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Preface 

 

Storytelling  -   Strategizing 

 

“There is always room for a story that can transport people to 

another place” J.K. Rowling 

 

This thesis is about the power of stories in strategizing. The stories of new businesses that 

captivate us, and the stories we spin about the world and ourselves. 

 

 
 

CHâTEAU GOURRAN 
 

“I  start with a tingle, a kind of feel of the story I will write. Then 

come the characters, and they take over, they make the story” 

Karen Blixen 
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Executive Summary  

Traditional strategic planning tools have contested emergent perspectives on strategy for 

decades, focussing on capacity and suitability to explain strategic success. In 

acknowledgement of their shared dynamics, attempts to bridge the two views have evolved, 

Rakesh Sondhis’ Total Strategy being an example. Sondhi applies the traditional method of 

balancing internal strengths and weaknesses with external opportunities and threats (SWOT), 

but combines it with creativity, learning and continuous adjustment of strategy in a holistic 

loop process. This study applies Total Strategy to propose how a small winery can balance the 

three strategic imperatives of objectives, resources and competitive environment. To do so, 

theory on wine consumer behaviour complements as theoretical foundation to map the factors 

accounting for purchase decisions. 

 

Chateau Gourran is a Danish owned winery situated in Bordeaux, France. Tine and Peter Find 

Andersen bought the chateau in 2007 and initiated wine production at the facility. Today, the 

yearly production reaches 45,000 bottles of four varieties, primarily sold through ten Danish 

supermarkets. But the business of CG has not reached a sustainable and self-reliant state, why 

Tine and Peter need to engage in rigorous sales work. The purpose of this study is to find a 

solution to this situation, by conducting a single case study analysis. Through interviews with 

actors from CG, industry experts and focus groups, constructivist insights to root problems 

and solution options were sketched. Inserting the data into a theoretical framework resulted in 

a new perspective that made it possible to propose a viable strategy and implementation plan. 

 

Three key SWOT issues appeared. First, as a result of globalization, CG faces tough 

competition from New World wines in retail sales. Second, CG does not utilize its force as a 

small winery, but could reposition its brand to a potentially loyal customer niche. Third, CG 

lacks mercantile and relational resources, which calls for Peters’ openness to reconfigure the 

organization. Sondhi’s alignment of strategic elements guided the strategic design. Six 

specific objectives were defined, and CG was advised to engage customers with experiences 

and stories in a detailed wine marketing mix. A hybrid strategic model applicable to CG was 

recommended as a knowledge-based process balancing planning and adaption. This was 

complemented with a specific action plan and a guiding strategic philosophy. Solving the 

business problem for CG highlighted the benefits of balanced, holistic strategizing. Managers’ 

personal motivation for being in business was indicated to be a key to understand reluctance 

to planning in small enterprises. In addition, changing environmental conditions and 

consumer demands calls for a critical, reflexive view on planning tools and their focus on 

growth and profit as success parameters.  
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CHAPTER I 

 

This first chapter establishes the thesis topic, specifies the research area and problem 

formulation and outlines the case company that is centre of the study. 

1.1. Introduction 

1.1.1. Strategizing for a Danish Winery in Bordeaux  

In 2007, a Danish pilot and his stewardess wife bought the charming winery, Chateau 

Gourran (CG), in Bordeaux, France. They soon realized a dream of re-enabling wine 

production at the chateau, and presented their own wines for sale in 2010 (Andersen C. F., 

2011). However, seven years later, they dutifully need to present the wine in supermarkets 

around Denmark nearly every weekend, as it is necessary for vending the 45,000 bottles they 

produce annually (TFA1, PC2, 120117). The owner and former pilot, Peter Find Andersen, 

therefore called for strategizing assistance to make the business of CG sustainable in the long 

term within their limited resources and modest ambitions (PFA, PC, 310916).  

 

The word strategy originates from Greek and means generalship (Grant-B & Jordan, 2015), 

and strategic thinking is documented back to the Chinese Sun Tzu’s ‘The Art of War’ from 

500BC (Mintzberg, Lampel, & Ahlstrand, 2008). Strategic management as a field linked to 

corporate good practice bloomed in the early 1980’s (Hambrick & Chen, 2008), having since 

then provided numerous tools responding to trends in business modelling (Mintzberg-C & 

Lampel, 1999). Managers have been advised to evaluate industry forces (Porter, 1979), core 

competencies (Prahalad & Hamel, 1990), emergent processes (Mintzberg-B, 1987), co-

creation (Normann & Ramirez, 1993) and several other aspects to optimize their business. 

Combined with organizational concepts such as corporate knowledge and dynamic 

capabilities (Zollo & Winter, 2002), organizational identity (Hatch & Schultz, 2001) and 

relational branding (Merz, He, & Vargo, 2009), strategizing has become increasingly 

complex.  

 

The wide range of strategic paths has given rise to interest in what constitutes the basic 

elements of strategy, and the processes that turn strategies into reality (Noble, 1999). A 

strategy should spread the organisation’s resources optimally to reach the desired objectives 

                                                
1 Abbreviation for interviewee, full names see Appendix  4, 5, 6 and 11 
2 Abbreviation for ”Personal Communication”, noting interview or email contact, as correct APA formatting style OWL. (07. 10 
2014). Reference List: Other Non-Print Sources, APA. 25. 01 2017 fra Purdue Online Writing Lab: 
httPs://owl.english.purdue.edu/owl/resource/560/11/ 
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of management. Strategizing is therefore not simply following a recipe and ticking off boxes, 

but about knowing the organizational reality and goals, to find a fitting path to success 

(Sondhi, 2008). This may be described as a task of balancing the three strategic imperatives; 

objectives, which should be long-term, agreed and simple, the available resources and an 

understanding of the competitive environment (Sondhi, 2008). A major challenge for 

strategists is to balance strategic focus with the ability to adapt and grab unforeseen 

opportunities (Mintzberg, Lampel, & Ahlstrand, 2008). This requires a vision and mission 

that is sufficiently broad to realize market opportunities, while having objectives that are 

focused enough to avoid excessive dispersion of activities (Sondhi, 2008).  

1.1.2. Evolution of The Wine Industry 

By being a producer of Bordeaux wine, CG is part of a historic and traditional industry. Wine 

at its core is an agricultural product traced back to 8000BC (Jenster, Smith, Mitry, & Jenster, 

2008), and is defined as “the product obtained exclusively from the total or partial alcoholic 

fermentation of fresh grapes, whether or not crushed, or of grape must” (Europan Union, 

2013). But winemaking, or viticulture and oenology, has been sophisticated throughout 

centuries, and is deeply engrained in European culture (Henderson & Rex, 2012). 

Accordingly, Europe is referred to as the ‘Old World’ of wine production and associated with 

tradition (Hall & Mitchell, 2008). In contrast, the so-called ‘New World wines’ of countries 

such as US, New Zealand and Chile reflect entrepreneurial spirit and experimentation 

(Vinepair, 2014). 

  

Wine has in particular become a core element of French character and national success3, and 

French wines, especially Bordeaux and Bourgogne, are regarded as benchmarks for wine 

quality (Philips, 2016). But French wine production is also extremely restrictive, with systems 

such as the Appellation d’Origine Controlée (AOC4) ensuring that wines are made in line 

with local traditional methods e.g. with regulations for use of grape sorts, harvest size and 

alcohol percentages (Laursen, 2017). The appellation laws preserve French wine culture, but 

also limit French winemakers in adapting to changing market conditions (Hall & Mitchell, 

2008). So while Bordeaux is famous for its superior wines, partly due to its classification of 

Grand Cru Classé from 1855 (Markham, 2016), the region has also become associated with 

conservative and expensive wines that are out of reach for the average consumer (Gluckman, 

1986).  

                                                
3 France has the second most wine consuming population worldwide, right below US and above Italy Mercer, C. (2016- 26-04). 
Top Wine Consuming Countries in 2015. Retrieved 2017 22-01 from Decanter: http://www.decanter.com/wine-news/top-wine-
consuming-countries-2015-oiv-300080/.  
4 The ”Appellation d’Origine Contrölée” terrorir rules are different for specific areas and there are around 300 for wine within 
France INAO. (2017). AOP - AOC. 28. 03 2017 from Institut National de L'Origine et de Qualité: http://www.inao.gouv.fr/Les-
signes-officiels-de-la-qualite-et-de-l-origine-SIQO/Appellation-d-origine-protegee-Appellation-d-origine-controlee 
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Wine is associated with glamour and high status, which has its roots in more than twenty 

centuries of ceremonial status in most cultures and religions (Lamy, 2015). But while owing a 

winery seems like a romantic dream to many, it is a tough, fluctuating business. Winemaking 

relies on environmental factors such as weather and soil on the one hand, and economic 

fluctuations on the other, due to wine being a global luxury product (Henderson & Rex, 

2012). Being a winemaker therefore requires navigating between multiple choices, e.g. with 

regards to production, quality, style and distribution network, in order to find a suitable 

position in the market (Lamy, 2015). This makes three elements necessary for success in 

winemaking business, namely capital, skills and marketing (Lamy, 2015). Producing wine is a 

tough business that demands persistency, and a common saying in the wine industry is that 

“to make a small fortune on wine you have to start with a big one” (IS, PC, 130117).  

1.1.3. Opportunity for Discovery 

The ability to respond accurately to market demands has become increasingly crucial with 

globalization, because as consumers have gotten more wine varieties to choose from, they 

have also become picky (Hughson A. , Ashman, Huerga, & Moskowitz, 2004). Wine is 

increasingly seen to be just as much an experience as a product, and there is no longer such 

thing as ‘the wine market’ nor the ‘typical wine consumer’, but several niche segments with 

different preferences (Hall & Mitchell, 2008). This consumer awareness has necessitated 

wine producers to sense and accommodate customer tastes (Henderson & Rex, 2012), and to 

take on new strategies for wine production and marketing (Jenster, Smith, Mitry, & Jenster, 

2008). In the past decades, the emphasis of wine marketing has accordingly shifted focus 

from production, price and lines of distribution to the importance of segmentation and how 

brands satisfy consumer needs (Gluckman, 1986) (Jenster, Smith, Mitry, & Jenster, 2008).  

 

The vast supply of wine varieties pose a challenge for small producers in credibly convincing 

customers that their product is the best choice (Miller & Chadee, 2008). The complex nature 

of the product and the industry, combined with an academic field of limited knowledge about 

consumer behaviour, makes wine one of the most difficult products to market (Lockshin & 

Corsi, 2012). And as the wine industry has reputation for being conservative, it introduces an 

additional challenge of modernizing conduct to accommodate customer expectations (Hall & 

Mitchell, 2008). Knowledge of branding and its effect on wine choice is in this relation 

especially of relevance for SMEs5 in retail that have less financial resources and limited 

options of attracting and retaining customers (Miller & Chadee, 2008).  

 

                                                
5 Small and Medium Sized Enterprises (Miller & Chadee, 2008) 
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1.2. Research Specification - Problem Formulation 

The object of this study is to formulate a sustainable future course for the winery CG that 

balances its resources with the owners’ ambitions for the business. This entails combining in-

depth knowledge about the current state of the organization with profound understanding of 

the surrounding environment. The goal is to tailor a strategy for CG that enables optimal 

navigation around changing wine customer demands and trends in the wine industry (Hall & 

Mitchell, 2008). Acknowledging that the path to long-term sustainability of CG entails 

evaluating and balancing the business in its entirety, the following research question guides 

this study: 

 

As the root of the research is to solve a business problem for CG, the study design of Field 

Problem Solving by Van Aken provides a useful taxonomy for the study (Aken, Berends, & 

Bij, 2012). Van Aken’s suggested problem-solving cycle includes six steps: Problem 

definition, analysis and diagnosis, solution design, change plan and intervention and lastly, 

evaluation. To cover these steps, the analysis is shaped around the following sub-questions: 

 

1) What is the current state of Chateau Gourran? 

2) Which strategic opportunities are available for Chateau Gourran? 

3) How can Chateau Gourran reach its strategic objectives? 

 

 

 

  

 

 

 

 

 

 

 

Figure 1.1 The Strategic Imperatives (Design, C.Bender) (Sondhi, 2008) 

How can Chateau Gourran optimally balance its resources, 

objectives and competitive environment? 
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1.2.1. Thesis Structure 

The report is divided into five main chapters. The current section constitutes Chapter I, 

where the problem definition and its relevance are settled and the research scope is specified.  

 

Chapter II contains methodology, theoretical specification and literature review. This section 

first accounts for philosophical stance, data collection methods, theory and validity and 

reliability of the study. The literature review gives overview of developments and current 

views on strategizing and consumer behaviour that are relevant for the study.  

 

The analysis is presented in Chapter III and is split into three parts, dedicated to each sub 

research question. First, analysis and diagnosis is conducted in an overview of the current 

state of CG, made by systemizing information about external and internal conditions. Second, 

matching the business profile with strategic option models enables to provide a solution 

design. Third, a realistic change plan for implementation of strategy is suggested as a hybrid 

model.  

 

Chapter IV is devoted to evaluation of findings. This section will contain a critical reflection 

on the discourse of strategic planning and a specific action plan to CG. Lastly, Chapter V 

terminates the thesis with a discussion and conclusion of the study and suggestions of further 

avenues of research.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.2 Thesis Structure (Design, C.Bender) 
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1.2.2. Scope & Delimitations 

The scope this research is to suggest a strategic course for CG. Strategic management is, 

however, a vast field characterized by several theoretical areas and perspectives. To ensure 

depth and direction of the study, the analysis is framed by Sondhi’s ‘Total Strategy’ that 

provides basis for a holistic strategic analysis of the entire organization (Sondhi, 2008) and 

Schiffman and Kanuk’s account for Consumer Behaviour, which covers the major factors 

related to consumption (Schiffman & Kanuk, 2010).  

 

The analysis is limited to map strategic opportunities on the Danish market. The manager of 

CG, Peter, is currently investigating opportunities of finding distribution channels in other 

European markets such as the Netherlands, UK or Sweden (PFA, PC, 210117). Yet, creating 

a proper strategy for how to penetrate those markets would require substantial comparative 

analysis and industry evaluations. As the Chateau produces 45,000 bottles a year (Andersen 

P. F., 2016), it is deemed that the Danish market has sufficient capacity to absorb this 

production, given that the market strategy is shaped suitably. It should be noted that the 

Danish wine market is one of the largest among non-wine producing countries, but that this 

has also led to a vast supply (CMJ, PC, 160117). 

  

As a start-up business there are two overall go-to market approaches to consider. One is 

Business-to-Customer (B2C), the other Business-to-Business (B2B), and the implications of 

following each path with regards to business strategy differ considerably (McIntyre, 2014). 

Although CG has potential to follow both paths, the author finds that designing a combined 

approach would make the end-result superficial and thereby the strategy neither useful nor 

successful. Because CG is a small, family owned business, the owners have expressed their 

desire to maintain some personal customer relations (PFA, PC, 260916) (TFA, PC, 120117). 

With this in mind, this study will advocate a B2C strategy that enables sustainable sales while 

ensuring the owners have some degree of customer contact. 

 

To diagnose the current state of CG’s resources and make an applicable strategy for reaching 

the business objectives, it is necessary to examine financial records of the business (Salvatore, 

2012). These include sales numbers, revenue and operating costs. But in general, the present 

analysis will be non-financial, meaning for example the exclusion of in-depth constructions 

for cost allocations or expense control. Despite such figures being relevant for strategy 

making (Sondhi, 2008), it is deemed that beyond financial sustainability, it is outside the 

scope of this study to engage with in-depth financial design of the business. The decision also 

takes into consideration the complexity of the French accounting schemes of the business 

(Sarl Loisir Gourran, 2015) (SCEA Vignoble GOURRAN, 2015). 
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The study is contained within a time frame, especially with regards to the future deadline for 

viability. Information back in time will be included where relevant in order to gain overview 

of the business of CG and the wine industry, yet the focus is from 2007 and onwards where 

the current owners took over CG (Andersen C. F., 2011). Future horizon is limited to 

maximum ten years into the future, but will target results for 2020. This timeframe is based 

on conversations with the owners, who expressed a wish to stabilize the business “as soon as 

possible”, but at least within a ten-year horizon (PFA, PC, 310916). In addition, this time 

frame is reasonable considering that organizational changes take time while acknowledging 

that strategic plans should be implementable in the foreseeable future (Sondhi, 2008) (Noble, 

1999). 

 

1.3. Company Description - Chateau Gourran 

CG is a classic Bordeaux-style wine chateau from 1773 that has facilitated wine production 

since 1855 (Chateau Gourran, 2014) (Bordeaux-Tourisme, 2016). The chateau had been in 

the family for a generation, when Peter and his wife, Tine, bought it in 2007. By the time they 

overtook the chateau, the associated vines had been leased to a neighbouring chateau for 

almost 20 years (Andersen C. F., 2011). Peter therefore initiated what he describes to as a 

‘retirement project’ and quit his job at SAS to begin winemaking by investing in machinery, 

hiring a local oenologist and staff, creating label design and website and establishing a 

distribution network (PFA, PC, 310916). In three years they could present the first wines 

from CG, and today the expected yield is 45,000 bottles per year spread over four varieties: 

10,000 bottles of Bordeaux Clairet, Bordeaux Blanc and Rouge Tradition, and 15,000 bottles 

of Grande Resérve. Clairet and Blanc are sent to market the summer after harvest, Tradition is 

sent two years after harvest, and Grande Réserve at least three years after, as it is matured on 

oak barrels (Andersen P. F., 2016) (Appendix 2). 

 

Peter set up a business with three pillars: The wine production at CG is ‘Vignoble Gourran’, 

an import company (only of CG) ‘Gourran DK’, and rental of the chateau during summer 

months, ‘Loisir Gourran’ (PFA, PC, 230916). Peter is head of all operations and sales, but 

receives support from employees and family. The wine production is primarily managed by 

the local oenologist, Christine Chaminade (Chateau Gourran, 2014), who works freelance. 

The chateau rental is channelled through a holiday website, ‘HomeAway’ (HomeAway, 

2017), and during summer months, a superintendent overlooks, renovates and manages the 

chateau (CE, PC, 230117). The import is in the hands of Peter, and consists of handling 
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transportation of the wines from France to Denmark6. Gourran DK transports around 10 

pallets of 600 bottles seven times a year to Denmark (PFA, PC, 010217). The son of Tine and 

Peter, Christian, has offered some advice with regards to sales and marketing, as he is 

educated Cand. Merc., and the wife Tine is the primary sales-pusher qua her stewardess 

experience, and demonstrates the wine in supermarkets during weekends, when she has time 

off from work (CFA, PC, 251016) (TFA, PC, 120117). 

  

The primary sales channels of CG are ten Meny supermarkets7 across Denmark, selling 

22,000 bottles per year (Andersen P. F., 2016). The deal with those supermarkets was 

originally set in place because Peter and Tine knew the owner of their local Meny who agreed 

to put the wine on the shelves, and appointments were then set up with other Meny’s. Meny 

does not have an exclusivity deal, but many supermarket chains are not allowed to shop 

individually or only have limited wine sections, which limit the available stores (TFA, PC, 

230117). The second and third major sales point are website or private sales (shop.gourran, 

2016), facilitating the sale of 12,000 bottles and Peter Justesen, a provider of duty free 

shopping for diplomats, (Peter Justesen, 2017), who expected to sell 10,000 bottles in 2016. 

Lastly, Maison Liedberg in London took 1,000 bottles (Maison Liedberg, 2017) (Andersen P. 

F., 2016). The chateau is rented out from May-October to cover the high costs of its 

maintenance. It allows 12 guests sleeping and has luxury facilities such as swimming pool, 

billiard room and a big kitchen. There is a low, mid and high season with varying prices, and 

the chateau is rented out on weekly basis, the whole property at a time (Andersen P. F., 2016). 

 

The financial overview of CG’s business in 2015/2016 is seen below. CG is in its current 

form a sustainable business with a surplus of around EUR 11,000 in 2015, which is Peter’s 

‘satisfying’ compensation for his work. The major costs of CG occur from the wine 

production and the superintendent’s salary (Andersen P. F., 2016). 

