these three concepts are central elements in the segmentation 

process of this thesis, it is relevant to examine the literature on values, which is a vital element in 

explaining behaviour and the segmenting of consumers. As the previous section presented the 

framework within consumer behaviour theory, the following section will help identify a 

framework within the value literature. 

3.1.2.2. Value Theories 
As established above, values are important determinants in consumer behaviour, but are often 

abstract concepts and are therefore hard to measure. This is different to the element attitude in 

TRA which to a much larger degree is connected to specific actions, people or objects. Values are 

important as they can be used as guidelines in relation to consumers and understanding the 

evaluations consumers make when faced with choices. Furthermore, values help identify the 

hierarchical weight and prioritisation, not just as an individual characteristic but also as a 

consumer characteristic. The inclusion of values as a determinant must be seen as an addition to 

the TRA, because values can fill the gaps that are not covered by the consumers’ emotional and 

affective system. Therefore, values have been included in the theoretical framework to research 

consumers on a more general level to establish consumer segments in combination with a more 

specific level through the use of the TRA. 

3.1.2.2.1. The Definition of Values 
In order to examine theories on values, it is important to establish a definition of values. Through 

Milton Rokeach’s and Shalom Schwartz’s use and comprehension of values, it is possible to 

establish a working definition of the concept of values. 

 

Rokeach’s Definition of Values 

Milton Rokeach took it upon himself to define the nature of human values and how they influence 

different aspects of an individual’s life. His definition of values assumes that an individual 

possesses a relatively small number of values, and that all people possess the same values, but the 

prioritisation of the values differs from person to person. Furthermore, Rokeach argues that 

values are organised in a value system where culture, society, and personality are the antecedents 

of human values. His definition and research on values was one of the first of its kind and 

established how subsequent researchers would deal with the complexities of understanding and 

analysing values. 
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Rokeach defines a value as “an enduring belief that a specific mode of conduct or end-state of 

existence is personally or socially preferable to an opposite or converse mode of conduct or end-

state of existence” (Rokeach, 1973, s. 5). He argues that over time, people learn to systematise 

values into a system which he calls a value system. This value system defines a preferable mode 

of conduct based on a situation and prior experiences. This means that an individual learns to 

prioritise and systematise values according to the given situation through various prior 

experiences. The systematisation of the value system is thought of as an organisation of principles 

and rules to help choose between alternatives, resolve conflicts, and make decisions. This means 

that different values are ‘activated’ depending on the social setting and situation (Rokeach, 1973). 

 

Rokeach argues that “values occupy a more central position than attitudes with one’s personality 

makeup and cognitive system, and they are therefore determinants of attitudes as well as 

behaviour” (Rokeach, 1973, s. 18). This means that values guide actions and behaviours, which in 

turn should enable a prediction of behaviour. Furthermore, he states that values can be understood 

as pre-codings for behavioural choice and that differences in value prioritisation has been shown 

to be associated with significant differences in attitudes which consecutively can be linked to 

behavioural outcomes. Therefore, it is possible to see a direct link between values and attitudes 

which then influence behaviour. Behaviour is understood as a manifestation of an individual's’ 

values and attitudes (Rokeach, 1973). 

 

It has been deemed relevant to include Rokeach’s definition and understanding of values as he 

has been very influential in the research on values. His definition and methodology has been 

widely acknowledged by several researchers since. This thesis uses Rokeach’s understanding of 

values as he identifies the indirect connection between values and behaviour through attitudes. 

This is important in this research as this can link the theory on values to consumer behaviour, 

which in turn can identify whether specific values can be linked to specific consumer segments. 

 

Schwartz’s Definition of Values 

Shalom Schwartz defines values as “desirable transsituational goals, varying in importance that 

serve as guiding principles in the life of a person or other social entity” (Schwartz, 1994, s. 21). 

Implicit in this definition of values as goals is that (i) they serve the interests of some social 

entity, (ii) they can motivate action—giving it direction and emotional intensity, (iii) they 

function as standards for judging and justifying action, and (iiii) they are acquired both through 

socialisation to dominant group values and through the unique learning experiences of 
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individuals. Specifically, values represent, in the form of conscious goals, responses to three 

universal requirements with which all individuals must cope: (i) needs of individuals as biological 

organisms, (ii) requisites of coordinated social interaction, and (iii) requirements for the smooth 

functioning and survival of groups (Schwartz, 1994). 

 

Schwartz’s definition is important to take into account when examining the concept of values 

because his definition has been developed based on Rokeach’s definition. It could therefore be 

argued that Schwartz’ research has developed the concept of values further and extended the 

overall perception of values. Furthermore, even though Rokeach is perceived as one of the 

founding fathers within values, Schwartz has since developed his work and his definition is 

therefore too important to omit. This thesis uses Schwartz framework on values, which is also the 

main reason why his theory has been included. An elaboration on his understanding of values will 

be presented in Section 3.1.2.2.3. 

 

The Working Definition of Values 

Schwartz and Rokeach have contributed to the understanding of the concept of values. Their 

definitions of values are valid, but a working definition for this thesis has been established in 

order to have a more precise and relevant understanding of the concept of values. This will ensure 

that the value concept is consistent with the research and methodology of this thesis. 

 

The working definition for this thesis is as follows: “Values serve as guiding principles in the life 

of an individual, these values motivate personally preferable action towards a desirable end-

state. These values are prioritised according to the importance placed on the given value by the 

individual, and different values will be systematised based on the situation and prior 

experiences”. 

 

This has been chosen because this thesis understands values through the perception of an 

individual. As this study has chosen to exclude social norms in the consumer behaviour 

framework, the socially preferable actions will not be relevant in this context. Furthermore, this 

thesis understands values as the guiding principles of an individual's actions and behaviour. The 

prioritisation of the values was included in the definition of values because it helps determine the 

behaviour in a given situation. The prioritisation of values should be seen as an organisation of 

principles and rules to help choose between alternatives, make decisions and determine 

behaviour. 
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3.1.2.2.2. Inglehart 
Ronald Inglehart studied the socio-political and cultural changes linked to economic change. He 

found a mutually supportive relationship between culture, economics, and politics, which he 

together with Christian Welzel characterised as the World Value Survey. The World Value 

Survey explores the change in people’s values and beliefs over time. Inglehart & Welzel establish 

two dimensions of cultural variation in the world: Traditional versus secular rational values and 

survival values versus self-expression values. These two dimensions plot societies on a cultural 

map (Inglehart & Welzel, 2008). Inglehart argues that countries have different orientations and 

values based on the needs fulfilled in Maslow’s Hierarchy of Needs. Countries are divided into 

three groups based on their values; namely traditional, modern and postmodern societies. 

 

Traditional values are found in societies where sometimes only the basic needs are fulfilled such 

as food, water, and sleep. These societies see a domination of agriculture. They have an emphasis 

on strong parent-child ties, deference to authority, and traditional family values, such as rejection 

of divorce, abortion, euthanasia, and suicide (Inglehart & Welzel, 2008). 

 

Once countries reach a higher level of wealth, they become modern societies where psychological 

needs such as safety, love, belonging, and achievement are fulfilled. This means modern societies 

focus more on individualism, they have a strong belief in science and emphasise secularisation 

and rationality. In modern societies, the industry dominates and they have an emphasis on 

standardised mass production, which to a large extent leads to materialism. These societies are 

also characterised by a high level of bureaucracy and the people within the society have high 

respect for the authorities, which in turn have a high degree of power (Inglehart & Welzel, 2008). 

 

Finally, as countries reach an even higher level of wealth, they become postmodern. These 

societies have fulfilled all the basic, psychological and self-fulfilment needs. In postmodern 

societies, individuals are liberated from the material needs, where they instead focus on self-

actualisation and self-expression. These societies give priority to environmental protection, 

cultural issues, lifestyle fragmentation, participatory democratic values, and a rejection of 

authority, whereas family and religion are not emphasised. In the postmodern societies, the 

service sector dominates. These postmodern societies also seem to reject the mass production that 

is central in modern societies and instead attempt to incorporate the authentic part of the 

production to emphasise the natural production processes (Inglehart & Welzel, 2008). 
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According to Inglehart’s cultural map, Denmark is defined as a postmodern society, and it can be 

argued that the postmodern values are thus found here (Inglehart & Welzel, 2008). Based on 

Inglehart’s definition of the core values of postmodern societies, only certain values proposed by 

Schwartz have been chosen, in order to narrow the focus of the values used in the original 

research. Inglehart’s definition of postmodern societies has therefore been used in this thesis to 

narrow the scope in the selection of the values. In the following section, Schwartz’s theory of 

Basic Human Values will be presented. 

3.1.2.2.3. Schwartz’ Theory of Basic Human Values 
Based on the work of Rokeach, the Theory of Basic Human Values was developed by Schwartz 

in 1994. Schwartz examined a general classification of the 56 values, initially established by 

Rokeach. Ten motivationally distinct types of values were derived, which were structured and 

organised into a two-dimensional space that comprises four separate clusters and further describes 

the dynamic relations amongst them (Schwartz, 1994). 

 

To narrow the scope of the research, it was deemed necessary to determine a number of values to 

guide the framework of the research. Rokeach has developed a classification of values, which 

could be relevant to include but his classification was deemed insignificant to this study because, 

as previously mentioned both researchers have included a large number of values. A focus on a 

determined number of values will limit the scope of the research and in turn give more precise 

results. This is a much more specific and relevant framework for this thesis, and due to time 

constraints it would not be possible to analyse all of Rokeach nor all of Schwartz’ values. 

 

Therefore, four of Schwartz’ values were chosen relevant to this research. These are (A) Self-

direction, (B) Hedonism, (C) Universalism, and (D) Achievement (Schwartz, 1994). These have 

been chosen on the basis of Inglehart’s World Value Survey that distinguishes values of 

traditional, modern and postmodern societies. It is argued that postmodern societies, like 

Denmark, have a focus on maximising the individual well-being, self-expression, welfare, and 

CSR. The same focus can also be found in the four selected values. This will be further discussed 

and illustrated below through a presentation of the four chosen values. A further argument to 

choose these values is that there is a high correlation between this and how Dopper identifies its 

target consumers based on the four personas. These four values are also established within this 

Dopper’s segment, but this thesis wishes to test whether these segments can be found based on 

quantitative data. 
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(A) Self-Direction 

Self-direction is derived from organismic needs for control and mastery and interactional 

requirements of autonomy and independence. The definition of this value is “independent thought 

and action” and covers values such as creativity, freedom, independence, curiosity, and choosing 

one’s own goals (Schwartz, 1992, s. 5-7). 

 

In a separate research, Schwartz establishes seven clusters in which different countries can be 

distinguished. The most important cluster for this thesis is the Western European cluster. He 

argues that these countries are found around Egalitarian and Intellectual Autonomy values (Patel, 

2014). Schwartz identifies Intellectual Autonomy as a prevalent value within Western European 

countries which includes Denmark. This includes creativity and curiosity and individuals tend to 

pursue independent thoughts and ideas in these countries. This can help explain why self-

direction is an important element within this research, as this value can be argued to be present 

amongst Danish consumers. It is important to understand that these are tendencies within 

cultures, but that changes in culture take place over time, and that these values within cultures are 

meant to be understood as guiding assumptions and should not be interpreted strictly or as an 

exhaustive presentation (Schwartz, 2002). 

 

This value was relevant to include due to Inglehart’s argument that postmodern societies put 

emphasis on individualism and self-actualisation much more. Maslow identifies a self-actualiser 

as “a person who is living creatively and fully using his or her potentials” (Maslow, 1943). This is 

in line with the value self-direction where creativity, curiosity, and independence are of great 

importance. Furthermore, a development seen in Denmark is that people focus more and more on 

self-actualisation, where they wish to contribute with something positive to their lives and 

identities. A study has found that Danish consumers demand responsibility, and the possibility to 

live an individual and flexible work-life balance (Larsen & Jensen, 2013). 

 

Another article by the European Social Survey found in its research that liberal and anti-

traditional political party preferences were seen to have the strongest values on self-direction 

(Schwartz, 2002). Lars Løkke Rasmussen, the current Danish Prime Minister in Denmark, is the 

leader of the Centre-Right Liberal Party called Venstre. This political party places emphasis on 

individual freedom, tolerance and civil liberties. This is consistent with the idea behind self-
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direction, and can therefore be argued to validate the relevance of this value for this research 

(Schwartz, 2002). 

 

(B) Hedonism 

The value hedonism is derived from organismic needs and the pleasure associated with satisfying 

such needs. The motivational goals of this type are pleasure or sensuous gratification for oneself, 

and include values such as satisfaction of needs and enjoying life (Schwartz, 1992, s. 8). 

 

Sobol-Kwapinska introduced the concept of ‘fatalistic hedonism’, which explains that life is not 

only about earning money but also about pleasure and rest  (Sobol-Kwapinska, 2013, s. 388). 

Even though Inglehart argues that postmodern societies are less materialistic, this should be 

compared to the standards of the modern societies. Whereas modern societies tend to be more 

materialistic based on mass production that defines this type of society, postmodern societies tend 

to more liberated from the materialistic needs (Inglehart & Welzel, 2008). This was therefore 

important to include based on Inglehart’s argument that postmodern societies put emphasis on the 

rejection of materialistic values where individuals have been liberated from the material needs, 

and instead focus on self-actualisation, self-expression through spontaneity, and enjoying life. 

 

Furthermore, this value was relevant because postmodern societies give large priority to the 

quality of life. Inglehart argues that individuals in postmodern societies are less materialistic, this 

value can be linked to hedonism in the sense that individuals purchase to feel pleasure. However, 

he states that hedonism is still an extremely important element because postmodern societies may 

be argued to make more conscious purchasing decisions hence not as materialistic as in modern 

societies (Inglehart & Welzel, 2008). The emphasis on pleasure and enjoying life is seen within 

Schwartz’s understanding of hedonism as well as within Inglehart’s identification of postmodern 

societies and was therefore found relevant to include in the analysis. 

 

Based on previous research (Stern, Dietz, & Guagnano, 1998), it should be expected that Danish 

consumers are favourably disposed towards protecting the environment. However, it should be 

noted that hedonism is also highly prioritised in Danish culture. There are cases where striving for 

a more sustainable lifestyle – which is typically in harmony with universalism and benevolence – 

is in conflict with hedonic desires. However, Thøgersen and Ölander found that Danes tend to 

give equally high and generally very high priority to universalism and benevolence, which could 
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indicate that they tend not to be conscious of or tend to deny this conflict (Thøgersen & Ölander, 

2002, s. 613-614). 

 

(C) Achievement 

Achievement is personal success through demonstrating competence according to social 

standards. Competent performance is a requirement if individuals are to obtain resources for 

survival, and if social interaction and institutional functioning are to succeed. Achievement values 

emphasise demonstrating competence in terms of prevailing cultural standards, thereby obtaining 

social approval. Achievement includes motivational goals such as ambition, success, capability 

and influence (Schwartz, 1992, s. 8). Achievement values focus on social esteem and emphasise 

the active demonstration of competence in concrete interaction (Schwartz, 1992, s. 9). 

 

This value is important to include due to Inglehart’s argument that postmodern societies put 

emphasis on individualism much more, as well as on self-actualisation. This is understood as the 

desire for self-fulfilment, and the desire to become everything one is capable of becoming. It is 

about realising one’s capabilities and using this to reach one’s potential. This is consistent with 

the notion of Schwartz’s understanding of achievement, where ambition, success, and capability 

are the prevalent values. 

 

(D) Universalism 

The definition of the value type universalism is to understand, appreciate, be tolerant, and to 

protect the welfare of all people and for nature (Schwartz, 1992, s. 11-13). 

 

This value was chosen on the basis of Inglehart’s study on societal values. One of the arguments 

of postmodern societies is the emphasis on the protection of the environment. Prior research has 

shown that individuals who value universalism tend to care more about the welfare of others, as 

well the environment. Universalism refers to the understanding, appreciation, tolerance, and 

protection of the welfare of all people and of nature (Schwartz, 1992, s. 11-13). Because of this 

and in combination with Dopper’s mission, this value is important to include in this research. 

 

Thøgersen & Ölander also argue that this value is of particular importance. Their study on 

sustainable consumption patterns indicates that universalism ‘is the only motivational value type 

which has significant influence on environment-friendly behaviour” (Thøgersen & Ölander, 

2002). Universalism is important according to Thøgersen & Ölander, because consumers who 
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prioritise these values are more likely to seek opportunities to behave in a more sustainable 

manner. Furthermore, their panel study illustrated that Danish consumers give higher priority to 

universalism (Thøgersen & Ölander, 2002). 

 

Furthermore, De Groot & Steg measured values related to environmental behaviour. They found 

that self-transcendence values (universalism and benevolence) are of interest in an environmental 

context (Groot & Steg, 2007). They categorised universalism and benevolence as altruistic 

values, and these were positively correlated with higher environmental concern (Groot & Steg, 

2007). Once again, prior research can link universalism to an emphasis on protecting the 

environment. 

 

Finally, Axelrod found that the pursuit of environmental quality stems from three value 

orientations: egoistic, social-altruistic and biospheric (Axelrod, 1994). The study concluded that 

individuals who are guided by universalism will consistently be more willing to “incur personal 

sacrifice to protect the natural world” (Axelrod, 1994). Therefore, this study also emphasises that 

universalism is an extremely important value within environmental behaviour. Therefore, this 

value is of great importance to postmodern consumers. 

3.1.2.2.4. Limitations 
Even though the theories on values discussed above have numerous qualities, the chosen theories 

also have some limitations. 

 

Rokeach’s study of values has been criticised because of the level of difficulty that seemed to 

emerge when people attempted to range their values, as people are often unable to rank each 

value clearly. Some values may be equally important, while some values may be equally 

unimportant, and so on. Presumably, people are more certain of their most extreme values (i.e. 

what they love and what they hate) and are not so certain of the ones “in between” (Dostal, 2004). 

Secondly, the 56 values that Rokeach identified are considered to be biased towards Western 

values. This instrument views values from a Western viewpoint alone, with only limited 

influences from Eastern viewpoints (Dostal, 2004). 

 

Schwartz has since developed the work of Rokeach. Compared to Rokeach’s work, Schwartz’s 

theory has been tested within different countries and cultures, as the data is gathered from 76 

nation groups. Schwartz’s previous research has been tested and validated within different 
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cultures, and the Western bias does not seem to exist in his work. However, Schwartz’s 

methodology for his research has been criticised because it is argued to be too difficult to answer, 

which might lead to invalid data (Hood, 2003). Finally, certain authors found that a majority of 

the respondents have a tendency to give a lot of the values a high score, resulting in a skewed 

ranking of the values (Hood, 2003). This will be further elaborated in the next chapter, Section 

4.2. 

 

One of the limitations to Inglehart’s theory is that his value system is too general, as it does not 

account for individual differences and applies the same yardstick to individuals in similar 

societies. The value system does not account for differences within societies, which is a major 

critique of Inglehart  (Rayside, 1977, s. 720). However, the basis of his research is still a 

foundation for large surveys to understand value and cultural differences globally. Even though it 

is generalisation of the understanding of differences among societies, it can still provide valid 

knowledge of tendencies and observations within cultures. It is widely acknowledged and 

therefore this limitation is not seen as a threat to this research. 

 

Furthermore, Inglehart’s study measures quality of life as one of the variables in his research. 

One must be sceptical of the use of this concept in a study, as the understanding of this is likely to 

vary from country to country. Quality of life is surely an individually and subjective feeling and 

is therefore hard to understand and measure. In general, his methodology has been criticised due 

to a lack of discrepancies in the questions given to different cultures. Many argue that the use of 

similar question and research design in different countries exaggerates the differences between 

these cultures in a very obvious manner (Tranter & Western, 2004). Despite this criticism, 

Inglehart's research and theories are generally considered as valid, he has good observations and 

arguments that can be used with regard to understanding cultural differences. 

 

The obvious limitations to the theories do not pose an immediate threat to this research and the 

limitations should only be borne in mind. These theories are widely acknowledged and important 

in understanding the value priorities within postmodern consumers, which this thesis wishes to 

examine. Furthermore, despite the limitations of the theories, they have been validated and tested 

numerous times in separate research. 

 

In general, the overall limitations to the individual theories should be accepted and borne in mind. 

However, this thesis argues that the combination of Inglehart and Schwartz with the Theory of 
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Reasoned Action all enhance and support each other to fill the gaps within the limitations of each 

individual theory, and therefore serve as a valid framework for identifying consumer segments. 

This combination is not the first of its kind, which means that it has been empirically tested and 

validated prior to this research. Thus, this thesis combines a unique theoretical framework in a 

different context. The following section will attempt to construct a model that combines the 

central concepts and theories of the research that will outline the overall theoretical framework of 

the thesis. 

3.2. Overview of the Theoretical Framework 
The overall aim of this thesis is to identify consumer segments for modern lifestyle products and 

to provide insights into how elements such as values, lifestyle, and attitudes influence consumer 

behaviour. This is done in order to provide a foundation for marketing initiatives for Dopper. 

 

Relevant literature has found an established relationship between values and consumer behaviour 

for shopping motivations, the importance of store attributes, decision making when buying 

natural food, and store choice (Boston University School of Public Health, 2013). This 

combination of theories has been validated by researchers in varying circumstances (culture, 

consumers, methodology, etc.). Therefore, the combination of these theories in this context is 

valid based on prior research. 

 

The previous sections have outlined the fundamental concepts and theories that guide the 

theoretical and methodological approach of this research. This overview will attempt to construct 

a model that combines the central concepts and theories of the research that will outline the 

overall theoretical framework of the thesis. The model is inspired by Muriel C. D. Verain’s model 

‘Hierarchy of Constructs’ (Verain, 2015). 

 

 



43 

Figure 3. Hierarchy of Constructs 

Source (Verain, 2015) 

 

In the Lifestyle-Attitude-Behaviour Hierarchy, lifestyle is generally understood as an abstract 

concept, and moving towards behaviour becomes more concrete. Determinants on the general 

level include stable behavioural patterns and personal characteristics such as personality, 

demographics, and values. General determinants are said to be stable and permanent 

characteristics of consumers. At this level, the four chosen values, explained in Section 3.1.2.2.3, 

have been combined with socio-demographic determinants to establish the first level of the 

consumer segmentation. At this stage, it will be possible to get deep insights into the consumers. 

 

At the general-specific level, determinants related to the element ‘attitude’ of the TRA model of 

Fishbein and Ajzen in combination with the concept of product involvement are found (Fishbein 

& Ajzen, 1975). At this level of the framework, it will be possible to discover product-specific 

determinants in relation to consumers’ attitudes, which can be linked to consumers’ lifestyle. As 

the theories have established, lifestyle (i.e. values and socio-demographics) affect attitude and at 

this level it will be possible to structure and categorise the general determinants in combination 

with the general-specific determinants. This will eventually lead to the specific level of the 

framework. 
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The specific variables include the element behavioural intention of the TRA model of Fishbein & 

Ajzen, and should be seen in combination with product choices (Fishbein & Ajzen, 1975). This 

level defines the target group at a specific level and at this level it is possible to specify consumer 

segments based on the levels above, as these determinants all influence product choices and 

behavioural intention. 

 

In general, the Lifestyle-Attitude-Behaviour Hierarchy helps outline and combine the 

fundamental concepts and theories of the research, and creates a sustainable framework for 

identifying consumer segments for modern lifestyle products. The model helps outline the main 

structure of the thesis and guides the research. The theoretical framework will be incorporated 

throughout the thesis and should be seen as the fundamental framework of the thesis. Chapter 4 

will outline the methodological framework of the research and data collection process. 
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4. 
 
Methodological Framework 
 
This chapter serves as a forerunner to the following analysis and provides a presentation of the 

methodological framework which is based on primary empirical data with the help of quantitative 

methods. The empirical data can identify and solve problems as the data contributes to answering 

a given problem statement (Andersen, 2005, s. 23). In this context, the methodological choices 

help to identify the consumer segments for Dopper. 

 

The following chapter introduces the methodology of the empirical study, that is, the data 

collection as well as considerations of the chosen methodology. The primary data collection is 

presented and includes an introduction to the expert-interview that has shaped the following 

quantitative research. The quantitative research, through the online questionnaire, is the primary 

data method of this research. The structure, design, measurements, distribution, and data 

processing of the questionnaire will be presented below. The limitations of the methodological 

choices will be included throughout this chapter. 

4.1. Primary Data Collection 
Primary data is highly relevant to the topic of this research, because it ensures the necessary 

degree of accuracy. Consumer segments for Dopper in Denmark have not previously been 

established by quantitative research, and it is therefore necessary to conduct primary research in 

order to gather the appropriate data. One of the advantages of this is that the reliability of primary 

data is considered to be high because it is collected by the concerned and dependable party 

(Zikmund, 2010) (Andersen, 2005). However, one of the disadvantages of primary data is the fact 

that it is very time consuming and can be very costly compared to for example secondary data 

(Saunders, Lewis, & Thornhill, 2012). 

 

The primary data collection of this thesis consists of quantitative research. In order to ensure that 

relevant issues regarding the topic and the company were covered, it was deemed necessary to 

conduct a personal expert-interview with Dopper prior to the quantitative research. Thus, the 
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expert-interview is used as background information, which is incorporated into the quantitative 

questionnaire and used to write the company case in Chapter 2. The main method of collecting 

data for this research is through an online questionnaire. The quantitative research approach was 

chosen to get a general understanding of the consumers in Denmark. This enables an 

identification of consumer segments for Dopper. Furthermore, the quantitative method was also 

chosen as the main research method because of the strict time frame as well as limited financial 

resources, as this method is often cheaper and easier to conduct than for example qualitative data 

due to the Internet (Saunders, Lewis, & Thornhill, 2012). 

 

It may have been relevant to include qualitative interviews to give in-depth knowledge of the 

research subjects, but an online questionnaire will give more accurate data with regard to this 

research question. Although personal interviews would prove sufficient in combination with the 

online questionnaire, the strict time frame only allowed for a mono-method (Saunders, Lewis, & 

Thornhill, 2012). Furthermore, a focus group is only relevant when one examines the social 

interaction between the focus group participants. However, this is not the primary goal for this 

research, as this research will focus on individual aspects of consumers, which a focus group 

cannot reveal (Saunders, Lewis, & Thornhill, 2012). The quantitative research is therefore 

relevant when examining individual consumers, as online questionnaires are anonymous and 

individuals tend to answer more honestly than they would in focus groups or personal interviews 

(Andersen, 2005). 

4.1.1. Expert-Interview 
An expert-interview can provide exploratory, precise, and detailed information about the subject 

at hand, and in this case it would allow a more in-depth investigation about Dopper as a company. 

Thus, in order to attain the necessary information about Dopper, the expert-interview was 

conducted in order to establish relevant background information and to get insights about the 

consumers and overall strategy from the company’s point of view. The interview was conducted 

with Jens Kok, Marketing Executive and Brand Ambassador at Dopper for the Danish market. 

 

The interview was conducted in English as the participants in the interview are Danish and Dutch. 

As Dopper is an international company, and the interviewee is a Marketing Executive of the 

Danish as well as the American market, it is presumed that linguistic complications would not 

cause misunderstandings or misinterpretations. Furthermore, the questions do not include 
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complicated theoretical concepts, but do include simple marketing concepts, and it is assumed 

that a Marketing Executive would know. 

 

The approach to use an online mediated interview through Skype was chosen because of the strict 

timeframe, and due to the interviewer and interviewee being geographically dispersed. The 

financial strains that the other types of interviews would entail would therefore be much more 

significant, which highlights why an electronic approach was chosen. Furthermore, the electronic 

interview approach was chosen as the ideal form, as it allows for further interpretations through 

nonverbal signs and facial expressions. Even though face-to-face interviews allow much more 

non-verbal communication, it can be argued that web-conferencing with high quality video is also 

able to achieve the same level of non-verbal signals and interactivity  (Saunders, Lewis, & 

Thornhill, 2012, s. 406). 

 

The semi-structured interview method was chosen because it gives the interviewers the 

opportunity to “vary wording and order of questions” (Andersen, 2005). This interview structure 

was deemed relevant on the basis of the purpose of the interview, as the interview serves an 

exploratory function. A semi-structured interview allows probing of questions to let the 

interviewee explain or elaborate on an important topic. An important characteristic of the semi-

structured interview is the flexibility and openness to other angles while still covering the most 

relevant aspects in relation to the research (Andersen, 2005). The semi-structured interviews can 

dig into areas that were not considered significant in the design phase, but turn out to support the 

research objectives of the thesis  (Saunders, Lewis, & Thornhill, 2012, s. 378). It is typical to 

develop an interview guide when conducting a semi-structured interview. 