EUR Revenue 
Operating 

Expenses 

Operating 

Profit 

EBITDA 

Interest, Tax, 

Depreciation, 

Amortization 

Total 

Cost 
Profit 

Vignoble 

Gourran 
180,810 (132,000) 48,810 (48,500) (180,500) 310 

Loisir 

Gourran 
57,000 (33,000) 24,000 (15,700) (48,700) 8,300 

TOTAL 237,810 (165,000) 72,810 (64,200) (229,200) 8,610 

Figure 1.2 Financial Overview of CG (Andersen P. F., 2016) 

                                                
6 Where they are stocked at Skanlog in Glostrup (http://www.skanlog.com) 
7 One of the supermarkets is a Super Brugsen, as the previous owner of a Meny selling CG changed chain but kept the contract 
with CG (TFA, PC, 120117)  
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CHAPTER II 

 

This chapter accounts for the methodological and theoretical underpinnings of the study. In 

the Methodology section, the choices of philosophical approach and research methods are 

described and discussed. In the Theoretical Account the main theories, which frame the 

analysis will be outlined. Lastly, the Literature Review maps the major research fields that are 

relevant for the scope of the study. 

 

2.1. Methodology 

2.1.1. Form & Goal - Single Case Business Management Study 

The main research question for this study is, as delineated in the previous chapter, “How can 

Chateau Gourran optimally balance its resources, objectives and competitive environment?”. 

This question is rooted in the intention of advising the management of CG how to improve 

the current business situation. The study is thereby an example of a business problem-solving 

project (BPS), which “are started to improve the performance of a business system, 

department or a company on one or more criteria” (Aken, Berends, & Bij, 2012). Being a 

BPS project, the research should ultimately positively impact profits or a comparable 

performance indicator, and it is conducted in close cooperation with CG (Saunders, Lewis, & 

Thornhill, 2009).  

 

The research is a single case study by nature, meaning there is little control over events and 

focus is on studying a contemporary phenomenon within its real-life context (Yin, 2009). As 

the case study deals with contemporary human affairs, it is important that information is 

handled ethically with sensitivity through consent, avoidance of deception and protecting 

confidentiality (Yin, 2009). The owners and management of CG are in the periphery of the 

researchers private network. Access to the organization has therefore been easy to negotiate, 

but this relation also requires considerable care and balance of sensitivity when handling data 

and results (Farquhar, 2012). 

 

The case study is structured with the BPS cycle’s five steps8. Initially, the problem definition 

was formulated by the manager, Peter (PFA, PC, 230916), but developed over time as 

research revealed underlying problem drivers (Sondhi, 2008). Being targeted at formulating a 

                                                
8Problem definition, analysis and diagnosis, solution design, change plan and intervention and evaluation (Aken, Berends & Bij, 
2012) 
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holistic change plan and organizational intervention, a wide range of variables and actors 

ought to be included in the research and analytical process (Aken, Berends, & Bij, 2012).  

2.1.2. Philosophy - Constructivism and Abduction 

The philosophical stance refers to ontological and epistemological considerations about the 

nature of reality and of knowledge creation (Easterby-Smith, Thorpe, & Jackson, 2015). The 

philosophy is essential to settle, first to establish a reflexive stance to choices and premises of 

the research, and second to clarify research design choices of evidence, data gathering and 

interpretation (Saunders, Lewis, & Thornhill, 2009).  

 

2.1.2.1. Ontology and Epistemology  

Broadly speaking, the aim of social science is to understand the world as it is made by human 

beings (Hancké, 2010). Two major, contrasting social science philosophies are positivism and 

social constructivism9. Where positivism perceives the social world as external and objective 

to social actors, social constructivism focuses on how reality gains meaning through people’s 

interactions (Easterby-Smith, Thorpe, & Jackson, 2015). As the focus of this study is on 

human interactions and perspectives of actors in and around CG, the constructivist stance is 

chosen, as it appreciates the different constructions and meanings people place upon their 

experience (Saunders, Lewis, & Thornhill, 2009). The constructivist approach leads to an 

ontology where the reality studied is one appearing differently to people and varying with 

contextual settings (Moses & Knutsen, 2007). The according epistemology recognizes 

knowledge as socially situated. The methodology should therefore be designed to identify 

(socially constructed) patterns and regularities evolving from thoughts, feelings and 

communication (Easterby-Smith, Thorpe, & Jackson, 2015). The positivist stance will, 

however, be applied insofar the strategic recommendations are supported by economic and 

structural facts (Marsh & Furlong, 2002). 

 

2.1.2.2. Research Approach – Abduction 

The research approach abduction allows a fluctuation between theory and findings in a 

continuous process to generation of new knowledge (Eriksson & Kovalainen, 2008). Unlike 

induction, abduction accepts existing theory, but at the same time allows a less theory-driven 

research process than deduction. The approach thereby enables a theory-based yet open data-

generation, which improves the strength of the case analysis (Järvensivu & Törnroos, 2010). 

As case studies are weak platforms for generalization, the aim is not to generate new theory, 

                                                
9 The terms constructivism and social constructionism tend to be used interchangeably and subsumed under the generic term 
‘constructivism’, which will be applied in this thesis Charmaz, K. (2006). Constructing Grounded Theory: A practical guide 
through qualitative analysis. Thousand Oaks, SAGE. 
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but to expand and apply theoretical perspectives to solve CG’s business performance problem 

(Yin, 2009) (Aken, Berends, & Bij, 2012). The research question is thus based on obtained 

information about CG in combination with theory on business strategy and consumer 

behaviour. But during the research process there will be a continuous flow between theory 

and empirical evidence before reaching the final report and conclusions (Saunders, Lewis, & 

Thornhill, 2009). 

2.1.3. Research Design 

Designing the research means choosing what to observe, how and at what level of 

engagement and interchange (Easterby-Smith, Thorpe, & Jackson, 2015). The intention is to 

ensure a logical sequence from research question to conclusion by clarifying the study’s 

propositions and units of analysis (Yin, 2009). The research design depends upon the nature 

of the research question(s) as it determines whether the purpose is exploratory, descriptive or 

explanatory (Saunders, Lewis, & Thornhill, 2009). As this study on CG seeks insights and 

assesses phenomena in a new light by asking ‘how’, it falls in the exploratory category. It is 

thus best conducted by reviewing literature, interviewing experts, main actors and focus 

groups (Saunders, Lewis, & Thornhill, 2009). However, the study includes descriptive 

elements to portray the situation in and around CG as foundation for the exploratory findings. 

 

2.1.3.4. Unit of Analysis  

The unit of analysis refers to spatial, temporal and other potential boundaries defining the 

case (Yin, 2009). Because the research question and theory underlying the case study are 

holistic in their nature (Sondhi, 2008), the entire unit and surrounding of CG are taken into 

investigation (Yin, 2009). Hence, the spatial boundaries stretch from the production facilities 

and castle in Bordeaux to the Danish market (Andersen P. F., 2016). With regards to temporal 

limits the study is cross-sectional and a ‘snapshot’ of CG in the time period available for the 

thesis conduction, i.e. from September 2016 to May 2017.  But to support the findings in this 

period, historic information about the development of CG is included (Saunders, Lewis, & 

Thornhill, 2009). 

 

2.1.3.5. Data Collection and Analysis 

The case study enables the researcher to deal with a full variety of evidence such as 

documents, artefacts, interviews and observations (Yin, 2009). Case study research may lead 

to conclusions through a mix of quantitative and qualitative evidence, which has been utilized 

by obtaining a variety of data types from secondary as well as primary sources (Yin, 2009). 

As the research takes a social constructivist stance, it has been important to collect multiple 

perspectives through a mix of methods from various information channels to obtain 
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knowledge about representations of different realities (Easterby-Smith, Thorpe, & Jackson, 

2015).  

 

2.1.3.6. Secondary Data Collection 

Secondary data, i.e. data which has already been collected and analyzed for a different 

purpose, is applied to gain comparative and general contextual data of high quality from a 

wide range of areas (Saunders, Lewis, & Thornhill, 2009). This is for example business 

material in the form of shareholder reports, administrative records from CG, books and 

accredited journals on strategy and wine marketing, valid newspaper and Internet articles and 

surveys and statistics e.g. on wine consumption and market trends. Secondary data has been 

collected from a range of sources, such as CBS and other university databases, Internet sites 

of business advice or the wine industry, physical libraries and of course the management of 

CG. Most secondary material has been obtained in the period of September 2016 to May 

2017, but the sources naturally have various original dates going further back in time. The 

secondary data primarily represents qualitative research that does not indicate ordinal or 

numerical values (Mitchell, 2013), but quantitative data in the form of e.g. bookkeeping 

records and production numbers from CG have also been included in the analysis. The pitfall 

of secondary data is it was originally produced for a different objective, so the sources have 

been evaluated with regards to relevance and reliability for the research question at hand 

(Saunders, Lewis, & Thornhill, 2009). For this reason, the secondary data is supplemented by 

primary data collected by the author for this study only (Eriksson & Kovalainen, 2008).  

 

2.1.3.7. Primary Data Collection 

The primary data collection consists of interviews with a range of actors relevant for the 

research objective, participant observation at CG and conduction of two focus groups. This 

data is all qualitative as it has been produced to understand the social, cultural and physical 

context in which behaviours occur, to interpret the meanings people bring to them (Mitchell, 

2013). The collection of primary data has mainly been carried out in the time period from 

September 2016 to February 2017. The approaches to collection of primary data are explained 

in detail below. 

 

In-depth Semi-Structured Interviews with CG and Industry Experts 

Semi-structured in-depth interviews are non-standardised, which is why they are useful for 

exploratory studies to find out ‘what is going on’ and gain new insights (Saunders, Lewis, & 

Thornhill, 2009). Each interview was conducted based on a list of themes covering 

descriptive as well as exploratory questions that varied between interviews (Leech, 2002). 
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The interview questions were not derived as a direct translation of the research questions, but 

designed for the interviewee to provide the relevant data needed (Maxwell, 2008).  

 

Initial interviews were conducted with Peter Find Andersen to obtain insight on the business 

and issues of CG (Appendix 3, 4). Those were supplemented with interviews with his son and 

wife, Christian Find Andersen and Tine Find Andersen and a former superintendent at CG, 

Claus Eriksen, to get a nuanced picture on the family business (Appendix 5, 6, 7). Those 

interviews gave alternative perspectives on the organization, business tasks and issues 

presented by Peter. Additional interviews with Peter have clarified topics and questions as 

they occurred during the research process (Appendix 8, 9). Those interviews were all 

conducted by telephone and transcribed during the conversation. In addition to the semi-

structured interviews, five days with Peter and Tine were spent at CG in Bordeaux. This 

helped to explore the topic by giving the owners opportunity to talk freely about events, 

behaviour and beliefs in several in-depth conversations (Saunders, Lewis, & Thornhill, 2009). 

Those were summarized as directly as circumstances allowed (Appendix 10). 

 

To get qualified insights on the research topic, interviews were held with wine industry and 

Bordeaux experts (Appendix 11). Iacob Schjerbeck, owner of the speciality wine store Vintro 

in Copenhagen and producer of an acclaimed Bordeaux wine, D:Vin, tasted and commented 

CG’s Clairet and Grandé Reserve and gave insights on the wine industry (Appendix 12). Carl 

Mikael Jespersen, analytical manager in Wilke and specialist in the wine sector, commented 

on CG’s current strategy and the wine industry in general (Appendix 13). Morten Berner 

Jørgensen, sommelier and wine blogger, made a taste profile and evaluation of CG’s Grandé 

Réserve and Clairet and of the status for Bordeaux wines (Appendix 14). Christian Olsen, 

wine section employee in Meny Rotunden, explained supermarket conditions, sales numbers 

and purchase routines of Meny that were relevant for CG (Appendix 15). A CG customer and 

Bordeaux-lover, Tine Weis, was interviewed to understand purchase motivations (Appendix 

16). In Bordeaux, two interviews were conducted in the form of in-depth conversations. Peter 

Jørgensen, 4th generation of Knud Jørgensens Vinhandel and owner of Chateau de Haux in 

Bordeaux, provided valuable knowledge about being a Danish owner of a Bordeaux chateau 

and showed around at the facility (Appendix 17). And Mathilde and Peter Pfieffer, wine tour 

arranger and Export Director in a major Bordeaux négociant and out of a Grand Cru chateaux 

family, were credible sources about Bordeaux wine conditions (Appendix 18). 

 

Participant Observation at CG 

Part of the collection of primary data was participant observation of the work routines at CG 

in Bordeaux in February, 2017. Those observations enabled insight into operations and how 
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the owners engaged in them. The time spent at the castle was limited (five days), compared to 

other examples of observatory research, which may require weeks or months (Eriksson & 

Kovalainen, 2008). Yet the research still enabled to record action as it took place, rather than 

how it would be described (Eriksson & Kovalainen, 2008). It was conducted through 

participation in wine labelling and packing at the castle plus other activities around the 

facility, and supplemented with questions about the actions taking place, aiming to engage the 

owners in analytical reflection on the processes (Saunders, Lewis, & Thornhill, 2009). 

 

Focus Groups on CG’s Wines, Website and Chateau 

Because this study has an exploratory purpose from a social constructivist perspective in 

relation to a consumer product, it was useful to ask potential customers on their wine habits 

and opinions about CG in a social and reflective context (Krueger, 2002). A focus group is a 

technique using in-depth group interviews, where participants, selected to represent a specific 

population, are asked to ‘focus’ on a given topic (Rabiee, 2004). The results make it possible 

to explore what individuals believe and feel through rich and deep data (Halkier, 2002). The 

focus group design was for this research inspired by Richard Krueger’s manual on focus 

groups (Krueger, 2002). 

  

Two focus groups were held to get different perspectives on CG’s products and services. The 

groups represented two different target groups based on age division, with a younger group 

(25-40 years), and an elder (+40) (PFA, PC, 230916). The participants were appointed by 

nomination based their ability to say something relevant on the topic (Rabiee, 2004) 

(Appendix 19). A large pool of potential quality-wine drinkers with openness to speak in a 

social setting was therefore contacted. The result was two groups of eight and nine people, a 

number that stimulated a creative discussion but still enabled everyone to participate (Eliot 

and Associates, 2005). The focus groups followed a question guide of five questions designed 

to invite reflection on experiences (Appendix 20) (Krueger, 2002). The main topics covered 

were the sensory aspects and appearance of CG’s wines, through tasting and evaluating the 

products. In addition, the website and webshop of CG was shown, and the participants 

reflected on the information and inspiration on the sites. The option of rental the castle and 

ideas for its use was also discussed (Appendix 22). Both groups gave a wide variety of 

insights and fostered a flourishing discussion. This, however, also led to slight diversions 

from the original question plan, as the conversation evolved organically. The sessions were 

held in Danish to make participants comfortable by using their native language and lasted 

around 1,5 hours in a private setting. Both sessions were recorded on video as well as audio 

recording (Appendix 21). 
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2.1.3.8. Data Analysis Process 

The secondary data analysis mainly consisted of re-interpretation of the existing data directed 

at new methodological and theoretical insights (Smith & Smith, 2008). But the analytical 

process of primary data from raw data to written product necessitated more rigid and careful 

data interpretation (Braun & Clarke, 2006). Results from interviews and focus groups of this 

study have been organized by conducting thematic coding, categorizing and narrative 

summaries (Saunders, Lewis, & Thornhill, 2009). The aim was to identify and analyse 

patterns (or themes), by interpreting the results in light of the research topic (Braun & Clarke, 

2006). Following this more inductive and open approach, the data were contextualized with 

theory (Maxwell, 2008). The interviews were summarized and contextualized in the 

analytical process. But as the focus group results were more complex and varied due to the 

debate among participants, a detailed interpretation of the results was necessary. The analysis 

was organized along Braun & Clarke’s six steps for thematic coding (Braun & Clarke, 2006). 

First, listening to the sessions and making thorough notes made the author familiar with the 

data. Interesting features were hereafter coded across the entire data set (Appendix 22). In the 

third and fourth step, the codes were aggregated in order to find potential themes, which were 

revised several times (Appendix 22). Those themes were named and used in the report in 

combination with selected extracts (Braun & Clarke, 2006). The data obtained from the 

interviews and focus groups gave specific insights as well as foundation for further research. 

2.1.4. Critical Reflections - Validity and Reliability 

Single case studies have a challenge of proving credibility and thereby contributing to 

knowledge and theory (Farquhar, 2012). The greatest concern of case studies is lack of rigor, 

vague evidence and biased views (Yin, 2009). Four tests of quality that are relevant and 

applicable for qualitative case studies are: Construct Validity, Internal Validity, External 

Validity and Reliability (Yin, 2009). Validity concerns whether the claimed relationships 

between variables in the study are well founded, and Reliability the risks of subject and 

participant error and bias (Saunders, Lewis, & Thornhill, 2009). 

 

Construct Validity 

Construct Validity is established by having a clear chain of evidence from research question 

to conclusion (Farquhar, 2012). A typical problem with the holistic case design is that the 

entire case study may be conducted at an unduly abstract level, lacking sufficiently clear 

measures or data (Yin, 2009). Construct validity has been sought by consistently clarifying 

the relation between data, theory and conclusions throughout the study. Acknowledging that 

the nature of a qualitative case study disturbs the ability to gain objective measures of data, 
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the intention is to have transparency throughout the research to enable external judgment of 

the findings (Saunders, Lewis, & Thornhill, 2009). 

 

Internal Validity 

Internal Validity comes from presence of causal relationships between variables and results, 

and is obtained through critical investigation of data (Yin, 2009). This comes from rightfully 

addressing rival explanations and by triangulating data, i.e. collecting data from multiple 

sources to gain various views on propositions (Saunders, Lewis, & Thornhill, 2009) (Yin, 

2009). The importance of attaining different perspectives has been a core, guiding aim 

throughout the processes of data collection and interpretation. In the interview process, 

triangulation was achieved by conducting supplementary interviews of actors internally and 

externally to CG and constantly reviewing findings in the light of new insights (Maxwell, 

2008). Throughout the data analysis process, a similar critical approach was applied to test 

statements from multiple data sources. Nevertheless, further validity of findings could be 

reached by collecting more data, as the number of interviews, focus groups and theoretical 

underpinnings of this study do not fully guarantee the suggested causal relationships 

(Saunders, Lewis, & Thornhill, 2009). Coding introduces several risks of validity, as there are 

many potential ways of interpreting the data. A risk of coding is that fracturing and 

categorizing data leads to neglect and blindness to contextual relationships and alternative 

perspectives on the data (Maxwell, 2008) (Braun & Clarke, 2006). Also, most interviews 

were conducted in Danish and translated to English, which introduces a risk of changing 

meaning or losing key formulations from interviewees. In addition, a summarizing method 

was applied during the interviews as it allowed direct transcription, but thereby more 

reflexive insights that may come from transcription were lost (Saunders, Lewis, & Thornhill, 

2009). 

 

External Validity 

Lack of External Validity, i.e. whether findings are applicable to other research settings, is 

also a critical point for single case studies (Yin, 2009). Yet, the purpose of the case research is 

not to produce a theory that is directly transferable to other companies and generalizable to 

other settings (Yin, 2009). Rather, the objective is targeted at explaining what is going on in 

the particular setting of CG, and shed light on a general problem based on those findings 

(Saunders, Lewis, & Thornhill, 2009). Nevertheless, despite the main focus of the research 

being to provide a solution to CG’s business problem (Aken, Berends, & Bij, 2012), the 

research question is formulated based on a strategic balance that applies to any business 

(Sondhi, 2008). The findings are therefore a valuable source of insight to strategic challenges 
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many businesses face. Subsequent to the analysis of findings, the general applicability of 

those findings is reflected upon and suggested. 