 

Interview Guide 

In order to ensure that there is a common thread throughout the interview as well as ensuring that 

relevant topics are covered in the most optimal way, an interview guide was established 

(Appendix C). In semi-structured interviews, an interview guide can ensure the important 

connection between the problem statement and the interview as well as being a support for the 

interviewer. Some questions may be omitted or added throughout the interview as the interviewer 

follows the flow of the conversation and additional questions may be asked when necessary to 

explore further into the interviewee’s thoughts  (Saunders, Lewis, & Thornhill, 2012). 
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As mentioned above, the interview with Dopper has an exploratory function because the goal of 

the interview is to understand Dopper’s marketing initiatives, core values, and target consumers 

as well as to get new insights about the company. The questions in the interview therefore gathers 

the relevant knowledge that subsequently can be used to write the company case, design the 

quantitative questionnaire, as well as understand and develop relevant aspects with regard to their 

marketing. 

 

Although a number of questions were prepared prior to the interview, they have been altered to fit 

into a particular conversation and followed by both counter- and probing questions, in order to 

avoid interviewer and response biases  (Saunders, Lewis, & Thornhill, 2012, s. 381). In addition, 

the open question technique is used in the interview, as it allows for an unlimited amount of 

answers to complex issues and the possibility of reaching unanticipated findings (Andersen, 

2005). In order to uncover some general information about Dopper, closed questions were asked. 

The conversation was kept at an informal tone during the interview, letting the interviewee 

include important and related topics to cover all the relevant information. 

 

After the expert-interview was conducted, the interview was recorded and transcribed in 

Appendix D to set the data for the subsequent questionnaire. Relevant aspects in relation to the 

consumer groups and the product were uncovered in order to frame some of the questions for the 

online questionnaire. 

4.1.2. Quantitative Data Collection - Questionnaire 
As mentioned in Section 4.1., the main data collection method is through a quantitative 

questionnaire. The aim of the questionnaire is to gather data on consumers in Denmark to be able 

to identify consumer segments for Dopper. 

 

There are many advantages of quantitative research. Firstly, they range from statistical 

condensation. Secondly, it allows for a comparison of results to a precise definitive, standardised 

data collection method that measures level of occurrence, attitudes, and values  (Saunders, Lewis, 

& Thornhill, 2012). Thus, quantitative data collection through a questionnaire is relevant in this 

context as it can provide a systematic gathering of information from respondents. This can then 

be used to understand and/or predict aspects of the behavioural intention of the population of 

interest. A questionnaire was chosen in this thesis because the expert-interview gathered 

knowledge on Dopper’s current consumers in other markets, but wishes to test whether these 
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consumers correlate with the consumers in Denmark. Thus, the quantitative method can reveal 

details about a larger sample than qualitative methods. 

 

One way to carry out the questionnaire is through computer assisted web interviews (CAWI) 

(Proctor, 2005, s. 141) . CAWI is an Internet questionnaire technique in which the respondents 

follow a script provided by a website. With the increasing use of the Internet, online 

questionnaires have become a popular way of collecting information (Proctor, 2005). The 

questionnaires are made in a program for creating web interviews and it is considered to be a 

cheaper way of gathering data, as no physical presence of respondents is needed to carry out the 

questionnaire unlike for example personal face-to-face interviews. Another advantage of CAWI is 

the ability to reach a larger sample than in personal interviews (Saunders, Lewis, & Thornhill, 

2012). This is extremely relevant to this thesis, as consumer segments are much easier to establish 

from a larger sample than from a few personal interviews. 

 

Another advantage of this type of data collection is that the respondents have the opportunity to 

answer the questionnaire when they have time. This may enable the respondents to be more 

considerate and answer the questions more thoroughly. Furthermore, CAWI enables the 

respondents to be anonymous, which could mean that the respondents would answer the 

questionnaire more truthfully than if they were to give their name (Proctor, 2005). This is 

especially important when examining consumer behaviour, as some consumers would tend to 

answer their intended behaviour in personal interviews or focus groups, which is more socially 

desirable, rather than their actual behaviour (Proctor, 2005). 

 

However, this type of questionnaire does have some limitations, as some people do not use the 

Internet. According to a report on IT use in Denmark by Statistics Denmark, 9 out of 10 of 

consumers within the age of 16 and 89 have access to the Internet, and therefore this does not 

hinder the study (Danmarks Statistik, 2014) Another limitation to online questionnaires is that 

studies indicate that the demographic segment that respond to online questionnaire invitations are 

generally biased to younger people (Groves, Fowler, Couper, Lepowski, Singer, & Tourangeau, 

2004). In this case, this does not have a negative impact on the questionnaire, as the main target 

group for this study is perceived to have the skills and knowledge for this type of data collection. 

A more threatening challenge with this type of questionnaire is to get the expected exposure and 

high response rate. One way to achieve a high response rate is to make the process short and easy 
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for the respondents (Proctor, 2005, s. 141). It is therefore important to take into account the 

design and structure of the questionnaire. 

4.1.2.1. Structure and Design of the Questionnaire 
The following section will elaborate on the different elements in the questionnaire with regard to 

the different questions in relation to the theory. Furthermore, it will clarify aspects to consider 

when designing a questionnaire. The questionnaire was designed and developed based on the 

expert-interview as well the theories included in Chapter 3. 

 

The questionnaire was initially designed in English (Appendix E) but then translated into Danish 

(Appendix F). The translation into Danish was deemed relevant as the questionnaire is to be 

distributed to Danish consumers, and the questionnaire is likely to gather more valid data as 

respondents will have a clearer understanding of the questions in their mother tongue. The 

translation technique used in this questionnaire was a direct translation where the source 

questionnaire was translated into the target questionnaire. This was chosen, as it is easy and less 

time consuming than for example mixed techniques (Saunders, Lewis, & Thornhill, 2012). 

However, it can lead to inconsistencies between the meaning of words in both languages. This 

was not deemed a limitation to the final questionnaire, as both translators have academic 

experience with translating text from English to Danish. 

 

As mentioned in Section 4.1.2., to maintain a high quality questionnaire, it is important to 

consider the length, precision and categorisation of questions (Saunders, Lewis, & Thornhill, 

2012). The questionnaire should therefore be as short and precise as possible, and the wording of 

the questions should be taken into account as to avoid framing questions (Saunders, Lewis, & 

Thornhill, 2012). It is also important to consider how the questionnaire is divided in terms of 

sections, in order to make it as simple for the respondents as possible. The questionnaire was 

therefore structured in five general parts, based on the theoretical framework, which was 

illustrated through new pages in the online questionnaire: 

1. Values (Question 1) 

2. Product Involvement (Question 2-3) 

3. Attitude (Question 4) 

4. Behavioural Intention (Question 5-7) 

5. Socio-demographics (Question 8-15) 
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Measurements 

The following section will introduce the various elements in the questionnaire and account for the 

methodological measurements within each question. The English version of the questionnaire can 

be found in Appendix E. 

 

Values 

The first part of the questionnaire (Question 1) consists of a list of items from the four chosen 

values: hedonism, achievement, universalism, and self-direction. The items must be included in 

the questionnaire in order for the outcome to be valid and reliable according to the structure 

proposed by Schwartz. The value hedonism contains two items, achievement contains four, 

universalism contains nine, and self-direction contains six. 

 

The respondents are to rank on a 9-point scale from -1 “opposed to my values” to 7 “of supreme 

importance”. This question is asked in order to get insights into the ranking of the respondents’ 

values based on the use of a scale developed by Schwartz. This design is replicated by Schwartz’ 

methodology, as the design has been tested and can therefore be considered a valid and reliable 

measure (Schwartz, 1994). It follows a non-symmetrical scale that is stretched at the upper end 

and condensed at the bottom, because this maps the way people think about values. Furthermore, 

using a replicated scale is much more efficient than developing a set of questions for this research 

purpose. The values were randomised to ensure that each of the values are considered separately 

and with no regard to each other, as some sub values tend to be similar. 

 

This type of question is a fixed-alternative question and can result in response biases since the 

respondents can only choose between predefined options (Saunders, Lewis, & Thornhill, 2012). 

Furthermore, respondents may choose extreme, most socially desirable or the same response set 

throughout the questionnaire, which can affect the validity of the data. This type of question is 

used several times throughout the questionnaire. Finally, time pressure can also affect the validity 

of the questionnaire (Proctor, 2005). These limitations have, however, been acknowledged 

through the design and distribution phase of the questionnaire, and should not limit the results. 

 

Product Involvement 

The second part of the questionnaire (Questions 2-3) contains questions on product involvement. 

In general, a water bottle is considered a low involvement product, which means that consumers 

often give little or no consideration before purchasing this type of product. However, one may 
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assume that a reusable water bottle has a higher involvement level as it may require more thought 

than just grabbing a single-use water bottle to go. This question includes both single-use water 

bottle as well as reusable water bottles and the consumers are asked to rate 14 attributes related to 

both types of water bottles. This part therefore contains a question that includes attributes related 

to the Dopper bottle as well as to single-use water bottles. The attributes include tangible features 

such as the design, quality, and functionality of water bottles, as well as more intangible features 

such as sustainability, place of manufacturing and brand. The respondents are asked to rate on a 

seven-point Likert scale the importance of the attributes from -3 “not important” to 3 “very 

important”. In this question, the respondents will not have been presented to Dopper, and their 

answers are presumed to be unbiased towards Dopper. 

 

Together with attitudes, product involvement is part of the product-specific determinants. It was 

deemed most optimal to uncover the product-specific determinants in two separate parts of the 

questionnaire. Whereas product involvement deals with water bottles in general, attitudes uncover 

the favourable or unfavourable attitudes with regards to the Dopper bottle. The aim of this part is 

to get an idea of what is important to the consumers, when purchasing water bottles. Furthermore, 

this part attempts to identify the personal, physical, and situational characteristics to understand 

the more general attitudes towards the Dopper bottle. Similar to Question 1 is that the questions 

were randomised in order to guarantee that each of the attributes are considered separately. 

 

Following a brief description of and a picture of the Dopper bottle as illustrated in Appendix F, 

the respondents are asked if they know Dopper. This question is included in order to get an idea if 

the respondents know or have heard about Dopper, in order to uncover whether this affects how 

the questionnaire is answered. Furthermore, it is interesting to see how many of the respondents 

know the brand, as Dopper is a fairly new brand in Denmark. In short, it is to get an idea of how 

involved the consumers are with the brand. 

 

Attitude 

The third part of the questionnaire (Question 4) contains questions in relation to attitude. Here, 

the respondents are asked about seven product attributes on a descriptive scale. The descriptive 

scales include bipolar adjectives that can describe the Dopper bottle. They include adjectives such 

as unpractical-practical, poor quality-good quality, and durable-not durable. Respondents are to 

rate the Dopper bottle on a seven-point Likert scale from -3 to 3 depending on the bipolar 

adjective that describe the bottle. The respondents rate the Dopper bottle according to the image 
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and description of the bottle. The design of this question is replicated and adapted by 

Zaichowsky’s Personal Involvement Inventory, and this methodology was chosen as this has been 

tested in a different context but can still be considered a valid and reliable measure (Zaichowsky, 

1985). 

 

This question is asked to gather data on the consumers’ attitude towards the Dopper bottle based 

on the knowledge they have received as well as the image. This gives an understanding of the 

favourable or unfavourable attitudes with regards to the Dopper bottle. The description and image 

of the Dopper bottle presents the company in a rather subjective manner to avoid framing the 

perception of the bottle in any particular manner. 

 

Behavioural Intention 

The fourth part (Questions 5-7) contains two questions on behavioural intention where 

respondents are first asked about the likelihood to purchase a Dopper bottle based on 13 product 

attributes. These include attributes such as price, quality, practicality, material, and sustainability. 

Secondly, the respondents are presented with a brief description of Doppers mission, followed by 

two statements where they are to evaluate their behavioural intention based on this. Firstly, they 

are asked to evaluate the likelihood to purchase the Dopper bottle based on the mission. 

Secondly, the respondents are asked about their likelihood to purchase the Dopper bottle based on 

their overall evaluation of the bottle. Similar for all questions in this part, is that the respondents 

are asked to rate the attributes or statements on a seven-point Likert scale ranging from 1 “very 

unlikely” to 7 “very likely”. 

 

In combination with the previous questions, this will contribute towards a better understanding of 

which attributes are important to different segments. It will also contribute towards a better 

understanding of what determines the behavioural intention with regard to the Dopper bottle and 

what unique selling point to enhance when marketing towards a particular segment. These 

questions are important to ask, as this will give data on the actual target market for Dopper in 

Denmark. The respondents who have the intention to purchase the Dopper bottle will be included 

in the segmentation process. 

 

The final question in part four (Question 7) of the questionnaire contains a qualitative element as 

respondents have the opportunity to express their own thoughts and feelings about the likelihood 

of purchasing a Dopper bottle in a comment box. It is important to note that this question is 
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optional, and thus the respondents are not required to express their attitudes. The optionality was 

decided in order to secure a lower level of incomplete responses as well as to keep the length of 

the questionnaire at a minimum. The qualitative question is framed so the respondents can 

elaborate their answers or give different answers than the ones presented. These are open 

questions that allow the respondents to answer in their own words (Quinlan, 2011, s. 46). The use 

of qualitative comment boxes in questions thus prevents invalid answers (Proctor, 2005, s. 199-

200). 

 

Socio-Demographics 

The last part of the questionnaire (Questions 8-15) consists of several questions regarding socio-

demographics. The first question relates to gender and includes three categories: male, female and 

other. In the next question, respondents are to give the year of birth, from 1900 to 2016. 

 

The next question relates to the geographic location of the respondents. In this question, the 

respondents were asked to identify which area they currently live in, and were to choose from the 

capital area, other parts of Sealand, Aarhus, other parts of Jutland, Funen, Bornholm and the 

Islands or other. It was relevant to include the two largest cities in Denmark - Aarhus and 

Copenhagen. These consumers are categorised in this manner, as this thesis wishes to measure 

urban consumers. This question could in fact be presented much more simple by only proposing 

three options: Copenhagen, Aarhus and other. However, the other parts of Denmark are simply 

included to prevent that the respondents who live outside the two largest cities feel disrespected. 

 

The following question requires respondents to state their highest level of completed education 

where five relevant levels of education were included. The categories include no qualifying 

education besides primary school, vocational qualifications, short-cycle higher education, middle-

range higher education, long-cycle higher education, or other. These were asked as Dopper 

identified their target consumers as well-educated consumers. Moreover, to gather more socio-

demographic data, it is relevant to measure the individual gross income among respondents. 

These numbers range from 200.000 kr. or below, 200.000-400.000, 400.000-600.000, 600.000-

800.000, 800.000 kr. or above, or do not wish to disclose. Furthermore, the next question relates 

to the respondent's current occupation, and consists of five categories ranging from student, 

homemaker, unemployed, full time-, or part time employment. 
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It was also relevant to gather data on the current living situation, and contains two questions, 

because it might prove significant results that are relevant to include in the segmentation. Firstly, 

respondents were to state the number of children living in the household, and include four 

categories ranging from 0, 1, 2 or 3 or above. Secondly, respondents were to state the living 

situation where the measurement ranges from living alone, with family, with a partner or in a 

shared housing. 

 

In general, these socio-demographic questions are important to include because they guarantee 

that the questionnaire is conducted towards the relevant population, and secondly because it 

provides the necessary data about the respondents, which is important for the segmentation. The 

socio-demographic questions were included as the last part of the questionnaire because it would 

motivate the respondents to complete the questionnaire as this illustrates that the questionnaire is 

almost complete. These questions can, however, also be included in the beginning of the 

questionnaire, but it was deemed most optimal to include them in the end. Furthermore, the socio-

demographic questions are easy for the respondents to answer, and to include these types of 

questions at the end may reduce the drop-out rate for the questionnaire. 

 

The socio-demographic questions consists of category questions, where respondents are offered a 

list of responses, but the respondents’ answer can only fit into one category. These allow 

respondents to evaluate and choose one of the possible responses that match. These questions also 

contained the use of “other”, and this option should always be included, even though the set of 

responses is considered complete, this option allows respondents to account for the fact that all 

categories may have not been included. The use of “other”, “do not know” and “do not wish to 

disclose” therefore prevents invalid answers (Proctor, 2005, s. 199-200). 

 

It was deemed optimal to use an online software through the use of SurveyXact. SurveyXact is a 

validated and acknowledged tool by Copenhagen Business School for collecting data, and it 

allows researchers to design the questionnaire, collect, enter and analyse the data using the same 

software. Furthermore, the data can be explored and analysed far more quickly than by hand. This 

is especially relevant in this case as there were 269 respondents, and with this amount of data, the 

analysis process would be much longer. 
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4.1.2.2. Distribution of the Questionnaire 
Prior to distributing the questionnaire, a pilot-test was conducted to ensure that respondents 

would not have difficulties in understanding or answering the questions. This pilot-test was also 

established to assess the validity and reliability of the data to be collected, and questions were 

refined to ensure that the researchers would not run into problems of recording the data. The 

pilot-test also clarified that the structure of the questionnaire was deemed favourable in order to 

achieve a high response rate. Furthermore, Andersen argues that it is essential to pilot-test a 

questionnaire before launching the final version as it removes any irregularities (Andersen, 2005, 

s. 165). The pilot-testing was conducted through three respondents with different socio-

demographic profiles and/or backgrounds. Each of the test respondents was asked to give verbal 

feedback in relation to several indications such as the level of complexity, misunderstandings, etc. 

The feedback was examined and the final questionnaire was adapted accordingly prior to the 

distribution. 

 

The questionnaire was distributed via Facebook through the use of a convenience sampling 

following a non-probability sampling method (Saunders, Lewis, & Thornhill, 2012). This method 

means that each individual is chosen randomly, but is chosen through the use of each researcher’s 

network. The non-probability sampling method means that participants are selected in a 

purposeful way (Saunders, Lewis, & Thornhill, 2012). Convenience sampling was chosen, as this 

thesis is an exploratory study but also because this technique is fast and easy, and respondents are 

readily available. However the major criticism of convenience sampling is that it leads to a 

sampling bias also known as the term “snowball effect” (Goodman, 1961). This is a limitation as 

the researchers distribute the questionnaire towards a sample that looks similar to them. This 

means that results will be skewed in favour of a specific part of the population and will therefore 

not be representative of the entire population and the research cannot be generalised. These 

limitations are not an impediment to this study as the questionnaire is to be seen as a pre-test to a 

larger study. Thus, this research establishes the framework for a future study for Dopper that 

could provide generalisable results with regard to segmentation. 

4.1.2.3. Data Processing 
After a period of two weeks, the total number of respondents reached 269. In order to structure 

the data, the results were processed through establishing numbers on the nominal data to measure 

a number of descriptive statistical measurements such as mean score and standard deviation. 
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These measurements ensure that the results are presented in a simple manner, help summarise the 

data, and make it possible to draw conclusions on the basis of the results. 

 

After completing the presentation of the data, the results were analysed in SPSS and STATA. The 

statistical programs were used to handle the relatively large amount of data. Furthermore, in order 

to analyse the data and identify consumer segments, it was deemed optimal to perform a cluster 

analysis. The cluster analysis is an explorative analysis that tries to identify structures within the 

data, more specifically; the analysis tries to identify homogenous groups of cases, i.e. 

respondents. This makes the analysis a valuable tool for segmenting the respondents on the basis 

of a number of variables. 

 

The first step to run a cluster analysis is to reduce data significantly as this makes the results 

easier to interpret and therefore also make it possible to give clear managerial implications for 

Dopper. It was decided that the data should be reduced on the basis of the Lifestyle-Attitude-

Behaviour Hierarchy in combination with the knowledge Dopper already has on its consumers. 

The thesis wishes to test whether the consumer segments Dopper has identified correspond to the 

results of this thesis. Therefore, the four personas as illustrated in Appendix B will serve as a 

guideline for reducing the data. The information included in the personas is solely based on 

assumptions about fictional persons rather than direct data about specific consumer. It is therefore 

relevant to gather data on the consumers in Denmark. However, the personas in this thesis were 

created based on socio-demographics such as age, geographic location and gender; and lifestyle 

determinants such as values, attitudes, and behaviour, which correlates with the constructs of the 

Lifestyle-Attitude-Behaviour hierarchy. All of these determinants are included in the cluster 

analysis. The data set is provided in Appendix G. 

 

The first variables of measure in the cluster analysis are the four chosen values. The four values 

were included in the cluster analysis as they somewhat correlate with what Dopper defines as 

their core values. Furthermore, the results also illustrated that these values are of importance and 

are therefore relevant to include. The clusters will be established on the basis of the mean scores 

for the four overall values, which are based on the individual evaluation of the items that belong 

to each specific value. 

 

The second variable of measure that was included in the cluster analysis is product involvement. 

This measure was chosen because Dopper states that their consumers have varying attitudes and 
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opinions with regards to the different attributes a water bottle should have. To reduce this data, a 

factor analysis was conducted to group the variables that have a significant relationship between 

each other. The rotated component matrix determines which of the attributes should be grouped 

into a factor and has been included in Appendix G. The loadings under each factor of above 0.5 

indicate a correlation between the factor and the given attribute (Møller Jensen & Knudsen, 2014, 

s. 232). 

 

The factor analysis grouped 12 of the product attributes into four categories: usability (practical, 

handle, quality, easy to clean and dishwasher safe); sustainability (reusable, durable, sustainable, 

manufacturing place and toxin-free); reputation (brand and design); and price. The factor analysis 

was tested based on Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy and these 

numbers are also included in Appendix G. The KMO score for the factor analysis at 0.790 

indicates that the attributes are suitable for a factor analysis (Møller Jensen & Knudsen, 2014, s. 

237). Price was left as a measure to itself as the factor analysis found no significant relationship 

between any of the other attributes as it had a high negative loading in the rotated component 

matrix. However, price is considered an important attribute to include as the data indicates that 

this is of high importance to the respondents. Furthermore, the attribute size indicated an 

insignificant relationship among the 14 attributes and was therefore not included in the factor 

analysis, as it would only provide ambiguous results. 

 

The third and final measures to include in a cluster analysis are relevant socio-demographic 

determinants, which are based on determinants from the personas identified by Dopper. The 

personas are all well-educated, living in urban areas, aged from 20 to 40, as well as both male and 

female. Furthermore, the personas also include number of children and living arrangements but 

these were excluded from the cluster analysis because education, geographic location, age and 

gender will provide a more nuanced picture of the respondents, as well as establish a focus of the 

outcome. The socio-demographic determinants to include in the cluster analysis are therefore 

education, geographic location, age, and gender. 

 

Thus, the cluster analysis is run on the basis of the mean scores of values, product involvement 

and four socio-demographic determinants - namely, geographic location, age, gender, and 

education. These determinants were selected based on what was included about the personas, in 

order to create a solid foundation for comparison afterwards. 
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It was deemed optimal to run a hierarchical cluster analysis with the use of Ward’s Method, as a 

hierarchical method of clustering does not require a predetermined number of clusters. This study 

attempts to identify clusters, and has no set number of clusters that can be found in Denmark. The 

dendrogram in Figure 4 below indicates the number of clusters from the transformed data. It is up 

to the researcher to clearly establish the number of clusters. It may have been relevant to include 

fewer or more clusters, but it is argued that six clusters may illustrate more significant results 

with regard to answering the problem statement. Fewer or more clusters might affect the 

homogeneity of the clusters. 

 

The deciding determinants in the cluster analysis were hedonism, self-direction, achievement, 

universalism, usability and sustainability as they all have a high influence on the two axes. It must 

therefore be assumed that these determinants naturally differ from cluster to cluster. The 

presentation of the data measurements as well as the statistical analyses will be discussed further 

in the Chapter 5. 

 

Figure 4. Dendrogram 

Source Cluster Analysis 

4.2. Limitation of the Methodological Approach 
To acknowledge and identify the limitations of the methodological approach, the obstacle of time 

as well as the complexity of analysing the data has been a significant consideration for the 

selection of the methodological approach, especially since the data processing is rather time-
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consuming. The authors of this thesis have been responsible for conducting all parts of this study. 

For that reason, there are clear risks in that the involved parties’ subjective perceptions have 

affected the outcome at all stages of the process. This could lead to interpretive 

misunderstandings, which could limit the validity of the entire thesis. Although this is true for 

most research projects, it is recognised as a possible point of critique for this study as well. 

However, the extensive use of secondary data has provided a strong foundation for conducting 

reliable research. 

 

Furthermore, as mentioned in Section 3.1.2.2.4., the quantitative method is based on Schwartz’s 

methodology. As his research has been criticised because it is argued to be too difficult to answer, 

this research faces the same limitations, which might therefore also lead to invalid data for this 

research. The fact that respondents have a tendency to give a lot of the values a high score, 

resulting in a skewed ranking of the values, has been a reasonable consideration when developing 

the questionnaire (Schwartz, 2002). However, it would be argued that because the values are 

chosen on the basis of Inglehart, all values are expected to be rated highly among the Danish 

respondents. For that reason, this limitation is not considered to negatively affect the results of 

this research. 

 

Moreover, the method as well as the sampling strategy does set some natural limitations for the 

study. The size of the sample and the strategy for selecting respondents affect the result and will 

not yield a generalisable outcome. With more time and financial means, it would be possible to 

maximise the validity of the data collection and to a larger degree obtain generalisable results 

through a representative sample. As mentioned several times, this research should be seen as a 

pre-test to a larger study and this limitation is not a hinder. This study incorporates empirically 

tested and developed methodological scales throughout, which make it both valid and reliable. 

 

Overall, the methodological framework of this thesis faces a number of limitations that have been 

discussed throughout this chapter. These limitations have been acknowledged and accounted for, 

and do not negatively affect the results of this thesis. One must therefore assume that the 

methodological framework for this thesis is applicable and valid in terms of identifying consumer 

segments based on socio-demographic, lifestyle and product-specific determinants. However, the 

results of this thesis certainly open the possibilities for future research on the subject. This will be 

discussed in Section 7.2. 
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5. 
 
Analysis 
 
In this chapter, the empirical findings are presented, analysed, and discussed. This chapter 

consists of two main sections: (i) the presentation of the results of the quantitative questionnaire 

and (ii) the segmentation process, which consists of a cluster analysis, an analysis of the clusters 

behavioural patterns, and creation of personas. Thus, this chapter provides a solid foundation for 

answering the problem statement, as it builds a bridge to and from the theoretical and 

methodological framework of this study. The quantitative data collection consists of 269 

responses to the questionnaire, gained over a period of two weeks. The aim of the quantitative 

data collection is to gain valuable information about the consumers or potential consumers of 

Dopper, especially in terms of socio-demographic, lifestyle and product-specific determinants, 

which will help identify consumer segments. 

5.1. Presentation of Data 
Before proceeding to the structural analysis, the quality of the data is presented and assessed. This 

is done through several statistical measures such as a mean score, standard deviation, and a 

minimum and maximum scores. These calculations can help summarise the data as well as make 

it possible to draw conclusions on the basis of the results. The following section presents the 

results of the quantitative research. A summary of the results has been included as tables in 

Appendix H. 

5.1.1. Socio-Demographics 
Table 1 shows the statistical measurements for the socio-demographic data. With regard to 

gender, the scores show that there is an overweight of female respondents, which was to some 

extent expected, as the overweight of females is a result of the snowball effect of the distribution 

(Goodman, 1961). 

 

The mean score for age i.e. the average age is 28.3, in which the age ranges from 15 to 70. The 

standard deviation measure indicates that a majority of the respondents are distributed closer to 
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the mean score of 28.3. The average age correlates with the data found in occupation, education 

and income, because the mean scores in combination with the standard deviation suggest that a 

majority of the respondents have an average income of around 200.000DKK, are students, and 

have completed a mid-range higher education. 

 

Furthermore, the mean score of 0.2 for geographic location suggests that 80% of the respondents 

are geographically located in the two largest cities in Denmark - Copenhagen and Aarhus. In 

combination with the standard deviation score at 0.4, it indicates that respondents are not very 

different with regard to this socio-demographic determinant. As this thesis seeks to examine 

consumers living in urban areas, the data on geographic location was categorised into two 

locations: i) urban areas (Copenhagen and Aarhus) and ii) rural areas (other parts of Sealand, 

other parts of Jutland, Bornholm and the Islands and other). As mentioned in Section 4.1.2.1., this 

could in fact have been presented much more simple in the questionnaire, as only consumers 

living in urban areas are of special interest for this research. However, due to suspicion of 

disrespecting the respondents living outside urban areas, this was categorised afterwards. 

 

Finally, the mean score and standard deviation for the number of children correlates with the 

established data on age and occupation, and indicates that a large majority do not have children as 

they are younger students. The mean score for living situation at 2.7 seems to indicate that a 

majority of the respondents are living with their partner. However, the standard deviation for 

living situation indicates that the data is somewhat spread out from each other, meaning that all 

categories are represented. 

 

Overall, the socio-demographic results are highly relevant to this research because these measures 

correlate with the focus of this study. The majority of the respondents are urban well-educated 

consumers with an average age of 28.3, which is part of the defined target group of Dopper in 

Denmark. The following data will uncover whether there are differences within this target group 

with regard to values, product involvement, attitudes, and behavioural intention. 
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Table 1 - Socio-demographics 

 N Mean 
Score 

Max Min Standard 
deviation 

Gender  
(female=0, male=1) 

269 0.3 1 0 0.5 

Age 269 28.3 70 15 8.0 

Current residence  
(Capital area & Aarhus = 0, 
Other parts of Sealand, Other 
parts of Jutland, Bornholm and 
the Islands & Other= 1) 

269 0.2 1 0 0.4 

Education  
(No qualifying education=1, 
Vocational education =2, Short-
cycle higher education=3, Mid-
range higher education=4, Long-
cycle higher education=5, 
Other=6) 

269 4.1 6 1 1.1 

Income 
(Below 200.000 DKK=1, 200.000 
- 400.000 DKK=2, 400.000 - 
600.000 DKK=3, 600.000 - 
800.000 DKK=4, 800.000 DKK 
or more=5, Do not wish to 
disclose=6) 

269 1.8 6 1 1.4 

Employment 
(Student=1, Homemaker=2, 
Unemployed=3, Full-time 
Employment=4, Part-time 
Employment=5, Other=6) 

269 2.1 6 1 1.5 

Number of children (0-3 or 
above) 

269 0.3 3 0 0.4 

Living arrangement 
(Living alone=1, Living with my 
family=2, Living with a 
partner=3, Living with 
roommate(s) or in a shared 
housing=4, Other=5) 

269 2.7 5 1 1.1 
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5.1.2. Values 
In the first part of the questionnaire, the respondents are asked about values, and more 

specifically about the items that have been defined by Schwartz under the four chosen values: 

self-direction, achievement, hedonism and universalism. In general, the respondents rate the four 

values of great importance to them, as illustrated with mean scores of self-direction (5.0), 

achievement (4.6), hedonism (5.2) and, universalism (4.6) in Table 2.1. These numbers highlight 

that the respondents give high priority to all four values. When examining the mean scores in 

combination with the standard deviation of the four values, it should be noted that hedonism and 

self-direction are prioritised higher. This finding corresponds to what previous research has 

established about Danish consumers (Thøgersen & Ölander, 2002). 

 

Overall, the high mean score for the four values is to be expected as these values were chosen on 

the basis of Inglehart’s argument that postmodern societies put higher emphasis on these values. 

The standard deviation scores within the four values should be considered when examining the 

data as they indicate that the data points are distributed across the entire scale. This result may be 

due to the various items under each value having a different priority for individual respondents. 

The standard deviation measure will therefore make it possible to establish consumer segments 

on the basis of the differences in rating. The results on values are of great importance for 

answering the problem statement as well as to Dopper. The measures for each item can be found 

in Table 2.2, Appendix H. 

 

Table 2.1. - Values 

Please rate the importance of ... as a 

guiding principle in your life 

N Mean 
Score 

Max Min Standard 
deviation 

Self-Direction 269 5.0 7 0 1.7 

Achievement 269 4.6 7 -1 1.8 

Hedonism 269 5.2 7 -1 1.6 

Universalism 269 4.6 7 -1 1.9 
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5.1.4. Attitude 
Attitude is measured based on bipolar adjectives that describe the Dopper bottle. Most of the 

attributes that are included in product involvement and behavioural intention have also been 

incorporated, except those that are implicit and described in the text prior to the question about 

the knowledge of Dopper. 

 

According to the mean scores in Table 3, the respondents are generally positive towards the 

Dopper bottle and are leaning towards the positive adjectives that relate to the Dopper bottle. 

According to the mean scores, durability and quality have the highest mean scores. These are the 

attributes that the respondents have the most positive attitude about, as they both have the highest 

mean scores at 2.0 and lowest standard deviation score both at 1.2. 

 

Other attributes such as practicality, design and easiness to handle have a lower mean score of 

1.2, and have a higher score in standard deviation. This shows that the data points are 

significantly spread out from each other, and the respondents therefore rate these attributes 

differently. These attributes must be further examined in order to identify consumer segments. 

 

Furthermore, the mean scores also seem to show that a majority of the respondents believe the 

Dopper bottle is too expensive. In combination with the score in standard deviation, the scores 

illustrate that respondents generally agree that the Dopper bottle is expensive as this attribute is 

rated among the highest mean scores at 1.8. 

 
Table 3 - Attitude 

How do you rate the Dopper bottle N Mean 
Score 

Max Min Standard 
deviation 

Unpractical - Practical 269 1.2 3 -3 1.5 

Unappealing design - Appealing design 269 1.2 3 -3 1.5 

Difficult to handle - Easy to handle 269 1.2 3 -3 1.6 

Nondurable - Durable 269 2.0 3 -3 1.2 

Poor quality - Good quality 269 2.0 3 -3 1.2 

Unsustainable - Sustainable 269 1.4 3 -3 1.4 

Inexpensive - Expensive 269 1.8 3 -3 1.4 
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5.1.3. Product Involvement and Behavioural Intention 
Product involvement is measured in Table 4, based on which attributes are important to the 

respondents when purchasing a water bottle. As mentioned in Section 4.1.2.1, a water bottle is 

generally considered a low involvement product. This part of the questionnaire is important, as it 

can help identify important attributes without the bias of the Dopper bottle. 

 

Behavioural intention is measured in Table 5, based on the likelihood to purchase the Dopper 

bottle. This question is important to include as it establishes the willingness of the respondents to 

purchase the Dopper bottle. Furthermore, this is important to will be used to identify segments, as 

this determinant will establish the actual target consumers of Dopper. 

 

The product involvement and behavioural intention attributes are presented together in the 

following section. The product attributes are considered in relation to single-use water bottles in 

general as well as the Dopper bottle, whereas the product attributes become more specific 

towards the purchase intention of the respondents of the Dopper bottle. It is highly important to 

note which product attributes are important to the consumers and where the consumers lose the 

intention to purchase the Dopper bottle. This will indicate that the bottle does not succeed in 

fulfilling the needs and wants of the consumers. Furthermore, it will give an indication of the 

product attributes that can be highlighted when marketing the Dopper bottle to specific consumer 

segments that agree with the importance of a specific attribute and where the segments have a 

high intention to purchase the Dopper bottle. 

 

In general, the respondents do not have a very high intention to purchase the Dopper bottle in 

most of the attributes. However, all attributes with regard to behavioural intention have a 

relatively high score in standard deviation which indicates that respondents disagree about their 

intention to purchase the Dopper bottle. Furthermore, the respondents do not have a very high 

product involvement with only a few exceptions. 

 

Additionally, the respondents have a low involvement with Dopper as a brand, as a majority of 

the respondents do not know or have heard about Dopper, as illustrated in the negative mean 

score of -0.5 in Table 4. The standard deviation score in this measure of 0.8 illustrates, that most 

of the respondents have responded “no” or “do not know“ to whether they know or have heard 

about Dopper. This result was somewhat expected, as it may be argued that this is due to the fact 



67 

that Dopper was only present on the Danish market for a short period of time. Furthermore, this 

result could also be an indication of Dopper not efficiently reaching its target market. 

 

Table 4 - Product involvement 

How important or unimportant ... in a 
water bottle are to you 

N Mean 
Score 

Max Min Standard 
deviation 

Practical 269 1.7 3 -3 1.2 

In an appealing design 269 -0.3 3 -3 2.1 

Easy to handle 269 1.5 3 -3 1.3 

Sustainable 269 1.3 3 -3 1.7 

Durable 269 0.9 3 -3 2.0 

In a good quality 269 1.0 3 -3 1.8 

At a reasonable price range 269 2.0 3 -3 1.1 

From a well-known brand 269 -2.0 3 -3 1.6 

Produced in Europe 269 -1.3 3 -3 1.9 

Reusable 269 1.7 3 -3 1.6 

Size 269 0.7 3 -3 2.0 

Without toxins/plasticisers 269 2.4 3 -3 1.0 

Easy to clean 269 0.9 3 -3 2.0 

Dishwasher safe 269 -0.5 3 -3 2.2 

Do you know Dopper  
(yes=1, Don’t know=0, no=-1) 

269 -0.5 1 -1 0.8 

 

The respondents rate price as one of the most important attributes, but have the lowest intention 

to purchase with regard to the Dopper bottle when it comes to price. This is illustrated in Table 4 

and Table 5 where the majority of the respondents agree that price is one of the most important 

product attributes with a mean score of 2.0. However, the respondents have a very low intention 

to purchase the Dopper bottle based on the price with a mean score of 2.9. As the data in Table 3 

indicated, a large majority of the respondents also agreed that the Dopper bottle is expensive. 

Furthermore, the socio-demographic data shows, the respondents are mainly students with a 
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relatively low individual gross income, it could suggest that the respondents are price sensitive 

and this is the reason why they emphasise price. Since the respondents lose the intention to 

purchase the Dopper bottle based on the price, this indicates that the Dopper bottle does not meet 

the needs of the respondents. 

 

According to Table 4, the mean scores suggest that respondents also rate the material as one of 

the most important product attributes. With a mean score at 2.4 and a low standard deviation, the 

respondents agree that material is by far the most important attribute. This preference might have 

easily been predicted, as one would assume that consumers wish to drink from a water bottle 

without added toxins or plasticisers. This attribute also has the highest purchase intention with a 

mean score of 5.6 and the lowest standard deviation of 1.8 as illustrated in Table 5. This indicates 

that the Dopper bottle meets the needs of the consumers with regard to material. 

 

According to Table 4, practicality and reusability also have a relatively high mean score both at 

1.7. This indicates that practicality and reusability are of great importance to the respondents. 

When examining the mean score for behavioural intention in Table 5, the respondents also have a 

very high intention to purchase the Dopper bottle based on the reusability at 5.1 and practicality 

at 4.4. These attributes are therefore important to the respondents, but they also wish to purchase 

the Dopper bottle based on the fact that it is reusable and practical. 

 

According to Table 4, some of the attributes in product involvement have a relatively similar 

mean score ranging between 0.7 to 1.0. These attributes are durability, quality, size, and easiness 

to clean. These scores indicate that the respondents are relatively neutral with regard to these 

attributes. Furthermore, when examining the standard deviation given to these attributes, the 

scores are quite high. This is especially true for size (2.0), durability (2.0), and quality (1.8) of the 

bottle. These high scores in standard deviation might indicate that different segments rate the 

importance of these attributes differently. When examining the behavioural intention for these 

product attributes, the data illustrates that respondents are likely to purchase the Dopper bottle 

based on size, durability and quality, even though the data in Table 4 shows that respondents are 

neutral towards them. However, as illustrated in Table 5, the size of the Dopper bottle is an 

attribute where the respondents are less likely to purchase due to the low mean score. One must 

therefore assume that a majority of the respondents are leaning towards having no intention to 

purchase based on the size, however due to the high score in standard deviation of 1.8. 
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The respondents express a higher intention to purchase the Dopper bottle based on the mission 

with a mean score of 4.3 as seen in Table 5. This is also true for the attribute sustainability, where 

the mean score is 4.8. These two attributes of the bottle are similar as they both deal with the 

sustainability of the Dopper bottle and the numbers indicate that the respondents have a high 

intention to purchase based on its sustainability. With regard to product involvement, 

sustainability is also among the most important product attributes to the respondents with a mean 

score at 1.3 as seen in Table 4. One must therefore recognise that Doppers mission and the 

sustainability of the product are of priority to a majority of the respondents, and the Dopper bottle 

meets the needs of the consumers for these attributes. 

 

Finally, the negative mean scores for several of the attributes illustrates which are least important 

to the respondents as illustrated in Table 4. These are design, brand, place of manufacturing, and 

that the bottle is dishwasher safe. Even though Dopper finds the design of the Dopper bottle the 

most important attribute, the results indicate that other attributes are more important to the 

respondents. Furthermore, based on the respondents’ behavioural intention as exhibited in Table 

5, the brand and the place of manufacturing also have low mean scores in behavioural intention 

which highlights that these are not among the main motivations for purchasing the Dopper bottle. 

Regarding the behavioural intention for the attributes dishwasher safe (4.3) and the design (3.7), 

the mean scores are relatively high compared to brand and place of manufacturing. One could 

argue that the low importance and low behavioural intention of these attributes are due to two 

factors: firstly, as the majority of the respondents are students living in Copenhagen or Aarhus, it 

must be assumed that relatively few of them possess a dishwasher, which makes this product 

attribute irrelevant to this group. Secondly, a water bottle manufactured in Europe, from a well-

known brand, with an appealing design and dishwasher safe may not be important product 

attributes due to the fact that water bottles are low involvement products and that consumers 

typically do not involve themselves in these attributes when purchasing water bottles. However, 

when examining the standard deviation within behavioural intention, it is possible to argue that 

some segments may be more likely to purchase the Dopper bottle on the basis of the design, 

brand, place of manufacturing or the bottle being dishwasher safe. 

 

When examining the behavioural intention when all attributes are considered, the mean score is 

quite low at only 3.6. This could be an indication that the attributes with a lower behavioural 

intention (e.g. price or size) carry a higher weight for the overall behavioural intention for the 

respondents than the attributes with a higher intention (e.g. materials, reusability etc.). This is also 
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evident in Table 3 regarding attitude. As the respondents emphasised that the Dopper bottle is 

expensive and have shown to be very price sensitive, it is important to consider this attribute for 

Dopper. If price is the most important attribute, then it will be hard to change the purchase 

intention for any of the other attributes if the price remains the same. This is also illustrated in the 

comment box of the questionnaire, as a majority of respondents express that the Dopper bottle is 

too expensive in relation to similar products on the Danish market. One respondent stated that 

because he/she is a student, the financial resources are limited and 120 DKK is simply too much 

for a reusable water bottle, no matter how many other attributes are included. Thus, price is too 

important to omit and will be included throughout the analysis to test if all consumer segments 

put high importance to this attribute. 

 

Furthermore, with regard to the comment box in the questionnaire, several respondents 

commented that they use water bottles for sports activities, but find that the Dopper bottle is 

unpractical to use when being active (i.e. running). The design of the bottle is therefore a big 

factor that makes the bottle seem unpractical as the lid can get caught on different items in the 

sports bag. Many respondents also mention that the size of the bottle makes it difficult to measure 

the exact amount of water that is consumed. Furthermore, some of the respondents find that the 

amount of liquid that the Dopper bottle can contain is too little, especially when using it for 

sports. Finally, a large number of the respondents expressed that they do not have an immediate 

need for a reusable water bottle, which is why they do not have a high intention to purchase the 

Dopper bottle. They state that they have easy access to a glass and tap water which is just as 

practical as the Dopper bottle. Even though the attributes might be important, they do not exceed 

the actual need, and the respondents therefore do not have a high intention to purchase the 

Dopper bottle. 
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Table 5 - Behavioural Intention 

Based on ..., how likely are you to 
buy the Dopper bottle? 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 269 4.4 7 1 1.8 

Design 269 3.7 7 1 2.0 

Sustainability 269 4.8 7 1 1.8 

Quality 269 4.8 7 1 1.7 

Durability 269 4.9 7 1 1.7 

Price 269 2.9 7 1 1.9 

Brand 269 2.5 7 1 1.8 

Produced in Europe 269 3.1 7 1 1.9 

Reusability 269 5.1 7 1 1.8 

Size 269 3.8 7 1 1.8 

Materials 269 5.6 7 1 1.7 

Easiness to clean 269 4.8 7 1 1.8 

Dishwasher safe 269 4.3 7 1 2.1 

The Mission 269 4.3 7 1 2.0 

All of the above 269 3.6 7 1 1.9 

 

5.2. Segmentation Process 
The results from the quantitative data, presented above, will set the foundation for exploring and 

identifying consumer segments for Dopper. The previous sections have established the general 

impression of the respondents and this data will be used to identify segments in Denmark for 

Dopper. This requires a thorough process, as this will clarify the choices that are taken throughout 

the process. The following section will establish the segmentation process, which includes three 

overall steps to be able to identify valid consumer segments for Dopper in Denmark. The first 

step is to run a cluster analysis on the basis of the 269 respondents. The next step in the 

segmentation process is to examine the behavioural patterns for the clusters that emerged from 

the cluster analysis, as this will identify the segments that have an intention to purchase the 
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Dopper bottle. Finally, a number of personas will be created on the basis of these results. These 

are created to illustrate the segments from the cluster analysis with a high purchase intention. 

 

Therefore, in order to establish consumer segments for Dopper, it was deemed relevant to divide 

the segmentation process into three overall sections: 

Section 5.2.1. Cluster Analysis 

Section 5.2.2. The Clusters’ Behavioural Intention 

Section 5.2.3. Personas 

5.2.1. Cluster Analysis 
The presentation of the data is a result of the general tendencies of the respondents’ socio-

demographic backgrounds, values, attitudes, involvement, and behavioural intention. As the 

presentation of the results granted valuable insights about the respondents, not all measures 

proved significant results and all measurements will therefore not be included in the segmentation 

process. As mentioned in Section 4.1.2.3., the data included in the cluster analysis is based on the 

Lifestyle-Attitude-Behaviour Hierarchy in combination with the personas created by Dopper. The 

number of determinants was reduced significantly in order to gather the most valid and accurate 

clusters based on the necessary information. 

 

First of all, the mean score for the four values of every respondent was included in the analysis as 

the mean scores for all four values demonstrated high importance to the respondents. As 

established in Section 3.1.2., the four chosen values are included because they can be used as 

guidelines in relation to understanding consumer actions and behaviour. These are the lifestyle 

determinants that form the basis of a segmentation in combination with additional determinants. 

 

Furthermore, it was deemed necessary to reduce the attributes in product involvement 

significantly and group these into categories. As previously explained, a factor analysis was 

conducted. The factor analysis provided four overall categories of attributes, which contained 

similar attributes. These were labelled usability, sustainability, reputation, and price. Usability 

includes the attributes practical, handle, quality, easy to clean and dishwasher safe; sustainability 

includes reusable, durable, sustainable, manufacturing place and material; and reputation includes 

brand and design. As mentioned in Section 4.1.2.3., price was left as a measure to itself as the 

factor analysis found no significant relationship between any of the other determinants based on 

the negative value in the factor analysis. However, price is still an important attribute to include 
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because it had a high mean score in Table 5 for product involvement. Size was also an attribute 

that indicated an insignificant relationship among the 14 attributes. This attribute is disregarded in 

the cluster analysis, as it would only provide ambiguous results. Subsequently, the mean score 

was established in each of the categories in product involvement to analyse what attributes are 

important to the clusters. 

 

Finally, the individual mean scores for the four socio-demographic determinants (e.g. gender, 

age, geographic location, and education) were also included. The mean scores for the values, 

product involvement and socio-demographic determinants to be used in the cluster analysis are 

found in Appendix G. 

 

After conducting the cluster analysis, six clusters emerged based on the 269 respondents’ 

observations. Cluster 1 is comprised of 46 respondents, Cluster 2 of 37, Cluster 3 of 33, Cluster 4 

of 40, Cluster 5 of 43 and Cluster 6 of 70. The following sections analyse the data from the six 

clusters and include tables that illustrate the statistical descriptive measures. These tables make it 

possible to outline the specific determinants and easy to compare the results among the clusters. 

 

Cluster 1 

When examining the data on socio-demographics for Cluster 1, the mean score indicates that this 

cluster consists primarily of females within the age of 20 to 38, with an average age of 26.7. 

Furthermore, the respondents in this cluster are geographically located in Copenhagen and 

Aarhus, and are generally well-educated as the mean score of 4.3 indicates that they have a mid-

range or long-cycle higher education. The standard deviation within these measures are also 

generally low. This is with the exception of age, which has a relatively high standard deviation, 

but this is to be expected for this measure as the scale is much larger than for the other 

measurements. 

 

According to the mean scores in Cluster 1, all values have quite a high score, which means that 

the respondents within this cluster put almost equal importance to the four values. The high 

scores are especially true for self-direction, achievement followed by hedonism, which have the 

highest scores in comparison to the other five clusters. The low standard deviation for these 

values indicates that the respondents are very much alike, which also illustrates that these values 

are of particular importance to the respondents in Cluster 1. 
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Based on the measures in Table 6, the respondents in Cluster 1 lean towards the importance of 

attributes such as price, sustainability, and usability. The attribute price has a high importance to 

the respondents in Cluster 1, which indicates that the respondents are very price sensitive. 

Furthermore, the preference for attributes within sustainability and usability illustrates that these 

respondents seek water bottles that have a higher meaning in combination with practical and 

functional needs. The attribute reputation has a lower mean score, and a higher standard 

deviation, which indicates that this attribute is not of particular importance, but also that the 

cluster disagrees about the importance of this attribute. 

 

In general, the deviation in this cluster is quite low. This indicates that Cluster 1 is comprised of a 

fairly homogeneous group. Thus, this cluster is largely comprised of younger women living in 

Copenhagen or Aarhus, they emphasise values of self-direction where they enjoy being 

independent and outside the control of others. Furthermore, achievement and hedonism are 

valued, and this cluster therefore gives priority to setting goals and achieving them as well as 

seeking pleasure. With regard to water bottles, this cluster is assumed to be very price sensitive, 

but also prioritises aspects of sustainability and usability. Based on the fact that this cluster is 

comprised of younger females, living in Copenhagen and Aarhus, who have a strong emphasis on 

especially the value self-direction, this cluster was named “The Urban Power Woman”. 
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Table 6 - Cluster 1 (The Urban Power Woman) 

Cluster 1 
(The Urban Power Woman) 

N Mean Score Max Min Standard 
deviation 

Values 

Self-direction 46 6.0 7.0 5.0 0.6 

Achievement 46 5.5 7.0 3.2 0.9 

Hedonism 46 5.8 7.0 4.8 0.5 

Universalism 46 5.6 7.0 3.4 0.8 

Product Involvement 

Usability 46 1.4 3.0 -1.4 1.0 

Sustainability 46 1.5 3.0 -1.6 1.1 

Reputation 46 -0.9 2.5 -3.0 1.9 

Price 46 2.3 3.0 0.0 0.9 

Socio-demographics 

Gender 46 0.2 1 0 0.4 

Age 46 26.7 38 20 3.4 

Geographic location 46 0.04 2 0 0.2 

Education 46 4.3 6 1 0.9 

 

Cluster 2 

The data in Table 7 on socio-demographics for this cluster indicates that there is a majority of 

females, who are well-educated with a mid-range higher education. The age deviates considerably 

from 22 to 70, with an average age at 40.4. According to the scores, the respondents in Cluster 2 

are somewhat equally distributed between the urban areas and what is defined as the rural areas in 

this thesis. The standard deviation at 0.5 indicates that the respondents are quite similar when 

examining their geographic location. 

 

Based on the high mean scores in each of the four values, the respondents in Cluster 2 put 

emphasis on all four values. Compared to Cluster 1, the mean scores are a bit lower however, 
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similarly to Cluster 1, the respondents value self-direction the highest followed by hedonism. The 

respondents in this cluster also find achievement and universalism important but to a lesser 

degree than self-direction and hedonism. The low scores in standard deviation also indicate that 

the respondents do not differ considerably with regard to all of the four values. 

 

According to the measures in Table 7, the respondents lean towards the importance of usability 

and sustainability. The preference for attributes within sustainability illustrates that these 

respondents seek water bottles that have a higher meaning in combination with fulfilling needs of 

usability. These respondents are seeking a water bottle that provides something extra than just the 

common attributes, while still being functional. The negative mean score for reputation indicates 

that the respondents in Cluster 2 do not care about attributes such as brand and design of the 

bottle. However, the high score in standard deviation suggests that the respondents vary in their 

responses to this question. The same is true for the standard deviation in price, even though the 

high mean score in price indicates that the respondents in Cluster 2 are a bit price sensitive, the 

data suggests that the respondents differ with their response when evaluating the attribute price. 

However, Cluster 2 is the least price sensitive cluster out of all six. 

 

In general, the standard deviation in this cluster is bit higher compared to the other clusters, which 

means that it is not as homogeneous as the other clusters. For that reason, the mean scores for 

some of the determinants do not provide clear results. When examining the mean scores, this 

cluster is largely comprised of middle-aged women, who are well-educated and based both 

outside and inside the two largest cities in Denmark. They emphasise values of self-direction 

where they enjoy being independent and outside the control of others. Furthermore, achievement 

and hedonism are valued, and this cluster therefore gives priority to setting goals and achieving 

them as well as seeking pleasure. With regard to water bottles, this cluster cares about elements 

such as usability and sustainability as well as price but this cluster is the least price sensitive out 

of all the clusters. This cluster is comprised of a middle-aged segment, with individuals assumed 

to have a higher disposable income, which could explain the lower price sensitivity. As this 

cluster is comprised of a middle-aged segment, namely of females living both in urban and rural 

areas, who have a strong emphasis on the values self-direction and hedonism, this cluster was 

named “The Mature Hedonist”. 
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Table 7 - Cluster 2 (The Mature Hedonist) 

Cluster 2 
(The Mature Hedonist) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

Self-direction 37 5.5 6.8 4.2 0.7 

Achievement 37 5.0 6.6 3.2 1.0 

Hedonism 37 5.3 6.6 3.8 0.7 

Universalism 37 4.7 6.9 2.6 1.1 

Product Involvement 

Usability 37 1.5 3.0 -2.0 1.2 

Sustainability 37 1.5 3.0 -0.4 1.0 

Reputation 37 -1.1 2.0 -3.0 1.5 

Price 37 1.1 3.0 -3.0 1.9 

Socio-demographics 

Gender 37 0.2 1 0 0.4 

Age 37 40.4 70 22 14.6 

Geographic location 37 0.5 1 0 0.5 

Education 37 4.0 6 1 1.1 

 

Cluster 3 

With reference to Table 8, the respondents in Cluster 3 are predominantly male between the age 

15 and 45, with an average age at 27. There is a high standard deviation in the age, but this is to 

be expected when examining this category, as the scale is larger than for the other measurements. 

The mean score for geographic location indicates that the respondents in Cluster 3 are mainly 

living in urban areas. Finally, the respondents are relatively well-educated with a short-cycle to 

mid-range higher education, which is indicated by the mean score of 3.7. 

 

The data in Table 8 also indicates a relatively lower mean score for the values in comparison with 

Cluster 1 and 2. Universalism is the value which has the highest priority in this cluster followed 
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by self-direction. The mean scores for self-direction, achievement and hedonism in Cluster 3 have 

the lowest scores in comparison to the same values in the other clusters. The low mean score in 

combination with the low standard deviation illustrates that the respondents are very much alike 

but also that these values are not of particular importance. However, given that the scale goes 

from one to seven, the mean scores at 4.4 for universalism, 4.1 for self-direction, 3.6 for 

hedonism, and 3.1 for achievement still indicate that respondents in Cluster 3 are leaning towards 

the importance of these values, just to a lesser degree than the other clusters. Hence, the four 

values are not of supreme importance to this cluster. 

 

When examining the data on product involvement, this cluster is inclined towards attributes such 

as price and sustainability. The attribute price has a high importance to the respondents in Cluster 

3, which indicates that the respondents are price sensitive. These respondents also value 

sustainability and seek companies that produce water bottles that have a sustainable footprint, 

which is in correlation with the mean score for universalism, which indicates the importance of 

this value for Cluster 3. Furthermore, the negative mean score for reputation indicates that the 

respondents in this cluster disfavour or even disregard attributes such as brand and design in a 

water bottle. The attribute usability has a mean score of 0.4, which indicates that the respondents 

in Cluster 3 are relatively neutral towards the attributes in this category, and these attributes are 

neither important nor unimportant. 

 

In general, the standard deviation in this cluster is quite low, which means that the respondents in 

this cluster are quite homogeneous. This cluster is largely comprised of males living in the two 

largest cities in Denmark. They emphasise the value universalism, which means they promote 

aspects of social justice as well as protecting the environment. With regard to water bottles, 

Cluster 3 is assumed to be somewhat price sensitive, but also prioritise aspects of sustainability. 