 

Reliability 

Lastly, Reliability refers to the absence of random error, that is, whether the same insights 

could be found if the research was repeated (Saunders, Lewis, & Thornhill, 2009). Reliability 

is demonstrated by documenting references and replication and through planning and 

execution of a coherent research strategy (Yin, 2009). While reliability is less sought for in 

constructivist science, due to the acknowledgement of contextual knowledge, it is still 

important to evaluate in what ways the data collected contains error and biases from the 

observer or participants (Saunders, Lewis, & Thornhill, 2009).  

 

As observer and researcher, the main risk is that experiential knowledge and existing 

viewpoints have influenced findings and focus of the research. This is sought minimized by 

providing all relevant data that has been applied throughout the study and backing statements 

up with credible, external theory and other relevant material. In addition, an open and 

reflexive approach to all findings as well as continuous supervision and advice has been 

necessary to avoid deception of preconceived opinions (Saunders, Lewis, & Thornhill, 2009).  

 

Participant error and bias occurs if interviewees manipulate their answers or are biased by 

other interests (Saunders, Lewis, & Thornhill, 2009). As CG is a family business, there is a 

risk that sensitive topics may have been silenced. Nevertheless, the interviews gave insight to 

some deep issues, indicating that there was a high degree of trust and openness. With regards 

to interviews with industry experts, there were examples of clearly diverging opinions on 

industry trends and CG, which signify influence of personal experiences and professional 

background. Comparing and interpreting interviews in the light of industry surveys and data 

reduced the disturbance of those errors and biases on findings. 

 

The focus groups displayed a variety of opinions, implying that at least a broad selection of 

participants were not afraid to speak their mind (Krueger, 2002). Most of the focus group 

participants were unfamiliar with each other, which typically leads to deeper understanding 

from the need to specify opinions in an open setting (Rabiee, 2004). But this also introduced a 

risk of group dynamics, as some perspectives may have been held back due to fear of 

standing out or ‘meaning the wrong thing’ (Halkier, 2002). The focus group data were 

triangulated with theory on wine consumer behaviour, to check reliability and provide 

background to findings (Halkier, 2002).  
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2.2. Theoretical Account 

This section presents and describes the theoretical foundation for the study. Two models 

frame the analysis, but a range of theoretical insights are applied to evaluate and contextualize 

the findings. As the research question for the study is “How can Chateau Gourran optimally 

balance its resources, objectives and competitive environment?”, the theoretical frameworks 

are chosen based on their ability to provide different, yet overlapping perspectives on how to 

balance strategic objectives, organizational resources and market requirements.  

2.2.1. Total Strategy, (Sondhi, 2008) 

First, the main purpose of this thesis is to solve a strategic problem for the management of 

CG, by seeing the organizational system in its whole. An approach that facilitates this is Total 

Strategy by Rakesh Sondhi, as it promotes a strategic model that gives basis for holistic 

thinking, encourages creativity and creates understanding and learning within the 

organization (Sondhi, 2008). 

 
Figure 2.1 Overview of the Total Strategy Loop Process by Rakesh Sondhi (Vakuutusmajuri, 2009) 
 

Sondhi defines strategy as “a broad and general plan developed to reach long term 

objectives, focusing on actions for each of the functional areas”, which requires the 

organization to balance internal factors with the external drivers of the business (Sondhi, 

2008). Total Strategy is characterized by exploration of multiple options for action (Sondhi-B, 

2014), which is why it entails several sub-models that can be applied in the strategic process. 

Rather than being a fixed step-by-step model, the approach is designed as a loop process of 

continuous learning and improvement (Sondhi, 2008). In the following, the core aspects of 

the strategic model are elaborated in relation to the research scope at hand. 
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Sondhi emphasizes the importance of gaining strategic perspectives, intuition and skills in the 

organization, which calls for developing certain mindsets, the analytic, creative, evaluative 

and pragmatic, at various points in the strategic process (Sondhi, 2008). This should be 

employed in order to fully enhance the holistic and creative aspects of strategizing. The first 

major element of Total Strategy creation is to make a comprehensive SWOT analysis of the 

internal strengths and weaknesses and external opportunities and threats (Sondhi, 2008). 

Those factors are detected and ranked by applying a variety of tools, such as Porters Five 

Forces10, PESTEL11, Profit and loss account analysis and The McKinsey 7 S’s12 (Sondhi, 

2008). The results of the SWOT analysis leads to a list of issues that ought to be prioritized 

and balanced in terms of their influence (Sondhi, 2008). 

 

This initial step in Sondhi’s model frames the analysis of the first research sub-question, 

“What is the current state of Chateau Gourran?”. Following the SWOT analysis, Sondhi 

suggests to operate with a division between vision, mission, objectives, strategy and tactics - 

VMOST – to ensure to operate with a consistent strategy. The VMOST division enables to 

fully reflect on the alignment between the strategic components through reflective 

questioning (Sondhi, 2008). The SWOT and VMOST analysis serves as ground for the 

analysis of the second research sub-question, “Which strategic opportunities are available for 

Chateau Gourran?”. This sub-question is additionally answered on the basis of Sondhi’s 

third strategic element, Choosing the way forward. This step contains creating and choosing 

options, by applying tools such as Porter’s Generic Strategies (Sondhi, 2008). Lastly, Sondhi 

addresses tools for making the strategy come alive, which are applied to answer the third sub-

question “How can Chateau Gourran reach its strategic objectives?”, considering how to 

implement and maintain changes in strategic direction. 

  

The critical aspect of the wide range of strategic tools available in Total Strategy is that the 

complexity increases the risk of applying misfit strategic tools. Sondhi posits the essentiality 

of the strategists’ mindset when formulating strategy (Sondhi, 2008), and uses this as defence 

for the multifaceted and flexible strategic approach. But the question is, whether such open 

mindsets is realistic in organizations, where strategists are occupied by daily tasks (Simon, 

1992), narrow goals (Bower & Gilbert, 2007), power games (Packendorff, 1995), cognitive 

limitations and inertia (Tripsas & Gavetti, 2000). Also, the strategy takes a loop approach to 

strategizing, but such ongoing adaption of strategy is arguably evolving from a culture filled 

with curiosity, not from models (Mintzberg-D, 1990). Also, SWOT is a crucial element of 

                                                
10 Porter, M. E. (1979). How Competitive Forces Shape Strategy. Harvard Business Review . 
11 Political, Economic, Social, Technological, Environment and Legal drivers (Sondhi, 2008) 
12 Structure, Strategy, Systems, Staff, Skills, Style, Shaped Values (Sondhi, 2008) 
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Total Strategy, but this matrix has been subject for substantial critique e.g. of its simplicity 

and deterring effect on proper strategic skills of managers (Mintzberg-D, 1990). SWOT 

assumes an organization is able to diagnose itself, yet studies indicate that detached 

assessments are unreliable if evaluations of strengths and weaknesses are not made for very 

specific issues (Helms & Nixon, 2010). In addition, SWOT is ‘circular’ as opportunities 

depend on the organization’s strengths and vice versa, thus not providing clarity of new 

directions (Morris, 2005). It has also been mentioned that it is difficult to categorize variables, 

as strengths that are not maintained, may become a weakness and opportunities not taken 

become threats, and so on (Helms & Nixon, 2010). 

2.2.2. Consumer Behaviour (Schiffman & Kanuk, 2010) 

The second theoretical foundation of the research is Consumer Decision Making, as 

formulated by Schiffman and Kanuk (Schiffman & Kanuk, 2010). The process model ties a 

range of psychological and sociocultural aspects together that influence consumers’ purchase 

decisions. The model reflects the cognitive and emotional consumer and has three major 

components: input, process and output (Schiffman & Kanuk, 2010). The model gives a 

synthesized understanding of the concepts affecting consumer behaviour, and is applied to 

evaluate GG’s strategic opportunities and suggest how to design the tactical marketing efforts 

of the company accordingly. 

 
Figure 2.2 Consumer Decision Making (Schiffman & Kanuk, 2010) 

 

The initial component of the model is input, comprised by the firm’s marketing mix activities 

and socio-cultural influences, which work as information sources that affect consumers’ 
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purchase decisions (Schiffman & Kanuk, 2010). The second component, process, consists of 

three stages: 1) need recognition, 2) prepurchase search and 3) evaluation of alternatives, and 

draws attention to psychological influences on purchases (motivation, perception, learning, 

personality and attitudes) (Schiffman & Kanuk, 2010). The last component, output, is a 

combination of two post-decision activities, purchase behaviour and post-purchase 

evaluation, which ought to increase consumer satisfaction. Purchases may either be a trial, or 

‘exploratory’, purchase, repeat purchase or long-term commitment purchase. Evaluation of 

the purchase can either fall in the category of matched, exceeded or below expectations 

(Schiffman & Kanuk, 2010). 

 

The model on Consumer Decision Making is a tool to understand a process, rather than being 

a specific theory. The model is therefore used as a frame for understanding the factors that 

influence consumer behaviour in purchase situations. To make the model specifically 

valuable for the research, it is supplemented with other concepts and theories. This includes 

material on Wine Marketing (Hall & Mitchell, 2008) and the principles of the Ps of 

Marketing Mix (Kotler, 2000), Service-Dominant Logic (Merz, He, & Vargo, 2009) and 

Perceived Risk (Laurent & Kapferer, 1985). Those concepts are introduced when applied 

during the analysis. It should be noted that combining various conceptions of consumer 

behaviour comes at a risk of lack of clarity with regards to chosen paradigms, e.g. of branding 

(Louro & Cunha, 2001).  

 

2.3. Literature Review 

In this last section of Chapter II, relevant literature in the topic areas of this study is reviewed, 

with the purpose of gaining overview of theoretical developments, set the project in a wider 

context and evaluate limitations (Saunders, Lewis, & Thornhill, 2009). The review is 

designed on the basis of the theoretical frameworks, Total Strategy (Sondhi, 2008) and 

Consumer Decision Making (Schiffman & Kanuk, 2010), and will additionally touch upon 

research on wine consumer behaviour. To cover the main concepts within the research 

questions and approach, the headlines organizing the review are Strategy, Plan versus 

Process, Objectives, Implementation and Sensemaking, and Consumer Behaviour, From 

Product to Participation and Wine Consumer Research. 

2.3.1. Strategy - Plan versus Process 

Strategy as a concept has been ascribed numerous theoretical models and approaches in 

history (Peng, Sun, Pinkham, & Chen, 2009), and the planning vs. emergent, or process, 

school have been two major competing strategic lenses (Grant-B & Jordan, 2015). Their 
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differences rely in whether strategy is defined as result of deliberate, rational analysis of the 

industry and company (Porter, 1979) or as realized strategy evolving from a combination of 

intended and emerging actions (Mintzberg-B, 1987). According to a division by Mintzberg, 

Ahlstrand and Lamel, there have been ten major schools of strategy since 1960, with three 

prescriptive (‘ought’) and seven descriptive (‘is’). The prescriptive strategies are also labelled 

Design, Positioning and Planning, and the descriptive e.g. Cognitive, Learning and Cultural 

(Mintzberg, Lampel, & Ahlstrand, 2008).  

 

Sondhi’s Total Strategy is an example of a model that aims to bridge the gap between the two 

strategic perspectives of planning and process (Sondhi, 2008). This is in line with studies 

indicating companies’ strategizing is a combination of rational design and continuous 

enactment in a process of ‘planned emergence’ (Grant-B & Jordan, 2015). Other examples of 

strategic models that combine strategic perspectives are Dynamic Capabilities (Design and 

Learning) or Scenario Analysis (Planning, Learning or Power) (Mintzberg, Lampel, & 

Ahlstrand, 2008). Dynamic Capabilities advices enterprises set up different abilities within 

the organization of sensing the environment, seizing opportunities and managing threats to 

sustain their position in a rapidly changing environment (Teece, 2007). Scenario construction 

is a way to overcome uncertainty in strategic decision-making by giving overview of relevant 

factors and issues in terms of their volatility and interests of employees and stakeholders 

(Schoemaker, 1993). 

 

Finding the optimal balance between plan and adaptive processes has been proposed to 

depend on the stability of the firm’s environment (Grant-B & Jordan, 2015). In line with this 

claim, Radich, Drejer and Printz divided the environment in three stages; stable, of primarily 

national scope with repeated changes, fluctuating with regional context and predictable 

changes and turbulent environments that are global and characterized by unpredictable, 

sudden change (Radich, Drejer, & Printz, 2004). Stability is rightfully met by traditional, 

strategic planning, but in turbulent environments more emergent and creative solutions are 

required. As a solution to meeting today’s more turbulent environment, the authors suggest a 

model of ‘Emergent Strategic Planning’, splitting the organization into a basis organization 

applying rational planning tools and an ad hoc organization working on emergent 

development (Radich, Drejer, & Printz, 2004). 

  

The above indicates there exist various attempts to connect and mix different strategic 

perspectives, but models such as Emergent Strategic Planning (Radich, Drejer, & Printz, 

2004) and Dynamic Capabilities (Teece, 2007) seem more fit for bigger organizations where 

there are resources to split tasks in different units than in smaller organizations where 
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employees and resources are scarce. However, small businesses may have advantages against 

competitors of strength, size, and wealth, as they are better equipped to respond in situations 

where the rules are changing, and nimbleness, flexibility and adaptability are better attributes 

(Gladwell, 2013). Yet it requires the strategist has the ability to change mindset according to 

various strategic task requirements (Sondhi, 2008). 

2.3.2. Strategy - Objectives 

Strategy is in its broadest sense directed at reaching organizational objectives, or goals, which 

involves allocation of resources and requires consistency (Grant-B & Jordan, 2015). To 

define objectives and make them obtainable, a widely used acronym is ‘SMART’, which is 

short for Specific, Measurable, Assignable, Realistic and Time-related (Doran, 1981). The 

concept of objectives is often used interchangeably with that of goals (Doran, 1981), which is 

again often confused with vision and mission (Collins-B & Porras, 1996). A strategic 

objective could for example be “reaching revenue of 2 mio. € by 2020”, thereby being 

directly related to profit, but could also be “becoming the highest quality product in our 

segment in five years” (Sondhi, 2008). Studies of business performance show that strategic 

intent, vision and ambitious goals drive corporate success (Locke & Latham, 2002) (Drucker, 

1955) (Grant-B & Jordan, 2015). To successfully reach profit objectives, it is therefore an 

advantage to focus on what drives performance, such as culture and core ideology (Grant-B & 

Jordan, 2015).  

 

Collins and Porras made a framework suggesting companies formulate a Core Ideology 

consisting of their enduring core values and purpose in combination with an Envisioned 

Future of ‘Big, Hairy, Audacious Goals’ and a vivid description, to establish consistency in 

combination with long-term ambitions the organization can be steered by (Collins-B & 

Porras, 1996). Based on a study of outperforming companies, Jim Collins found that ‘great’ 

companies founded their strategies on a deep and clear understanding of the three dimensions: 

What they were best in the world at, What they were deeply passionate about and What drove 

their economic engine (Collins, 2017) (Sondhi, 2008). He distilled those in the term ‘The 

Hedgehog Concept’, and claimed companies ought to find the intersection of those three 

elements to define a stringent concept and also to choose what not to be (Collins, 2017). 

  

Campbell and Yeung define mission as “an organization’s character, identity and reason for 

existence”, consisting of four parts: purpose, strategy, behaviour standards and values, and 

vision as a “possible and desirable future state of the organization” (Campbell & Yeung, 

1991). They posit vision is associated with goals, while mission is a code for culture and 

behaviour. What they hold is that mission is more valuable than vision, as there is a risk that 
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when the vision, or strategic intent, is achieved, then the organization lose direction and 

manages lose motivation (Campbell & Yeung, 1991). Organizational Identity13 has also been 

put forward as a concept that should answer questions such as “Who are we?” “What 

business are we in?” and “What do we want to be?” (Albert & Whetten, 1985) (Hatch-D & 

Cunliffe, 2006). Hatch and Schultz define organizational identity as shaped in processes of 

mirroring, reflecting, expressing and impressing (Hatch-C & Schultz, 2002). The authors 

stress the importance of balancing the dynamics between internal culture and external 

stakeholder images, as they claim the organization otherwise risks dysfunctions of either 

‘narcissism’ (too self-referential) or ‘hyper-adaption’ (overwhelmed concern for image) 

(Hatch-C & Schultz, 2002).  

2.3.3. Strategy - Implementation 

Whether strategy, implementation and execution represent three separate processes or denote 

the exact same thing is disputable (Martin, 2015) (Favaro, 2015). While the planning school 

advocates a separation between strategy formulation and implementation, those phases are not 

subject to the same distinction in emergent strategy (Radich, Drejer, & Printz, 2004). That is, 

Mintzberg defined emergent strategy based on a conviction that only 10-30% of intended 

strategy is realized through implementation (Grant-B & Jordan, 2015). An argument for 

distinguishing between strategy, implementation and execution is that separating the terms 

helps managers clarify, which actions belong to each process (Favaro, 2015). The definition 

of implementation (or execution) has, however, been subject for dispute, one reason being 

that it involves the daily operations of the firm that are difficult to guide and predict (Noble, 

1999). Yet a generally recognised definition is that implementation is “turning strategic 

choices into reality and furthermore commercial value” (Favaro, 2015) through 

communication, interpretation, adoption and enactment of strategic plans (Noble, 1999).  

 

There are many examples of tools specifically made to steer and evaluate implementation of 

objectives, such as Management By Objectives (MBO) (Drucker, 1955) or the Balanced 

Scorecard (Kaplan & Norton, 2004). The two methods resemble in suggesting collaborate 

goal setting and review to improve performance. In addition they highlight the need to relate 

goals to strategy (Dinesh & Palmer, 1998). But MBO has been criticized for being too 

elaborate and therefore hard to fully implement and in addition neglecting human relations. 

Therefore, Kaplan and Norton (Kaplan & Norton, 2004) extended the measurements in a 

Balanced Scorecard to also contain customer satisfaction, internal processes and 

learning/innovation (Dinesh & Palmer, 1998). Despite the availability of tools, transforming 

                                                
13 Defined by Albert and Whetten as the central, distinctive and enduring elements of an organization  (Albert & Whetten, 
1985) 
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strategy to reality is a challenge. In a survey of 125,000 business employees from over 50 

countries, 60% responded ‘No’ to the statement “Important strategic and operational 

decisions are quickly translated into action” about their respective workplace (Neilson, 

Martin, & Powers, 2008). Research has pointed to two major factors to accomplish 

implementation, namely early involvement by a wide range of organizational members, and 

adjustment of the organizational structure and culture to fit the new strategy (Noble, 1999). 

Of those, interpersonal changes of commitment, relationships, decision-making and 

leadership style are claimed to be main determinants for successful strategic execution (Beer 

& Eisenstat, 2000) (Noble, 1999). Acknowledging the role of everyday decision making, 

Bowie and Gilbert advised managers to direct attention away from the formal strategy and 

towards the processes of e.g. role resource and allocation, knowledge and power dispersion 

(Bower & Gilbert, 2007).  

2.3.4. Strategy - Sensemaking 

Weick introduced the concept of sensemaking as a way to understand how individuals make 

sense and create understanding in organizations, despite having various interests (Weick, 

2001). What he claims is that organizational action is as much goal interpreted as goal 

directed, meaning that organizations develop through multiple committing actions people 

make socially justifiable explanations for (Weick, 2001). Smircich and Morgan also operated 

with the concept of framing reality and making sense of it, but highlighted the role of leaders 

in this practice (Smircich & Morgan, 1982). They posited leadership is a social process that 

emerges through constructions and actions of the leader and the led. Leaders are thus given 

the power to ‘manage meaning’ and shape the context for action (Smircich & Morgan, 1982).   