With emphasis on the urban and metropolitan group of younger males, who especially emphasise 

the value universalism and are in favour of sustainability when purchasing water bottles, this 

cluster was named “The Green Metropolitan”. 
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Table 8 - Cluster 3 (The Green Metropolitan) 

Cluster 3 
(The Green Metropolitan) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

Self-direction 33 4.1 6.0 2.3 0.8 

Achievement 33 3.1 4.4 1.6 0.8 

Hedonism 33 3.6 4.5 2.3 0.6 

Universalism 33 4.4 6.2 3.0 0.8 

Product Involvement 

Usability 33 0.4 2.4 -1.8 1.1 

Sustainability 33 1.3 2.8 -0.2 0.7 

Reputation 33 -1.7 2.0 -3.0 1.3 

Price 33 1.6 3.0 0.0 0.7 

Socio-demographics 

Gender 33 1 1 0 0.5 

Age 33 27 45 15 4.6 

Geographic location 33 0.3 1 0 0.5 

Education 33 3.7 6 1 1.2 

 

Cluster 4 

The data in Table 9 suggests that Cluster 4 is comprised of females, who reside in the capital area 

and in Aarhus and have completed a mid-range higher education. They are aged from 22 to 39, 

with an average age of 26.7. With an exclusion of age, the low standard deviation is an indication 

of small differences between respondents in Cluster 4 within the socio-demographic data. 

 

According to the mean scores in Table 9, Cluster 4 puts greater emphasis on universalism 

followed by self-direction. The low score in standard deviation suggests that the respondents in 
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Cluster 4 differ very little from each other on the aspect of values, and thus consists of a very 

homogeneous group. 

 

The data in relation to product involvement implies that the respondents lean towards the 

importance of attributes within usability and sustainability. This illustrates that the respondents in 

Cluster 4 seek water bottles that are of good quality, easy to handle and easy to clean as well as 

reusable, durable, sustainable, and free of toxins. The attribute price also has a very high 

importance to the respondents in Cluster 4, which suggests that the respondents are extremely 

price sensitive. The attribute reputation has a lower mean score, which indicates that this attribute 

is not of importance. Furthermore, the negative mean score in reputation also designates that 

Cluster 4 does not care about attributes such as the brand and design of the bottle. In general, the 

standard deviation is low within product involvement only with the exception of reputation. 

 

In general, this cluster is comprised of young, well-educated females living in urban areas, who 

emphasise the values universalism, which means they promote aspects such as social justice as 

well as protecting the environment. With regard to water bottles, Cluster 4 is assumed to be 

extremely price sensitive but prioritise aspects such as usability and sustainability in a water 

bottle. As Cluster 4 consists of younger females, who especially emphasise the value 

universalism and are in favour of sustainability and usability when purchasing water bottles, this 

cluster was named “The Modern Conscious”. 
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Table 9 - Cluster 4 (The Modern Conscious) 

Cluster 4 
(The Modern Conscious) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

Self-direction 40 4.7 5.8 3.3 0.6 

Achievement 40 3.8 5.4 2.4 0.8 

Hedonism 40 4.3 5.3 3.2 0.5 

Universalism 40 5.1 6.3 3.1 0.8 

Product Involvement 

Usability 40 1.7 3.0 0.2 0.7 

Sustainability 40 1.7 2.8 0.4 0.5 

Reputation 40 -0.8 1.0 -3.0 1.0 

Price 40 2.4 3.0 1.0 0.6 

Socio-demographics 

Gender 40 0.03 1 0 0.2 

Age 40 26.7 39 22 3.2 

Geographic location 40 0.1 1 0 0.2 

Education 40 4.4 6.0 2.0 0.9 

 

Cluster 5 

Cluster 5 is identified as a cluster that consists purely of women between the age 23 and 38 with 

an average age of 26.8. This cluster also contains respondents that are living in Copenhagen and 

Aarhus and are relatively well-educated with a mid-range to long-cycle higher education as the 

mean score suggests. The low standard deviation in gender, geographic location and education 

suggests that the respondents in this cluster to not differ much with regard to socio-demographics. 

As previously mentioned, the relatively higher standard deviation for age is to be expected for 

this category, as the scale is much larger than the others. 
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According the data in Table 10, the respondents in Cluster 5 put special emphasis on the value 

self-direction followed by hedonism. However, the mean scores for all four values are similar, 

which indicates that the respondents in Cluster 5 seem to put greater emphasis on all four values. 

However, they are particular in favour of self-direction and hedonism. The low standard deviation 

illustrates that the respondents in Cluster 5 are very similar, which also indicates that these values 

are of particular importance, but with an emphasis on self-direction and hedonism. 

 

The respondents in Cluster 5 are generally hesitant towards the attributes in product involvement. 

The negative score in reputation indicates that the attributes in this category are not of 

importance. The mean scores for usability and sustainability are close to 0, which suggests a 

neutral opinion with regard to these attributes. However, the respondents in Cluster 5 agree that 

price is of utmost importance. The low scores in standard deviation across the attributes in 

product involvement indicate that there is little difference between the respondents opinions. 

 

As the standard deviation specifies, Cluster 5 also consists of a fairly homogeneous group, which 

is made up of younger women that give priority to self-direction and hedonism. They enjoy being 

independent and outside the control of others as well as seeking pleasure. This cluster is 

extremely price sensitive, and does not have strong opinions about any of the other product 

attributes. The young women in Cluster 5 are to a great extent well-educated and are mainly 

living in Copenhagen or Aarhus. As the respondents in Cluster 5 are very price sensitive and 

emphasise self-direction, which means they seek independence, this cluster was named “The 

Independent Parsimonious”. 
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Table 10 - Cluster 5 (The Independent Parsimonious) 

Cluster 5 
(The Independent Parsimonious) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

Self-direction 43 4.6 5.7 3.0 0.7 

Achievement 43 4.3 5.8 2.4 0.8 

Hedonism 43 4.4 5.5 2.7 0.6 

Universalism 43 3.9 5.9 2.2 0.8 

Product Involvement 

Usability 43 -0.1 1.6 -1.4 0.8 

Sustainability 43 0.2 1.8 -1.2 0.8 

Reputation 43 -2.2 0.0 -3.0 0.9 

Price 43 2.4 3.0 1.0 0.8 

Socio-demographics 

Gender 43 0.0 0.0 0.0 0.0 

Age 43 26.8 38 23 3.7 

Geographic location 43 0.1 1 0 0.3 

Education 43 4.5 6 3 0.7 

 

Cluster 6 

According to the mean scores of socio-demographics in Table 11, the respondents in Cluster 6 are 

largely comprised of males between the age 18 and 33 with an average age of 25.3. They are also 

well-educated as they have mid-range higher education qualifications, and are mainly living in 

Copenhagen and Aarhus. The low standard deviation in gender, age, geographic location and 

education suggests that the respondents in this cluster do not differ much with regard to socio-

demographics. 

 

When examining the mean scores in relation to values, the respondents in Cluster 6 emphasise 

achievement and hedonism, closely followed by self-direction. One may argue that achievement 
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and hedonism are contradictory because a person who puts special emphasis on achieving their 

goals would not at the same time prioritise enjoyment. However, Schwartz argues that 

achievement and hedonism both involve self-centred satisfaction and reflects self-gratifying 

attitude to the extent that an individual acts on motives that increase his or hers own well-being 

(Schwartz, 2012). Thus, one might argue that the value self-direction puts special emphasis on 

being independent and prioritising oneself over the group, family and/or a partner, which means 

that a person would have time to achieve goals and enjoy life. Furthermore, the low scores in 

standard deviation indicate that the respondents have similar opinions about the four values. 

Cluster 6 finds universalism less important compared to the other clusters, but the relatively high 

mean score suggests that the respondents still put emphasis on this value. 

 

The data in product involvement indicates that the respondents in this cluster are not very much in 

favour of any of the attributes, with only a small preference for usability and sustainability. The 

negative mean score in reputation indicates that brand and design are not of importance to the 

respondents in this cluster. However, Cluster 6 agrees that price is of utmost importance and the 

high mean score in price suggests that the respondents are very price sensitive. The standard 

deviation for all attributes suggests that the respondents within this cluster are heterogeneous 

when it comes to product involvement. 

 

When all data is included, Cluster 6 is fairly homogeneous and consists of young males living in 

the two largest cities in Denmark. They favour achievement and hedonism to a great extent, and 

this cluster therefore gives priority to setting goals and achieving them as well as seeking 

pleasure. This cluster is also considerably price sensitive, and does not have strong opinions about 

the other attributes within product involvement. As this cluster primarily consists of younger 

males living in the two largest cities in Denmark, who emphasise values such as achievement and 

hedonism, this cluster was named “The Ambitious Pleasure Seeker”. 
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Table 11 - Cluster 6 (The Ambitious Pleasure Seeker) 

Cluster 6 
(The Ambitious Pleasure Seeker) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

Self-direction 70 4.8 6.2 1.3 0.8 

Achievement 70 5.1 6.6 3.2 0.7 

Hedonism 70 5.0 6.1 2.6 0.6 

Universalism 70 4.0 6.0 1.1 1.0 

Product Involvement 

Usability 70 0.7 3.0 -2.2 1.2 

Sustainability 70 0.3 2.2 -3.0 1.1 

Reputation 70 -0.7 3.0 -3.0 1.8 

Price 70 2.0 3.0 -1.0 1.0 

Socio-demographics 

Gender 70 0.7 1 0 0.4 

Age 70 25.3 33 18 3.1 

Geographic location 70 0.2 1 0 0.4 

Education 70 3.8 6 1 1.3 

 

5.2.2. The Clusters’ Behavioural Intention 
The cluster analysis established six clusters, all of which represent separate consumer segments 

derived from the quantitative data. As this thesis seeks to identify consumer segments for Dopper, 

it is highly relevant that the consumers have an intention to purchase the company’s products. If 

the respondents within the six clusters do not have a high behavioural intention towards Dopper’s 

product, the clusters will not be included in the final step of the segmentation process. 

 

Following the segmentation process, one must identify whether the clusters have different levels 

of intention to purchase the Dopper bottle. The data on behavioural intention was thus combined 
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with the respondents cluster membership to identify segments with an intention to purchase the 

Dopper bottle. This reduces the number of clusters and defines more concrete consumer segments 

for Dopper. The following section examines the behavioural intention patterns for the six clusters. 

 

Cluster 1 - The Urban Power Woman 

As established in Section 5.2.1. with regard to product involvement, the Urban Power Woman is 

assumed to be very price sensitive, but also prioritises aspects of sustainability and usability. 

When examining the behavioural intention for attributes such as practicality, quality, easiness to 

clean, and dishwasher safe (usability), as well as sustainability, durability, reusability, and the 

materials (sustainability), this segment has a high intention to purchase the Dopper bottle. As the 

Urban Power Woman leans towards the importance of attributes within sustainability and 

usability, it means that there is a correlation between product involvement and the behavioural 

intention, which is very important for the segmentation process. 

 

The intention to purchase the Dopper bottle is very low in light of the price. As previously 

established in product involvement, this segment is price sensitive. This is an indication that this 

attribute is of great importance to the Urban Power Woman and carries a great deal of importance 

with regard to the overall purchase decision. Thus, price is important to acknowledge - not only 

because it is of great importance to the Urban Power Woman, but also because price is found to 

be of great importance to all the clusters. 

 

Based on the mean score in the overall behavioural intention, the Urban Power Woman does not 

have a very high behavioural intention, but still leans in favour of purchasing the Dopper bottle. 

As the attributes within sustainability and usability are of great importance to this segment, and 

because they have a high behavioural intention, it is a bit surprising that the overall behavioural 

intention is still relatively low. This could, however, be an indication that the attribute price 

carries a greater deal of importance to this segment which in turn reduces the overall behavioural 

intention. Nevertheless, the high behavioural intention for attributes within sustainability and 

usability means that this cluster was found relevant to include in the personas in Section 5.2.3. 

The argument for including this segment in the personas is further supported as attributes within 

usability and sustainability are of great importance to Dopper, and are attributes that the Dopper 

bottles are said to possess. Therefore, the Urban Power Woman is an important segment for 

Dopper. 
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Table 12 - Behavioural Intention (The Urban Power Woman) 

Cluster 1 
(The Urban Power Woman) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 46 5.0 7 1 1.7 

Design 46 4.1 7 1 2.2 

Sustainability 46 5.2 7 1 1.8 

Quality 46 5.4 7 1 1.6 

Durability 46 5.5 7 1 1.4 

Price 46 3.3 7 1 1.8 

Brand 46 2.4 7 1 1.8 

Manufacturing place 46 3.5 7 1 2.0 

Reusability 46 5.6 7 1 1.7 

Size 46 4.3 7 1 1.7 

Material 46 6.1 7 1 1.5 

Easy to clean 46 5.4 7 1 1.3 

Dishwasher safe 46 4.7 7 1 2.1 

Mission 46 4.8 7 1 2.1 

All 46 4.3 7 1 1.8 

 

Cluster 2 - The Mature Hedonist 

As established in Section 5.2.1. with regard to product involvement, the Mature Hedonist is 

assumed to prioritises aspects of sustainability and usability, as well as being somewhat price 

sensitive. Based on the behavioural intention for attributes such as practicality, quality, easiness 

to clean, and dishwasher safe (usability) the respondents are likely to purchase the Dopper bottle. 

Furthermore, attributes such as sustainability, durability, reusability, and materials (sustainability) 

are also of great importance, as they all have high mean scores in behavioural intention. Thus, the 

Mature Hedonist has a high product involvement as well as a behavioural intention towards 

attributes within usability and sustainability. Similar to the Urban Power Woman, it means that 

there is a correlation between what is found in product involvement and the behavioural intention 

for the Mature Hedonist. 
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The intention to purchase the Dopper bottle based on the price is quite low and this segment is 

therefore leaning towards not purchasing the Dopper bottle. This segment is also somewhat price 

sensitive, which becomes more obvious when looking at the mean score for behavioural 

intention. In combination with product involvement, it is found that price is of great importance 

to the Mature Hedonist, which is important for Dopper to acknowledge. 

 

Overall, this segment does not have a high behavioural intention and is therefore not leaning 

towards purchasing the Dopper bottle. When examining the mean score for the behavioural 

intention, when all attributes are included, this segment does not have the intention to purchase 

the Dopper bottle. However, based on the higher behavioural intention for attributes that are 

important to the Mature Hedonist (i.e. usability and sustainability), this segment was still found 

relevant to include in the personas in Section 5.2.3. The argument for including this segment in 

the personas is further supported as attributes within usability and sustainability are of great 

importance to Dopper, and are attributes that the Dopper bottles are said to possess. Thus, the 

Mature Hedonist is an important segment for Dopper to target. 
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Table 13 - Behavioural Intention (The Mature Hedonist) 

Cluster 2 
(The Mature Hedonist) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 37 4.9 7 2 1.6 

Design 37 4.0 7 1 2.1 

Sustainability 37 5.0 7 1 1.7 

Quality 37 5.1 7 1 1.7 

Durability 37 5.1 7 1 1.8 

Price 37 3.5 7 1 2.1 

Brand 37 2.4 7 1 1.8 

Manufacturing place 37 3.2 7 1 1.9 

Reusability 37 5.2 7 1 1.6 

Size 37 3.8 7 1 1.8 

Material 37 5.6 7 1 1.7 

Easy to clean 37 5.4 7 1 1.7 

Dishwasher safe 37 5.2 7 1 2.0 

Mission 37 4.5 7 1 2.0 

All 37 3.7 7 1 1.9 

 

Cluster 3 - The Green Metropolitan 

As mentioned in Section 5.2.1. with regard to product involvement, the Green Metropolitan 

prioritises aspects of sustainability when purchasing water bottles and is assumed to be quite price 

sensitive. According to the mean scores in Table 14, the Green Metropolitan does not have a very 

high intention to purchase the Dopper bottle when looking at most of the attributes. However, 

attributes within the category sustainability have a relatively higher mean score. When examining 

the data on behavioural intention, the Green Metropolitan is most likely to purchase the Dopper 

bottle based on attributes such as sustainability, material, durability, and reusability as these 

attributes have the highest mean scores. These attributes therefore correlate with what was found 

in product involvement, as the sustainability attributes are among the most important product 

attributes to this segment. Furthermore, the Green Metropolitan puts greater emphasis on the 
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value universalism, which also correlates with the scores for product involvement and 

behavioural intention on attributes such as reusability, durability, sustainability, and material. 

 

The behavioural intention for this segment is quite low when all the attributes are considered. The 

mean score for all attributes at only 3.2 indicates that the respondents in this cluster are not 

willing to purchase the Dopper bottle. One could argue that this may be due to an attribute that is 

of great importance to the Green Metropolitan - namely price. As previously established, this 

segment is price sensitive and based on the high mean score for price in product involvement 

combined with the low mean scores in behavioural intention, it is possible to argue that price 

carries a great deal of importance and is one of the reasons why this segment is not willing to 

purchase the Dopper bottle possesses. It could also be an indication that the Dopper bottle has too 

many features, which the Green Metropolitan do not find relevant. Although these attributes 

might not be important to this segment, it could be argued that the rating of price still weighs 

down the overall behavioural intention. 

 

Based on the mean score when all attributes are considered, the Green Metropolitan does not have 

a very high intention to purchase the Dopper bottle. As argued above, this may be due to the price 

sensitivity of this segment, which might affect the overall intention to purchase. However, as the 

Green Metropolitan has a higher behavioural intention for Dopper’s mission and attributes within 

sustainability, the Green Metropolitan is argued to be relevant to include in the personas in 

Section 5.2.3. The argument is supported further because this segment puts great emphasis on the 

value universalism, which indicates that the Green Metropolitan find aspects within sustainability 

of importance. This is extremely relevant, as sustainability is deeply rooted into the Dopper brand 

and it is argued that segments, which put greater emphasis on sustainability, are great segments 

for Dopper to target. 
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Table 14 - Behavioural Intention (The Green Metropolitan) 

Cluster 3 
(The Green Metropolitan) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 33 4.0 7 1 1.7 

Design 33 3.0 7 1 2.0 

Sustainability 33 5.0 7 1 1.7 

Quality 33 4.2 7 1 1.7 

Durability 33 4.8 7 1 1.6 

Price 33 2.6 7 1 2.2 

Brand 33 2.0 7 1 1.5 

Manufacturing place 33 3.1 7 1 1.7 

Reusability 33 4.9 7 1 2.0 

Size 33 3.4 7 1 1.8 

Material 33 5.6 7 1 1.6 

Easy to clean 33 4.2 7 1 2.0 

Dishwasher safe 33 3.3 7 1 2.0 

Mission 33 4.1 7 1 1.9 

All 33 3.2 7 1 1.8 

 

Cluster 4 - The Modern Conscious 

Determined in Section 5.2.1. with regard to product involvement, the Modern Conscious 

prioritises aspects of sustainability and usability when purchasing water bottles and is assumed to 

be quite price sensitive. According to the mean scores in Table 15, the Modern Conscious has the 

highest behavioural intention in comparison with the five other clusters. When examining the 

mean scores, it is possible to see that this segment is most likely to purchase the Dopper bottle 

based on the sustainability, material, reusability, durability (sustainability) as well as the quality 

of the bottle, and easiness to clean (usability). This data correlates with what was found in 

product involvement, as this segment mostly emphasises attributes and usability. Furthermore, the 

Modern Conscious puts greater emphasis on the value universalism, and therefore emphasises 
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issues such as environmental protection. This indicates that there is a correlation with the data on 

product involvement, behavioural intention, and values. 

 

Price is among the attributes that has the lowest behavioural intention for this segment. As 

previously established, the Modern Conscious is extremely price sensitive, which is now also 

evident in the behavioural intention for this attribute. Even though the Modern Conscious is also 

extremely price sensitive, the behavioural intention based on both the mission and all of the 

product attributes is the highest among the five clusters. Nevertheless, these scores are still 

relatively low, indicating that the behavioural intention to purchase is still quite low. However, 

this segment is definitely inclined towards purchasing the Dopper bottle. The mean score for the 

behavioural intention on the mission at 5.5 is very important to note, as this indicates that this 

segment finds this aspect of relevance when purchasing the Dopper bottle. 

 

The high scores in behavioural intention are of great relevance to Dopper as the data indicates 

that the Modern Conscious is a good segment to target based on the positive position towards 

attributes that the Dopper bottle is said to possess. On the basis of the data, the Modern Conscious 

is included as a highly relevant segment for Dopper and is included in the personas in Section 

5.2.3. 
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Table 15 - Behavioural Intention (The Modern Conscious) 

Cluster 4 
(The Modern Conscious) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 40 5.1 7 1 2.0 

Design 40 4.3 7 1 2.2 

Sustainability 40 5.8 7 3 1.3 

Quality 40 5.6 7 2 1.4 

Durability 40 6.0 7 3 1.1 

Price 40 3.7 6 1 1.7 

Brand 40 3.0 7 1 2.1 

Manufacturing place 40 3.0 7 1 2.2 

Reusability 40 6.1 7 1 1.3 

Size 40 4.5 7 1 1.9 

Material 40 6.4 7 4 1.0 

Easy to clean 40 5.7 7 1 1.5 

Dishwasher safe 40 5.1 7 1 2.2 

Mission 40 5.5 7 2 1.5 

All 40 4.4 7 1 1.7 

 

Cluster 5 - The Independent Parsimonious 

In Section 5.2.1. with regard to product involvement it was established that the Independent 

Parsimonious are not in favour of any of the attributes excluding price. When examining the 

mean scores in Table 16, this segment does not have the intention to purchase the Dopper bottle 

with reference to any of the attributes. Only attributes such as reusability, durability, material 

(sustainability), and easiness to clean (usability) have a higher mean score. However, the cluster 

analysis established that these attributes do not carry a great deal of importance to the respondents 

in Cluster 5. Furthermore, the cluster analysis also established that the Independent Parsimonious 

generally has low product involvement in all of the categories. Although the data on product 

involvement and behavioural intention seem to correlate, it is not significant for Dopper as scores 

in both product involvement and behavioural intention are low. 
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When examining the behavioural intention for price, the mean score in Table 16 is very low. As 

established above, price is the only attribute that has the utmost importance for the Independent 

Parsimonious, which illustrates that this segment is very price sensitive. With a low intention to 

purchase the Dopper bottle at just 2.7, it would appear that this segment is disinclined towards 

purchasing the Dopper bottle on the basis of the price. 

 

In general, the mean score in behavioural intention and product involvement for the Independent 

Parsimonious is low, and this segment does not have intention to purchase the Dopper bottle nor 

are they in favour of the Dopper bottle. When examining the mean score when all attributes are 

considered, the Independent Parsimonious has a fairly low intention to purchase the Dopper 

bottle. On this basis and in combination with the low involvement, this segment was deemed 

irrelevant to include in the personas, as it does not serve as a valid nor strong segment for Dopper 

to target. 
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Table 16 - Behavioural Intention (The Independent Parsimonious) 

Cluster 5 
(The Independent Parsimonious) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 43 3.8 7 1 1.6 

Design 43 3.4 7 1 1.8 

Sustainability 43 4.1 7 1 1.7 

Quality 43 4.4 7 1 1.5 

Durability 43 4.5 7 1 1.4 

Price 43 2.7 7 1 1.9 

Brand 43 2.3 5 1 1.5 

Manufacturing place 43 2.5 6 1 1.5 

Reusability 43 4.9 7 1 1.7 

Size 43 3.2 6 1 1.5 

Material 43 5.3 7 1 1.5 

Easy to clean 43 4.7 7 1 1.8 

Dishwasher safe 43 3.8 7 1 2.1 

Mission 43 4.0 7 1 1.9 

All 43 2.9 6 1 1.4 

 

Cluster 6 - The Ambitious Pleasure Seeker 

As mentioned in Section 5.2.1. with regard to product involvement, the Ambitious Pleasure 

Seeker have a fairly low product involvement with only a slight favouritism of the attributes 

within usability and sustainability. When examining the behavioural intention, it is evident that 

this segment does not have a high intention to purchase the Dopper bottle. Only few attributes 

such as quality (usability), reusability, durability and material (sustainability) have a higher 

intention. However, when comparing the scores for behavioural intention with the other clusters, 

these scores are very low. The Ambitious Pleasure Seeker has a low product involvement and is 

not in favour of any of the attributes, with only a small preference for usability and sustainability. 

 



96 

When examining the behavioural intention for price, it has a low mean score of only 2.3, which 

indicates that the respondents are not willing to purchase the Dopper bottle based on the price. 

Furthermore, based on the high mean score in product involvement, this segment is highly price 

sensitive. The correlation between product involvement and behavioural intention for price seems 

to underline that the Ambitious Pleasure Seeker is very price sensitive and that this attribute is of 

great importance to this segment in a purchasing decision. Overall, the mean scores in 

behavioural intention for this segment are low, and the Ambitious Pleasure Seeker does not have 

the intention to purchase the Dopper bottle for most of the attributes. Furthermore, when 

examining the mean score when all attributes are considered, the behavioural intention is also 

low. On the basis of this, this segment is not a relevant segment for Dopper and is not included in 

the personas in the section below. 

 

Table 17 - Behavioural Intention (The Ambitious Pleasure Seeker) 

Cluster 6 
(The Ambitious Pleasure Seeker) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 70 3.9 7 1 1.7 

Design 70 3.3 7 1 1.8 

Sustainability 70 4.2 7 1 1.9 

Quality 70 4.4 7 1 1.9 

Durability 70 4.1 7 1 1.8 

Price 70 2.3 7 1 1.7 

Brand 70 2.5 7 1 1.7 

Manufacturing place 70 2.5 7 1 1.5 

Reusability 70 4.5 7 1 1.9 

Size 70 3.5 7 1 1.8 

Material 70 4.9 7 1 1.9 

Easy to clean 70 4.1 7 1 2.0 

Dishwasher safe 70 4.0 7 1 2.0 

Mission 70 3.6 7 1 2.0 

All 70 3.1 7 1 2.0 
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5.2.3. Personas 
The cluster analysis identified six clusters based on the quantitative data. After examining the 

behavioural intention for the six clusters, the number of clusters was reduced to segments that 

have an intention to purchase the Dopper bottle. Based on the segmentation process, this 

established four overall segments that Dopper could target. These segments are identified as the 

main target group for Dopper. The main target group is identified based on the minimum and 

maximum scores for all of the segments, to include every respondent in the process. This allows 

the researcher to get better insight of the main target. Once this has been established, the personas 

are created to illustrate the segments in a powerful manner. 

 

The main target group is identified through the determinants chosen in the segmentation process. 

The socio-demographics profiles of main target group are largely comprised of females within the 

age of 15 to 70. They are all well-educated with mid-range to long higher education 

qualifications. Furthermore, the majority of the main target group live in urban areas such as 

Copenhagen or Aarhus, while a minority are also living outside these two large cities. The 

additional measurements that were included in the cluster analysis are values and product 

involvement. The clusters put different emphasis on many of the values as well as the attributes, 

which makes it possible to distinguish the segments from each other. However a common 

inference that is true for all three segments is that they are all price sensitive. When examining 

behavioural intention, the segments are positive towards many of the attributes that describe the 

Dopper bottle. This is also the main reason why these segments were chosen as they have the 

highest intention to purchase the Dopper bottle. 

 

The final step in the segmentation process is to gather an understanding of the final consumer 

segments that have an intention to purchase the Dopper bottle. In order to provide a more 

nuanced picture of these segments, four personas are created based on the determinants that have 

been measured by means of the questionnaire. The personas represent consumers within the main 

target group for Dopper. These personas are described and identified based on the mean scores on 

a set of chosen determinants. The determinants are socio-demographics such as age, gender 

geographic location, and education. The mean scores are used as they represent the average 

person in each segment and because it is easier to give the specific persona a role through this 

type of data. However, as established in Appendix A, personas are often given imaginary roles 

that allow the researcher to describe the personas in great detail, which includes subjective 

assumptions. This is also the case for the personas established in the following sections. 
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5.2.3.1. The New and Functioning Personas 
The following section will provide deeper insights into the four personas (i.e. the four consumer 

segments) and a more nuanced picture of them in terms of, socio-demographics, values and 

lifestyle. The four personas are: (1) the Urban Power Woman, (2) the Mature Hedonist, (3) the 

Green Metropolitan, and (4) the Modern Conscious. 

 

(1) The Urban Power Woman 

The first persona is created based on the data from Cluster 1 and as previously established, this 

cluster is named the Urban Power Woman. This persona is identified as 27 year-old Sarah, who is 

single and lives in the central part of Aarhus, where she is originally from. Sarah loves to 

socialise and has a huge network, which she spends a lot of time with at work and in her spare 

time. 

 

Sarah graduated with her Master’s degree at Copenhagen Business School two years ago and 

moved back to Aarhus, where she started out as an entrepreneur right away. She now owns her 

own successful advertising agency, which she is very passionate and ambitious about. Thus, she 

spends a lot of time working but to her it is not work, it is part of her life. Sarah loves being self-

reliant, and it is very important to her that no one has power over her. She loves doing things her 

own way and on her own terms and believes that authority limits her creativity, which is why she 

originally started her own business. She defines herself as a power woman, with issues such as 

gender equality close to her. 

 

Even though she always puts her career and company first, she also finds time to enjoy herself. 

Sarah is very adventurous and loves to explore new countries and cultures as well as new areas in 

Aarhus. In her spare time, she enjoys going out with friends for a good meal or being cultural. An 

important aspect for her is nature, which she often enjoys in the many parks around the Aarhus 

area, especially the Botanical Garden, which is close to her apartment. 

 

She is a believer of protecting the environment, and purchases a lot of organic food mostly for the 

health benefits, but not at any price. Even though she can afford expensive things, she is aware of 

what she spends her money on. It is also important to her that the products she purchases are of 

high quality. She is willing to spend a little more money on good quality products that are long 

lasting. She is also very aware of sustainability as a social issue and seeks mostly products that 

support sustainable causes or with sustainable attributes. 



99 

 

Sara purchases the Dopper bottle because of the material, as she wants a water bottle that is 

without toxins, and appreciates that the bottle is reusable and sustainable so it does not damage 

the environment. The high quality and durability of the bottle means that she can always bring it 

when she is on the run. 

 

(2) The Mature Hedonist 

The persona that emerged from Cluster 2 is based on a middle-aged segment, who put special 

emphasis on independence and enjoying life. As established in Section 5.2.1., this cluster is 

therefore named the Mature Hedonist. This persona is identified as 40-year-old Anna, who lives 

in Roskilde with her husband and son. Anna has lived both in Aarhus and Copenhagen and 

although she loves the urban life, she has now settled down in Roskilde where she can still get the 

urban feeling, but with peace and quiet surrounding her. Anna also owns a small property in 

Northern Sealand with her husband Martin, which she uses as a getaway place. She spends a lot 

of weekends and vacations here with her husband, her 15 year-old son Noah and their labrador 

Buddy. 

 

Anna is currently working freelance as communication strategist and journalist. She has studied 

Danish at the University of Copenhagen and has previously worked as a journalist. She chose to 

become a freelancer because she enjoys being independent and being able to control the tasks she 

takes on. She has always been very ambitious and has taken on a lot of different projects, while 

being able to enjoy not being committed to a long-term contract. That way she can try new things 

in her current interest. Her work as a journalist has given her a wide range of interests, but her 

main topic of interests are lifestyle, trends, travel, fashion, food, gastronomy, and health. Her 

work also allows her to be very flexible, which gives her time to be with her family. She defines 

herself as a foodie, and loves to cook for her husband and son. In her garden she has a kitchen 

garden, where she grows organic fruits and vegetables. 

 

Anna loves pampering herself and loves wellness and fitness. She is always trying new things, 

such as yoga and pilates in her local fitness centre and spa. During the weekends in the summer, 

she usually goes to the beach near her vacation home, where she goes for walks with her beloved 

dog. Although her life can be hectic at times, she loves the peace and quiet around her when she 

stays at the vacation home. She finds that the inner harmony and being in unity with nature 

balances her. 
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Anna is not obsessed with brands and materialistic trends but cares very much about the usability 

and sustainability of the products she buys. She is also aware of the price of the products and does 

not like to overspend. The products she purchases need to fulfil a deeper need and motivation and 

she loves finding products that have a special and unique attribute. 

 

Anna purchases the Dopper bottle because of the material, she really appreciates that it is toxin 

free, especially because her son can also drink from the bottle without her being worried about his 

health. She also likes that the Dopper bottle is in good quality. The fact that the bottle is easy to 

clean and dishwasher safe are also attributes, which she likes. All these attributes make the bottle 

very practical when she brings it to the fitness centre or outside on the beach. 

 

(3) The Green Metropolitan 

The third persona emerged from Cluster 3 and is based on young males, who live in urban areas 

and put greater emphasis on universalism and self-direction. This cluster was therefore named the 

Green Metropolitan. This persona is identified as 27-year-old Jonas, who is single and lives with 

his two best friends in a shared apartment in Nørrebro in Copenhagen. Jonas loves sport and is 

very active. He enjoys most sports activities, but is especially fond of running, swimming and 

skiing, which he loves watching and exercising. In the summer, he works as a lifeguard in one of 

Copenhagen's many harbour baths. In his spare time, he likes to hang out with his friends, play or 

watch sports as well as explore the city with a beer is his hand. Over summer, he and his friends 

go to the Danish as well as international festivals. Jonas also likes to go on backpacking 

adventures in Europe and Asia. For his next vacation, he is planning on going on an inter-rail trip 

to Eastern Europe with his two best friends. 

 

He currently studies veterinary medicine at the University of Copenhagen. He chose this direction 

because he is an animal lover and animal welfare is an extremely important social issue in his life. 

When he has time to spare, he volunteers at the local animal shelter. The issue of animal welfare 

also expresses itself in his purchasing behaviour. Jonas is willing to spend more money on 

organic meat and eggs, because he wants to ensure that animals are treated well. This also ensures 

that he gets the best products for his well-being. He also likes supporting animal protection 

organisations and volunteers or donates from time to time. 
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Jonas is generally quite aware of his budget, and supports the sharing economy concept. This 

allows him to save money, and at the same time he feels that by reusing the resources he takes 

responsibility for the environment by reducing the negative environmental impact that 

consumption can have. Jonas likes to spend money on products that are sustainable and good for 

the environment. He does not define himself as a hipster, but feels like he shares some of their 

fundamental ways of living. Although he is aware of sustainability, he also likes many of the 

mainstream brands, which he mixes with unique products from his many adventures. 

 

Jonas purchases the Dopper bottle because of the material and he really appreciates that the 

Dopper bottle is toxin free. The fact that the bottle is easy to clean is also an attribute which he 

likes. This makes the bottle very practical when he has been out doing sports. He also likes that it 

does not harm the nature and that the bottle can be reused and recycled. Jonas is enthusiastic 

about the Dopper mission and likes to think that he supports a greater good by purchasing the 

Dopper bottle. 

 

(4) The Modern Conscious 

The last persona that emerged from Cluster 4 is comprised of younger, urban consumers, who 

emphasise universalism. As previously established, this cluster is therefore named the Modern 

Conscious. This persona is identified as 27-year-old Emma, who lives in Vesterbro in 

Copenhagen with her boyfriend Patrick. Emma is originally from a small city in Western Sealand 

and loves to visit her parents on their rural property surrounded by nature. She loves to ride her 

parents’ horses and be in unity with the rough Danish nature. 

 

Emma studies Global Nutrition and Health and is very proud of her work as a student assistant in 

the Ministry of Environment and Food in Denmark. She feels like the job gives her an 

opportunity to give something back to society and she likes to work with something that serves a 

higher purpose in life. As Denmark's main export is agriculture, she really feels like she has 

found her sole purpose in life and hopes that she is offered a full-time position once she finishes 

her studies. 

 

In her spare time, she loves spending time outside or with small DIY-projects. Her apartment in 

Vesterbro is full of all her projects, because she loves to create her own things and is very hands 

on. This concept is also translated into her urban gardening, as her balcony is full of flowers, 

plants and herbs. She buys into brands that offer services where she can recycle, compost and 
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save energy and Emma values when products are economical, long lasting and reusable as this 

also helps preserve the environment. It is important to her that companies have an identity and a 

strong mission and purpose preferably with a sustainable aspect involved. She spends a lot of 

time considering the products and brands she purchases, as it is important for her that they 

represent her beliefs, lifestyle, and values. Emma loves to travel to places like rural Africa, India 

and South America to experience cultural and social issues. She has previously worked as a 

volunteer in these regions and likes to contribute to societies that are not as fortunate as the 

society where she lives. 

 

Emma buys the Dopper bottle because of the material, and it is important to her that the bottle is 

made out of plastic that is toxin-free. Furthermore, she appreciates that the bottle is reusable, 

durable and of high quality. The mission behind Dopper appeals to her, because she 

acknowledges the fact that Dopper is a company that actively works toward making a positive 

impact towards protecting the environment. 

5.3. Comparative Analysis 
The personas defined in Section 5.2.3.1 reflect the main target group for Dopper through 

individual characteristics. The aim of this thesis is to explore whether the consumer segments this 

study has identified correlate with what has already been established by Dopper. A comparative 

analysis will establish whether these four segments mirror the segments previously identified by 

Dopper. The similarities and differences between these two groups will be touched upon in order 

to evaluate whether Doppers knowledge of their consumers and the consumers they should be 

targeting is sufficient. The personas identified by Dopper is included in Appendix B. 

 

The personas identified by Dopper to a large degree reflect the main target group as identified in 

this study. The main target group that Dopper identified, consists of male and females aged 20-40 

years of age, living in urban areas. However, in comparison with the data in the quantitative 

analysis, it is established that the overall target group differentiates on the basis of several 

determinants. 

 

When examining the socio-demographic data, the results show that a majority of respondents 

within the target group are female with only a small segment consisting of males. Furthermore, 

the age group is extended ranging from 15 to 70 years old. This is a significant difference to what 

Dopper is currently targeting and is important to note. However, the geographic location of the 
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main target group as identified in this study somewhat correlates with what Dopper have 

identified. It correlates in the sense that a majority of the target group live in urban areas, with 

only one of the segments living partially in urban or non-urban areas. This must also be taken into 

account, as one could argue that Dopper’s target group could also exist outside urban areas. 

 

In terms of values, Dopper has not established any significant values that its personas follow. 

Dopper has instead attempted to incorporate its own core values into its personas, which do not 

reflect the same standard of measurement used in this thesis. However, the quantitative data from 

this research identified four overall values that consumers in Denmark emphasise, but these 

values were also chosen on the basis that they reflect the values of Dopper. Though not being 

completely valid to compare, the personas that Dopper identified correlate to some extent with 

the values found in the four personas. The four personas identified in this thesis seem to put great 

but different emphasis on all four values. One value that is of great importance to all four clusters 

is self-direction. This value is found to carry a great deal of importance to the main target group, 

and is thus important to highlight when marketing the Dopper bottle. Furthermore, universalism 

and hedonism were also found to be of greater importance to the respondents. The data on values 

is of particular importance, as different emphasis on values seems to have an influence on 

behavioural intention, which makes it possible to establish consumer segments. This knowledge 

is relevant when establishing segments, as it can uncover how and why consumers behave in a 

certain manner in certain situations. 

 

With regard to product involvement and behavioural intention, the personas do not seem to value 

the design as an attribute of a water bottle, contrary to what Dopper believes and how it defines 

its personas. None of the personas identified in this thesis are interested in the design, but instead 

value the usability and sustainability attributes of the Dopper bottle. The sustainable attributes 

such as the materials and reusability have a high importance and the four personas are likely to 

purchase the Dopper bottle on that basis. The usability and sustainability are also included in the 

personas identified by Dopper, and thus seem to correlate with the results found in this research. 

Furthermore, the personas identified in this research also proved to be price sensitive. This matter 

is not observed in Dopper’s personas, but is an important attribute to include as it is assumed to 

affect the overall behavioural intention. Furthermore, this is an aspect where Dopper can make 

adjustments if they wish to meet the demands of their target group as well as change their overall 

purchasing behaviour. 
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As mentioned above, the personas identified by Dopper to a large degree reflect the personas 

identified in this thesis. It is, however, important to note that this thesis establishes personas based 

on quantitative data, contrary to Dopper’s findings and includes several other determinants that 

are important when establishing segments. Furthermore, a cluster analysis cannot always place 

respondents in such homogenous segments as seen in this research, and this indicates that the 

measurements chosen for this thesis are valid determinants that can be used to establish consumer 

segments. These measurements are to be used for concrete managerial implications that Dopper 

can use for their future re-entry into the Danish market, which are included in the following 

chapter. 

5.4. Sum-Up 
This chapter has presented the findings that the questionnaire provided. The presentation of the 

results establishes the general picture of the respondents’ socio-demographic backgrounds, 

values, attitudes, involvement, and behavioural intention. 

 

This thesis wishes to identify consumer segments for Dopper, and has done so on the basis of 

socio-demographic, lifestyle and product-specific determinants. Through statistical analysis, it 

was possible to complete a cluster analysis to identify which aspects are relevant to different 

consumers. The cluster analysis was then integrated with the respondents’ behavioural patterns. 

These steps were set out in the segmentation process to establish four segments with different 

values, socio-demographic profiles, level of involvement and behavioural intention with respect 

to the Dopper bottle. These four segments represent the main target group for Dopper in Denmark 

and to a large degree reflect the general findings and tendencies that Dopper also establishes. 

Furthermore, the final step in the segmentation process was to create personas. These personas 

were then included in a comparative analysis, which explored the similarities as well as 

differences to the personas identified by Dopper. Chapter 6 will discuss what the findings of the 

exploratory analysis means for Dopper and includes concrete recommendations for future 

marketing initiatives for Dopper in Denmark. 
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6. 
 
Discussion 
 
This chapter will discuss the major findings that the questionnaire has provided and attempt to 

give Dopper recommendations on the basis of the results. This thesis has established four 

consumer segments in Denmark for which it is possible to use for the managerial implications. As 

Dopper lacked knowledge about these consumers, it is important to summarise what the 

established Danish consumer segments mean for Dopper’s future re-entry into the Danish market. 

The recommendations are based on the results from the quantitative data collection that have been 

established in Chapter 5. 

6.1. Managerial Implications 
The analysis in Chapter 5 provided four consumer segments for Dopper on the basis of a 

quantitative questionnaire. Although this study is of limited scope with only a small sample, the 

theoretical and methodological framework provided is sufficient for identifying consumer 

segments based on lifestyle, socio-demographics, and product-specific determinants and should 

be seen as a pre-test for a larger study. Without being able to provide generalisable results, this 

study still provides some tendencies of Dopper’s soon to be Danish consumers. These results are 

important for Dopper to take into account, as one must assume that a larger study would provide 

somewhat similar results. 

 

As established in Section 5.3., the analysis found a number of aspects where Dopper meets the 

demands of the segments, but there are also issues where Dopper could review and adapt its 

strategy. In order to define the focus areas for Dopper in Denmark, a marketing mix is included. 

A marketing mix, also known as the four P’s, can help position Dopper’s product to effectively 

reach its consumers. The four P’s (i.e. product, price, place and promotion) should be interrelated 

and support each other to reflect the overall strategy for Dopper (Hooley, Saunder, & Piercy, 

2012). 
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This section will comment on various determinants that illustrated significant results with regard 

to the Danish market. These results affect how Dopper can approach the consumers in Denmark 

and are therefore important to discuss. This section will include recommendations in relation to 

price, product, place and promotion, which will set the foundation for Dopper’s future marketing 

efforts towards the Danish consumers. 

6.1.1. Product 
The analysis illustrated that neither of the segments are interested in the design as an attribute of a 

water bottle. Furthermore, the segments are not very likely to purchase the Dopper bottle based 

on the design. These results illustrate that design is not of considerable importance to Danish 

consumers, contrary to what Dopper currently assume of the Danish market. Dopper must 

evaluate whether design should be a major selling point for the Danish consumers, as this was not 

an attribute of great significance to the respondents of the questionnaire. This recommendation is 

important for Dopper to consider, as they are currently focusing on design as their number one 

selling point. As the results highlight, Dopper can communicate other attributes to the Danish 

consumers that have a greater impact. 

 

The general results also indicate that the respondents are not appealed by the size of the Dopper 

bottle. Many respondents elaborate in a comment box that the size is too small, and the numbers 

highlight that they are not likely to purchase the Dopper bottle based on the size. However, 

Dopper has already accounted for the size of the water bottle, as they have developed the Dopper 

Steel, which is able to contain 750ml. (Dopper, 2016). The results from this thesis show that there 

is potential for this product on the Danish market. 

 

Furthermore, as established in Section 5.1.3., many respondents comment that they use water 

bottles for sports activities, but find that the lid of the Dopper bottle makes it unpractical to use 

when being active (i.e. running). Dopper has already acknowledged the potential of the active 

lifestyle and has developed a specially designed sports cap for the Dopper bottle, which makes it 

easier and more practical when performing sports activities (Dopper, 2016). 

 

One of the important focus areas that this study has given is that the segments show a clear 

preference towards the attributes within sustainability and usability. The analysis emphasises that 

all four segments are in favour of attributes such as sustainable, reusable, durable and the 

materials (sustainability) as well as practical, easiness to handle, quality, easiness to clean and 
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dishwasher safe (usability), which all represent attributes that the Dopper bottle is said to possess. 

It is clear that the Dopper bottle meets the needs of the Danish consumers on these attributes, as 

the numbers illustrate a higher likelihood to purchase. Thus, Dopper should highlight these 

attributes when marketing the Dopper bottle. 

 

When examining the attributes within the category sustainability, the segments show a clear 

preference and a high likelihood to purchase based on the material, durability and reusability of 

the Dopper bottle. These results are consistent with the high scores for the value universalism, 

where the framework of this thesis and prior research has found that consumers who value 

universalism emphasise environmentally friendly behaviour as well as being inclined to purchase 

the Dopper bottle because it is sustainable (Thøgersen & Ölander, 2002). This knowledge is 

important to Dopper, as these attributes must be highlighted as unique selling points in future 

communication towards Danish consumers. 

 

The attributes within usability also proved to be of great importance to the segments. When 

examining the attributes within this category, the segments have a higher intention to purchase 

based on the Dopper bottle being easy to clean and dishwasher safe. These are also attributes that 

can be used and highlighted, especially when communicating and marketing towards segments 

such as the Mature Hedonist and the Green Metropolitan. Furthermore, the quality of the Dopper 

bottle is an important attribute to include in the future initiatives towards segments such as the 

Urban Power Woman and the Modern Conscious as they showed a higher likelihood to purchase 

based on the quality. 

 

On the basis of the product, it is recommended that Dopper focus on highlighting attributes within 

usability and sustainability, which are important to the consumer segments, rather than on the 

design of the bottle as this attributes is not important to the any of the segments. Attributes such 

as the material, sustainability, durability, and reusability of the Dopper bottle (sustainability) as 

well as its quality and easiness to clean should be highlighted in both place of distribution and the 

promotion efforts, which will be discussed in Section 6.1.3. and 6.1.4. 

6.1.2. Price 
The analysis establishes that all four consumer segments are very price sensitive in relation to 

water bottles, and they all agree that the Dopper bottle is too expensive. This is especially clear in 

the comment section, where a majority of the comments are centred on the price. A majority of 
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the respondents also emphasise that there are cheaper alternatives on the Danish market with 

similar attributes to the Dopper bottle (e.g. reusable, free of toxins, dishwasher safe and comes in 

a range of different colours) such as Den Sunde Drikkedunk, which costs 89.95 DKK for 0.5ml 

and comes in three different sizes to suit the needs and wants of the consumers (Imerco, 2016). 

 

Three out of the four segments established in this thesis have an average age at around 27 years 

old. As the general results also illustrate, many of the respondents are students which makes it 

possible to argue that these consumers have a lower spending power. This argument is enhanced 

when looking at the Mature Hedonist, who is established around a segment with an average age at 

around 40 years old, and the least price sensitive among the other segments. However, this study 

has found that a majority of the segments with an intention to purchase the Dopper bottle are 

consumers around the age of 27, it is clear that it would be smarter for Dopper to, to the extent 

possible, adjust their pricing strategy rather than to change their consumer focus. It would 

therefore be of greater value for Dopper to lower the price of the bottle, in order to meet the needs 

and wants of the consumers. It is however important to note that the consumer segments all seem 

to put great importance to attributes within sustainability and usability. It is therefore not 

recommended to lower the price, if lowering the price means lowering the standards of these 

attributes. Nevertheless, it might still be possible to adjust the price to a small degree, without 

risking for example the quality. 

 

On the basis of price, it is recommended that Dopper consider whether the price of the Dopper 

bottle is too high as the all the consumer segments find the Dopper bottle too expensive and are in 

general quite price sensitive in relation to water bottles. It is important that price and product go 

hand in hand, but it is also important that these reflect the consumers, which Dopper wishes to 

target. If Dopper does not promote the attributes of the bottle, the consumers do not know what 

they are paying for, and hence are not willing to pay extra. 

6.1.3. Place 
With regard to the place of distribution, the Dopper bottle should be sold in places that reflect the 

findings of the analysis. The analysis establishes that a majority of the respondents are students 

living in the two largest cities in Denmark. On this basis, it is argued that the Dopper bottle 

should be available where the consumers are present, hence be sold on university and campus 

areas in Copenhagen and Aarhus. 
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As an example, Dopper could attempt to enter into an agreement with Copenhagen Business 

School (CBS), who have more than 22,000 students enrolled (Copenhagen Business School, 

2015). Such an agreement would allow the Dopper bottles to be sold as merchandise on campus, 

which would be an important deal for Dopper, as they would easily reach their target consumers. 

As Dopper offers company logos to be printed on the bottle, it is possible for CBS to personalise 

the Dopper bottle, and thereby promote the institution. Furthermore, the agreement with CBS is 

also advantageous for Dopper with regard to their mission. Under the name ‘CBS goes green’, the 

university has set ambitious green goals and the implementation of a green strategy that 

emphasises sustainable initiatives. Thus, this would not only allow Dopper to grow their sales, 

but also create awareness of the Dopper mission. 

 

Furthermore, the analysis also shows that some consumers use water bottles for sport activities. 

According to the comment section of the questionnaire, a lot of respondents express that they use 

water bottles in relation to training and fitness activities, which is also included in the personas. 

Considering this, and that Dopper also wish to be associated with an active lifestyle, it would 

therefore be in Dopper’s favour to sell their products in Danish fitness centres such as Fitness 

World and Fitness DK. Fitness World holds, with its more than 800,000 members, a great 

potential for Dopper as it would enable a great business opportunity for Dopper in Denmark 

(Kristensen, 2015). By offering the Dopper bottle where consumers are in need of it, Dopper 

could maximise their sales. Furthermore, as mentioned above, it is possible to get a company logo 

printed on the Dopper bottle, and the fitness centres would get further promotion, if they sell the 

Dopper bottle with their company logo printed on it. Hence, it is not just in Dopper’s favour but 

also in the fitness centre’s interest. 

 

In light of the element place, it is recommended that Dopper keeps in mind that a majority of the 

respondents are students and have an active lifestyle. Thus, Dopper should attempt to enter into 

agreement with large Danish fitness chains as well as universities in urban areas to make their 

product available for their targeted consumers. In combination with promotion efforts, to be 

discussed in Section 6.1.4, the distribution in Denmark will be reinforced and this will eventually 

increase sales. 

6.1.4. Promotion 
Overall, the analysis proves that the socio-demographics profiles of the consumer segments to a 

large degree correlate with Dopper’s predefined target group in terms of age, geographic location 
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and education. However, the results indicate that the consumer segments consist of a majority of 

females. Although this result is unique, it might not be surprising for Dopper as 90% of their 

customers in the Netherlands are women (Dopper interview, 00:12:06). This is however still 

important for Dopper to acknowledge because their future communication and marketing 

initiatives can be targeted more precisely towards the female segment. 

 

When examining the personas that emerged from the analysis, the personas, which have the 

highest intention to purchase the Dopper bottle, proved to be the Urban Power Woman and the 

Modern Conscious. With regard to socio-demographics, these personas are quite similar as they 

to a large degree represent young, well-educated female consumers, who are geographically 

located in the two largest cities in Denmark. Dopper’s promotion strategy should therefore be 

targeted towards reaching these consumers. 

 

To reach the segments based on their socio-demographic profiles, it is argued that social media 

platforms are a viable promotional channel. A study by the Danish Agency for Culture and 

Palaces from 2015 has found socio-demographic data on social media users in Denmark 

(Kulturstyrelsen, 2015). The study found that 84% of consumers between the age of 25-34 use 

social media platforms. Additionally, according to a report from 2015 on media use in Denmark, 

15 to 29 year olds spend on average 3,5 hours on the Internet every day (DR Medieforskning, 

2015). Therefore, it must be assumed that social media is a relevant promotion channel as most of 

the consumer segments with an intention to purchase the Dopper bottle are based on segments 

with an average age of 27 years old. 

 

Furthermore, the study also exhibits that 81% of females use social media every day or almost 

every day, which is slightly larger than the number of males at 75% (Kulturstyrelsen, 2015). This 

is relevant for this study, as this research found that a majority of the segments are made up of 

females. These females are also found to have a higher intention to purchase the Dopper bottle. 

This makes them very relevant for Dopper to target, and it is seen that social media is a beneficial 

promotion channel to reach these consumers. 

 

Another interesting aspect with regard to social media users in Denmark is that Region 

Hovedstaden (the Capital area) at 67% is the region with the highest number of social media users 

in comparison to the other regions in Denmark (Kulturstyrelsen, 2015). This correlates to a large 

degree with where a majority of the segments are found for this thesis.  This is therefore of 
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relevance to Dopper, as it means that through the use of social media platforms Dopper will be 

focusing their promotional efforts on regions in Denmark where segments who have a high 

intention to purchase are present. 

 

The study also highlights that the use of social media platforms is higher among Internet users 

that have a mid-range higher education at 72% or long range higher education at 70% 

(Kulturstyrelsen, 2015). These users have the highest percentage points in comparison with the 

other levels of education (Kulturstyrelsen, 2015). Therefore, the study shows that well-educated 

Danish consumers are more active on social media platforms. This is also in line with what this 

study has found, as the results from this thesis indicated a majority of well-educated consumers 

have an intention to purchase the Dopper bottle. These consumers are also active social media 

users, which means that Dopper should be focusing their promotional efforts in the desirable 

channels. 

 

Facebook is by far the most common social media site in Denmark where 69% of consumers 

between the ages 16 to 89 use Facebook at least once a day (Kulturstyrelsen, 2015). Furthermore, 

a majority of females are users of this site at 73%. This illustrates that Facebook is an extremely 

relevant social media platforms for Dopper to use as their target consumers are present on this 

specific platforms (DR Medieforskning, 2015). The positive features of Facebook are that the 

medium is free, and it allows companies to meet their consumers on a more personal level. This 

makes Facebook a very low cost marketing strategy. Furthermore, Facebook has a large number 

of functionalities that allow companies to specifically target their content towards the segment it 

wishes to reach. With a fixed amount of money it is possible to boost communication on a 

company site not only to reach consumers who are part of the online community, but also to reach 

consumers with specific socio-demographic backgrounds and interests. This would allow Dopper 

to target their consumer segments more effectively than through traditional and somewhat out-

dated marketing channels such as print ads, TV commercial, etc. 

 

The study also exhibits that Instagram is popular among female consumers and it is established 

that 20% of female social media users that use Instagram on a daily basis, compared to 9% males. 

The positive features of Instagram is that the medium is very visual, and enables its users to take 

pictures and videos, and share them either publicly or privately on the app. in a creative way. 

Similar to Facebook, Instagram enables companies to connect with its consumers on a more 

personal level. A study by Forrester found that content on Instagram generates 58 times more 
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engagement per follower than Facebook (Elliott, 2014). This makes Instagram a favourable 

medium for companies, who wished to create a two-way communication with its target 

consumers. However, Instagram has not yet reached it’s full potential towards consumers over the 

age of 20, as most Instagram users in Denmark are between the age 16 to 19 (Kulturstyrelsen, 

2015). This means that Instagram might not be completely compatible for Dopper in reaching its 

target group. The medium does however have potential to evolve towards a more mature 

audience, and it is therefore too important to ignore. 

 

Dopper already uses social media on their current markets and has acknowledge that social media 

channel is by far the most important marketing channel for them (Dopper Interview 00.17.21). It 

is, however, recommended that Dopper create a Facebook page and an Instagram account for 

their Danish consumers with a particular focus on Facebook. This allows Dopper to communicate 

and interact with the consumers more directly in Danish and in a more targeted manner. Some 

Facebook pages for global brands have specialised versions of the page for different regions. This 

means that Dopper can create local versions of their Facebook page with local content specialised 

for individual regions and countries. That way, Dopper can communicate and market directly 

towards the Danish consumers, as these consumers only see content on Dopper’s Danish 

Facebook page. 

 

Secondly, it is argued that Dopper should focus on creating content that is of importance to the 

consumer. As mentioned previously, the Urban Power Woman and the Modern Conscious put 

high emphasis on values such as self-direction and universalism and find attributes within 

usability and sustainability important when purchasing a water bottle. This knowledge is useful 

for Dopper, as their current promotional strategy focuses on design, whereas Dopper could focus 

more on communicating attributes that their target consumers find important. Furthermore, by 

using models that have a Nordic look and by highlighting values such as independence and 

sustainability, it is argued that Dopper may be more likely to achieve a higher purchase intention 

by these segments. 