 

A new stream in strategy perspectives, Strategy as Practice, highlights that strategy should be 

considered as something people in the organization do, thus having focus on concrete micro-

level activities and processes which strategy practitioners engage in (Langley & Abdallah, 

2015). Research of strategy as practice should therefore ask questions such as “How are 

decisions and non-decisions made?” “How do particular discourses of strategy seek to 

exercise control over what they constitute as internal and external environments?” and “Who 

and what are the strategic others that define the symbolic failures and successes of present 

strategies?” (Carter, Clegg, & Kornberger, 2008). The focus of strategy research according to 

this stream then becomes the everyday meaning-making and actions’ role in reaching 

strategic results. 
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2.3.5. Consumer Behaviour - From Product to Participation 

Understanding what drives consumer behaviour is necessary to know how to optimally utilize 

strategic marketing resources (Schiffman & Kanuk, 2010). Marketing is about identifying and 

meeting human and social needs (Kotler, 2000) and traditional marketing management entails 

making decisions about e.g. market segment, differentiation, pricing, customer acquisition 

and loyalty (Kotler, 2000). Accordingly, Kotler made McCarthy’s 4 Ps of the Marketing Mix: 

Product, Price, Place and Promotion14 leading edge in 1967, by suggesting they delineated 

the decisions required to influence trade channels and final consumers (Kotler, 2000). 

However, current critics of the 4 Ps claim it is outdated, as it belongs to a marketing 

environment were product difference lasted and “obedient audiences could be reached with 

big, efficient media”, whereas consumer today are in control and the market ecosystem 

consists of multiple, unstructured conversations (Fetherstonhaugh, 2009). As product 

offerings have increased, consumers have become more aware of finding unique products that 

reflect their ideal personality (Harkin, 2011). In line with this tendency, Fetherstonhaugh 

suggests 4 Es should replace the 4 Ps: Experience, Everyplace, Exchange and Evangelism. 

Those 4 E’s reflect the expectations of today’s consumers that a product offers more than 

benefits, it is accessible on their terms, their engagement is worth value and that they want to 

support the product’s ‘cause’ (Fetherstonhaugh, 2009). Rohrs labelled the tendency of 

costumers engaging in products ‘The Audience Imperative’, and claimed audiences are the 

most important assets of business today (Rohrs, 2014). He poses that today’s media enables to 

create a “comprehensive, collaborative and cross-channel effort to build audiences that your 

company alone can access”, so potential and existing customers can be engaged at low cost 

(Rohrs, 2014). Those new market forces thereby make it possible to thrive as a small 

company, if you are able to capture ‘1000 True Fans’, and establish loyalty at a customer base 

that is willing to buy your product consistently (Kelly, 2008).  

 

The development from more recipient oriented marketing towards engagement of consumers 

is also reflected in the concept of branding. The earliest brands functioned simply as 

identifiers for products, but developed during the 1990’s to operate with the more complex 

concept of brand value (Merz, He, & Vargo, 2009). Brands became associated with 

knowledge of image and awareness (Keller, 1993), as relationship partners (Fournier, 1998) 

and as having identities (Kapferer, 2012) (Urde, 2013). The diversity of brand perspectives 

can be distilled to one of outside-in versus inside-out approaches, depending on their focus on 

either projecting company traits versus internalizing customer expectations (Merz, He, & 

Vargo, 2009). The Service-Dominant logic of brands is a recent stream of branding that has 

                                                
14 First published in Jerome McCarthy’s book ”Basic Marketing, a Managerial approach”, Irwin, 1960 
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gained momentum since 2000, where brands are seen as a product of stakeholder engagement 

with the company (Merz, He, & Vargo, 2009). The determinant of brand meaning and value 

is thus seen as a result of stakeholders who act as resource integrators and co-creators of 

brand value (Merz, He, & Vargo, 2009).  

 

The interaction and engagement tendency of consumers is a result of today’s connected, 

informed and active individuals due to information access, global views, networking, 

experimentation and activism (Prahalad & Ramaswamy, 2004). Prahalad and Ramaswamy 

proposed co-creation as a term for companies opening up their business system for 

consumers (Prahalad & Ramaswamy, 2004). They recommended a ‘DART’-model as a tool 

for firms to balance Dialogue and Access with Risk and Transparency (Prahalad & 

Ramaswamy, 2004). Hatch and Schultz elaborated on the relation between the DART model 

of co-creation and the concept of S-D branding and suggested an integrated framework with 

the dimension of Engagement versus Organizational self-disclosure (Hatch-B & Schultz, 

2010). While the optimal branding approach still depends on the firms’ industry and product 

category (Louro & Cunha, 2001), the tendency of brand management is to focus more on 

brands as relational channels to customers, who thereby engage in brand communities 

(Antorini & Muniz, 2013) (Merz, He, & Vargo, 2009). The change in customer demands 

indicates that the value-creating system in itself has been altered, so the two most valuable 

resources in today’s economy are knowledge and relationships (Normann & Ramirez, 1993). 

2.3.6. Consumer Behaviour - Wine Consumer Research 

The factors affecting choices of wine consumers have been researched from several angles 

(Lockshin & Corsi, 2012). The main themes during the past decades have been to evaluate the 

importance of price, brand, region, grape variety, awards, New vs. Old world wines, 

segmentation of wine consumers and sustainable wine (Lockshin & Corsi, 2012). Wine 

marketing includes several sub-areas of research, why the traditional 4 Ps of marketing do not 

suffice to give information into what drives wine consumer behaviour (Lockshin-B & Hall, 

2003). Due to the broad supply and the complexity of the product, and the fact the wine 

consumption depends not only between national markets but also on plenty sub-segments, 

determining what drives consumer choice for wine is difficult (Hughson A. , Ashman, 

Huerga, & Moskowitz, 2002). Suggestions on how to segment the wine market range from 

drinking occasion, price/quality of wines, consumer attitudes, consumption or demographic 

types (Gluckman, 1986). 

 

One of the primary determinants for consumers’ choice of wine is sensory attributes such as 

taste and smell (Miller & Chadee, 2008). But those can usually not be assessed until after the 
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wine has been consumed, why consumers are left to assess product quality on other sources, 

such as labels and packaging (Gluckman, 1986) (Barber & Almanza, 2006). The relative 

importance of features such as price, brand and origin on wine choice varies significantly 

within different research designs and studies (Lockshin & Corsi, 2012). But the ‘brand’ 

effect, which is increasingly highlighted as driving consumer decisions, has been proven to 

also have a positive effect on wine choice (Barber & Almanza, 2006). Meanwhile options for 

branding are limited due to norms and regulations of the wine market (Gluckman, 1986), 

development of new technology and branding offer possibilities in the wine industry. 

Potential new discoveries for wine research are thus e.g. trends of on-line consumption and 

wine tourism (Alebaki & Iakovidou, 2011).  
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CHAPTER III  

 

This chapter is split into three parts, each dedicated to one research sub-question. First, the 

current state of CG is examined and evaluated, second available strategic options of CG are 

detected and lastly a viable road to CG’s aspired strategic objectives is suggested. 

3.1. Analysis Part I – Current State 

The purpose of the primary section of the analysis is to establish an understanding of the 

current state of CG. The SWOT matrix is systemized with Porter’s Five Forces (Porter, 1979) 

and the McKinsey 7S’s (Jurevicius, 2013), and the analysis is deliberately focused for the 

research issue at hand (Mintzberg-D, 1990) (Helms & Nixon, 2010). 

3.1.1. External State - Opportunities and Threats 

CG’s industry is analysed via Porter’s Five Forces’ variables; Threat of entrants, bargaining 

power of suppliers, bargaining power of buyers, threat of substitutes and overall rivalry 

(Porter, 1979). The Five Forces is one of the most widely used tools for industry analyses 

(Dobbs, 2014), but the analysis should be conducted with strategic insight to avoid the 

analysis becoming superficial (Grundy, 2006). The target is therefore to assess the effect from 

the current major tendencies in the wine industry of globalization and changing consumer 

preferences on CG’s business strategy (Jenster, Smith, Mitry, & Jenster, 2008). 

 

3.1.1.1. Threat of New Entrants - New World Wines and the Bordeaux Brand 

The threat of entry depends on existing barriers of e.g. cost disadvantages and product 

differentiation (Porter, 1979). Global wine export has been increasing steadily in the past 

decades, and in 2008 the New World15 produced more wines than the vineyards of Europe 

(Henderson & Rex, 2012). New World wines pose a major threat to French wine producers as 

they are much better positioned to capitalize changing market demands by offering stylish 

promotion, prominent branding and consumer friendly tastes (Jenster, Smith, Mitry, & 

Jenster, 2008). That is because New World countries can produce and export wine in 

adaptive, large-scale productions, but French producers are restricted by concentration in 

small wineries and rules for production and labelling practices (Castaldi, Cholette, & Hussain, 

2006). The French AOC guarantees quality and typicity to the consumer (Stephens, 2009), 

but hinders the ability to outplay competition (Hall & Mitchell, 2008). There have been 

political calls to change the rules, “Despite our history and the quality of so many EU wines, 

                                                
15 Wine producing countries outside Europe and Middle East, such as Australia, US, New Zealand, Chile and South Africa (Hall 
& Mitchell, 2008) 
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the sector faces severe problems. (…) We in Europe are producing too much wine for which 

there is no market. (…) Over-complex rules hold back our producers and 

consumers”(European Commission, 2006), but they are still in place. The conservatism of 

French wines is anticipated to be the main reason for their declining popularity on the Danish 

market, which have gone down from 20,8% and a first rank in 2006 to a current fourth rank 

and 12% share (VSOD, 2015) (Lillelund, 2017).  

 

The Bordeaux brand is very powerful, being famous for its Grand Cru wines and the 19th 

century chateaux that display ambition and ostentation (Bordeaux Wine Trip, 2017), which 

are difficult traits to copy (Karlsson, 2015). But the brand restrains the more than 10,000 

producers who are not Grand Cru (Anson, 2007), as the classification defines who is 

permitted to create and sell wines in high demand (PP, PC, 050217). Many of the inexpensive 

everyday wines have tried to tap into the luxury Bordeaux brand. For example by adopting 

classic Bordeaux labels with chateaux pictures (Jenster, Smith, Mitry, & Jenster, 2008), even 

though many chateaux are relatively small and often just farmhouses (Bordeaux Wine Trip, 

2017). However, since the 1980’s Bordeaux has had reputation for being ‘stodgy and 

unattractive’ with wines that are status objectives for collectors rather than pleasure in the 

glass (Asimov, 2010). As a Bordeaux expert noted, “Bordeaux has a bad image. Maybe 

linked to wines being completely overpriced – people have been cheated, so they don’t trust 

the area now” (MB, PC, 210117). This opens an opportunity for Bordeaux wines in the lower 

price segment to reject the luxury philosophy and go in the opposite local or ‘rural’ direction 

(Høyrup, 2014). Some of the producers who have been able to move away from the classic 

Bordeaux have thus gained substantial positive attention from Danish media in recent years 

(livsstil.guide.dk, 2006) (BT Wine and Food, 2010) (Capoul, 2017). 

 

3.1.1.2. Suppliers - Power of Retail and New Sales Channels 

Suppliers can exert bargaining power in an industry by raising prices or reducing quality of 

products and services (Porter, 1979). The wine supply chain contains the wine producing 

industry, intermediaries (importers and distributors) and retailers (supermarkets, wine shops 

or hospitality businesses) (Hall & Mitchell, 2008). Main supply requirements for wine 

production are grapes, viticultural knowledge, labour and bottling facilities (Vine, Bordelon, 

Harkness, & Browning, 2013). CG is according to Peter ‘very well positioned’ on the 

production side (PFA, PC, 230916). The more critical aspect for CG is therefore the power of 

suppliers from production to market. Finding the right distribution channel is an important 

factor for success (PP, PC, 050217), but there are multiple ways a winery can get its product 

to consumers, which makes it hard to balance loyalties, demands and branding (Hall & 

Mitchell, 2008). Personal relations between individual actors in the industry tend to count 
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more than objective measures of wine quality, so wine producers should be able to establish 

trustful and committing partnerships (Hall & Mitchell, 2008). 

 

Wine distribution is divided overall into specialist versus volume supply chains, and 

producers are counselled to choose between mass marketing or niche targeting (Hall & 

Mitchell, 2008). There are more than 1500 importers of wine to the Danish market 

(Euromonitor, 2016), but 80% of wine sales in Denmark come from the retail chains Coop, 

Dansk Supermarked and SuperGros (Holmgård-B, 2014). This by far makes supermarkets the 

biggest supply channel of wines in Denmark (Lillelund, 2017). However, most supermarket 

chains select wines centrally, making it difficult to enter as a small producer, as it requires the 

ability to face big, long-term deliveries (CBI Market Intelligence - C, 2016). Meny 

(Hellerup16), where CG is sold, is an exception, as 20% of the wines are settled via top 

management and the shop owner is free to pick the remaining 80%17 (C. Olsen, PC, 240117). 

Nevertheless, CG’s wines are located on the bottom shelf (CO, PC, 240117) and 

supermarkets are characterised by little personal advice, so customers are unlikely to choose 

the wine unless they know it in advance (Wickford, 2016). Specialist retailers and HORECA 

(hotels, restaurants and cafés) are better suited for small, unique winery brands, as they offer 

expert knowledge to guide customers in the buying process (Hall & Mitchell, 2008). But this 

comes at a price of less sales volume and higher price markups18 (Jenster, Smith, Mitry, & 

Jenster, 2008). In addition, selling in supermarkets restrains access to specialist stores and 

HORECA so choosing this channel may be ‘shooting yourself in the foot’19 as a small 

producer (IS, PC, 130117).  

 

Two sales channels offering opportunities for small brands are Internet sites and cellar door 

sales. The Internet is an interesting new channel, as it opens up for customer-oriented 

business models of specialist knowledge in combination with low prices (Holmgård-B, 2014). 

In Europe, online sales are expected to grow by 12% annually until 2018, which will result in 

an online retail market at almost € 234 billion (CBI Market Intelligence - D, 2016). But there 

is a big difference between selling from your own shop and a huge online medium. Big web 

sales (e.g. Erik Sørensen20, Phillipson Wine21 or Nemlig.com22) account for the vast majority 

of sales, while niche sites are harder to find for consumers (CMJ, PC, 160117) (Lefevere, 
                                                
16 These numbers and facts are specific for the Meny store in Hellerup selling CG wines, but exemplify conditions that are 
similar to the other Meny stores selling CG (CO, PC, 240117) 
17 Sourced from small producers as well as bigger distributors such as Nordic Wine17 or Laudrup17 (CO, PC, 240117) 
18 The price addition in Meny is 30% on top of the import price18, which is a typical margin for supermarkets. It may be slightly 
lower for discount stores (around 25%), while specialist wine stores usually add a considerably higher percentage (CO, PC, 
240117). 
19 Depending on the quality image of the supermarket (CMJ, PC, 160117)  
20 https://www.eriksorensenvin.dk 
21 http://www.philipsonwine.com 
22 https://www.nemlig.com 
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2011). Direct sales from the cellar door is another promising channel for small producers, as 

it reduces distribution costs and gives an opportunity to create close customer relations 

(Lockshin-B & Hall, 2003). But this channel demands physical facilities and staff as well as 

the ability to create hospitality and authenticity for the customer (Hall & Mitchell, 2008). 

Because a significant amount of the end price for the customer occurs from import, stock, 

distribution and duty23, selling through Internet channels or directly from the cellar door gives 

an opportunity to reduce the customer price significantly24 (Winefamly, 2017). 

 

3.1.1.3. Customers’ Bargaining Power - Niche Expectations 

Customers’ power is a combination of price sensitivity and bargaining power evolving from 

e.g. number of buyers, product importance and differentiation, information availability and 

switching costs (Sondhi, 2008) (Porter, 1979). The Danish wine market is of considerable 

size, with a share of 46% of alcoholic purchases25 (CBI Market Intelligence - C, 2016) and a 

market value of around DKK 10,000 mill. in 2015 (Canadean, 2015), equal to 55 bottles per 

consumer a year26 (Holmgård, 2015). The wine market is highly segmented and buying 

patterns change with taste preferences, seasonality and external factors such as economic 

downturns (Barclay, 2001), and this variety is reflected in supermarkets, where most product 

categories show 10 different brands but the wine section may display several hundreds 

(Lockshin-B & Hall, 2003). The many substitutable choices necessitate wine producers to 

define their target customer and adjust products to meet customer needs (Barclay, 2001).  

 

Laurent and Kapferer have shown that consumer involvement depends on antecedent 

conditions of perceived Importance of the product or the situation, Sign value, Pleasure and 

Risk (Laurent & Kapferer, 1985). The major risks associated with wine purchases are the risks 

of disappointing taste, social embarrassment from wrong choice and the financial risks of 

losing money (Lockshin-B & Hall, 2003). Researchers watching consumer behaviour have 

noticed shoppers appear to be confused and intimidated during the wine selection process 

(Castaldi, Cholette, & Hussain, 2006). Intrinsic cues, or sensory attributes, are the most 

important choice factor for consumers, but those tend to be unattainable in a purchase 

situation (Lockshin-B & Hall, 2003). This makes extrinsic cues of price, region, producer and 

packaging essential for assessment of quality (Miller & Chadee, 2008). But as there are 

multiple different extrinsic cues on each bottle, choosing a wine is intimidating to many 

(Lockshin-B & Hall, 2003). In order to reduce perceived risk, consumers use strategies of 
                                                
23 In total 2,3 EUR (Andersen-B, P. F, 2017) 
24 Exemplified with CG’s cost structure for the wines: The cost for Blanc, Clairet and Tradition is EUR 3,75/bottle and EUR 6,75 
for Grande Réserve when they leave CG. But the price to the retail channel is EUR 6,00 and EUR 11,00. As the retail channel’s 
contribution is 25% of which VAT is added, this results in a customer price of EUR 11,00 and EUR 17,00 
25 Numbers from 2014 (CBI Market Intelligence - C., 2016)) 
26 Numbers based on Danish population size above 16 years and amount of alcohol (Holmgård, 2015) 
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choosing a brand they are familiar with or follow recommendations from relatives, journalists 

and wine connoisseurs (Jenster, Smith, Mitry, & Jenster, 2008). 

 

Danish consumers are extremely price sensitive and used to promotional offers (Euromonitor, 

2016) and increasingly search for products and brands that offer extra value for money 

(Canadean, 2015). But wine consumption was not lowered significantly during the economic 

crisis, indicating most wine is not considered a luxury product27 (CBI Market Intelligence - A, 

2016). So even though price is an important wine criterion, it does not seem to be a prime 

motivator for purchase decisions (Schiffman & Kanuk, 2010). Instead, brand loyalty seems to 

have significant choice effect and premium wines are chosen to satisfy self-esteem and 

actualisation28 (Gluckman, 1986). Brand personality (Aaker, 1997) has thus been proven to 

have a central role in wine choice (Miller & Chadee, 2008), as consumers choose wines that 

mirror their symbolic and experiential needs rather than utilitarian (Charters, 2006). The 

tendency of consumers to be loyal to niche products offers an opportunity to small companies 

that may be able to target small segments and build personal relations (Gluckman, 1986). 

3.1.2. Internal State - Strengths and Weaknesses 

The internal analysis examines characteristics of CG’s product mix and organization to 

determine the strengths and weaknesses of the business (Sondhi, 2008). Focus group results 

and expert interview statements are balanced with internal interview statements to obtain a 

nuanced picture on the product features. The product mix is evaluated with regards to 

customer value, why the basic product (wines) as well as the extended or augmented products 

(services), are taken into account (Hall & Mitchell, 2008) (Kotler, 2000). 