 

Moreover, the consumer segments all seem to value sustainability and are assumed to choose 

products that are sustainable and promote such issues, whether it is toxin-free material, reusable, 

durable or the sustainable mission behind the company. Dopper does not promote sustainability in 

the stores or online. Dopper could promote attributes such as the toxin-free materials, or 

communicate that a fixed percentage of the profit goes to the Dopper foundation. By 
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communicating many of the aspects that the Danish consumers find important, it might be 

possible that the consumers would be willing to pay the higher price for the Dopper bottle. 

 

Thirdly, Dopper could also focus their efforts on guerilla marketing events in places where the 

consumers are present. These events could be held on campus and universities in the two largest 

cities in Denmark as well as in fitness centres and fitness events such as the Colour Run (The 

Color Run, 2016). This is relevant because as previously argued, many of the respondents are 

active university students. Guerilla marketing allows Dopper to precisely reach its target 

consumers at specific places, where these kinds of events can make Dopper noticeable. Dopper is 

currently promoting a recipe book with water cocktails in combination with a number of famous 

bartenders (Dopper, 2016). An example of a guerilla marketing event could be where Dopper 

serve a variety of water cocktails at events such as the Colour Run. That way, Dopper would not 

only promote the Dopper bottle but also the Dopper lifestyle. 

 

When considering the element promotion, Dopper can take a number of initiatives to reach their 

target segments. Firstly, the use of social media platforms is a highly relevant strategy, as it is 

evident that Dopper’s target consumers are active users of these sites. Secondly, Dopper can 

focus on attributes that the segments find important such as the usability and sustainability of the 

Dopper bottle, as well as highlight values of self-direction and universalism when promoting their 

product. Thirdly, through guerilla marketing events on campus, universities, fitness centres and 

fitness events, Dopper can promote their product as well as the Dopper lifestyle and mission. 

6.2. Sum-Up 
On the basis of the analysis, it has been deemed relevant to give Dopper a number of 

recommendations for their re-entry into the Danish market. These recommendations have been 

created around a marketing mix and are to be understood as a strategy that Dopper can pursue 

with regard to the Danish market. With emphasis on product, price, place and promotion, the 

marketing mix has provided a benchmark for Dopper to consider when re-entering the Danish 

market. 

 

Chapter 7 will conclude on the main findings of this thesis with reference to the problem 

statement. Furthermore, it will include suggestions for future research as this study is of limited 

scope. 
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7. 
 

Conclusion 
 
In this final chapter, the conclusion is established around the empirical findings, analysis and 

discussion of Chapters 5 and 6 in order to answer the problem statement. Furthermore, this 

chapter will discuss the limitations of the research as well as provide suggestions for further 

research. 

7.1. Results 
The main objective of this thesis has been to identify and target consumer segments in Denmark 

for modern lifestyle products - in this case the Dopper bottle. The theoretical and methodological 

framework have established the foundation for exploring consumers’ socio-demographics, values, 

and attitudes and product involvement and how they influence the consumers’ behavioural 

intention. Furthermore, the aim of this thesis was to explore how an understanding of these 

determinants can be used to identify consumer segments for Dopper. 

 

This research concludes that socio-demographics, attitudes and values are all determinants that 

have an influence on an individual’s consumer behaviour. The Theory of Reasoned Action, set 

out in Chapter 3, has established that attitude affects consumer behaviour or in this case the 

intention to behave. Furthermore, prior research has established that attitudes and values are 

variables that can predict the lifestyle and demographics of consumers. Values are in this thesis 

understood as the guiding principles of an individual's actions and behaviour. Thus, the 

combination of consumer behaviour and value theories establishes a link between attitudes and 

values with consumer behaviour. This link was also found in the empirical analysis of this 

research. The link is important in order to answer the overall problem statement, as consumer 

segments should not merely be identified through socio-demographic determinants, but must 

include lifestyle determinants such as values; and product-specific determinants such as attitude 

and product involvement. 
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Furthermore, a segmentation process must be established on the basis of a number of 

determinants. This thesis chose lifestyle and product-specific determinants to gather an 

understanding of why consumers behave and consume in a certain manner. These determinants 

were chosen because a segmentation based on socio-demographics does not single-handedly 

seem to give a clear indication of how people behave and purchase. This research concludes that 

through the use of socio-demographic, lifestyle, and product-specific determinants, it is possible 

to gather insight into the motivation to purchase the Dopper bottle and the underlying behavioural 

intention. These insights can then be used to segment consumers on the basis of the differences 

between consumers’ socio-demographics, values, attitudes, product involvement, and behavioural 

intention. 

 

Finally, it is important for companies to gather knowledge of their consumers. Here, a 

segmentation can subdivide consumers into customer groups based on a number of determinants. 

This thesis established six clusters and was narrowed down to four segments, which are likely to 

purchase the Dopper bottle. These consumer segments have different socio-demographics, values, 

attitudes, product involvement, and behavioural intention, which are important to uncover and 

analyse. It is found that through the use of a marketing mix, a number of recommendations on the 

basis of the knowledge about these Danish segments can be suggested. Thus, it can be concluded 

that an understanding of socio-demographics, values, attitudes and consumer behaviour can be 

used in a marketing perspective. 

 

As established in Chapter 6, it is concluded that Dopper meets the needs of the consumer 

segments on a number of attributes. On the basis of the findings in Chapters 5 and 6, it is 

established that the Danish market is a potentially successful business opportunity for Dopper. 

However, Dopper must acknowledge the recommendations this study has provided, as these 

recommendations will form the basis for a successful re-entry into Denmark. 

 

The theoretical framework is established around the Lifestyle-Attitude-Behaviour Hierarchy, 

which has helped outline and combine the fundamental concepts and theories of this research. On 

the basis of consumer behaviour theory and value theory, this framework created a sustainable 

foundation for identifying consumer segments for modern lifestyle products. The methodological 

framework embodied in this thesis comprised of a quantitative online questionnaire and proved 

ideal to procure valid data for identifying consumer segments for Dopper on the Danish market. 
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The theoretical and methodological framework complement each other well in regard to the 

research objectives of this thesis. 

 

Overall, to conclude on the problem statement “how to identify and target consumer segments for 

modern lifestyle products”, the framework established in this thesis is sufficient to identify and 

target consumer segments for modern lifestyle products and in particular the Dopper bottle. The 

design of the online questionnaire allowed the establishment of data on values, attitude, product 

involvement, behavioural intention, and socio-demographics in order to identify consumer 

segments. The segmentation process, as set out in Section 5.2.1, illustrated that the 

methodological framework in combination with the theoretical framework is valid in terms of 

establishing homogenous segments, and the measurements chosen for this thesis are therefore 

good indicators for identifying consumer segments. The results of this thesis are further validated 

through the use of acknowledged authors and theories in addition to the solid data collection 

process. 

7.2. Limitations & Future Research 
As established and concluded above, this study has identified consumer segments for Dopper on 

the basis of socio-demographic determinants in combination with lifestyle and product-specific 

determinants. While it is argued that the objectives of this thesis are met, the study does have 

some limitations. These limitations generate room for further research and more specific research 

on the subject at hand - both to validate the results through a larger sample and to complement 

with additional insights. 

 

As mentioned above, the method chosen proved valid for exploring consumer segments. 

However, the size of the sample affects the results of this research and, the study does not give 

generalisable conclusion which can be applied to the Danish market as a whole. Although this 

research lacks sufficiently detailed and generalisable results, it provided a solid basis and a good 

framework for identifying consumer segments based on socio-demographics, values, attitudes, 

product involvement and behavioural intention, and should be seen as a pre-test for a larger study. 

Furthermore, this research suggests some major tendencies about the Danish consumer, which are 

valuable for Dopper to acknowledge in their future pursuit into the Danish market. Future 

research could therefore aim at gathering a larger sample to establish segments that should be 

somewhat similar to the results found in this thesis. 
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Furthermore, this thesis focused on four of Schwartz's ten values. As Schwartz argues, all of his 

ten selected values are found in all countries and societies, but they are prioritised differently. 

Thus, although the selection of values proved to be sufficient for this study, it may be relevant to 

include other values that could prove to be important to the Danish consumers. Future research 

could therefore focus on exploring if the excluded values also have a high priority to the Danish 

consumers. 

 

Moreover, this thesis focuses on Denmark and Danish consumers, which is a limitation in the 

sense that these results may only be valid in Denmark. However, the use of Inglehart’s theory, 

establishes that the values chosen in this thesis are valid when examining postmodern societies 

such as Denmark. The framework is therefore valuable in a broader sense for companies who 

wish to identify segments in postmodern countries on the basis of other factors than simple socio-

demographic data. Future research could therefore attempt to explore whether the framework 

proposed in this thesis can be used in other postmodern societies. 
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Appendix A: Persona Index 
Personas are a great tool to help understand consumer characteristics and behaviour, and have been used for a 

long time in researches on segmentation and advertising. In user-centred marketing and communication, 

personas are fictional characters created to represent the different user types that might use a brand or product in 

a similar way. 

 

Personas are essentially a thumbnail description of a type of person and should include information about socio-

demographics, psychographics as well as buying behaviour. Thus, personas are useful in considering the 

characteristics, attitudes, values and lifestyles of consumers. They are captured in descriptions that include 

behavioural patterns, goals, skills, attitudes, and the environment, with a few fictional personal details to make 

the persona a realistic character. The personas represent stereotypes that help marketers consider the 

characteristics, attitudes, values and lifestyle of consumers (Chaffey & Ellis-Chadwick 2012, p. 77).   

 

The limitation to using personas is that personas are only models of lifestyle and attitude. In terms of scientific 

logic, it has been argued that personas are fictional, therefore there is no clear relationship with real consumer 

data and the personas cannot be considered scientific. Furthermore, it can be argued that there is no scientific 

procedure that can make the personas reproducible, when connecting the given data to specific personas. As 

personas are stereotypes and an exaggeration of the real consumers and their behaviour,  It can be argued that 

real-world stories and customer immersion serve as  a better understanding of the needs of consumers (Chaffey 

& Ellis-Chadwick 2012, p. 78).  

 

Nevertheless, personas are a great tool for understanding behaviour of consumers and to understand how these 

consumer characteristics affects the way they interact. Personas put a personal human face on otherwise abstract 

data about consumers, and they can identify detailed information about the needs and requirements by 

consumers. Personas also foster customer-centricity, which can be used to gather a better understanding of 

consumers and therefore targeting consumers more precisely. By considering the needs of a fictional persona, 

marketers may be better able to infer what a real segment might need. Understanding the individual nature of 

customers is fundamental to marketing practice and planning (Chaffey & Ellis-Chadwick 2012, p. 80). 

 

 



Appendix B: Dopper Persona 



URBAN CREATIVE 

PROFFESSION AND BACKGROUND
Josephine works at a young, newly founded PR-agency. 
She has recently graduated from The Danish School of 
Media and Journalism, where she studied visual com-
munication. On the side, Josephine has a hobby-busi-
ness within ’Urban Gardening’ as she is very passionate 

about green living and the environment. 

DEMOGRAPHICS
Josephine is 28 years old and single - but not alone, 
as she loves to be surrounded by people. She lives in 

Central Copenhagen, in one of the most hip neighbour-
hoods, where she shares an apartment with one of her 
NVVK�MYPLUKZ���UV[�ILJH\ZL�ZOL�JHU»[�HќVYK�[OL�HWHY[-
ment on her own but because she loves the company.

READING HABITS AND SOCIAL MEDIA USE
Josephine likes to be at the forefront of international 

trends and reads international magazines, such as ’GQ 
Magazine’. She also has a few favourite Danish magazi-
nes such as ’Euroman’, ’Eurowoman’ and ’Cover’, which 
she buys almost every month. She gets her magazines 

through her iPad to avoid paper waste. 
She is very passionate about photography, and posts a 
lot of pictures on Instagram. She is also active on Face-

book and Twitter, where she gets most of her news.

HOW SHE SPENDS HIS SPARETIME AND VACATIONS
In her spare time she explores new restaurants, and bike 

around town on her bicycle to visit and food markets 
such as ’Torvehallerne’, ’Copenhagen Street Food’ and 
’Kødbyens Madmarked’. Josephine does not own a 
;=�I\[�Z[YLHTZ�ZLYPLZ�HUK�TV]PLZ�VU�5L[ÅP»�HUK�/)6��

Josephine is also very into music and spends her 
weekend searching for upcoming bands. In the summer 
she enjoys Danish festivals such as ’Roskilde Festival’, 
and ’Distortion’. For her vacations, she loves to travel to 
sunny places such as L.A, Miami, Sydney and Greece.
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URBAN CREATIVE 

BUYING BEHAVIOURS
Josephine spends a lot of money on food, since she 

likes to explore new restaurants. She is also an
’Early Adopter’ and likes to try new things that people 

are talking about. Josephine buys mostly on the Internet, 
such as CD’s, accessories and especially clothes. She 
HSZV�SVVRZ�MVY�\URUV^U�IYHUKZ�HUK�SPRLZ�[V�ÄUK�\UPX\L�
[OPUNZ�PU�[OYPM[�ZOVWZ�HUK�ÅLL�THYRL[Z��^OPJO�PZ�]LY`�

popular in Denmark.

BRANDS
Ganni

Mads Nøregaard
)V``
Nike

Adidas
Kenzo

Filippa K
Apple
Aiaiai

Wood Wood
/LUYPR�=PIZRV]

SHOPS 
Meandthemet.dk

Shopdora.dk
Illum

)YVVRZ
Naked

SALES PITCH
Dopper has developed the perfect reusable water bottle; 
durable, beautiful and in recyclable plastic. The design is 
SPNO[��JVSV\YM\S��P[�JVTLZ�PU�ZP_�KPќLYLU[�JVSV\YZ��HUK�]LY`�
easy to carry with you. Also, with the Dopper app you 
JHU�ÄUK�H�MYLL�[HW�SVJH[PVU�ULHY�`V\��HU`^OLYL�PU�[OL�

world.
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URBAN CREATIVE 

AMBASSADORS

Cathrine Nissen

Emilie Lilja

Emily Salomon

Laura Lawatz

Christiane Schaumburg-Müller

:HYH�)YV

Freja Wewer

Andrea Elisabeth Rudolph

Le Gammeltoft

Cathrine Nissen

Radio host at a popular radio program-
me ’Smag på P3’, and lifestyle blogger 

at Rockpaperdresses.dk.

Instagram: 17,900 followers
Facebook: 3,623 followers

Emilie Lilja

Model, blogger and DJ at the most 
popular clubs in New York and 

Copenhagen.

Instagram: 27,200 followers
Facebook: 3,942 followers

Emily Salomon

Copenhagen-based lifestyle blogger 
and author. She writes about fashion, 

food and interior design.

Instagram: 6,825 followers
Facebook: 6,825 followers

Christiane Schaumburg-Müller

Danish actress, Editor in Cheif at the 
Danish online magazine ’chrichri.dk’, 

writer, model and designer.

Instagram: 267,000 followers
Facebook: 14,570 followers

Sara Bro

Danish writer, journalist, TV- and ra-
KPV�OVZ[��=LY`�PUÅ\LU[PHS�HUK�PZ�LHZ`�[V�

identify with.

Instagram: followers
Facebook: followers

Freje Wewer

A very popular instagrammer, fashion 
blogger and Copenhagen it-girl.

Instagram: 57,300 followers
Facebook: 1,389 followers
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URBAN CREATIVE 

EVENTS - SPONSORSHIPS

The Color Run

Roskilde Festival

-PUKLYZ�,H[LYZ��-PUKLYZ�2LLWLYZ�

WEBSITES

Earlybird.dk

Cover.dk

)SVNSV]PU�JVT

Aok.dk

Eurowoman.dk

Ibyen.dk

Euroman.dk

The Color Run Roskilde Festival Finders Eaters

Earlybird.dk

A website that collaborate with restau-
rants in Copenhagen and Aarhus, 

^OPJO�VќLY�����VM�[OL�WYPJL�

Facebook: 45,891 followers

Bloglovin.dk

A platform that allows users to read, 
organize, and discover their favourite 

blogs on mobile and desktop

Instagram: 21,900 followers
Facebook: 58,062 followers

Aok.dk

Online city guide about restaurants, 
bars, events etc.

Instagram: 8,977 followers
Facebook: 36,416 followers

Twitter: 3,983 followers
4        



ACTIVE OUTDOOR 

PROFFESSION AND BACKGROUND
Thomas is an engineer and works at a big international 
LUNPULLYPUN�JVTWHU �̀�;OVTHZ�SPRLZ�Ä_LK�^VYRPUN�OV\YZ�
from 9 to 5, which gives him plenty of time for his passi-

VU�MVY�[OL�HJ[P]L�V\[KVVY�SPML�^P[O�UV�^VYYPLZ�

DEMOGRAPHICS
He is 39 years old and single (divorced). He has 2 

`V\UNLY�JOPSKYLU�MYVT�H�MVYTLY�THYYPHNL��/L�SP]LZ�HSVUL�
PU�3`UNI`�HUK�OHZ�OPZ�JOPSKYLU���V\[�VM����KH`Z��

READING HABITS AND SOCIAL MEDIA USE
;OVTHZ�PZ�UV[�]LY`�HJ[P]L�VU�ZVJPHS�TLKPHZ�I\[�\ZL�

Facebook and Twitter on a weekly basis. 
/L�SV]LZ�ZWLUKPUN�[PTL�VU�YLHKPUN�IVVRZ�HIV\[�NLV-
NYHWO �̀�UH[\YL�HUK�V\[KVVY�IPVNYHWOPLZ�Z\JO�HZ�»;Y¤R�
Z[PRRL[�\K»��»7YPVYP[LY�KP[�SP]»�HUK�»4HNPJHS�.YLLUSHUK»��/L�

HSZV�SPRLZ�[V�YLHK�THNHaPULZ�SPRL�»(R[P]�;Y¤UPUN»��»0SS\Z[YLYL[�
=PKLUZRHI»�HUK�»5H[PVUHS�.LVNYHWOPJ»��>OLU�OL�^HU[Z�
[V�NL[�PUMVYTH[PVU�VUSPUL�HIV\[�ZWVY[�HJ[P]P[PLZ��L]LU[Z�

HUK�UL^�NHKNL[�OL�ÄUKZ�P[�VU�^^ �̂V\[KVVY[YHPUPUNTHN�
dk.

HOW HE SPENDS HIS SPARETIME AND VACATIONS
;OVTHZ�SV]LZ�[V�ZWLUK�[PTL�V\[KVVY��/L�OHZ�H�]LY`�

HJ[P]L�SPMLZ[`SL�HUK�SPRLZ�]HYPV\Z�RPUKZ�VM�ZWVY[Z��/L�SV]LZ�
ZWLUKPUN�OPZ�^LLRLUKZ�PU�[OL�UH[\YL��SP]PUN�PU�ZOLS[LY�HUK�
JVVRPUN�KPUULY�VU�[OL�ÄYL��/L�HSZV�SPRLZ�ÄZOPUN�HUK�»HX\H�
O\U[PUN»��/L�ÄUKZ�WLHJL�ILPUN�PU�OPZ�V^U�JVTWHU �̀�PU�
[OL�ZPSLU[�UH[\YL��/L�HSZV�Z[HY[LK�JSPTIPUN�PU�H�`V\UN�

HNL��HUK�UV^�OL»Z�HU�PUZ[Y\J[VY�MVY�`V\UNLY�RPKZ�VUJL�H�
^LLR��+\YPUN�]HJH[PVUZ�;OVTHZ�SPRLZ�[V�OPRL�PU�MHY�H^H`�
JV\U[YPLZ�SPRL�*HUHKH��(SHZRH�HUK�(\Z[YHSPH��/L�HSZV�SPRLZ�
[V�WHY[PJPWH[L�PU�L]LU[Z�SPRL�0YVUTHU��5VYKPJ�9HJL�HUK�

V[OLY�YHJL�L_WLKP[PVUZ��
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ACTIVE OUTDOOR 

BUYING BEHAVIOURS
;OVTHZ�PZ�]LY`�[OYPM[ �̀�/L�KVLZU»[�ZWLUK�TVUL`�VU�
L]LY`KH`�SPML��I\[�SPRLZ�[V�ZWLUK�L_[YH�TVUL`�^OLU�OL�
ÄUKZ�ZVTL[OPUN�OL�YLHSS`�^HU[Z��/L�SPRLZ�ZWLUKPUN�L_[YH�
TVUL`�VU�NVVK�X\HSP[`�HUK�PZ�]LY`�MV\UK�VM�UL^�NHKNL[��
T\S[P�M\UJ[PVUHS�P[LTZ�HUK�WYHJ[PJHS�LX\PWTLU[�MVY�OPZ�[YPWZ�

[V�[OL�UH[\YL���

BRANDS
Haglöfs

7LHR�7LYMVYTHUJL
;OL�5VY[O�-HJL

Timberland
Fjällräven
.V7YV
.HYTPU

Lifestraw
)SPa�(J[P]L�L`L^LHY

(WWSL�>H[JO
Helly Hansen

SHOPS 
,]LU[`YZWVY[
Fjel & Fritid
0U[LYZWVY[
-YPS\M[ZSHUK
:WLQKLYZWVY[
Freesports

ELAVATOR PITCH
+VWWLY�PZ�H�T\S[P�M\UJ[PVUHS�^H[LY�IV[[SL�^P[O�HU�LT-

ILKKLK�J\W��;OL�+VWWLY�IV[[SL�PZ�H]HPSHISL�PU�����TS���
^OPJO�PZ�OHUK`�[V�JHYY`�^P[O�`V\�HUK�PUJYLKPISL�LHZ`�
[V�JSLHU��;OL�HS\TPUP\T�IV[[SL�PZ�WLYMLJ[�MVY�[OL�HJ[P]L�

SPMLZ[`SL�PU�[OL�YV\NO�UH[\YL�

6        
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ACTIVE OUTDOOR 

AMBASSADORS

1HJVI�:¥UKLYNHHYK

5PRVSHQ�2PYR

*HZWLY�2QLY\TNHHYK

Jakob Urth

)�:��*OYPH[PHUZLU

*OYPZ[PHUL�=LQS¥

5PZ�1HRVI

4PRRLS�1\UNLYZLU

)Q¥YU�/HY[]PN

Jacob Søndergaard

7LYZVUHS�[YHPULY��;=�OVZ[��+9����
¹9PN[PNL�T¤UK¹���U\[YP[PVU�L_WLY[�

and speaker.
www.jacobsondergaard.dk

-HJLIVVR!�������MVSSV^LYZ

Nikolaj Kirk

TV-chef, cookbook-writer and  
;=�OVZ[�VU�H�WVW\SHY�+HUPZO� 

WYVNYHT�HIV\[�SP]PUN�HUK�JVVRPUN�PU�
[OL�UH[\YL�

-HJLIVVR!����� �MVSSV^LYZ

Casper Kjerumgaard

.SVIL[YV[[LY��HK]LU[\YLY��JSPTILY��HUK�
KV�P[�`V\�ZLSM�THU��(YYHUNLZ�[YPWZ�PU�

the wild and is ambassador for  
ZL]LYHS�V\[KVVY�IYHUKZ�

;̂ P[[LY!�������MVSSV^LYZ�

Jakob Urth

6UL�VM�+LUTHYR»Z�TVZ[�HJ[P]L�HUK�
Z\JJLZZM\S�HS[P[\KL�JSPTILY�HUK�L_WSV-
YLY��(TIHZZHKVY�MVY�ZL]LYHS�V\[KVVY�

brands.

^^ �̂QHRVI\Y[O�ISVNZWV[�JVT

B. S. Christiansen

¹;OL�+HUPZO�:VSKPLY¹!�-VYTLY�WYVMLZ-
sional soldier from the Danish special 
MVYJL�HYT �̀�4V[P]H[PVUHS�ZWLHRLY�HUK�

coaching.

-HJLIVVR!���������MVSSV^LYZ

Christiane Vejlø

+PNP[HS�[YLUK�HUHSHJPZ[��>YP[LY��ZWLHRLY�
HUK�JVUZ\S[HU[�VU�[LJOUVSVN �̀�NHK-
NL[Z�HUK�KPNP[HS�[YLUKZ��-V\UKLY�VM�

electronista.dk.

;̂ P[[LY!������
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ACTIVE OUTDOOR 

EVENTS - SPONSORSHIPS

Red Bull
9LK�)\SS�-VPSPUN�.LULYH[PVU��ZHPSPUN�
5VYKPJ�9HJL!�;OL�)LHJO��Y\UUPUN�

+V^UOPSS�*\W�������4;)�
5VYKPJ�9HJL!�;OL�:WYPU[��Y\UUPUN�

KMD 
24+�0YVUTHU��*VWLUOHNLU��(HYO\Z��

HUK�2YVUIVYN�
24+��!��!���*VWLUOHNLU��(HSIVYN��
(HYO\Z��6KLUZL�HUK�2YVUIVYN�

Nordic Race CPH
;OL�>HYYPVY��*VWLUOHNLU��(HSIVYN��

6KLUZL�HUK�(HYO\Z�
;OL�:WYPU[��*VWLUOHNLU��(HSIVYN��

6KLUZL�HUK�(HYO\Z�
;OL�)\YUV\[��*VWLUOHNLU�
;OL�)LHJO��*VWLUOHNLU�

WEBSITES

*`JSPUN[OLNSVIL�JVT

4HUKLZHNLY�KR

(PTOPNO�KR

4[IRHSLUKLY�KR

0UN�KR

2VT\K�KR

Fiskogfri.dk

Red Bull KMD Nordic Race

Cyclingtheglobe.com

(�^LIZP[L�^OLYL�+HUPZO�;OVTHZ�
(UKLYZLU�^YP[L�HIV\[�OPZ�������� 
RT�IPRL�YPKL�HYV\UK�[OL�NSVIL�

-HJLIVVR!�������MVSSV^LYZ
Twitter: 2,595 followers

Mandesager.dk

Online lifestyle portal for men.  
<WKH[L�HIV\[�[OL�SH[LZ[�[YLUKZ� 

within gadgets, transportation and 
electronics.

-HJLIVVR!��������MVSSV^LYZ

Ing.dk

*VTT\UP[`�HUK�PUK\Z[Y`�UL^Z�MVY�
engineers and contractors.

6USPUL�YLHKLYZ!��������
-HJLIVVR!�������MVSSV^LYZ
;̂ P[[LY!�������MVSSV^LYZ



CONSCIOUS MESSENGER

PROFFESSION AND BACKGROUND
Laura works as a freelance interior designer. She has 

worked as an architect before she got her son but she 
^HU[LK�H�TVYL�ÅL_PISL�QVI�[OH[�NP]LZ�OLY�[PTL�[V�LUQV`�
OLY�QVI�HZ�H�TVT��3H\YH�PZ�H�]LNL[HYPHU��I\[�IV[O�OLY�

husband and son eat meat. 

DEMOGRAPHICS
3H\YH�PZ����`LHYZ�VSK�HUK�SP]L�PU�HU�HWHY[TLU[�PU��Z[LY-
IYV��PU�H�]LY`�MHTPS`�MYPLUKS`�HYLH�^P[O�SV[Z�VM�WSH`NYV\UKZ�
HUK�NYLLU�HYLHZ��^P[O�OLY�ÄHUJt�+H]PK�HUK�[OLPY�[^V�
`LHYZ�VSK�ZVU�:H_V��+H]PK�JVTLZ�MYVT�H�NVVK�MHTPS`�
^P[O�^LSS�WHPK�QVIZ��+H]PK�OPTZLSM�^VYRZ�HZ�H�SH^`LY��

READING HABITS AND SOCIAL MEDIA USE
3H\YH�SV]LZ�ZWLUKPUN�[PTL�^P[O�OLY�ZVU�HUK�KHPS`�WVZ[�
WPJ[\YLZ�VM�OPT�VU�OLY�0UZ[HNYHT�HUK�-HJLIVVR��:OL�
PZ�HSZV�]LY`�HJ[P]L�VU�OLY�V^U�ISVN��^OLYL�ZOL�^YP[LZ�
HIV\[�L]LY`KH`�SPML���HSS�MYVT�MVVK�YLJPWLZ�[V�+@0�WYV-
K\J[Z��:OL�HSZV�SPRLZ�^YP[PUN�HIV\[�OLY�MH]V\YP[L�WYV-
K\J[Z�IYHUKZ��L�N��RPKZ�JSV[OPUN�HUK�LJV�ILH\[`�WYV-

ducts. 

HOW SHE SPENDS HIS SPARETIME AND VACATIONS
3H\YH�ZWLUKZ�HSS�VM�OLY�[PTL�^P[O�OLY�ZVU�HUK�ÄHUJt��
6U�^LLRLUKZ�[OL`�SV]L�NVPUN�[V�[OLPY�HSSV[TLU[�ZOLK�PU�
UVY[OLYU�ALHSHUK��;OPZ�PZ�^OLYL�3H\YH�NL[Z�OLY�PUZWPYH[P-
VU�MVY�ISVN�WVZ[Z��+\YPUN�[OL�^LLR��3H\YH�SV]LZ�[V�JVVR�
OLHS[O`�HUK�LJV�MYPLUKS`�TLHSZ�MVY�OLY�MHTPS �̀�:OL�YLJLP-
]LZ�LJV�MVVK�[V�[OL�KVVYZ[LW�MYVT�HHYZ[PKLYUL�KR��^OLYL�
[OL�YH^�MVVKZ��]LNL[HISLZ��MY\P[Z�HUK�TLH[��HYL�WHJRLK�
^P[O�PUZWPYH[PVUHS�YLJPWLZ��YLHK`�MVY�OLY�[V�JVVR��>OLU�
ZOL�ÄUKZ�[PTL��ZOL�LUQV`Z�`VNH�HUK�TLKP[H[PVU��(M[LY�
:H_V�JHTL�[V�[OL�^VYSK��[OL`�VUS`�[YH]LS�[V�,\YVWL�K\-
YPUN�]HJH[PVUZ��;OL`�SV]L�ZWLUKPUN�[OLPY�OVSPKH`�PU�+H]PK»Z�
WHYLU[Z�OV\ZL�PU�:V\[OLYU�-YHUJL��^OLYL�[OL`�JHU�[HRL�
H�ML^�KH`Z�PU�JLU[YHS�5PJL�HUK�[OLU�YLSH_�Z\YYV\UKLK�I`�

]PUL`HYKZ�HUK�TV\U[HPUZ�[OL�YLZ[�VM�[OL�[PTL�
9
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CONSCIOUS MESSENGER 

BUYING BEHAVIOURS
:OL�JHYLZ�]LY`�T\JO�HIV\[�KLZPNU�HUK�IYHUKZ�I\[�OLY�
UL^�YVSL�HZ�H�TVT�OHZ�THKL�OLY�]LY`�H^HYL�VM�Z\Z[HP-
UHIPSP[`�HUK�LJVSVN �̀�:OL�^HU[Z�[OL�ILZ[�MVY�OLY�MHTPS`�
HUK�ZWLUKZ�L_[YH�VU�WYVK\J[Z�[OH[�OH]L�H�NYLH[�KLZPNU��
Z\Z[HPUHISL�TH[LYPHSZ�HUK�*:9�MYPLUKS �̀�(Z�3H\YH�SPRLZ�[V�
ZWLUK�HSS�OLY�[PTL�VU�OLY�OVIIPLZ�HUK�MHTPS �̀�ZOL�HSZV�
ZOVWZ�KHPS`�NVVK�VU�[OL�^LIZP[L�»ULTSPN�JVT»��^OPJO�

KLSP]LYZ�[V�[OL�KVVYZ[LW�

BRANDS
-<)

moshi moshi
Tricotages
:[PUL�.V`H

Madara Skincare
9\KVSWO�*HYL

/L]LH
5\�;L

<Y[LRYHT
Odder

SHOPS 
3PSSLS`RRL�KR
5LTSPN�JVT�

0YTH
4`�MHPY�ZOVW�JVT

SALES PITCH
+VWWLY�PZ�H�+\[JO�THU\MHJ[\YLY�VM�IV[[SLZ�WYVK\JLK�
^P[O�WVS`WYVW`SLUL�HUK�():��YLJ`JSHISL�WSHZ[PJ�YLZPUZ��
+VWWLY�^HU[Z�[V�SP]L�PU�H�^VYSK�^OLYL�WLVWSL�HYL�H^HYL�
VM�[OL�LU]PYVUTLU[�HUK�^OLYL�^L�HJ[P]LS`�YLK\JL�ZPUN-
SL�\ZL�WSHZ[PJ��;OL�KLZPNU�PZ�WSH`M\S��LHZ`�[V�JSLHU�HUK�
[OL�[VW�JHU�HSZV�IL�\ZLK�HZ�H�J\W��^OPJO�THRLZ�P[�LHZ`�

for children to use. 
-\Y[OLYTVYL��[OL�+VWWLY�-V\UKH[PVU�PU]LZ[Z�PU�JSLHU�
^H[LY�Z\WWS`�WYVQLJ[Z�MVY�HSS��HUK�W\ISPJ�LK\JH[PVU�VU�
PZZ\LZ�Z\JO�HZ�ZHUP[H[PVU��^HZ[L�HUK�^H[LY�ZH]PUNZ�

10       



CONSCIOUS MESSENGER 

AMBASSADORS

(UU�*OYPZ[PUL�/LSSLY\W�)YHUK[ 
 

Linda
 

*OHYSPUL�:RV]NHHYK

(UKYLH�9\KVSWO�

Louise Lorang

3V\PZL�+VYWO

,TPSPL�4PKKLSOHY[

Ann-Christine Hellerup Brandt

-VVK�HUK�SPMLZ[`SL�ISVNNLY�H[�=HSKL-
THYZYV�KR��(\[OVY�VM�JVVRPUN�IVVR��

0UZ[HNYHT!��������MVSSV^LYZ
)SVN!���������TVU[OS`�]PZP[VYZ

Linda

)SVNNLY�H[�:PTWLSKHNIVN�KR��TV[OLY��
QV\YUHSPZ[�^P[O�H�Z\Z[HPUHISL�SPMLZ[`SL��

0UZ[HNYHT!�������MVSSV^LYZ
)SVNSV]PU!�������MVSSV^LYZ

Charline Skovgaard

:\Z[HPUHISL�SPMLZ[`SL�ISVNNLY��,JV�
MYPLUKS`�LU[YLWLUL\Y�HUK�^LIZOVW�

owner.

0UZ[HNYHT!�������MVSSV^LYZ

Andrea Rudolph

+HUPZO�;=��HUK�YHKPV�OVZ[��-V\UKLY�
VM�»9\KVSWO�*HYL»���JLY[PÄLK�VYNHUPJ�

skincare.

0UZ[HNYHT!��������MVSSV^LYZ
-HJLIVVR!�������MVSSV^LYZ

Louise Lorang

*OLM�HUK�^YP[LY��>LLRS`�PU�JOHYNL�VM�
MVVK�YLJPWLZ�PU�»-LTPUH»�THNHaPUL��;=�

JOLM�H[�TVYUPUN�;=�WYVNYHTTL�

0UZ[HNYHT!��������MVSSV^LYZ
-HJLIVVR!�������MVSSV^LYZ

Louise Dorph

0U[LYPVY�L_WLY[�H[�+HUPZO�UH[PVUHS�
TVYUPUN�;=�WYVNYHTTL��ISVNNLY�HUK�
HTIHZZHKVY�MVY�»/QLY[LMVYLUPUNLU»�HUK�

»*HYL�+LUTHYR»�

0UZ[HNYHT!��������MVSSV^LYZ
11



CONSCIOUS MESSENGER 

EVENTS - SPONSORSHIPS

(93(�-VVK�-LZ[

�RVKHN� 
�,JV�KH`�

=PSK�TLK�`VNH� 
�-LTPUH�L]LU[�

WEBSITES

(VR�KR

0I`LU�KR

0SV]LVRV�KR��L�THNHaPUL�

Okologi.dk

)SVNSV]PU�JVT

ARLA Food Fest Økodag Vild med yoga

Iloveoko.dk

+HUPZO�L�THNHaPUL��MVJ\ZPUN�VU�[OL�
LJVSVNPJ�SPMLZ[`SL��

-HJLIVVR!��������MVSSV^LYZ

Ibyen.dk

6USPUL�JP[`�N\PKL�HIV\[�YLZ[H\YHU[Z��
IHYZ��L]LU[Z�L[J�

-HJLIVVR!��������MVSSV^LYZ
;̂ P[[LY!�������MVSSV^LYZ

Okologi.dk

,JVSVNPJHS�JVTT\UP[`�MVY�MHYTLYZ��
JVTWHUPLZ�HUK�JVUZ\TLYZ�

-HJLIVVR!��������MVSSV^LYZ
;̂ P[[LY!�������MVSSV^LYZ
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HEALTHY ACTIVE

PROFFESSION AND BACKGROUND
Julie studies medicine at Aarhus University and to 

Z\WWVY[�OLY�ÄUHUJLZ�ZOL�^VYRZ�WHY[�[PTL�HZ�H�WLYZVUHS�
[YHPULY��1\SPL�ZLLZ�Ä[ULZZ�HUK�[OL�OLHS[O`�SPMLZ[`SL�HZ�H�
UH[\YHS�WHY[�VM�OLY�SPML��HZ�ZOL�OHZ�NYV^U�\W�^P[O�HJ[P]L�

parents.  

DEMOGRAPHICS
1\SPL�PZ����`LHYZ�VSK�HUK�SP]LZ�PU�(HYO\Z�^P[O�OLY�IV`MYP�
LUK�4HYR��;OL`�OH]L�ILLU�[VNL[OLY�MVY�MV\Y�`LHYZ�HUK�

OL�Z[\KPLZ�.SVIHS�5\[YP[PVU�HUK�/LHS[O�

READING HABITS AND SOCIAL MEDIA USE
1\SPL�^H[JO�[YHPUPUN�HUK�L_LYJPZPUN�]PKLVZ�VU�@V\[\IL��
^OLYL�ZOL�NL[Z�OLY�PUZWPYH[PVU�MVY�OLY�V^U�[YHPUPUN��:OL�
PZ�HSZV�VU�-HJLIVVR�HUK�0UZ[HNYHT��^OLYL�ZOL�WVZ[� 
WPJ[\YLZ�HUK�]PKLVZ�VM�OLY�[YHPUPUN�LX\PWTLU[��OLHS[O`�

MVVK�HUK�KL[V_�^H[LY��1\SPL�PZ�HSZV�]LY`�PU[V�Ä[ULZZ�ISVNZ��
Z\JO�HZ�»/LHS[O`�:RPUU`�)P[JO»��»)YHZJO� 

VU�[OL�9\U»�HUK�»;OL�7YV[LPU�2P[JOLU»��^OPJO�ZOL� 
YLHKZ�L]LY`�KH �̀�:OL�PZ�TVZ[S`�PU[V�ISVNZ�I\[�^OLU�

ZOL�NVLZ�VU�]HJH[PVU�ZOL�I\`Z�THNHaPULZ�Z\JO�HZ�»-P[�
3P]PUN»��»0�-VYT»�HUK�»3¥ILTHNHZPUL[»�

HOW SHE SPENDS HIS SPARETIME AND VACATIONS
1\SPL�PZ�]LY`�HJ[P]L�HUK�NVLZ�[V�[OL�N`T�TPUPT\T�Ä]L�
[PTLZ�H�^LLR�H[�OLY�L_JS\ZP]L�Ä[ULZZ�JLU[LY��:LPLY�

-P[ULZZ��^OLYL�ZOL�HSZV�^VYRZ�WHY[�[PTL��1\SPL�PZ�H�MHTPS`�
WLYZVU��HUK�SV]LZ�JVTWL[PUN�^P[O�OLY�MHTPS`�MVY�M\U��

:OL�TLL[Z�\W�^P[O�OLY�WHYLU[Z�HUK�MYPLUKZ�[V�Y\U�PU�[OL�
^VVKZ�H�JV\WSL�VM�KH`Z�H�^LLR�HUK�H�ML^�[PTLZ�H�`LHY��

[OL`�QVPU�THYH[OVUZ�[VNL[OLY��
0U�[OL�Z\TTLY�ZOL�QVPUZ�OLY�NVVK�MYPLUKZ�HUK�NV�[V�MLZ[P�
]HSZ�Z\JO�HZ�»5VY[OZPKL»�HUK�»:RHUKLYIVYN�-LZ[P]HS»��-VY�
]HJH[PVUZ�ZOL�NVLZ�[V�3HZHU[H�:WVY[�HUK�L]LY`�^PU[LY�
ZOL�NVLZ�VU�[OL�HUU\HS�ZRP�[YPW�^P[O�OLY�MHTPS`�[V�-YHUJL��
0[HS`�VY�(\Z[YPH��>OLU�ZOL�^HU[Z�[V�YLSH_�HUK�ZWVPS�OLY�

ZLSM��ZOL�SPRLZ�[V�NV�[V�*VT^LSS�>LSSULZZ�
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HEALTHY ACTIVE 

BUYING BEHAVIOURS
:OL�SPRLZ�[V�I\`�Ä[ULZZ�JSV[OLZ�HUK�LX\PWTLU[��^OPJO�
ZOL�ZWLUKZ�TVZ[�VM�OLY�TVUL`�VU��:OL�SPRLZ�[V�MLLS�HUK�
SVVR�NVVK�^OLU�ZOL�^VYRZ�V\[�I\[�JVTMVY[�PZ�[OL�TVZ[�
PTWVY[HU[�LSLTLU[��:OL�HSZV�SPRLZ�ZWLUKPUN�H�SP[[SL�L_[YH�
TVUL`�VU�^LSS�RUV^U�IYHUKZ�Z\JO�HZ�»:[LSSH�4J*HY[UL`�

MVY�(KPKHZ»�HUK�»5PRL»�

BRANDS
@V\Y�;LH

:[LSSH�4J*HY[UL`�MVY�(KPKHZ
7\YL�7OHYTH

5PRL
*HZHSS
9LLIVR
Adidas

=P[HTPU�>LSS
fUNSHTHYR
5\[YHTPUV
2HYHTLQ\

SHOPS 
:WVY[ZTHZ[LY
0U[LYZWVY[

)VK`3HI�KR
4HNHZPU
:[HKP\T

AHSHUKV�KR
)VVa[�KR

SALES PITCH
+VWWLY�WYVK\JLZ�IV[[SLZ�^P[O�WVS`WYVW`SLUL�HUK�():��
YLJ`JSHISL�WSHZ[PJ�YLZPUZ�[V�ZLJ\YL�`V\Y�^LSS�ILPUN��>P[O�
+VWWLY�`V\�JHU�IYPUN�^H[LY�L]LY`^OLYL��HUK�[OL�KLZPNU�
PZ�ILH\[PM\S��JVSV\YM\S�HUK�WLYMLJ[�TH[JO�MVY�HU�HJ[P]L�SPML�
Z[`SL��+VWWLY�OHZ�HSZV�KL]LSVWLK�H�YLJPWL�IVVR�VM�^H[LY�

JVJR[HPSZ��^OPJO�PZ�H�OLHS[O`�Z\IZ[P[\[L�
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HEALTHY ACTIVE 

AMBASSADORS

4PJOLSSL�2YPZ[LUZLU 
 

-YLKLYPRRL�)YHZJO

:HYH�1PU�:TPK[

:VÄL�)LU[aLU

*OYPZ[PUL�)VUKL

Luise Vindahl

:HYHO�7VZPU

Michelle Kristensen

,_WLY[�PU�ZWVY[Z�ZJLPUJL�HUK�U\[YPVU��
:OL�PZ�MYLX\LU[S`�\ZLK�PU�+HUPZO�;=��

^OLYL�ZOL�NP]LZ�HK]PJL�HIV\[�U\[YP[PVU��

0UZ[HNYHT!��������MVSSV^LYZ
-HJLIVVR!��������MVSSV^LYZ

Frederikke Brasch

)SVNNLY�H[�)YHZJOVU[OLY\U�JVT�����
`LHY�VSK�Y\UUPUN�LU[O\ZPHZ[�HUK�MVYTLY�

5)YV�9\UUPUN�*YL �̂

0UZ[HNYHT!��������MVSSV^LYZ

Sara Jin Smidt

���`LHY�VSK�WLYZVUHS�[YHPULY�HUK�ISVN�
NLY�H[�/LHS[O`ZRPUU`IP[JO�KR��^OLYL�
ZOL�ISVNZ�HIV\[�[OL�OLHS[O`�SPMLZ[`SL�

0UZ[HNYHT!���� ���MVSSV^LYZ
-HJLIVVR!�������MVSSV^LYZ

:VÄL�)LU[aLU

,K\JH[LK�PU�OLHS[O�HUK�U\[YP[PVU��^OPJO�
ZOL�ISVNZ�HIV\[�VU�OLY�ISVN�/LHS[O�

Q\URPL�KR

0UZ[HNYHT!�������MVSSV^LYZ
-HJLIVVR!���� ��MVSSV^LYZ

Christine Bonde

)SVNNPUN�HIV\[�OLHS[O��U\[YP[PVU�HUK�
[YHPUPUN�H[�*O[PZ[PULIVUKL�KR�HUK�^VYR�
HZ�H�WLYZVUHS�[YHPULY�H[�-P[ULZZ�+2�

0UZ[HNYHT!�������MVSSV^LYZ

Luise Vindahl

5\[YP[PVUHS�;OLYHWPZ[�HUK�H\[OVY�VM�»;OL�
.YLLU�2P[JOLU»�HUK�».YLLU�2P[JOLU�

;YH]LSZ»�

0UZ[HNYHT!���������MVSSV^LYZ
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EVENTS - SPONSORSHIPS

:[¥[�IY`Z[LYUL�S¥IL[
�(S[�MVY�KHTLYUL�

*VWLUOHNLU�4HYH[OVU

)PRL��9\U

5?4�4HYH[OVU

:HSVTVU�;YHPS�;V\Y

:[LSSH�7VSHYPZ

WEBSITES

GymFoodie.com

9\UHHY�KR

,UKVTVUKV�KR

Støt brysterne løbet NXM Marathon Stella Polaris

GymFoodie.com

An online portal that provide healthy 
nutrition and recipes.

-HJLIVVR!��������MVSSV^LYZ

Runaar.dk

9\UUPUN�JVTT\UP[`�PU�(HYO\Z��^OPJO�
VќLY�MYLL�JS\I�TLTILYZOPW�

-HJLIVVR!�������MVSSV^LYZ
0UZ[HNYHT!�������MVSSV^LYZ

Endomondo.dk

,UKVTVUKV�PZ�H�MYLL�HWW�HUK�^LIZP[L�
that helps runners stay motivated.

-HJLIVVR!��� �����MVSSV^LYZ
;̂ P[[LY!��������MVSSV^LYZ



Appendix C: Interview Guide 
 

1. What kind of company is Dopper? (What are your products) 

2. Can you describe the history and evolution of the Dopper bottle? 

3. What is Dopper’s mission and vision? 

4. How would you define Dopper’s core values?  

5. Identify the main consumer segment for Dopper - Who are the consumers in terms of demographics, 

values and lifestyle? Do you see any differences between the Dutch market and the Danish market?  

6. What marketing initiatives have you taken so far? Can you describe your strategy and approach  

7. What is your primary distribution channel? 

8. Why did you enter the Danish market and why did you decide to withdraw again? 

9. When you were present in Denmark, who did/do you consider as your competitors? and how do you 

differentiate yourself from these competitors? 

10. What aspects of the bottle do you think are most important? (the mission, the design etc.) What is your 

unique selling point? 

11. How would you evaluate the performance and future performance of Dopper? 

 

 

 

 

 



 

Appendix D: Interview Transcription 
Interview with Jens Kok, Marketing Executive from Dopper. Conducted over Skype, 11th of February 2016. 

 

ID: Jens Kok - JK, Stephanie Nielsen - SN. 

 

Time ID  

Start SN This interview is going to be used as background information about Dopper to 

write a case. The interview is going to be purely informational and we have 

prepared a set of questions for you, but feel free to elaborate or add anything that 

you find relevant during the interview. The interview is mainly focused on the 

Danish market and Danish consumers, but if you find it relevant to include a 

comparison of other markets, you’re welcome to include that 

 JK Okay, cool. Yes 

 SN Yeah, so let’s get started 

00:01:17 SN Q1: So what kind of company is Dopper? 

 JK Well Dopper in it’s core business is a company that sells refillable water bottles, 

but what we do in a broader sense, is mainly three things 

first is - we promote tap water by selling a refillable water bottle 

secondly - we raise awareness on the consequences of single-use plastic bottles and 

single-use plastic as a whole, but also we promote tap water in that sense. And 

thirdly, we’re a social enterprise which means that we feel we have a responsibility 

towards society, so that’s why we support Simavi in the Netherlands but in 

countries we sponsor other parties as well and all these parties are related to water 

and waste so be it the reduction of single-use plastic or looking to promote 

sanitation provisions in Nepal for instance, that’s the third part. Besides just selling 

the water bottle, we have these other goals. Promoting tap water, raising awareness 

around single-use plastic and promoting social entrepreneurship as well. 

00:03:11 SN Q2: Yeah. Can you describe the history and the evolution of the Dopper 

bottle? 



 

 JK The history was that Merijn the founder found himself walking on the beach one 

day six years ago now, and he noticed that there was a lot of trash being left after a 

nice day at the beach, so when there's a lot of people at the beach, you don’t really 

notice how much trash people leave behind, when they actually go home. He saw 

that, and he also saw that tides took in a lot of that trash and it just floated into the 

ocean. He notices there were a lot of plastic water bottles there, water bottles that 

were bought in stores, and he thought why buy these bottles in stores, I mean we 

have probably the best tap water in the world, the Netherlands has a very high 

quality water. So he thought, why would we buy these in stores? So he came up 

with the idea of a refillable water bottle, and because he knew there were a lot of 

water bottles already being sold on the market, he knew that it had to be different. 

That’s why he started a competition basically, that he wanted to launch a refillable 

water bottle, and send me your designs. One of the designs won, and that’s the 

Dopper bottle that’s here today. That’s pretty much how Dopper came to be as a 

company. 

00:04:47 SN Q3: Yeah, you mentioned that Dopper is not just a company that sells water 

bottles, but that there are underlying issues that you want to support. So based 

on that, what is Dopper’s mission and vision? 

 JK Our mission is to, well initially it was just to raise awareness around the 

consequences of single-use plastic, so we use a lot of plastic in everyday life, and 

we’re not saying that plastic is a bad product, we think it’s a good product because 

it’s so durable and it’s used in things like dashboards for a car for instance, which is 

great because it’s so durable and cheap. But when you get to single-use products, 

for example when you buy cucumbers here in the Netherlands, it’s wrapped in 

plastic, and we feel that it’s not necessary to wrap vegetables in plastic in this 

example, just because we feel like if you buy something and it contains plastic, and 

15 minutes later you throw it out, why would you take the time to wrap it in plastic 

anyway. So we’re like a lot of the times we can exclude plastic from the products 

that we buy. So our mission in the long run is to have people see that all this plastic 

that we’re using can be reduced and by reducing it, we also reduce the plastic that 

floats into the ocean and in the nature as well, there’s a lot of landfills with plastic. 

On the other hand, we’re really trying to promote tap water globally, so we 



 

recognize that a lot of people don’t have access to clean and safe drinking water, I 

mean for example in Denmark and in the Netherlands we have it too, and in the 

whole of Europe. But in Nepal for instance and Africa, these are just two examples 

of people who don’t have access to clean drinking water. Most times some people 

do, a lot of them don’t. We feel that water is really a basic right and basic need, so 

everybody near and far and close to home or away from home has to have access to 

clean and safe drinking water. 

00:07:30 SN Q4: And what is your vision then? 

 JK I think right now, the vision is that we want to ban all plastic PET bottles 

containing packaged water in stores so in supermarkets, but also in gas stations and 

theatres. We don’t want people to buy bottled water any more, we want them to use 

a Dopper bottle or another refillable water bottle, but we need to stop buying 

bottled water. 

00:08:12 SN Q5: Could you define Doppers core values? 

 JK Our core values would be, I think I remember, there’s 4 of them. It’s fun, so we 

always try to tell the story that we tell in a positive way. It’s being proactive, it’s 

being responsible and the fourth is connected. Yeah. So it’s fun, connectivity, 

responsible, being proactive. We’re trying to build a community that share our 

values and the same outlook on life that we have. 

00:09:11 SN Q6: And could you perhaps elaborate a little bit about the core values you 

have? 

 JK Yeah, so when you look at fun. We’re always looking to tell the story in a positive 

way. In the sense, because it’s a pretty heavy subject, and pretty negative as well, 

but we want to tell it in a positive way, because we feel like the message is 

communicated better in a positive way. That’s why we always try to use fun. 

Connectivity in the sense that we try to make people tell the story that we’re telling. 

We use the hashtag “be the messenger” right now that’s going to be changed to 

hashtag “Livedopper” as in live the same lifestyle as we live. We want people to 

hear the story, but also share the story because our voice is only that loud, and the 

more people tell the story, the more the story gets told. Connectivity is in the sense 



 

that we hope that people will share the story as well, and our idea is that as a 

company you have a responsibility to society as well. Our door is always open, and 

people can always join here, we have the B-talks that we organise once a month, 

we have student seminars, and students who can just drop by and ask questions, so 

we feel like we’re very transparent in what we do, and that all relates to 

connectivity. I think responsibility is more intrinsic, so you look at yourself and 

you feel like you have this big responsibility, so in our case that’s looking to reduce 

single-use plastic yourself, so instead of buying a plastic bag in a supermarket, you 

bring your own bag. You don’t need a new plastic bag, and being proactive is that 

you act on that. You feel within yourself that “Okay, I shouldn’t buy a plastic bag”, 

proactive being you’re not going to buy a plastic bag, but you’re going to bring 

your own. 

00:12:06 SN Q7: Yes, and can you identify the main consumer segment of Dopper? In 

terms of demographics perhaps? 

 JK Well that, when you look at demographics, 90% of people who own a Dopper 

bottle are female, so not a lot of males. I think that’s due to the fact that we sell 

them in these lively colours, and for a guy it’s not that cool to own a colourful 

bottle, or it is. I think so, but they just don’t understand it. Well we have the Dopper 

steel, so I think that’s more of a male bottle, but because it’s been out of stock for 

over a year now, we haven’t been able to sell it to a lot of guys so right now 90% of 

people that own a Dopper are female. I think most of them are, well we hope that 

they are in the age category of 18-34, but actually most of them are over 40. So 

that’s not the people that we aim for, but when you produce a product, there’s no 

telling you who’s going to buy it. So in this case, mostly female and over and 

around 40 years old.  

I think the people that buy the bottles are the conscious messengers, we like to call 

them. So the conscious messenger is someone that you really don’t have to impress 

with the story with the story that we’re trying to tell, because they already know it 

and they are already living a very similar lifestyle to the way we live. So conscious 

about the environment, thinking about recycling, and bringing your own bag when 

you go shopping, they really have the same lifestyle that we have, so I think most 

people that own a Dopper are those kind of conscious messengers that already 



 

conscious. 

00:14:25 SN Q8: You included the people you know that buy the bottle, but who would you 

define as the main market for Dopper, who do you market your products 

towards? 

 JK Yeah, the people we market towards are the people in the age category of 18-34, 

and I think I hate this word, but I think you could call them hipsters. So, the people 

that are very conscious about how they look, and what brands they identify with, 

because the dopper is a lifestyle design product, we hope that the Dopper bottle fits 

in the hipster lifestyle. So people that are conscious about both what they wear but 

also what they buy. The dopper fits in that category.  

00:15:28 SN Q9: So when you say hipster, how do you think they look like in terms of age, 

gender, where they live, what they work with etc.? 

 JK I think it’s pretty close to the document you made Stephanie with the personas, I 

think you mentioned the pretty young cool girl from Copenhagen, who’s single. I 

think that’s our main target. You know who I’m talking about? 

 SN Yes, we have the document, so just for the sake of it, we could just say that you 

refer to that, so when we write the company profile we will just include that. 

 JK Yeah, I would definitely include that, like I said to you when I was in Copenhagen, 

it was a very good document, and I still believe that, so you should really use it. 

00:16:41 SN Q10: Do you see any differences between the Dutch market and the Danish 

market? Are there any main differences between the Danish vs. the Dutch 

consumers? 

 JK Not so much, I think they pretty very similar. Where we are in Harleem, so close to 

Amsterdam, I think has a lot of correlations between Amsterdam and Copenhagen. 

I don’t know Denmark that well but I feel Danish people are very similar in their 

lifestyle compared to Dutch people. I hope that’s not offending. 

00:17:21 SN Q11: What marketing initiatives have you taken so far? An I am referring to 

the danish market. I know you are not operating in Denmark any more but 



 

when you were active. Could you explain what your main marketing initiatives 

were? 

 JK Well, when we were present in Denmark, I think you know, was just the PR-event. 

So actually, the launch event. And also through Inside PR we sponsored an event 

for design students, and the main thing that we did were sponsorship and the launch 

event. That’s actually what we did. And of course Inside PR to sample out 

products, and they had people coming over from relevant media to look at our 

products as well. But because we weren’t there for that long I don’t think we used 

our full potential yet but I think that those are some initiatives. 