 

3.1.2.1. Product - The Wines 

The four wines are CG’s basic products and all belong to the category of still, premium 

wines29 (Jenster, Smith, Mitry, & Jenster, 2008) (Kotler, 2000). Blanc, Clairet and Rouge 

Tradition are sold at DKK 80 and Grande Réserve30 at around DKK 130 depending on wine 

quality (Andersen-B, 2017) (Appendix 2). According to Peter, the wines are ‘Bordeaux at eye 

level’, as they are fair, inexpensive wines produced to be enjoyable while young (PFA, PC, 

230916). The wines have all gained positive taste reviews and attention from wine journalists 

                                                
27 Three factors were affected: Premium wine and HORECA sales decreased (especially those above 15€ in supermarkets) and 
price sensitivity, or entry-level increased (CBI Market Intelligence – A, 2016) 
28 Terms from Maslows ”Needs Ladder” (Gluckman, 1986) 
29 The simplest distinction is between bulk wine and quality wine. Other major classifications are between still, sparkling or 
fortified wines, or based on quality, of standard wines (e.g. Vin de Pays), Premium wines (e.g. AOC classified), and Super 
Premium wines (e.g. Grand Cru Classé) and sub-classifications of red, white and rosé,  (Jenster, Smith, Mitry & Jenster, 2008) 
30 A crémant, which is produced by a company near CG, has been added to the portfolio to have a more well assorted selection in 
the web shop (PFA, PC 300317). However, as this wine is neither produced nor marketed by CG it will not be included in the 
product analysis 
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of different media (BT Wine and Food, 2010) (VinAvisen, 2010) (Fyens, 2013) 

(Vinfestivalen, 2016) (Rydberg, 2015). Below are perceptions of the wine features and 

quality summarized as discovered through expert interviews and focus groups conducted for 

this study. 

 

The white wine, ‘Blanc’, is CG’s newest product (Andersen P. F., 2016). White is not a 

typical product for Bordeaux (Asimov-B, 2014), but it was initiated as Meny requested an 

additional product (CFA, PC, 120117). Blanc has received very positive feedback from 

consumers in Meny, who significantly repurchased the wines after demonstrations (CO, PC, 

240117). The focus groups deemed Blanc to be a fresh and floral summer wine and the most 

appealing of the four wines. It was associated with terrace drinking and a ‘30’s girly night 

out’ (Appendix 22). ‘Clairet’, is a type of dark rosé that is a speciality for Bordeaux (1855 

Cru, 2017) (Andersen P. F., 2016). The wine is unusual, which makes it a point of 

differentiation (CMJ, PC, 160117). But this also introduces a risk of confusing customers (IS, 

PC, 130117). Confusion was exactly the general reaction of the focus groups, where the 

Clairet taste was found much stronger than expected. Some saw the dominating taste as an 

advantage, but there was general doubt about its use, as it was not found suitable as aperitif 

(Appendix 22). Rouge Tradition is CG’s lower end red wine (Andersen P. F., 2016). The 

wine does not have any specific characteristics, why it may be a superficial product in the 

portfolio (CMJ, PC, 160117). Its taste was perceived as light and easy accessible in the focus 

groups and it was called a ‘guzzle wine’31. The lack of strength was by some deemed positive, 

but others found it disappointing (Appendix 22). The oak matured Grande Réserve is the 

flagship of CG, and is the only one sent to international award reviews, such as Decanter, 

where it has received Bronze and Silver (Gourran, 2015). This wine was received as 

‘surprisingly good’ and as ‘offering a bit of magic’, when served to Bordeaux connoisseurs 

(MB, PC, 210117) (IS, PC, 130117). The focus groups also deemed the wine taste as classic 

and of high quality32 (Appendix 22). 

 

The wines were in general received as of good quality (Appendix 22). But having four 

different varieties might be overkill for CG, and two Bordeaux experts recommended a more 

simplified portfolio (IS, PC, 130117) (CMJ, PC, 160117). They both advised to focus on 

Grande Réserve in favour of Rouge Tradition, but disagreed on whether Clairet was a bad 

substitute for rosé (MB, PC, 210117) (IS, PC, 130117) or an opportunity for differentiation 

(CMJ, PC, 160117). Because all four wines have unique characteristics, a more thorough 
                                                
31 It should be noted that the red wines may not have been presented under optimal conditions (lack of oxidation and too chilled). 
It was later commented by some participants, who served the Rouge Tradition later, that the taste had improved 
32 There is a risk of bias on the reception of Grande Réserve as the groups were told that this wine was the highest priced of the 
four varieties 
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analysis of their relative market potential should be conducted to properly deem whether the 

wine portfolio mix could be improved. 

 

3.1.2.2. Services - Websites, Chateau and Brand 

Beyond CG’s basic product, the product mix contains services that customers either expect (a 

website) or gain as an augmented experience (an inspiring brand) (Kotler, 2000) (Lusch & 

Vargo, 2006). Consumer value rises with augmented products, so figuring the quality of CG’s 

services is important to assess the potential of CG’s product mix (Hinterhuber, 2008) (Kotler, 

2000). The main services of CG are here related to CG’s websites, chateau rental and brand 

(Lusch & Vargo, 2006) (Lockshin & Corsi, 2012). 

 

Website, Webshop and Facebook 

CG is represented on a website, webshop and Facebook page. The website gives information 

about CG, and is static apart from a ‘news’ section that is currently not updated33 (Gourran-B, 

2016). The webshop allows purchasing a selection of CG’s products34, but does not display 

the full variety of wines (Shop.Gourran, 2017). CG’s Facebook page is updated around ones a 

month with wine offers or news about harvest or chateau rental (Facebook - CG, 2017)35. 

When the focus groups saw CG’s website and webshop, they criticized it for being outdated 

and hard to navigate, and desired more storytelling and pictures of the owners. In addition, the 

connection between chateau rental and the wines was found unclear (Appendix 22).  

 

Chateau 

The chateau is according to Peter something that ‘raw and brutally’ emerges from the 

vineyards and is barely sustainable due to its high maintenance costs (PFA, PC, 230916). But 

even so, it is a substantial source of income to CG (Andersen P. F., 2016), and as the chateau 

is currently not rented out the entire season, there is a possibility for revenue expansion on 

this point (Andersen P. F., 2016) (Appendix 24). Visitors are in general very positive when 

they arrive at the chateau (CE, PC, 230117), and the place has received excellent reviews 

from guests (HomeAway, 2017). The focus groups found the castle appealing and were 

fascinated by the unique and personal story behind. They associated the place with activities 

such as fieldwork, bike tours or big celebrations, and expected CG’s wines to be part of the 

experience (Appendix 22). This indicates a potential synergy between the chateau and the 

wines that could be harvested (Hall & Mitchell, 2008). 

                                                
33 Last updated 2014 (Gourran,2015) 
34 Grande Resérve and Clairet available the 29/3 2017 (Shop.gourran, 2017) 
35 CG is also represented on other websites such as the sales channels Maison Liedberg, Peter Justesen and by reviews on Vivino, 
but as those pages are not managed by CG, they will not be analysed here. 
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Brand 

The bottle label is an important brand establisher, as design, name and information about the 

wine maker are the most available pieces of brand nodes for the consumer (Miller & Chadee, 

2008). The Danish designer, Eric Jerichau, designed the label in cooperation with Peter, 

inspired by the classic Bordeaux style (PFA, PC, 010217). The text is in English and French, 

and it does not inform about the wines’ link to Denmark. The French language gives some 

reassurance about quality, but dismiss the advantage of the Danish story (MB, PC, 210117) 

(Appendix 22). In general, the focus groups found the label design exclusive, boring and 

uninspiring. Some thought the design was matching price, others found it cheap, but there 

was general confusion about the target group and brand (Appendix 22). Grande Réserve 

particularly received critique for the gold label, which was called pretentious, old school and 

hard to read. Clairet’s label was found to lack information and being misdirecting to the 

actual experience (Appendix 22).  

 

Overall, there is room for improving the augmented product of CG. In line with the service-

dominant (S-D) logic on marketing, consumers increasingly derive value from the entire 

relational exchange with the company (Lusch & Vargo, 2006). This makes CG’s service 

offerings and platforms, mainly the brand, website and chateau36, potential sources for CG to 

raise their product value (Miller & Chadee, 2008) (Hinterhuber, 2008). As brands are often 

intrinsically linked to the founders’ personality (Kapferer, 2012), and Peter and Tine got 

positive attention from various media channels (BT Wine and Food, 2010) (Fyens, 2013) 

(VinAvisen, 2010) (Jensen, 2015), their story and personality could be better utilized as a way 

to relate consumers to the brand of CG. 

 

3.1.2.3. CG’s Product Mix - Growth Share Matrix  

The Boston Consultancy Group’s Growth Share Matrix, is a classic way to evaluate a 

company’s product mix to optimize cash flows (Henderson B. , 1970). The model is based on 

the imperative that market share and growth should guide design and resource allocation of a 

company’s product portfolio (Mintzberg, Lampel, & Ahlstrand, 2008). Because market 

conditions have become more rapid and unpredictable since its invention, the matrix is better 

used today as a way to ensure successful experimentation through quick planning cycles and 

feedback loops (Reeves, Moose, & Venema, 2014). 

 

                                                
36 Based on current wine tendencies and consumer preferences (Hall & Mitchell, 2008) (Lockshin & Corsi, 2012)  
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The Growth Share Matrix below illustrates CG’s product mix. CG’s four wines have an equal 

minimal market share compared to the overall Danish market37. So despite differences in 

growth across wine types38, those numbers are unlikely to affect CG’s sales. Rather than 

market share and growth, the axes are therefore business importance and growth potential, to 

make the matrix relevant and applicable to CG’s entrepreneurial business (Cleverism, 2017) 

(Fripp, 2015). The matrix reflects the acknowledgement of unused potential in CG’s chateau, 

brand and services (Kotler, 2000). Grand Réserve is seen as having high business importance 

due to its rewards and high quality, while the remaining wines are more generic.     

 

  
  Colour code:  

 Grande Réserve  Bordeaux Blanc  Rouge Tradition 

 Clairet  Brand and Services  Castle 

 
Figure 3.1 CG’s Products and Services based on BCG’s Growth Share Matrix (Henderson B. , 1970) 

 

3.1.2.4. CG’s Organization - McKinsey 7 S’s 

Corporate performance is affected by organizational traits and social interaction factors 

(Sondhi, 2008). McKinsey 7 S’s frames the internal analysis. The 7 S’s consist of three 

‘Hard’ elements, Strategy, Structure and Systems, and four ‘Soft’ elements, Style, Staff, 

Skills and Shared values (Mind Tools, 2016). The hard elements are easier to identify than the 

soft elements (with charts and formal processes), as the soft are less tangible and more 

influenced by culture (Jurevicius, 2013). The 7 S’s have been identified and characterized 

through interviews and observations of CG.  
                                                
37 CG produces 45000 bottles/year out of a total Danish market of around 234 million bottles per year (Andersen, 2016) 
(Holmgård, 2014) 
38 Red wine estimated to fall slightly (1,2%) and white and rosé wine increasing (1% and 0,1%) in the period 2014 – 201938 
Canadean. (2015). Consumer and Market Insights: WIne market in Denmark. Retrieved 2017 йил 03 from 
http://www.marketresearch.com/product/sample-9053495.pdf 
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Hard Elements - Strategy, Structure, Systems 

Hard elements include plans formulated to build competitive advantage, reporting lines and 

daily activities and procedures (Jurevicius, 2013). Over time, Peter and the board have 

formulated ‘a million strategies’ for the business, but none of them have been carried out 

wholeheartedly (PFA, PC, 310916). The reasons for this have been due to efforts not working 

out as planned, lack of change willingness and daily management activities requiring all 

resources (CFA, PC, 251016) (PFA, PC, 010217). As a result, Peter now operates with much 

simpler plans of contacting new sales channels with no fixed time schedule (PFA, PC, 

310916). The unstructured conduct means there is very little control and overview of the 

business development in combination with few knowledge inputs from the industry. 

 

Reporting lines of the business are simple as Peter is in charge of organizing most 

communication. Peter frequently travels to Bordeaux and assist at the chateau, especially 

during harvest time, but otherwise he controls the business from Denmark (PFA, PC, 

010217). This system is possible as there are few employees with very specific tasks who are 

hired on a freelance basis (PFA, PC, 230916). As a result, CG has a flexible and adaptive 

structure. 

 

Soft Elements – Style, Staff & Skills, Shared Values 

Leadership style ought to vary according to necessary tasks in the company, which develop 

with the company lifecycle (Sondhi, 2008). CG is arguably in its maturity phase, as it is 

operating in its 10th year and has established production and sales channels (PFA, PC, 

230916). This phase calls for a ‘professional manager’ with realist, analytical, creative and 

change agent skills (Sondhi, 2008). Peter is highly engaged in CG’s operations, enjoys his 

own company and is reflective and controlling (PFA, PC, 010217) (CFA, PC, 251016). Those 

introvert personality traits are useful in the birth and growth face of a company (Sondhi, 

2008). But CG lacks the extrovert skills needed in a mature, growing organization (Sondhi, 

2008). That is, Peter is not too expressive and creative nor delegates to other members of CG. 

The latter may especially be a weakness for a leader, for whom it is important to be able to 

build a strong implementation network of various skills (Kotter-B, 1988).  

 

Staff & Skills 

The most essential skills required for a successful winery are productive and technical 

abilities. But the staff should also represent the winery in the marketplace by creating contact 

and reflect the wines’ style to customers (Lamy, 2015). CG’s three pillars, Vignoble Gourran 
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(wine production), Loisir Gourran (chateau rental) and Gourran DK (import) employ different 

staff, as they require different skills39 (Andersen P. F., 2016).  

 

On the production site, CG has reliable and competent staff. The qualified oenologist, 

Christine Chaminade is in charge of hiring extra workers, deciding harvest time and the 

addition of minerals (PFA, PC, 230916). Despite being very busy, she is engaged with CG 

and often shows up at the facility (PFA, PC, 010217). The cellar master is a local from the 

area, and the field workers have been a partnership for nine years (PFA, PC, 230916). With 

regards to Loisir Gourran, the superintendent is the most important figure (Andersen P. F., 

2016). The tasks of the superintendent include receiving customers, maintenance, cleaning 

and suggesting excursions, show guests around the facility and potentially sell the wine (CE, 

PC, 230117). The superintendents have been Danish, and many have returned several 

seasons. This makes them an important source for security and relationships between CG and 

guests. 

 

The last pillar of CG includes all organization of stock, sales and marketing in Denmark, and 

is according to Peter ‘the difficult part’ (PFA, PC, 310916). Peter enjoys the production of 

winemaking, but he is not very mercantile (PFA, PC, 230916) (CFA, PC, 251016). He lacks 

natural will to walk up to people and does not want to be pushy (TFA, PC, 120117). CG 

could have hired a sales employee, but Peter judges the business and production as being too 

small for such an investment (PFA, PC, 230916). Tine may, however, be classified as a sales 

employee (TFA, PC, 120117). Her sales skills are reflected in the sales numbers of GG from 

Meny, where the sales amount goes up by a factor of ten during demonstration weeks40 

(Meny Rotunden, 2016). But as Tine is working in SAS, CG’s has a weak point in lack of 

sales skills. 

 

Shared Values 

Shared values are central to development of all other critical elements in the organization 

(Jurevicius, 2013). In order to remain competitive, the organization must adapt to 

environmental changes by establishing appropriate values with longevity (Sondhi, 2008). CG 

is a family project, and is characterized by a family culture, as the business is closely 

associated with the involved people and driven by passion rather than material needs (Sondhi, 

2008). But Peter is still the main manifesto of CG’s values, and he is quite conservative (PFA, 

                                                
39 The board of CG used to consist of Peter and Christian Find Andersen and Jens Helmbæk, a relative in the wine business. 
However, Jens became sales man for Peter Justesen and left CG (CFA, PC, 251016). 
40 The sales numbers differ with each wine variety. But the general pattern is weekly sales of around zero to five bottles in 
normal weeks, while the weeks where Tine demonstrates show sales of around 30-70 bottles. Those sales are for the week only 
and are not reflected in the following weeks (Meny Rotunden, 2016) 
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PC, 010217). He does not pay much attention to trends, and has for example expressed that he 

finds that awards on wine bottles makes them look like ‘Christmas trees’. In addition, he 

values dignity, which implies he does not want to ‘kiss the feet’ of e.g. restaurateurs, in order 

to gain a sales contract (PFA, PC, 010217). His eldest son, Christian, minimized his 

engagement with the business, as he realized he valued market sensitivity and action more 

than his father (CFA, PC, 251016). Just as well, his wife Tine adheres to some of Peter’s 

values, but she is more inclined to compromise on some aspects to reach sales (TFA, PC, 

120117). 

3.1.3. Subconclusion Part I - Key Issues 

CG’s SWOT results are shown in a prioritized listing in the matrix below, and three key 

issues that appear from the findings are summarized. 

 
Figure 3.2 SWOT Matrix, CG (Sondhi, 2008) 

 

Key Issue 1 - Competing Against New World Wine in Retail 

CG is facing competition from New World wines that are selling cheap and customized wines 

in retail. New World poses a threat for CG, as Danish consumers are price sensitive. Because 

selling in supermarkets confine other sales channels, CG are restricted on e.g. expanding to 

HORECA or speciality shops. Internet channels offer an opportunity in this relation, as it 

enables selling at cheaper prices and utilizing storytelling and branding. But as CG’s website 

and shop are currently not updated, they should be developed to embrace this opportunity. 
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Key Issue 2 - Creating a Brand for a Loyal Customer Base 

As customers increasingly look for niche brands and personal relations to create brand 

loyalty, CG has a significant strength in being a small family business. But the CG wines are 

currently not targeting a specific customer group, as the wines are marketed as traditional 

Bordeaux, partly due to the restrictions of AOC. Nevertheless, the core product of CG is of 

good quality, and CG could reposition and thereby find a more specific niche target group. If 

the brand is developed, CG has an advantage by already being present in retail, as this is the 

biggest sales channel of wines. In addition, CG could utilize the unused earnings potential 

from the chateau and develop direct sales as a way to create and nurture loyal customers. 

 

Key Issue 3 - Changing CG’s Organization  

Changing CG is a challenge due to the organizational structure and leadership. Peter is 

introverted and conservative, and directs the company with limited business planning. CG has 

strength in its qualified and reliable staff, but there is lack of mercantile and relational skills 

in the organization, which could be used for creating new business channels or marketing 

ideas. The advantage is that CG has a flexible patchwork structure, which makes it less 

complex to weave new skills into the organization. 

 

3.2. Analysis Part II  – Strategic Options 

The VMOST components guide the design of this section, in the sense that CG’s vision, 

mission and objectives form the basis for developing a strategy and concrete tactics (Sondhi, 

2008). Available strategies for CG are found by combining the findings from the SWOT 

analysis and CG’s objectives with relevant strategic options. 

 

 

 

 

 

 

 

 

 

Figure 3.3 VMOST hierarchy (Sondhi, 2008) 

Vission & 
Mission 

Objectives 

Strategy 

Tactics 
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3.2.1. Internal Criteria for Strategic Options 

For a strategy to be fit for an organization it should be suitable, feasible, acceptable and 

sustainable (Sondhi, 2008). CG’s mission, vision and resources (financial, physical and 

human) therefore set criteria for available strategies. The SWOT analysis found a list of key 

issues that determine feasibility and sustainability of CG, but the suitability and acceptability 

of the strategy depends on the mission and personal motivation of Peter and Tine (Wang, 

Walker, & Redmond). In the following, a list of internal criteria for strategic options is thus 

settled by taking those elements into account.  

 

The mission of CG, as stated on the website, is “We produce wines of high quality from the 

wines of Château Gourran, through knowledge, experience, modern equipment and dedicated 

work” (Gourran-B, 2016). The values noted are ”We acknowledge sustainable methods of 

production and strive to implement these with respect to the limits of the Appellation Côtes de 

Bordeaux” (Gourran-B, 2016). So in short, the purpose of CG is to produce quality wine at 

CG, which balances modern requirements with French traditions. Interview statements from 

the owners reveal their personal motivations and desirable future state of CG (Grant-B & 

Jordan, 2015) (Collins-B & Porras, 1996). Peter’s motivation for CG is to have a retirement 

project that has a substantial result and keeps him active, as he is “too old to be young, and 

too young to be old” (Jensen, 2015). It should be fun and something done for pleasure, but on 

the other hand it should also give some profit (PFA, PC, 310916). The business is according 

to Peter, a combination of “a personal engagement, a business, a sausage stand (just selling a 

product), a family project and an investment” (PFA, PC, 010217). His wife, Tine, also 

expressed that CG should not make them ‘rich and fat’ as they have their pension, but be a 

business in surplus and balance (TFA, PC, 120117). She is ready to give an occasional wine 

demonstration, but the target should be for the wine to “sell itself” and not to be “sickening 

with sales”, as she would rather spend time with her grand children (TFA, PC, 120117). Tine 

imagines they could live at the chateau during summer or rent it out to ‘friend’s friends’ 

(TFA, PC, 120117). Peter agreed with this desired future state, and noted this goal should be 

done step by step, but be reached as soon as possible and within ten years time (PFA, PC, 

010217). He estimated that a one-time investment of EUR 35,00041 is possible if their 

expectations for the next years’ contracts42 will develop positively. This investment could be 

established by not repaying debt. There is already a significant amount of debt in the 

business, and it is Peter’s wish not to establish more. A summary of those statements leads to 

the internal criteria listed below, ranked according to high vs. low priority (Sondhi, 2008).  