 SN I know you were active on social media, what would you consider social media 

means to you towards marketing? 

 JK I think social media is the most important thing. That the way you communicate to 

your audience and the people you are trying to connect with but also people that 

already own your products. So I think now the internet is so big, the media is so 

important and there use to be a difference between offline marketing and online 

marketing but I think those two a just converting and what you do offline has to be 

communicated online. So take the sponsorship of the design students, Inside PR 

took pictures and posted them online so that way they were able to be shared with 

others. I think social media is essential to do that. I mean, sponsoring an event like 

that and not communicating it online is just a waste of time course you are not 

getting the full benefit for a sponsorship like that. 

00:20:08 SN Q12: Could you perhaps describe your strategy and approach towards social 

media marketing? 

 JK Yeah because we have a brand book, and I also think you have access to that. A lot 

of it is in that brand book. I think the most important thing that we do is to be 

relevant. The things that we say should to be about things that are going on right 

now. There is no sense in posting something that happened four years ago. So it has 

to be relevant at the time and it also has to be relevant to the mission. The story that 

we tell should be in that same category so water and waste, we are always looking 

into news about that because if we were to talk about a new invention on I don’t 



 

know I’m just saying a word “peanut butter”, people would think “well why are 

they posting about that”. And thirdly, we always try to be very positive, like I said 

earlier in the things that we communicate, it always has to be in a very positive 

way. Think sunshine and happy people with brown skin that very important to us. 

00:21:38 SN Q13: Just to change the direction: What is your primary distribution channel? 

and again I’m speaking about Denmark. What have you done so far? 

 JK Our strategy was to contact a distributor there, so we did with, well we always 

called them Michael and Mikael but I think their company was called Walnut, 

which was simply the distributor. They bought the Dopper bottle and distributed in 

their network of retailers. And also, people could order online through our website 

and then the Dopper bottle would be send via them. 

00:22:36 SN Q14: Why did you enter the Danish market to begin with? 

 JK Good question in hindsight saying that we already left. But we felt like, and like the 

subject that we talked to before, we felt that the consumer in Denmark is very 

similar to the consumer in the Netherlands. And also because you have a high 

quality of tap water and obviously because you also drink the tap water over there. 

So that was very important to us because we do sell retapable water bottles and 

those were two things that was very important. The awareness around tap water 

that people drink it and because people in Denmark is lifestyle oriented, so the 

Dopper bottle would be promoted well there. And that was also why we chose 

Copenhagen as an entry point, because we feel that Copenhagen is very similar to 

the biggest cities in the Netherlands, like Amsterdam and Harleem where we are. I 

think there are lots of similarities between the two countries.  

00:23:58 SN Q15: And why did you decide to withdraw again? Where there any issues on 

the Danish market? 

 JK I think the main thing was that we were doing too much at once. We were looking 

into Belgium, we were looking into Japan, we were looking into Brazil, we were 

looking into the US and it was just too much. Instead of just focusing on one place 

we were looking everywhere and running everywhere, and instead we should just 

focus on markets that are close to us. So right now Germany has the biggest focus 



 

and Belgium has a big focus as well so we feel like we don’t need to run but just 

take one step at the time. It was just too big of a step. 

00:24:59 SN Q16: When you were present in Denmark, who did you consider as your main 

competitors?  

 JK I’m not sure. I don’t think we really looked into that. 

00:25:13 SN Q17: Who do you consider as your competitors on the Dutch market? 

 JK In the Dutch market there are several. I think Bubble if you know it? Bubble is also 

a refillable water bottle and it is also designy and aimed at people who add value to 

lifestyle products. Bubble is one of the biggest. We have Join the Bike here, we 

have a company called Krain Water, they are also a competitor. That was at the top 

of my head. But there is also other companies that sell reusable water bottles. The 

PET water bottles that you can buy in stores, they can also be emptied and filled 

with tap water. Any bottle that is refillable is a competitor in the end.  

00:26:17 SN Q18: And how do you differentiate yourself from these competitors? You 

mentioned both companies that produce reusable water bottles like yourself 

but also PET bottles, how do you differentiate yourself from what they do?    

 JK There are several things. The plastic that we use for the bottles is safe compared to 

regular plastic. It’s BPA free, free of toxins so it is FTA approved you could say, so 

the food and drug association says it’s safe plastic. It’s a design bottle so design is 

very important. It doesn't really look like a water bottle and that’s the strong point 

actually because every water bottle looks like a water bottle but ours doesn’t really 

look like a water bottle, and that’s a very strong point. And also the message that 

we share. I mean, it’s not just that we sell a water bottle we are also telling a story 

and we are also on the other side investing in water and sanitation projects, so I 

think that’s a unique selling point that we also do something that benefit society. 

00:27:34 SN Q19: And among those unique selling points you just mentioned, are there any 

that are more important to you? 

 JK Definitely design! Design is the most important thing. 



 

00:27:49 SN Q20: And the last question is: How would you evaluate the performance and 

future performance of Dopper? 

 JK So like our future, how we feel that the future is looking? 

 SN Yeah. 

 JK Very sunny. We feel that when we started in the Netherlands five years ago, we set 

a goal: if we were to sell 20,000 bottles within the first year, we would be really 

happy and we ended up selling 200,000 bottles, so that was ten times as much. So 

this past five years have really been a rollercoaster ride where we just ended up 

doubling our profits every year. So we feel that when the Netherlands are that big 

of a success we can also copy that success to Germany, which is a very good 

market, way bigger than the Netherlands. So if we could just repeat that success 

there as well, then the sky's the limit.    

 

    

    



 

Appendix E: Questionnaire English 
 
Survey sample 

The questionnaire is completely anonymous and your answers cannot be traced back to you in any way and we 

therefore encourage you to answer all questions honestly. Your answers will be used as part of an analysis on 

consumer choice and be used for a Master’s thesis at Copenhagen Business School.  

 

1. Please rate the importance of each value item below "as a guiding principle in your life" from -1 

“opposed to my values” to 7 “of supreme importance”.  

 

In the parentheses following each value is an explanation that may help you to understand its meaning. Try to 

distinguish as much as possible between the values by using all the numbers. You will, of course, need to use 

numbers more than once. It is your first impression, the immediate feelings about the items, that we want. We 

want your true impressions. 

 
-1 (opposed to my values), 0 (not important), 1 (unlabelled), 2 (unlabelled), 3 (important), 4 (unlabelled), 5 
(unlabelled), 6 (very important) and 7 (of supreme importance) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 -1  0 1 2 3  4 5 6  7  

Freedom (freedom of action and thought)          

Creativity (uniqueness, imagination)          

Independent (self-reliant, self-sufficient)          

Choosing own goals (selecting own purpose)          

Curious (interested in everything, exploring)          

Self-respect (belief in one’s own worth)          

Successful (achieving goals)          

Capable (competent, effective, efficient)          

Ambitious (hard-working, aspiring)          

Influential (having an impact on people and events)          

Intelligent (logical, thinking)          

Pleasure (gratification of desires)          

Enjoying life (enjoying food, sex, leisure, etc.)          

Protecting the environment (preserving nature)          

Unity with nature (fitting into nature)          

A world of beauty (beauty of nature and the arts)          

Broad-minded (tolerant of different ideas and beliefs)          

Social justice (correcting injustice, care for the weak)          

Wisdom (a mature understanding of life)          

Equality (equal opportunity for all)          

A world at peace (free of war and conflict)          

Inner harmony (at peace with myself)          

 
2. Read each description and rate how important or unimportant the following features in a water bottle* 
are to you.  
 
*When referring to water bottle, we refer to both refillable and reusable water bottles but also single-use water 
bottles.  
 



 

-3 (very important), -2 (unlabelled), -1 (unlabelled), 0 (Do not know), 1 (Unlabelled), 2 (Unlabelled), 3 (Very 
important) 
 

A water bottle must be… -3  -2 -1 0  1 2 3  

Practical        

In an appealing design        

Easy to handle        

Sustainable        

Durable        

In a good quality        

At a reasonable price range        

From a well-known brand        

Produced in Europe        

Reusable        

Able to contain min. 500 ml.        

Without toxins/plasticisers        

Easy to clean        

Dishwasher safe        

 
Dopper is a Dutch company that produces reusable water bottles in a hard plastic material called Polypropylene. 

This plastic is known for its’ toughness and is often used within medical equipment. This makes the bottle 

dishwasher safe of up to 65°C. The bottles comes in 8 different colours (red, white, blue, orange, green, purple, 

pink and yellow) and can hold up to 450 ml. Furthermore, the Dopper bottle is BPA*/plasticiser and toxin-free 

and is produced and manufactured in the Netherlands. It costs 120 DKK and is sold in Bahne and selected Matas 

stores. 

 

*(BPA = Bisphenol A. BPA is a plasticiser that can leach out of the material and enter the food chain) 

 



 

 
3. Do you know Dopper? 

❏ Yes 
❏ No 
❏ Don’t know 

 
4. How do you rate the Dopper bottle for the following features. Please read the descriptions and evaluate 
the features based on the picture of the bottle.  
 
Make each item a separate and independent judgement, and do not worry or puzzle over individual items, it is 
your first impression and the immediate feelings about the product, that we want. 
 
The bottle is/seems... 

 -3 -2 -1 0 1 2 3  

Unpractical        Practical 

Unappealing design        Appealing design 

Difficult to handle        Easy to handle 

Unsustainable        Sustainable 

Poor quality        Good quality 

Nondurable         Durable 

Inexpensive        Expensive 

 
 



 

5. Based on the following attributes, how likely are you to buy the Dopper bottle? You should consider 
each of the attributes separately.  
 
1 (very unlikely), 2 (unlabelled), 3 (unlabelled), 4 (unlabelled), 5 (unlabelled), 6 (unlabelled) and 7 (very likely)
  
         

Based on the... 1 2 3 4 5 6 7 

...practicality        

...design        

...sustainability...        

...quality        

...durability        

...price (120DKK)        

...Dopper brand        

...bottle being produced in Europe        

...reusability        

...size (450ml)        

...materials (free of plasticiser/toxins)         

...easiness to clean        

...dishwasher safe        

 
Dopper wants to raise awareness of the consequences of single-use plastics, inspire people to drink tap water, 
and support and promote social entrepreneurship. These values are part of their mission, which they aim to 
promote through the Dopper bottle.   
  
 



 

6. Based on the following statements, how likely are you to buy the Dopper bottle?  
 
1 (very unlikely), 2 (unlabelled), 3 (unlabelled), 4 (unlabelled), 5 (unlabelled), 6 (unlabelled) and 7 (very likely) 

Based on... 1 2 3 4 5 6 7 

... the mission, how likely are you to buy the Dopper 
bottle?  

       

...all the information you have received about Dopper, 
and your evaluation of the bottle, how likely are you to 
buy the Dopper bottle? 

       

 
7. Why/why not? (optional) 
_______________________________________________________________ 
 
8. What is your gender? 

❏ Male 
❏ Female 
❏ Other 

9. What year were you born? 
 (Drop down list with years 1900 - 2016) 
10. Where do you currently live? 

❏ Capital area 
❏ Other parts of  Sealand 
❏ Aarhus 
❏ Other parts of Jutland 
❏ Funen 
❏ Bornholm and the islands 
❏ Other 

11. What is the highest degree or level of education you have completed? 

❏ No qualifying education 
❏ Vocational education  
❏ Short-cycle higher education 
❏ Mid-range higher education 
❏ Long-cycle higher education 
❏ Other 

12. What is your income level (per. year before taxes in Danish Kroner)? 
❏ Below 200.000 DKK 
❏ 200.000 - 400.000 DKK 
❏ 400.000 - 600.000 DKK 
❏ 600.000 - 800.000 DKK 
❏ 800.000 DKK or more 
❏ Do not wish to disclose 

13. What is your current employment status? 



 

❏ Student 
❏ Homemaker 
❏ Unemployed 
❏ Full-time Employment 
❏ Part-time Employment 
❏ Other 

14. How many children currently live in your household? 
❏ 0 
❏ 1 
❏ 2 
❏ 3 or more 
❏ Other 

15. What is your current living arrangement? 
❏ Living alone 
❏ Living with my family 
❏ Living with a partner 
❏ Living with roommate(s) or in a shared housing 
❏ Other 

 
Thank you for participating in this survey. 
 
 



Appendix F: Questionnaire Danish 

 



 

 



 
 



 



 



 



 

Appendix H: Tables 
 
Table 1 - Socio-demographics 
 

 N Mean 
Score 

Max Min Standard 
deviation 

Gender  
(female=0, male=1) 

269 0.3 1 0 0.5 

Age  269 28.3 70 15 8.0 

Current residence  
Capital area & Aarhus = 0, Other 
parts of Sealand, Other parts of 
Jutland, Bornholm and the Islands 
& Other= 1) 

269 0.2 1 0 0.4 

Education  
(No qualifying education=1, 
Vocational education =2, Short-
cycle higher education=3, Mid-
range higher education=4, Long-
cycle higher education=5, 
Other=6) 

269 4.1 6 1 1.1 

Income 
(Below 200.000 DKK=1, 200.000 
- 400.000 DKK=2, 400.000 - 
600.000 DKK=3, 600.000 - 
800.000 DKK=4, 800.000 DKK or 
more=5, Do not wish to 
disclose=6) 

269 1.8 6 1 1.4 

Employment 
(Student=1, Homemaker=2,  
Unemployed=3, Full-time 
Employment=4, Part-time 
Employment=5, Other=6) 

269 2.1 6 1 1.5 

Number of children (0-3 or above) 269 0.3 3 0 0.4 

Living arrangement 
(Living alone=1, Living with my 
family=2, Living with a 
partner=3, Living with 
roommate(s) or in a shared 
housing=4, Other=5) 

269 2.7 5 1 1.1 

 
 
 
 



 

Table 2.1. - Values 
Ratings from -1 (against my values) to 7 (of extreme importance). 
 

Please rate the importance of 

... as a guiding principle in 

your life 

N Mean 
Score 

Max Min Standard 
deviation 

Self-Direction 269 5.0 7 0 1.7 

Achievement  269 4.6 7 -1 1.8 

Hedonism 269 5.2 7 -1 1.6 

Universalism 269 4.6 7 -1 1.9 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Table 2.2. - Items 
Ratings from -1 (against my values) to 7 (of extreme importance). 
 

Please rate the importance of 

... as a guiding principle in 

your life 

N Mean 
Score 

Max Min Standard 
deviation 

Self-Direction 269 5.0 7 0 1.7 

    Freedom 269 5.9 7 1 1.3 

    Creativity 269 4.0 7 0 1.9 

    Independent 269 4.8 7 0 1.8 

    Choosing own goals 269 5.1 7 0 1.5 

    Curious 269 4.6 7 0 1.6 

    Self-respect 269 5.4 7 0 1.4 

Achievement  269 4.6 7 -1 1.8 

    Successful 269 4.9 7 0 1.6 

    Capable 269 5.1 7 0 1.5 

    Ambitious 269 4.8 7 0 1.5 

    Intelligent 269 4.8 7 0 1.5 

    Influential 269 3.4 7 -1 2.0 

Hedonism 269 5.2 7 -1 1.6 

    Pleasure 269 4.5 7 -1 1.5 

    Enjoying life 269 5.8 7 0 1.3 

Universalism 269 4.6 7 -1 1.9 

    Protecting the environment  269 4.5 7 0 1.8 

    Unity with nature  269 3.5 7 -1 2.0 

    A world of beauty  269 3.4 7 -1 1.8 

    Broad-minded  269 5.1 7 0 1.6 

    Social justice  269 4.6 7 0 1.7 

    Wisdom  269 4.3 7 0 1.7 

    Equality  269 5.1 7 0 1.7 



 

    A world at peace  269 5.4 7 0 1.7 

    Inner harmony  269 5.1 7 -1 1.8 

 
Table 3 - Attitude 
Ratings based on bipolar adjectives from -3 to 3 
 

How do you rate the Dopper 
bottle  

N Mean 
Score 

Max Min Standard 
deviation 

Unpractical - Practical 269 1.2 3 -3 1.5 

Unappealing design - Appealing 
design 

269 1.2 3 -3 1.5 

Difficult to handle - Easy to 
handle 

269 1.2 3 -3 1.6 

Nondurable - Durable 269 2.0 3 -3 1.2 

Poor quality - Good quality 269 2.0 3 -3 1.2 

Unsustainable - Sustainable 269 1.4 3 -3 1.4 

Inexpensive - Expensive 269 1.8 3 -3 1.4 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Table 4 - Product involvement 
Ratings from -3 (very unimportant) to 3 (very important). 
 

How important or 
unimportant ... in a water 
bottle are to you 

N Mean 
Score 

Max Min Standard 
deviation 

Practical 269 1.7 3 -3 1.2 

In an appealing design 269 -0.3 3 -3 2.1 

Easy to handle 269 1.5 3 -3 1.3 

Sustainable 269 1.3 3 -3 1.7 

Durable 269 0.9 3 -3 2.0 

In a good quality 269 1.0 3 -3 1.8 

At a reasonable price range 269 2.0 3 -3 1.1 

From a well-known brand 269 -2.0 3 -3 1.6 

Produced in Europe 269 -1.3 3 -3 1.9 

Reusable 269 1.7 3 -3 1.6 

Able to contain min. 500 ml. 269 0.7 3 -3 2.0 

Without toxins/plasticisers 269 2.4 3 -3 1.0 

Easy to clean 269 0.9 3 -3 2.0 

Dishwasher safe 269 -0.5 3 -3 2.2 

Do you know Dopper  
(yes=1, Don’t know=0, no=-1) 

269 -0.5 1 -1 0.8 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Table 5 - Behavioural intention 
Ratings from 1 (very unlikely) to 7 (very likely). 
 

Based on ..., how likely are 
you to buy the Dopper bottle?  

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 269 4.4 7 1 1.8 

Design 269 3.7 7 1 2.0 

Sustainability 269 4.8 7 1 1.8 

Quality 269 4.8 7 1 1.7 

Durability 269 4.9 7 1 1.7 

Price 269 2.9 7 1 1.9 

Brand 269 2.5 7 1 1.8 

Produced in Europe 269 3.1 7 1 1.9 

Reusability 269 5.1 7 1 1.8 

Size  269 3.8 7 1 1.8 

Materials 269 5.6 7 1 1.7 

Easiness to clean 269 4.8 7 1 1.8 

Dishwasher safe 269 4.3 7 1 2.1 

The Mission 269 4.3 7 1 2.0 

All of the above 269 3.6 7 1 1.9 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Table 6 - Cluster 1 (The Urban Power Woman) 

Cluster 1 
(The Urban Power Woman) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

 Self-direction 46 6.0 7.0 5.0 0.6 

Achievement 46 5.5 7.0 3.2 0.9 

Hedonism 46 5.8 7.0 4.8 0.5 

Universalism 46 5.6 7.0 3.4 0.8 

Product Involvement 

Usability 46 1.4 3.0 -1.4 1.0 

Sustainability 46 1.5 3.0 -1.6 1.1 

Reputation 46 -0.9 2.5 -3.0 1.9 

Price 46 2.3 3.0 0.0 0.9 

Socio-demographics 

Gender 46 0.2 1 0 0.4 

Age 46 26.7 38 20 3.4 

Geographic location 46 0.04 2 0 0.2 

Education 46 4.3 6 1 0.9 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 12 - Behavioural Intention (The Urban Power Woman) 

Cluster 1 
(The Urban Power Woman) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 46 5.0 7 1 1.7 

Design 46 4.1 7 1 2.2 

Sustainability 46 5.2 7 1 1.8 

Quality 46 5.4 7 1 1.6 

Durability 46 5.5 7 1 1.4 

Price 46 3.3 7 1 1.8 

Brand 46 2.4 7 1 1.8 

Manufacturing place 46 3.5 7 1 2.0 

Reusability 46 5.6 7 1 1.7 

Size 46 4.3 7 1 1.7 

Material 46 6.1 7 1 1.5 

Easy to clean 46 5.4 7 1 1.3 

Dishwasher safe 46 4.7 7 1 2.1 

Mission 46 4.8 7 1 2.1 

All 46 4.3 7 1 1.8 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 7 - Cluster 2 (The Mature Hedonist) 

Cluster 2 
(The Mature Hedonist) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

 Self-direction 37 5.5 6.8 4.2 0.7 

Achievement 37 5.0 6.6 3.2 1.0 

Hedonism 37 5.3 6.6 3.8 0.7 

Universalism 37 4.7 6.9 2.6 1.1 

Product Involvement 

Usability 37 1.5 3.0 -2.0 1.2 

Sustainability 37 1.5 3.0 -0.4 1.0 

Reputation 37 -1.1 2.0 -3.0 1.5 

Price 37 1.1 3.0 -3.0 1.9 

Socio-demographics 

Gender 37 0.2 1 0 0.4 

Age 37 40.4 70 22 14.6 

Geographic location 37 0.5 1 0 0.5 

Education 37 4.0 6 1 1.1 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 13 - Behavioural Intention (The Mature Hedonist) 

Cluster 2 
(The Mature Hedonist) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 37 4.9 7 2 1.6 

Design 37 4.0 7 1 2.1 

Sustainability 37 5.0 7 1 1.7 

Quality 37 5.1 7 1 1.7 

Durability 37 5.1 7 1 1.8 

Price 37 3.5 7 1 2.1 

Brand 37 2.4 7 1 1.8 

Manufacturing place 37 3.2 7 1 1.9 

Reusability 37 5.2 7 1 1.6 

Size 37 3.8 7 1 1.8 

Material 37 5.6 7 1 1.7 

Easy to clean 37 5.4 7 1 1.7 

Dishwasher safe 37 5.2 7 1 2.0 

Mission 37 4.5 7 1 2.0 

All 37 3.7 7 1 1.9 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 8 - Cluster 3 (The Green Metropolitan) 

Cluster 3 
(The Green Metropolitan) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

 Self-direction 33 4.1 6.0 2.3 0.8 

Achievement 33 3.1 4.4 1.6 0.8 

Hedonism 33 3.6 4.5 2.3 0.6 

Universalism 33 4.4 6.2 3.0 0.8 

Product Involvement 

Usability 33 0.4 2.4 -1.8 1.1 

Sustainability 33 1.3 2.8 -0.2 0.7 

Reputation 33 -1.7 2.0 -3.0 1.3 

Price 33 1.6 3.0 0.0 0.7 

Socio-demographics 

Gender 33 1 1 0 0.5 

Age 33 27 45 15 4.6 

Geographic location 33 0.3 1 0 0.5 

Education 33 3.7 6 1 1.2 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 14 - Behavioural Intention (The Green Metropolitan) 

Cluster 3 
(The Green Metropolitan) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 33 4.0 7 1 1.7 

Design 33 3.0 7 1 2.0 

Sustainability 33 5.0 7 1 1.7 

Quality 33 4.2 7 1 1.7 

Durability 33 4.8 7 1 1.6 

Price 33 2.6 7 1 2.2 

Brand 33 2.0 7 1 1.5 

Manufacturing place 33 3.1 7 1 1.7 

Reusability 33 4.9 7 1 2.0 

Size 33 3.4 7 1 1.8 

Material 33 5.6 7 1 1.6 

Easy to clean 33 4.2 7 1 2.0 

Dishwasher safe 33 3.3 7 1 2.0 

Mission 33 4.1 7 1 1.9 

All 33 3.2 7 1 1.8 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 9 - Cluster 4 (The Modern Conscious) 

Cluster 4 
(The Modern Conscious) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

 Self-direction 40 4.7 5.8 3.3 0.6 

Achievement 40 3.8 5.4 2.4 0.8 

Hedonism 40 4.3 5.3 3.2 0.5 

Universalism 40 5.1 6.3 3.1 0.8 

Product Involvement 

Usability 40 1.7 3.0 0.2 0.7 

Sustainability 40 1.7 2.8 0.4 0.5 

Reputation 40 -0.8 1.0 -3.0 1.0 

Price 40 2.4 3.0 1.0 0.6 

Socio-demographics 

Gender 40 0.03 1 0 0.2 

Age 40 26.7 39 22 3.2 

Geographic location 40 0.1 1 0 0.2 

Education 40 4.4 6.0 2.0 0.9 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 15 - Behavioural Intention (The Modern Conscious) 

Cluster 4 
(The Modern Conscious) 

N Mean Score Max Min Standard 
deviation 

Practicality 40 5.1 7 1 2.0 

Design 40 4.3 7 1 2.2 

Sustainability 40 5.8 7 3 1.3 

Quality 40 5.6 7 2 1.4 

Durability 40 6.0 7 3 1.1 

Price 40 3.7 6 1 1.7 

Brand 40 3.0 7 1 2.1 

Manufacturing place 40 3.0 7 1 2.2 

Reusability 40 6.1 7 1 1.3 

Size 40 4.5 7 1 1.9 

Material 40 6.4 7 4 1.0 

Easy to clean 40 5.7 7 1 1.5 

Dishwasher safe 40 5.1 7 1 2.2 

Mission 40 5.5 7 2 1.5 

All 40 4.4 7 1 1.7 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 10 - Cluster 5 (The Independent Parsimonious) 

Cluster 5 
(The Independent Parsimonious) 

N Mean 
Score 

Max Min Standard 
deviation 

Values 

 Self-direction 43 4.6 5.7 3.0 0.7 

Achievement 43 4.3 5.8 2.4 0.8 

Hedonism 43 4.4 5.5 2.7 0.6 

Universalism 43 3.9 5.9 2.2 0.8 

Product Involvement 

Usability 43 -0.1 1.6 -1.4 0.8 

Sustainability 43 0.2 1.8 -1.2 0.8 

Reputation 43 -2.2 0.0 -3.0 0.9 

Price 43 2.4 3.0 1.0 0.8 

Socio-demographics 

Gender 43 0.0 0.0 0.0 0.0 

Age 43 26.8 38 23 3.7 

Geographic location 43 0.1 1 0 0.3 

Education 43 4.5 6 3 0.7 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 16 - Behavioural Intention (The Independent Parsimonious) 

Cluster 5 
(The Independent Parsimonious) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 43 3.8 7 1 1.6 

Design 43 3.4 7 1 1.8 

Sustainability 43 4.1 7 1 1.7 

Quality 43 4.4 7 1 1.5 

Durability 43 4.5 7 1 1.4 

Price 43 2.7 7 1 1.9 

Brand 43 2.3 5 1 1.5 

Manufacturing place 43 2.5 6 1 1.5 

Reusability 43 4.9 7 1 1.7 

Size 43 3.2 6 1 1.5 

Material 43 5.3 7 1 1.5 

Easy to clean 43 4.7 7 1 1.8 

Dishwasher safe 43 3.8 7 1 2.1 

Mission 43 4.0 7 1 1.9 

All 43 2.9 6 1 1.4 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 11 - Cluster 6 (The Ambitious Pleasure Seeker) 

Cluster 6 
(The Ambitious Pleasure Seeker)  

N Mean 
Score 

Max Min Standard 
deviation 

Values 

 Self-direction 70 4.8 6.2 1.3 0.8 

Achievement 70 5.1 6.6 3.2 0.7 

Hedonism 70 5.0 6.1 2.6 0.6 

Universalism 70 4.0 6.0 1.1 1.0 

Product Involvement 

Usability 70 0.7 3.0 -2.2 1.2 

Sustainability 70 0.3 2.2 -3.0 1.1 

Reputation 70 -0.7 3.0 -3.0 1.8 

Price 70 2.0 3.0 -1.0 1.0 

Socio-demographics 

Gender 70 0.7 1 0 0.4 

Age 70 25.3 33 18 3.1 

Geographic location 70 0.2 1 0 0.4 

Education 70 3.8 6 1 1.3 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Table 17 - Behavioural Intention (The Ambitious Pleasure Seeker) 

Cluster 6 
(the Ambitious Pleasure Seeker) 

N Mean 
Score 

Max Min Standard 
deviation 

Practicality 70 3.9 7 1 1.7 

Design 70 3.3 7 1 1.8 

Sustainability 70 4.2 7 1 1.9 

Quality 70 4.4 7 1 1.9 

Durability 70 4.1 7 1 1.8 

Price 70 2.3 7 1 1.7 

Brand 70 2.5 7 1 1.7 

Manufacturing place 70 2.5 7 1 1.5 

Reusability 70 4.5 7 1 1.9 

Size 70 3.5 7 1 1.8 

Material 70 4.9 7 1 1.9 

Easy to clean 70 4.1 7 1 2.0 

Dishwasher safe 70 4.0 7 1 2.0 

Mission 70 3.6 7 1 2.0 

All 70 3.1 7 1 2.0 

 