                                                
41 DKK 200-300,000 (PFA, PC, 231116) 
42 For example referring to the newly appointed deal with Peter Justesen, who have suggested potential sales of 20,000 bottles / 
year (PFA, PC, 231116). 
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Figure 3.4 Strategic options criteria based on (Sondhi, 2008) and (Morris, 2005) 

3.2.2. CG’s Strategic Objectives 

There are currently no defined objectives of CG (PFA, PC, 230916). Therefore, six 

SMART(E) (Specific, Measurable, Achievable, Relevant, Timebound and Elegant) objectives 

are defined for CG based on the SWOT analysis and the internal criteria (Doran, 1981) 

(Cogendo, 2014). The objectives have been designed to be complementary, cover the three 

major areas for organizational objetives, and be obtainable by 2020 (Sondhi, 2008) (Kotler, 

2000). The percentages indicated are based on CG’s current financial data and environmental 

development data (Appendix 25).  

 

Figure 3.5 SMARTE Strategic Objectives for CG to be obtained at 2020 (Kotler, 2000) (Sondhi, 2008) 

3.2.3. Strategic Design 

Objectives clarify what the business wants to achieve, and strategy describes the game plan 

for achieving those goals (Kotler, 2000). Plenty strategic options models have been developed 

over time based on empirical evidence of good practice. Nonetheless, those are only useful 

for inspiration, as strategic success springs from creativity and the right approach to 
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organizational issues (Sondhi, 2008). The SWOT analysis found that CG should create loyal 

customers by utilizing being a small family business, as this is their strongest force against 

competition from New World wines. But this opportunity is challenged by the lack mercantile 

and relational skills. Porter’s Generic Strategies (Porter-B, 2008) and Ansoff’s Growth Matrix 

(Ansoff, 1957) are used as a basis for designing a creative strategy around those issues that is 

aligned with the strategic objectives (Sondhi, 2008).  

 

Porter’s Generic Strategies 

Porter suggested that when coping with industry rivalry, a company should choose between a 

differentiation, cost leadership or focus strategy, depending on the organizational skills 

(Porter-B, 2008). Broad strategies of cost leadership or differentiation are irrelevant for CG, 

as those strategies require efficient and aggressive cost reduction, e.g. from economies of 

scale or substantial marketing effort, to enable industry-wide competition (Porter-B, 2008). 

Cost focus is applicable due to Peter’s attention to production processes, but the market is too 

generic for it to be an optimal stand-alone strategy (Jenster, Smith, Mitry, & Jenster, 2008). In 

addition, it is a strategic criterion that the product remains a quality product, which limits the 

possibility for cost reductions. Differential focus is most relevant, as CG offers a unique niche 

product. Yet this strategy requires an outward-facing, creative approach to fostering strong 

brand loyalty (Mind Tools-B, 2017), which are skills to be developed in CG. Porter’s Generic 

Strategies are seen in the matrix below. The most suitable approach for CG is marked with a 

red star. 

         
Figure 3.6 Porter’s Generic Strategies (Design, C. Bender) (Porter-B, 2008) 
 

Ansoff’s Growth Strategies 

Ansoff’s Growth Matrix contains four growth strategies that have different levels of risk, 

depending on their focus on existing vs. new markets and services (Ansoff, 1957). The least 
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risky option, market penetration, is an attempt to increase sales within the existing product-

market strategy, for example by introducing new prices or investing in sales efforts (Ansoff, 

1957) (Mind Tools-B, 2017). The advantage of penetration for CG would be low risk and 

limited need for change, but it would require substantial investment in marketing (Hall & 

Mitchell, 2008). Diversification strategies require developing a completely new product and 

introducing it into a new market (Ansoff, 1957). The advantage of diversification would be 

less dependency on the wine business, but as low risk and simplicity is a strategic criterion, 

this is not a relevant course for CG. Product and market development are more appropriate for 

CG. The former is directed at developing new products that target the same market or retain 

the current mission (Ansoff, 1957). This could for example be by developing new wine 

packaging and related services (Mind Tools-B, 2017). Market development means adding 

some features to the existing product in a new market (Ansoff, 1957), and could be obtained 

by changing prices and utilizing new sales channels (Mind Tools-B, 2017). The most suitable 

approach for CG is marked with a red star in Ansoff’s Growth Matrix below.  

 

 

 

 

 

 

 

 

 

 

Figure 3.6 Ansoff’s Growth Strategies’ for CG (Design, C. Bender) (Ansoff, 1957) 

3.2.4. Marketing Strategy 

Based on the judgment above, CG’s strategy should apply aspects of focused differentiation 

and product and market development. To design a detailed marketing strategy for CG, the 

target group should be defined along with creative ways to reach them (Schiffman & Kanuk, 

2010). Kotler suggested there are five available marketing strategies, which vary on 

parameters of differentiation or concentration of marketing to customers (Kotler, 2000). As 

CG’s resources are scarce and their products and services can be subject to variations in 

features, a concentrated marketing strategy that targets a unique group of customers is 

appropriate (Kotler, 2000). CG only produces 45,000 bottles a year, so it merely takes ‘1000 

True Fans’, who are faithful and buy CG’s wines regularly, to reach target sales (Kelly, 

2008). The aim of the strategy could therefore be to make a target audience feel engaged and 
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inspired by the product (Rohrs, 2014). The proceeding task is to find a promising group of 

customers and their requirements for unique value (Sondhi, 2008). 

 

3.2.4.1. Target Group 

Market segmentation allows defining and accommodating the needs, wants and desires of a 

specific target group with a distinct marketing mix (Schiffman & Kanuk, 2010). For wines, a 

hybrid segmentation of psychographic, lifestyle and demographic profiles is useful 

(Lockshin-B & Hall, 2003). Peter described the target group of CG as a grown audience of 

40-80 years, typically with an interest in France and in enjoying a nice glass of wine regularly 

(PFA, PC, 230916). This resembles the description of the typical customer Tine welcomes at 

demonstrations (TFA, PC, 120117). There is substantial potential in an elderly audience as 

they are less price sensitive and the Danish population is aging (CBI Market Intelligence - A, 

2016). But this target group is old and nearly ‘blue haired’ (IS, PC, 130117), so it would be 

beneficial to reach a younger target group to ensure a steady stream of customers in the next 

decade (Alebaki & Iakovidou, 2011). In addition, assured Bordeaux drinkers already have 

existing preferences, so they are difficult to make loyal customers (TW, PC, 240117) (Jenster, 

Smith, Mitry, & Jenster, 2008). More promising as loyal customers are the ‘aspirational’ or 

‘new’ wine drinkers, as those groups are unsure about their wine preferences and more open 

to innovative marketing (Jenster, Smith, Mitry, & Jenster, 2008) (Barclay, 2001). 

 

In a study of over 10,000 premium wine-consumers43, six wine consumer profiles were found: 

Overwhelmed, Image Seekers, Enthusiasts, Everyday Loyals, Price Driven and Engaged 

Newcomers (Bauerhaus, 2013). Three of those groups are relevant for CG, and together make 

up 50% of wine consumers. First, Everyday Loyals prefer to entertain at home, are brand 

loyal and have wine as part of regular routine. Second, Engaged Newcomers, are young and 

do not know much about wine, but are interested to know more and see wine as part of 

socializing. Lastly, the Overwhelmed look for ways to limit the number of choices and want 

easy ways to understand wine information (Bauerhaus, 2013). The preferences of those target 

groups call for innovative marketing that accommodate regular, routine consumption, 

storytelling, socializing and outstanding yet easily interpreted labels. 

  

3.2.4.2. Concept Inspiration 

Two inspirational cases for CG’s strategy design are the Danish Bordeaux producers, Chateau 

de Haux (Chateau de Haux, 2017) and Chateau le Rait (Le Raït, 2017). The former is a 

                                                
43 Those purchasing wine at 5$ or higher 



Charlotte Bender A Danish Winery in Bordeaux MSc Thesis 2017  
 

 50 

neighbouring chateau to CG44 that made a concept of ‘owning a part of the winery’, by selling 

shares of DKK 500, which allowed buying wines from the chateau at a discount as well as 

other benefits (PJ, PC, 030217). This strategy created very loyal customers, but the 

disadvantage of the concept is that it is hard to dismantle, and it relies highly on the owner 

Peter Jørgensens’ persona (PJ, PC, 030217). The latter, le Rait, is a successful example of a 

producer who went against the traditional expectations for Bordeaux (IS, PC, 130117). The 

owner, Capoul, promotes himself as  ‘The wine grower’ and created a brand that emphasises 

understatement, reflected in the wine packaging; a label with two sketched hands (Le Raït, 

2017). The wine is presented as “a wine for the table and for happiness” produced ‘from the 

ground’, and he offers private events speaking about his production (Capoul, 2017). The two 

concepts exemplify alternative approaches to being a Bordeaux chateau by inviting customers 

to have a share in the winery and adopt a more laid-back profile than the traditional Bordeaux 

style. 

             
Pictures: Peter Jørgensen at Le Haux (C.Bender, 2017) and Le Raït’s ‘rural’ label (Biovinmio, 2015) 

3.2.5. Tactics - Wine Marketing 

Strategic tactics is the actual enactment of the vision, mission, objectives and strategy 

(Sondhi, 2008). The actions CG could undertake are systematized with the 8 Ps of wine 

marketing, which are the original 4 Ps of marketing (Product, Price, Place and Promotion) 

(Kotler, 2000), supplemented with Positioning, People, Packaging and Planning, to embrace 

the unique elements of wine marketing (Hall & Mitchell, 2008). The 4 Ps have evolved since 

their initial conception in the 1960’s, in pace with the environment and consumer behaviour, 

for example accommodating dynamic changes and service orientation (Booms & Bitner, 

1981). Weingand added Prelude and Postlude to the 4 Ps in 1986, (Weingand, 1991). Prelude, 

taking inspiration from the music world, is a marketing audit conducted before defining the 

other Ps. Postlude is an analysis following after the implementation of the Ps, evaluating the 

                                                
44 CG was originally bought by Tines step father, encouraged by the owner of Chateau de Haux, Peter Jørgensen (PJ, PC, 
020217) 
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results of the efforts (Weingand, 1991). Pre and postlude are thus knowledge-based inputs for 

defining and data base the marketing mix, and is relevant to add to the ‘Planning’ element of 

Hall’s 8 P’s (Hall & Mitchell, 2008). The prelude audit of this case rests in the SWOT 

analysis, interviews, focus groups and other research, as this information founds the design of 

the 8 Ps below. 

 

3.2.5.1. The 8 Ps of Wine Marketing 

1 Positioning 

The marketing campaign should convey a ‘Unique Sales Proposition’ to consumers that 

defines what makes the business unique and distinguished from competitors (Arline, 2014) 

(Entrepreneur, 2016). The unique trait of CG is that it is a small-scale production driven by a 

passionate Danish family. According to Tine, consumers tend to buy CG’s wines at 

demonstrations when she mentions the wine is ‘from their own vineyard’ (TFA, PC, 120117) 

(TW, PC, 240117). Along Aakers dimensions45 and facets of brand personality, CG is 

currently positioned as Competent and Sophisticated46 (Aaker, 1997). To reflect the USP 

better, the marketing mix should be designed to express Sincerity, reflecting the personality 

and approach of Tine and Peter (Schiffman & Kanuk, 2010) (CB, Observation, 010217). 

Sincerity shows in facets of down-to-earth, honest, wholesome and cheerful (Aaker, 1997). 

2 People 

People are an essential resource as service providers and establishers of relations. If CG 

should become experience-driven, all people related to the winery should engender the 

brands’ values and personality (Hall & Mitchell, 2008). Tine and Peter are new in the wine 

industry in contrast to many winery owners, who have been producers in generations (Lamy, 

2015). But instead of attempting an image as professional wine makers, their unprofessional 

attitude should be embraced as an advantage and reflected in brand communication (Lamy, 

2015). Hiring a skilled marketing employee, e.g. on freelance basis, could lessen the pressure 

of sales that currently resides on Tine and Peter47, but this option should be properly planned 

to balance investment with realistic results. There is also unused sales and relational potential 

in the superintendent at the chateau, and this role could be empowered better to carry out 

direct sales (CE, PC, 230117). 

 

 

                                                
45 Sincerity, Excitement, Competence, Sophistication and Ruggedness (Aaker, 1997) 
46 Based on CG being positioned as a traditional Bordeaux wine (Andersen,  2016) (Gourran-B, 2016) 
47 Peter expressed such an employee should have a marketing profile and be energetic, good at following up initiatives, giving 
feedback and have skills in product development (PFA, PC, 231116) 
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3 Product 

The four wines are generally of good quality, why the basic, intrinsic product does not need 

change (Lockshin-B & Hall, 2003) (Kotler, 2000). But the augmented product of CG could be 

developed to communicate the significance of each product and the story behind better (Hall 

& Mitchell, 2008). To create close, binding relations, the brand should be created in exchange 

and dialogue between consumers and CG (Lusch & Vargo, 2006) (Vine, Bordelon, Harkness, 

& Browning, 2013). As owning a wine chateau is a dream to many (Lamy, 2015), the chateau 

is an apparent platform to develop deep, long term connections with customers (Lockshin-B 

& Hall, 2003). Offering experiences at the chateau such as tennis, cooking, painting or wine 

tastings is therefore a relevant option (CE, PC, 230117). Those ideas should be developed and 

designed in harmony with time, energy and abilities to offer the facilities required (PFA, PC, 

231116). For example, the chateau lacks one-person rooms, which is required by some course 

arrangers (SK, PC, 220317) (Appendix 26), and the general state of the chateau may be a 

little worn for some target groups (MP, PC, 050217). Nevertheless, the new superintendent 

couple is arranging yoga and tango classes this year in the low season (CE, PC, 230117). The 

course is sold out (Tango på Vinslottet, 2017), and has not demanded much from Peter and 

Tine, which point to potential in the concept. This type of alliances will possibly establish a 

sense of ‘belonging to CG’ to a group of people (Vine, Bordelon, Harkness, & Browning, 

2013). Inspiration for design of those experiences is attainable from research on wine tourist 

segments (Alebaki & Iakovidou, 2011) and tourist information on existing courses, day tours 

and tastings at Bordeaux chateaux (Bordeaux-Tourisme, 2016). 

4 Place 

Place designates sales channels as well the wines’ origin (Hall & Mitchell, 2008). Internet 

channels are a great way to attract and inform potential consumers (Jenster, Smith, Mitry, & 

Jenster, 2008). An improved website could function as channel to tell CG’s story and mission 

behind the winery in a compelling way (Gourran-B, 2016). The webshop should be updated 

and allow purchasing all CG’s products48 and seem professional, as it is crucial to instil trust 

for the online buyer (Lockshin & Corsi, 2012). Developing a website that fulfils those 

elements does not need to be costly, as there are many affordable web design companies 

available (MagicDust, 2017). There is also a free option of making direct links to product 

purchases on Facebook pages (Facebook Business, 2017). Nevertheless, having online 

presence is not a guarantee for attention, as it is a crowded playing field, why the amount of 

bottles CG can move from their webshop might be limited (Eads, 2015). CG’s could therefore 

supplement their own shop with other web platforms that are established and offer more 
                                                
48 Currently not the case, where only some of the products are shown 
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substantial sales49 (Eads, 2015) (Holmgård-B, 2014). In addition, marketing cellar door sales 

at CG is a way to give a sense of place-based brand identity to consumers (Jenster, Smith, 

Mitry, & Jenster, 2008). At the chateau there is a barn section with the right size and look that 

could be renovated and used for the purpose (CB, Observation, 010217) (TFA, PC, 010217). 

5 Pricing 

Rather than cost or competition-based pricing, CG could benefit from customer value-based 

pricing (Hinterhuber, 2008). As the current retail price for CG’s wines is between DKK 80 

and DKK 130 (Andersen-B, 2017), the wines currently lie at a high price level for 

supermarkets, where the average price for sold wines is DKK 35 (Holmgård-B, 2014). But as 

the retail price of CG’s wine is difficult to lower, the perceived consumer value should be 

increased to make the product more competitive and attractive to customers (Hall & Mitchell, 

2008). Consumer value rises with perception of features such as rarity, service and 

uniqueness of the wine (Hinterhuber, 2008) (Lockshin-B & Hall, 2003). Successful brand 

building would therefore be expected to have high weight on choice impact of customers 

(Schiffman & Kanuk, 2010). CG does have an opportunity to reduce prices if selling through 

web sales or cellar door, as this would reduce the expensive intermediaries (Andersen-B, 

2017). Making subscription-based pricing could be a way to embrace this option, and be a 

way to establish a loyal customer base. For example by offering exclusive, lower prices or a 

fixed amount of wines at a monthly fee (Winefamly, 2017) (Yamamoto & Sharma, 2017). 

Subscription offers also give the feeling of making a bargain, which is important for Danish 

wine consumers (Nørgaard & Nielsen, 2012). 

6 Promotion 

If CG should take the service-dominant path to branding, their promotion ought to include 

and listen to CG’s customers (Lusch & Vargo, 2006). Niche quality wines are better sold with 

personal selling than with broad advertising campaigns (Lamy, 2015) (Hall & Mitchell, 

2008). Peter and Tine already engage in personal selling by demonstrating the wines at fairs 

and in supermarkets (Andersen P. F., 2016). But free tastings lead to a low rate of re-

purchases and brand reminiscence (Lockshin & Corsi, 2012). The limited resources of CG are 

therefore better used with alternative personal promotional channels. 

 

Digital platforms allow storytelling and one-to-one interaction with consumers at low cost 

(Schiffman & Kanuk, 2010) (Quinton, 2013). Rather than thinking in lines of promotion, the 

codeword should be engagement of a brand community (Muniz & O'Guinn, 2001). Facebook 
                                                
49 For example the website ”Winefamly” where wines are sold directly from producer thereby avoiding the cost additions from 
e.g. importer or supermarket (Winefamly, 2017) 
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is an effective media for this purpose (Facebook - CG, 2017). Sending personal and targeted 

newsletters with offers and stories from the winery is another cheap source to build awareness 

and a close circle of loyal customers (Hamlin, 2017). The chateau is also a potential 

promotion channel, e.g. with wine tastings (Alebaki & Iakovidou, 2011). There is a fully 

furnished and beautiful tasting room at CG that could be exposed more (CB, Observation, 

010217). Realistically, just a fraction of CG’s customers would experience such a tasting, but 

awareness of the option creates ambience around the product (Hall & Mitchell, 2008). 

Making ‘Tupperware Party’50 inspired home-tastings with a close circle of loyal customers in 

Denmark could be another potential way to endorse the wines in a more personal setting.  

7 Packaging 

Wine packaging is one of the most important tools for differentiation in the wine industry and 

a way to communicate the product image to consumers (Jenster, Smith, Mitry, & Jenster, 

2008). It is outside the scope of this thesis to suggest specific design changes51, but CG’s 

packaging could reflect a sincere brand personality, i.e. being more down-to-earth and honest 

(Aaker, 1997). Labelling and packing is done manually at the chateau and labels can be 

bought cheaply in small units (PFA, PC, 010217). This enables to customize labels and wine 

boxes. For example, making special wines for occasions (birthdays or weddings), or for 

guests who visited the chateau. Another option is offering boxes with different varieties of 

wine packed together. Such customization would not require substantially extra work at the 

chateau than currently needed (CB, Observation, 010217). 

8 Planning, Prelude and Postlude 

Marketing plans, based on understanding of the competitive environment and consumers, are 

essential in any industry. But as wine producers tend to overlook its crucial role, it is included 

as a point in Hall’s suggestion for the 8 Ps of wine marketing (Hall & Mitchell, 2008). To 

make sure the marketing efforts are initiated on a credible basis, and that the efforts bear 

results, CG should conduct Prelude auditing and Postlude evaluation. The above suggestions 

compile a tactics for CG within the 8 Ps, but the challenge is to translate them to actual results 

and have continuous improvement. This is the topic of the next section. 
 

3.2.6. Subconclusion Part II – Strategy Design 
The most advantageous available strategy for CG was found to be a combination of niche 

differentiation and product and market development, utilized to create a loyal customer base. 

The wine consumer segments of Everyday Loyals, Engaged Newcomers and Overwhelmed 
                                                
50 A social gathering where a host entertain guests and provide them with an opportunity to purchase products. Used as an 
effective part of Tupperwares sales strategy. Webster's. (2017). The Free Dictionary. Hentede 20. 04 2017 fra Tupperware Party. 
51 This requires knowledge about product design which is higly complex (Schiffman & Kanuk, 2010) 
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could be receptors for innovative, relational marketing. With inspiration from comparable 

wineries and trends of online customer behaviour, brand communities and wine tourism, the 

relevant tactics for CG were suggested within the 8 Ps of wine marketing. Those are 

summarized in the table below. 

 

Figure 3.6 CG’s Marketing Tactics along the 8 Ps of Wine Marketing (Hall & Mitchell, 2008) 

                 
Pictures: Tasting room at CG and CG’s Box with six bottles of Clairet (C.Bender, 2017) 

Wine Marketing ‘P’ Tactics 

Positioning 
USP: Small, family-owned winery 

A Sincere Brand Personality  

People 

Peter and Tine as brand personifications 

Marketing and sales skills acquired externally 

Superintendent as sales generator 

Product 
Engaging and storytelling brand creation with customers 

Offer chateau experiences 

Place 
Inspiring and trustworthy web platforms 

Cellar-door sales 

Pricing 
Customer value based pricing 

Subscription-based pricing 

Promotion 

Engaged brand community  

Informing and entertaining newsletter 

Wine tastings at chateau 

“Tupperware-parties” with wines 

Packaging 
Sincere brand design 

Customized labels and boxes 

Planning Prelude audit and Postlude evaluation of marketing 
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3.3. Analysis Part III  – Reaching Objectives 

Good strategizing is just as much about coming up with the best strategic fit (Grant, 2002), as 

about balancing with knowledge and daily routines within the firm, to warrant 

implementation capabilities are in place (Dean & Sharfman, 1996). The purpose of this 

section is to advise how CG may reach the desired objectives by 2020 through organizational 

change and implementation of the suggested marketing tactics. The concept of 

implementation is evaluated in the light of Sondhi’s strategic process model, which 

encourages reaching a balance between planning and emergent strategy (Sondhi, 2008). 

 
Figure 3.7 Strategy Implementation (Design, C.Bender) (Sondhi, 2008) (Grant-B & Jordan, 2015) 

3.3.1. Principles of Implementation 

Implementation is generally the term used to denote the process of turning strategic plans into 

real action (Noble, 1999), and without careful implementation52, even the best-laid strategies 

are most likely to flounder (Grant-B & Jordan, 2015). Implementation has been proved to 

depend on involvement of organizational actors and adjustment of structure and culture 

(Noble, 1999). In acknowledgement of the strict implementation focus of the planning school 

along with the emergent strategy being seen as evolving through daily actions (Mintzberg-B, 

1987), Sondhi proposes three basic principles of implementation (Sondhi, 2008). Those are 1) 

Focus on how to reach the desired position, 2) Establish priorities and actions for the short, 

medium and long-term and 3) Create a state of ‘controlled chaos’, where flexibility and 

insecurity is embraced (Sondhi, 2008). In other words, implementation should combine 

meticulous and accurate planning with the ability to adapt and change plans continuously. 

                                                
52 Whether implementation and execution denote the same thing, or refer to two different strategic processes, is disputed. The 
two concepts will be used interchangeably here, referring to the process of turning plan into real action in the organization. 
(Favaro, 2015) (Martin, 2015) 
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3.3.2. What Hinders Strategic Change in CG? 

3.3.2.1. Strategic Implementation Killers 

Beer and Eisenstat discovered six ‘Killers’ that can hamper shifts of competitive strategy in 

organizations and divided them in overall problems of lacking direction, learning and 

implementation (Beer & Eisenstat, 2000). In entrepreneurial businesses with few employees, 

those problems are generally rooted in inadequate knowledge of planning, uncertainty about 

the environment, and limited time and specialized expertise (Wang, Walker, & Redmond). 

The suggested strategy for CG’s entails to resettle the overall direction of the firm as well as 

redefining actions and resources (Eisenhardt & Zbaracki, 1992). The simple and flexible 

organizational structure of CG makes the task of strategy implementation straightforward, as 

it minimizes the need for reallocation of resources and responsibilities (Bower & Gilbert, 

2007). But simultaneously, it increases reliance on Peter’s strategic skills and attitude to 

change as prerequisite for success (Sondhi, 2008) (Neilson, Martin, & Powers, 2008). In order 

to provide effective change advice, the strategic implementation capabilities of CG are 

diagnosed in the following. 

 

3.3.2.2. Direction - Reluctance to Plan 

Peter favours acting rather than talking and prefers to do things “on the way according to his 

gut feel” (PFA, PC, 230916). In a comparison between the winery and his job as a pilot, he 

passed judgment of strategizing as being similar to the flight-controllers on the ground, who 

“might as well be working with insurance” (PFA, PC, 010217). Hence, Peter has over time 

rejected strategic plans from external sources for being too complicated and ‘business school 

talk’ (CFA, PC, 251016). His main reasons for neglecting the business plans was further 

explained by lack of resources or because they went against the business mission (PFA, PC, 

010217).  

  

Meanwhile Peter has been working hard and determined to get new sales channels and 

improve processes (PFA, PC, 010217), the result of the lacking business planning is that the 

enacted tactics lead in different, almost contradicting, strategic directions. Examples of this 

are that Peter currently tries to develop sales on foreign markets such as UK, Belgium and 

Netherlands, as he states they might have “another understanding for higher prices” (PFA, 

PC, 230916). Yet the market conditions on those markets are not likely to be a better fit for 

CG’s wines53 (MP&PP, PC, 050217). Also, Peter has worked hard to find a major distributor 

for the wines (PFA, PC, 231116), but he remarked direct sales are ‘nice work’ and that sales 

to private friends, family and colleagues directly from the castle are “interesting as they give 
                                                
53 Based on comprehensive statistics on Bordeaux wine market developments the past decades (MP&PP, PC, 050217) 
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more money” (PFA, PC, 310916). His argument for not developing more direct sales 

channels or cellar door sales was that amounts purchased are relatively small (PFA, PC, 

310916). Instead of developing direct sales, Peter considered investing in further production 

facilities to increase the annual yield to 60,000 bottles (PFA, PC, 010217). However, as 

distributors generally demand differentiated and easily marketed products (CMJ, PC, 

160117), this tactic would only increase the marketing efforts required. Peter’s strategic 

actions are thus apparently un-correlated and based on personal opinions and motivations 

rather than strategic planning, which may have led to lost resources and unsatisfactory results. 

 

3.3.2.3. Learning - Little Internalization of Knowledge 

Successful companies are characterized by having leaders who have ‘Personal Humility and 

Professional Will’ (Collins-C, 2011). Peter is dedicated and in control as leader, but his 

weakness is lack of humbleness in the sense of accepting external inputs and change plans. 

The result of CG’s leadership style is that there is little internalization of external knowledge 

that could lead to innovation or improvement of processes (Zollo & Winter, 2002). With the 

terminology of the Dynamic Identity Model, the culture of CG is at the risk of being too self-

absorbed, or narcissist, as the culture is not adapting versus external customer demands 

(Hatch-C & Schultz, 2002). To increase decision-making quality in CG, cognitive abilities 

and procedural rationality should therefore be improved.  This implies Peter should become 

more sensitive to external market demands through proper collection and analysis of 

information (Eisenhardt & Zbaracki, 1992). In addition, political behaviour tends to distort 

attention away from organizational goals, indicating Peter should be more open to share 

power and receive knowledge inputs (Dean & Sharfman, 1996). 

 

3.3.2.4. Implementation – State and Response Uncertainty 

Peter is the central point of all communication and operations in CG (PFA, PC, 010217), so 

changing CG starts with him. Change is in general related to creation of a new system, and 

necessitates to break out of the existing comfort zone (Kotter-C, 1995). Doings this usually 

demands an examination of unpleasant facts about the current business reality and face the 

risk of crises or lost opportunities if the business is not changed (Kotter-C, 1995). The more 

uncertain and dynamic the environment is, the more it hinders the ability to plan ahead (Dean 

& Sharfman, 1996). Environmental uncertainty can be split into State Uncertainty, when one 

does not understand how components of the environment might be changing, Effect 

Uncertainty, when one cannot predict how those changes will effect the organization and 

Response Uncertainty, when there is lack of knowledge about what options are available and 

what their result might be (Milliken, 1987). Even though CG’s business environment is 
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relatively predictable as wine in general is a conservative industry (Jenster, Smith, Mitry, & 

Jenster, 2008), the business still operates under influence of global forces. Overcoming this 

uncertainty demands knowledge, flexibility to adapt and commitment to change (Milliken, 

1987). Peter should thus realize that CG is in urgency to change strategic direction, as the 

business currently rests on a ‘burning platform’ where there is a misuse of resources, 

undirected tactics and lack of responsiveness to the competitive environment (Kotter-C, 

1995). 

 

In summary, CG shows symptoms of several strategic killers (Beer & Eisenstat, 2000). The 

task of implementing the strategic tactics therefore rests on the ability to enable knowledge-

based planning, openness to continuous strategic change, consistent implementation and 

adherence to the strategic direction. 

3.3.3. Plan & Process - A Hybrid Model for CG 

Planning operational improvement and organizing actions are necessary if strategies should 

show lasting results (Ohmae, 1983). But planning efforts are mostly useful for gaining 

overview of the change process (Sondhi, 2008), while a change in the attitude into asking 

‘what can we do’, rather than focusing on constraints, are essential to overcome challenges of 

political conflict and environmental uncertainty (Ohmae, 1983). That is, a key to consistent 

success is the ability of leaders’ to change strategic direction as the environment dictates, 

springing from little emotional attachment to the strategy (Sondhi, 2008). So if CG should 

succeed in implementing a new strategy, it requires detailed planning of the change process in 

combination with continuous adaption (Sondhi, 2008) (Luecke, 2004). In other words, the 

change plan should combine a positivistic approach that breaks the change efforts down to 

measurable and achievable actions, with the constructivist approach that emphasizes the need 

to change mindset and personal opinions. But most of the existing tools that are designed to 

overcome strategic implementation issues are inapplicable to CG, as they are designed for 

bigger organizations with more resources and complex organizational structures. Solutions 

such as structural division of plan and adaption (Teece, 2007) (Radich, Drejer, & Printz, 

2004), or distribution of decision-making roles to ensure knowledge inputs (Rogers & 

Blenko, 2015), are thus unattainable or unsuitable for CG’s size and capabilities.  

 

Peter has the power to set the agenda and define the context of CG. This makes him ‘manager 

of meaning’, in the sense that his perspective of reality guides the actions conducted by him 

and employees of the winery (Smircich & Morgan, 1982). If the underlying meaning behind 

planning activities is lost, those are reduced to written lists of things that are ‘somehow 

supposed to happen’ (Simon 1992). Hence, it is crucial that Peter is guided by a strategic 
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reality, or philosophy, that is beneficial for CG (Simon 1992). Developing a hybrid model to 

change in CG is therefore a task of settling a simple combination of planned implementation 

of knowledge-based objectives with an improvement of Peter’s strategic abilities to enable 

adaptive change. 

3.3.3.1. Planning - Specific Project Tasks 

In the previous section, 9 Ps of wine marketing tactics were advised as a path to reach the six 

SMARTE objectives for CG by 2020. A practical and systematic way to implement this 

change is by adopting a project management culture (Sondhi, 2008). The Project Management 

Model pins four generic steps any project should contain, Define and Organize, Plan, 

Manage Execution and Close Down (Luecke, 2004). This structure makes it possible to 

determine the basic planning elements of the strategy, such as time schedule, actions required, 

resource allocation and engagement of stakeholders (Luecke, 2004). Converting strategic 

efforts to measurable project tasks also makes it easier to properly evaluate results (Sondhi, 

2008) (Kaplan & Norton, 2004). 

 

In the first step of project planning, Define and Organize, the major purpose is to clearly 

define the project’s objectives and organize the right people and necessary resources around 

them (Luecke, 2004). When defining the objectives, it should be hold in mind that various 

stakeholders have different stakes in the outcome, and thereby also different criteria to judge 

success or failure (Luecke, 2004). In the previous section, CG’s objectives were defined 

within Tine and Peter’s wishes for the business. But stakeholders of CG may have other, even 

diverging objectives. For example, the oenologist Chaminade probably have interest in 

building her reputation as oenologist, the superintendent couple would care for satisfying 

work conditions and retail channels focus on revenue. Those various motives should be taken 

into consideration when defining the project plan, as it is essential to have unified support 

towards common objectives (Luecke, 2004). Organizing resources refers to the important task 

of identifying and enlisting all the expertise, resources and people needed to complete the job 

(Luecke, 2004). To properly initiate the change process, all organizational members should 

therefore be engaged and informed about their role and stake in the project (Noble, 1999) 

(Packendorff, 1995). Planning involves going backwards from the desired objective and settle 

priorities and actions for the short, medium and long-term (Sondhi, 2008). A Gantt Chart54 is 

a beneficial and simple tool that Peter could apply to ensure execution and resource allocation 

of the strategic tasks55 (Luecke, 2004). Such specific project breakdown would also aid in the 

                                                
54 A Gantt Chart shows activities displayed against time to see start and end, overlap and ressources applied Gantt.com. (2017). 
What is a Gantt Chart? 10. 04 2017 fra Gantt Chart: www.gantt.com 
55 A Gantt Chart with a specific action description for CG is Provided in Chapter IV 
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phases of Project execution and Close Down by giving the ability to control resources, make 

decisions and control execution (Luecke, 2004). 

 

The project approach is useful insofar the tactics and objectives are agreed upon and match 

the organizational environment. But as the environment changes or opportunities occur, the 

project plan ought to be continuously revised. Planning is thus insufficient alone, as it restricts 

the ability to navigate and adapt in dynamic environments (Radich, Drejer, & Printz, 2004). 

  

3.3.3.2. Process - Making Sense of Opportunities 

Guiding the Strategic Efforts 

In situations of rapid change, it is valuable to be able to steer by gut feel, or ‘strategic 

intuition’, to grasp creative strategic solutions (Sondhi, 2008). But as Peter has a limited 

business experience, his gut feel is likely to be inadequate (Sondhi, 2008). Navigation in 

uncertain environments demands a mindset of openness to look for and see unexpected 

things, as well as a shared vision, or ‘map’ that maintains cohesion of actions (Loch, De 

Meyer, & Pich, 2006). Rather than being directed by sales numbers and figures, the guiding 

elements of CG should therefore be the compelling mission and strategic story of the family 

winery, distilled in a strategic philosophy56. Those elements could guide CG through 

unknown-unknowns and create more willingness to see new business opportunities, but 

without risking the business fragmentizes in opposing directions (Loch, De Meyer, & Pich, 

2006).  

 

Receiving Knowledge Inputs 

In addition, a ‘spirit of contradiction’ and formal procedures for doubt should be in place, to 

consistently challenge existing views (Weick-B, 2010). A strategic leader should be able to 

preserve by learning, destroying existing systems and create new ideas by brainstorming 

(Sondhi, 2008). Those skills require an understanding of the company’s broader environment 

and current position and an ability to see different viewpoints without prejudice. Sondhi 

suggests that those skills could be developed, for example through meditation, mind mapping 

and deliberate construction of different people’s viewpoints (Sondhi, 2008). However, as 

Peter is conservative in his leadership and has a professional background far from business 

strategy, it is doubtful whether he will take on a variety of perspectives, despite several years 

of meditation. An alternative solution to get creative skills in CG could be to set up a 

competent team of advisors around Peter (Weick-B, 2010). This team should contain profiles 

that have experience, flexibility and security (Loch, De Meyer, & Pich, 2006). That is, the 

                                                
56 A Strategic Philosophy is provided in Chapter IV 
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members should have experience with wine, marketing and business decisions, be flexible in 

the sense of being ready to change CG, and lastly be secured that their inputs and opinions 

will not personally affect them (Loch, De Meyer, & Pich, 2006).  

 

Commitment to Strategic Change 

The task of combining creative strategic intuition and traditional strategic planning in CG is 

not only a matter of extending Peters skills, but also about creating commitment to change 

(Sondhi, 2008). Traditional planning is based on phases of developing plans, controlling 

implementation and evaluating at termination, but tends to neglect the reasons and motives 

behind projects (Packendorff, 1995). But in line with the concept of sensemaking, 

organizational structure is created through the continuous actions and subsequent meaning 

attached to them, rather than by organized decision-making and strategic rationality (Weick-

C, 1995). This is especially relevant for a small, entrepreneurial company like CG, where 

strategic decisions are highly dependent on the strategic leader. The real key to successful 

implementation is therefore that Peter can make sense and attach meaning to the strategic 

suggestions that fit his personal story and motivation for directing CG. 

 

3.3.4. Subconclusion Part III – Hybrid Strategic Model 

The process of implementation is vital if CG should benefit from a new strategic direction. 

Strategic implementation requires planning as well as adaption and openness, why it was 

suggested CG adopts a hybrid model to change. CG’s strategy was defined in the previous 

section according to Sondhi’s VMOST acronym. The model below illustrates a favourable 

relation between planning and adjustment of strategy.  

 
Figure 3.8 VMOST Hybrid Model for Strategic Change (Design, C.Bender) based on (Sondhi, 2008) 
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To ensure an optimal dynamic development of strategy, CG should reach a balance between 

planning top-down, and adjustment from below in a constant loop process (Sondhi, 2008). 

Peter has previously been guided by his gut-feel in an emergent process, but as his knowledge 

and interest for wine sales is insufficient, the tactics have been misdirected. To ensure that 

that the tactics will lead CG towards the vision and mission, the objectives should be based on 

knowledge about CG and its environment. Rigorous planning should warrant that the strategic 

tactics are realistic and properly implemented, while the effect of current tactics should be 

sensed and lead to adjustment of the current strategy. The most important factor for 

successful change, however, is that Peter is open, committed and motivated to change the 

organization. 
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CHAPTER IV 

 

This chapter contains a reflection on the relevance of strategic planning for SMEs and 

thereafter presents the proposed strategy for CG in a comprised and practical form. 
 

4.1. Reflection – Strategic Planning Discourse 

 

4.1.1.  Understanding SMEs lack of Strategic Planning 

A focal point of solving CG’s business problem was to overcome the lack of planned strategic 

direction. But research shows that most small and medium-sized enterprises (SMEs) do not 

engage in strategic planning (Wang, Walker, & Redmond), despite strategic literature 

dictating this is essential if firms want to survive (Ennis, 1998). Managers who reject strategy 

in favour of less top-down control, intuition or traditional ways of doing things, are usually 

accused of being ‘irrational hangovers’ (Knights & Morgan, 1991). The lack of planning is 

thus argued to be the reason SMEs have high failure rates and poor performance levels and 

SME owner-managers have been blamed for lacking long-term vision or being narrow-

minded (Jocumsen, 2004). Consequently a lot of research sought to identify barriers that 

hinder planning in SMEs and looked for ways to overcome them (Wang, Walker, & 

Redmond). 

  

An alternative explanation to barriers being the reason for lack of planning in SMEs is that 

uncertain and dynamic environments make traditional planning tools obsolete (Sondhi, 2008). 

Uncertainty tends to paralyze linear planning and leads to strategic ‘muddling through’, and it 

is likely that managers proceed with the act of planning only because of the ‘value attached to 

idea’ (Milliken, 1987). Strategic planning is in this sense simply a way to create a tangible 

path through an abstract uncertain environment, which then enables decision-making 

(Knights & Morgan, 1991). This explanation is sensible in the light of actual practice in 

SMEs, where managers tend to direct towards short-term operational goals, and decision-

making is reactive more than proactive (Mazzarol, 2004). That is, SMEs are characterized by 

emergent decisions, and if they plan, they do it more intuitively rather than through formally 

written documents (Wang, Walker, & Redmond). 

  

However, studies searching for reasons why SMEs do not plan, tend to focus on the firm level 

rather than individual, and take profit growth maximization as given (Wang, Walker, & 

Redmond). But a third possible explanation might be that the underlying discourse of 
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planning models does not fit the reality of SMEs (Knights & Morgan, 1991). That is, while 

strategic planning is hailed for being the way to superior performance, its traditional focus on 

growth and profit maximisation might not be fit for all industries and organizations, such as 

health care services or SMEs (Knights & Morgan, 1991). In line with this thought, Wang, 

Walker and Redmond propose that the lack of strategic planning is not due to barriers or 

uncertainty, but rather related to the SME owner-managers’ personally defined ‘non-rational’ 

motivations for being in business (Wang, Walker, & Redmond). The SMEs oriented towards 

profit are more likely to engage in strategic planning, and those SMEs also tend to perform 

better (Peacock, 2004). The authors therefore claim that initial motivations for being in 

business determine whether owner-managers will pursue growth and profit maximization 

goals or personal fulfilment-goals. But the majority of SMEs are ‘trundlers’ that just survive 

(Peacock, 2004), with profit maximization ranking behind personal, non-economic goals 

(Wang, Walker, & Redmond). Their theory indicates that ownership motivations are an 

essential key to understand planning practices in SMEs. 

 

4.1.2. Incorporating Personal Motivation in SME Strategies  

Inspired by McDowell’s four classes of objectives for SMEs57, Woodliff and colleagues 

sought to find the most important objectives for SME owners (Woodliff, Watson, Newby, & 

McDowell, 1999). They found those to be financial returns, personal satisfaction, staff and 

customer relations, family and time. Within those, the most important factors were to have 

financial security, enjoy managing the business professionally, providing high quality 

products and employment to family members and to have flexibility for non-business activity 

(Woodliff, Watson, Newby, & McDowell, 1999). The motivations of SME managers affect 

all fundamental operations from managerial style, structure, culture, decision-making and 

patterns of business development as well as strategic planning (Wang, Walker, & Redmond). 

They should therefore be taken into account when designing strategies for SMEs. 

 

Strategic Planning research is driven by normative desires to establish ’best practice’ 

management activities for SMEs to implement (Wang, Walker, & Redmond). The traditional 

planning tools’ focus on growth and profit maximization, and their perspective and methods 

are incorporated by students, who overtake this way of looking at organizations (Knights & 

Morgan, 1991). But those tools are unequipped to prioritize personal motivations of 

individuals. Beyond the calls for more meticulous planning or emergent sensibility, it should 

therefore be considered that the strategic discourse simply falls short of accommodating the 

                                                
57 Personal objectives, Family’s objectives, Business general objective and Business financial objectives McDowell, C. (1995). 
Small Business Objectives: An Exploratory Study of NSW Retailers. Small Enterprise Research , 65-83. 
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true drivers behind many SMEs. An attempt at making a tool that directs organizational focus 

to other objectives than financial growth is Kaplan and Norton’s Balanced Scorecard (Sondhi, 

2008) (Kaplan & Norton, 2004). The challenge of this tool lies in developing measures for 

abstract perspectives such as learning, as this requires finding what affects factors such as 

skills, quality and satisfaction (Kaplan & Norton, 2004).  

 
Figure 4.1 Proposed explanation for low levels of strategic planning in SME’s (Design, C.Bender) 

(Wang, Walker, & Redmond) 

 

4.2. Strategic Summary & Action Plan 

The following section provides detailed strategic advice to CG. The intention is to explain the 

issues of the current corporate performance and serve the suggested strategic solution and 

tactics in a non-academic and practically useful way. As it was realized that Peter should 

adopt a more beneficial balance between emergent and planned strategy, the strategic plan is 

comprised by a detailed project plan in combination with a strategic philosophy that can 

hopefully guide and make sense for Peter in his daily activities (Sondhi, 2008). Inspired by 

the suggestion that SME owner-managers’ personal motivation is essential for their 

engagement in strategic planning (Wang, Walker, & Redmond) and Balanced Scorecards’ 

philosophy (Kaplan & Norton, 2004), the perspective of personal well being58 is included as a 

factor in the strategic description. 

4.2.1. Issue Report 

The issue report below describes the current corporate performance, key issues and their 

underlying drivers and the actions suggested to overcome them (Sondhi, 2008). The 

performance and issues are extracted from analysis Part I and II and the underlying drivers 

and resolving action plan from analysis Part III. 

 
                                                
58 Personal well-being is complex to measure, why the status here is an overall description based on interview statements New 
Economics Foundation. (2012). Measuring Well-being - A guide for Practitioners. Creative Commons. 
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A) Corporate Performance B) Key Issues 

 

Financial Revenue 2016: 

EUR 8,610 ! Satisfactory 

 

Personal Well Being: 

" Tine: Exhausted from supermarket 

demonstrations 

" Peter: Busy but content with work tasks, 

except sales 

" Other relevant stakeholders: Nothing special 

to remark 

 

 

" CG’s wines are neither competitive on price nor 

branding in retail and compete against better 

positioned New World wines 

 

" CG’s brand does not target, retain and engage a 

specific niche that limits the number of loyal 

customers 

 

" Business operations lack strategic direction and the 

organization is low on mercantile and relational skills 

C) Underlying drivers D) Key Actions to resolve issues 

 

" Peter has favoured production at cost of sales 

and wine marketing development 

 

" There has been lacking recognition of CG 

standing on a ‘burning platform’ 

 

" CG is based on personal motivations rather 

than profit orientation why strategic planning 

has been under prioritized 

 

" Establishing shared understanding of CG’s 

situation between Peter and other central stakeholders 

 

" Creating a detailed project plan for management 

 

" Formulating an overarching strategic philosophy 

that should guide the further organic development of 

CG 

  

 

Figure 4.2 Issue Report on CG’s Strategy (Sondhi, 2008) 

 

4.2.2. Strategic Summary 

Below is a summary of the strategy in terms of overall guiding features and specific 

objectives (Sondhi, 2008). The strategic description extracts the findings from analysis Part II 

with focus on describing the strategic philosophy, or ‘map’ that should guide the strategic 

actions of CG through uncertainty (Loch, De Meyer, & Pich, 2006). The SMARTE objectives 

have been linked to specific measures to make evaluation of development possible (Sondhi, 

2008).  
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Overall Strategic Mission and Philosophy 

 

Vision Creating happy customers by delivering 

good experiences from our passionate family-

owned winery 
 

Mission Producing wines of high quality from 

the wines of Château Gourran, through 

knowledge, experience, modern equipment and 

dedicated work 
 

Objectives Realize the vision through organic 

but structured initiatives with personal well-being 

in focus 

 

 

Strategy Creating loyal and engaged customers by 

developing web platforms, brand personality and 

synergy between the chateau, story and wines of CG  
 

Philosophy Ensure customer demands and 

personal happiness guide all daily actions and 

engender a skilled corporate culture of openness, 

humbleness and creativity  

 

Products and Services Wines, Web Platforms, 

Brand and Chateau experiences 
 

Markets Denmark 

 Measures Objectives 

EBITDA 

Sales 
Maintain current balanced EBITDA of Vignoble 

Gourran (Wines) 
Financial  

Revenue 

Booking Rate 

Increase revenue of Loisir Gourran (Chateau) with 

20% 

Project Plan Execution Specify, develop and implement targeted branding 

activities 
Market 

Sales amount 

Customer Retention Rate 

Increase direct and internet sales with 45% by 

creating 500 loyal customers 

Satisfaction and well-being 

Work tasks 

Decrease sales and marketing tasks of Peter and Tine 

to a long-term sustainable level Operations 

 

 

People 

Time 

Project Plan Execution 

Organizational staff and 

skills 

Acquire and develop mercantile, relational and 

strategic planning skills 

 

Figure 4.3 Strategic Summary for CG 2020 (Sondhi, 2008) 

4.2.3. Key Implementation Projects 

The exact implementation projects and their assigned tasks are distilled from wine marketing 

tactics made in Part II. They are organized in the table below according to the Gantt Chart 

principles (Luecke, 2004). To prioritize the tasks, they have been assigned different initiation, 

implementation and evaluation phases corresponding to their relative resource requirement 

and development time (Sondhi, 2008). 
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 2017 2018 2019 2020 

 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

1. Philosophy and USP  
1.1 Openness, humbleness, creativity               

1.2 USP:  Small family-owned winery               

1.3 Personal motivation and wellbeing               

2. Product  

 

              
2.1 Packaging 

• ‘Sincere’ label design 

• Customized labels and boxes               

 2.2 Pricing 

• Subscription-based pricing               

3. Web  

 

              

              

              

3.1 Website and Web shop 

• Storytelling web design 

• Update (news, pictures) 

• Trustworthy shop design 

• Update (products, description)               

 

              
3.3 Facebook 

• Shop link on Facebook 

• Gain customer followers               

 

              
3.4 Newsletter 

• Systemize newsletter content 

• Gain customer followers               

4. Experiences  

 

              

              

4.1 Chateau experiences 

• Brainstorm and organize ideas 

• Find course arrangers 

• Systemize cellar door sales               

 

              

4.2 Wine tastings 

• Wine tastings at chateau 

• “Tupperware-party” tastings                

5. Organization  

 

              
5.1 Planning and People 

• Insert an advisory board 

• Hire freelance sales assistance               

Colour codes:  

   Initiate, Contact, Plan  Implement  Evaluate 

Figure 4.4 Project plan and breakdown of CG’s strategy (Luecke, 2004)
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CHAPTER V 

 

A discussion and conclusion will finalize this study with a critical evaluation of the study and 

the implication of the findings for CG and business strategizing in general. 

 

4.3. Discussion  

 

4.3.1. Theoretical Framework - The Task of Bridging Perspectives  

In the vast field of strategic management, Sondhi’s Total Strategy (Sondhi, 2008) was chosen 

as the frame for advising CG on their strategic journey. The advantage of this strategic 

approach is its facilitation of descriptive as well as prescriptive strategic perspectives (Sondhi, 

2008). This trait allowed to exemplify the advantage of bridging plan and process to secure 

structured, successful and sustainable strategizing (Mintzberg, Lampel, & Ahlstrand, 2008) 

(Grant-B & Jordan, 2015). But the critical aspect of Sondhi’s Total Strategy is that the 

strategy requires a significant knowledge base to be practically useful, as Sondhi mentions a 

wide range of strategic tools that ought to be chosen between (Sondhi, 2008). The quality of 

the strategy for CG therefore depends on whether the chosen tools were in fact fit for this 

specific case. 

 

The applicability of planning tools in strategy formulation depends on factors of business type 

and trends, environmental conditions and management styles. Strategic tools mirror the 

timely and situational context, for which they were invented, why it is crucial to be critical 

towards their applicability59. Current dynamic forces of globalization and the IT revolution 

(Radich, Drejer, & Printz, 2004), changing perspectives on capitalist value creation (Porter-C 

& Kramer, 2011), stakeholder relations (Mitchell, Agle, & Wood, 1997), and developments 

of consumer preferences (Schiffman & Kanuk, 2010) (Merz, He, & Vargo, 2009) have all 

altered how firms are expected to react, and the opportunities they have to remain sustainable.  

Sondhi posits that planning tools ought to function as catalysers for creative discussions, not 

as templates (Sondhi, 2008). But if the practical usefulness of planning tool is degraded, it is 

relevant to consider whether a more constructive solution would be to invent new tools. 

 

Two alternative holistic, strategic frameworks are the Business Model Canvas (Osterwalder & 

Pigneur, 2010) and Strategic Choice Cascade (Martin-B, 2017). The former is unique by 

                                                
59 An example from the present study is the change of the BCG matrix, which has evolved since its invention in 1970, and was 
additionally tailored to CG (Analysis Part I p. 9) 
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stressing the importance of defining strategy on the foundation of a customer value 

proposition, thereby linking resources and objectives with consumer behaviour (Osterwalder 

& Pigneur, 2010). The latter focuses on the relation between strategic choices and the 

importance of assessing all strategic steps simultaneously, from aspiration, across choosing 

what playing field to win, and to matching with management systems (Martin-B, 2017). 

Those strategic frameworks also entail the entire system when making strategic plans, but 

seem simpler and more customized to present management trends than Total Strategy. This 

may deteriorate the strategic results in theory, but probably make them more ‘eatable’ for 

managers’ daily use. 

 

4.3.2. Suggested Strategy - Fit for CG? 

The strategic advice for CG was given on the basis of the SWOT analysis in combination 

with strategic options and research on wine consumer behaviour. The quality of those 

findings depends on whether the SWOT analysis was sufficiently thorough and balanced, 

which more time, interviews and expert insights could enlighten (Helms & Nixon, 2010) 

(Mintzberg-D, 1990). In addition the actual fit of the strategy to CG’s situation is disputable. 

The strategy was designed on the basis of management literature, why there is a risk that it 

replicates strategic fashions instead of being the most beneficial strategy for CG (Knights & 

Morgan, 1991). This could apply to the focus on experiences (Hall & Mitchell, 2008) 

(Fetherstonhaugh, 2009), which might be overrated relative to the importance of sensory 

aspects of the wine as determinants for wine purchases (Lockshin & Corsi, 2012). The 

suggestion of inviting customer indoors to CG also leads to reflect on the actual resources of 

the company. Building brand communities and enabling co-creation requires resources and 

introduces risk related to disclosure of internal affairs to customers (Prahalad & Ramaswamy, 

2004) (Hatch-B & Schultz, 2010). It also demands constant updating and increases the risk of 

negative backlash on the brand, if crises and complaints are mishandled (Quinton, 2013) 

(Vallaster & von Wallpach, 2013). In addition, the strategy is based on current market trends, 

but uncertainty about environmental changes means there is no guarantee that those will not 

swift (Milliken, 1987), for example making the Bordeaux brand fashionable and attractive 

again. 

 

An essential success criterion for the strategy is whether Peter accepts its premises and 

tactics. The suggestions were evaluated with Peter in interviews along the research process, to 

check and ensure his willingness and openness. But as he did not formulate the vision and 

objectives behind the strategy, the risk of misconception or reluctance to the ideology is 

increased (Collins-B & Porras, 1996) (Locke & Latham, 2002). At the root of this issue is the 

complex process of strategic decision-making, which involves several phases from 
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recognition of an issue to authorization of action (Mintzberg-E, Raisinghani, & Théoret, 

1976). Hence, if Peter is not entirely agreeing with the underlying diagnosis of CG’s situation 

and opportunities, it is unlikely he will make long-term consistent decisions along the 

suggested strategy.  

 

4.3.3. Alternative Perspectives and Transferability 

The study was framed by certain assumptions and limitations. One of those was focusing on 

the Danish market, despite Peter’s interest in other European markets. However, statistics on 

Bordeaux wine sales in the past decade shows that Asia is actually the current most attractive 

market for Bordeaux wines in all price categories (PP, PC, 050217), indicating this strategic 

option could be relevant to investigate. Just as well, the strategy did not contain in-depth 

financial analyses. But this dimension is crucial for strategic viability (Sondhi, 2008), why it 

should get attention in the further strategic development of CG. Also, Peter mentioned an 

aspiration of finding a major distributor that would enable to completely let go of sales 

responsibility (PFA, PC, 230916). This option was discarded under the assumption that 

distributors weight marketing and saleability of wines (Hall & Mitchell, 2008), but research 

could indicate on what exact premises it could be available for CG. Lastly, it is crucial to note 

that CG is a small business that operates in a traditional industry. Some relevant aspects of 

strategizing were therefore not applicable to the case. For example, the simple structure of CG 

diverges from bigger organizations with several sub-units, a wider product range and more 

distribution of responsibilities, which reduced the relevance of a number of strategic tools. 

The wine business is also not as affected by the digital revolution, which is otherwise a 

crucial factor to consider in many industries, where existing business models are being altered 

(Iansiti & Lakhani, 2014). 

 

The scope of the assignment was to solve a business problem for CG, but the findings have 

relevance outside the company. First, the research sheds light on the challenge of balancing 

strategic planning with emergent strategizing in small companies. There are tools for bigger 

firms, e.g. advising division of abilities in different business units (Radich, Drejer, & Printz, 

2004) (Teece, 2007). But the study indicated there is a lack of tools and research on how to 

find equilibrium of those skills in small, entrepreneurial business. In line with this problem, 

the study also revealed the importance of taking the owner-managers personal motivation for 

being in business into account when designing strategies for SMEs, as this affects criteria and 

priorities for strategic goals and planning (Morris, 2005). Lastly, the research gave insight to 

the importance of branding for small wineries if they should keep up with competition (Miller 
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& Chadee, 2008) and found Service-Dominant branding and brand personality to be 

promising in this relation (Hall & Mitchell, 2008) (Lusch & Vargo, 2006) (Aaker, 1997). 

 

4.4. Conclusion  

4.4.1. Balancing The Strategic Imperatives for CG 

The problem this study sought to solve was the imbalance of CG’s current business, guided 

by the research question “How can Chateau Gourran optimally balance its resources, 

objectives and competitive environment?”. With the ultimate intention of formulating an 

implementable strategy for CG, the current state of the winery was examined through the 

SWOT analysis. Those findings indicated three key issues related to threats from New World 

wine, the challenge of gaining loyal customers and a need to change CG’s organization to 

acquire sales and relational skills. Utilizing market opportunities with strengths of CG led to 

the formulation of six SMARTE objectives and an available strategy that is centred on 

customer experiences and relations between customers and the small, family winery.  Along 

the VMOST hierarchy, 9 wine marketing tactics were formulated with close focus on 

alignment between the strategic elements. To guarantee CG’s long-term sustainability, a path 

to reach the strategic objectives was designed as a combination between planned 

implementation and a guiding strategic philosophy. With consideration to the importance of 

Peter and Tines personal motivation behind their ownership of CG, the analysis was distilled 

to a strategic action plan with concern for personal well being as well as profit. 

4.4.2. Postlude - Storytelling and Strategizing 

Strategizing has been recognized as a task for leaders in thousands of years, and the search of 

paths to winning strategies has been sought after for just as long. The earliest strategic 

roadmaps focused on the same elements of dialogue, internal strengths and external 

understanding, culture and adaption, as is focus on present days’ strategic thinking (Sondhi, 

2008). But despite the ideas behind being constant, academia and consultants continue to 

make new strategic concepts to help managers. As the environmental conditions change, so 

do the design and conditions of businesses, why managers face an endless job of navigating 

among suitable business models, planning tools and strategic selection. 

 

Peter and Tine bought into a romantic dream in 2007, when they became owners of a 

beautiful, small chateau in Bordeaux. With hard work and determination, the dream was made 

into a wine business, and they could proudly share the product of Peters retirement project 

with friends, family and customers. The challenges occurred, when wine sales, time, money 

and pleasure suddenly did not balance. In a dangerous cocktail of a competitive market, 
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limited resources and undefined objectives, CG had become like a car on a highway with a 

broken wheel. Rather than repairing, Peter cut holes in the floor and let him and his family 

run faster to maintain full speed ahead. To become long-term sustainable, CG should repair 

the wheel. This means reconfiguring the entire business to match its environment, by utilizing 

strengths to compensate for weaknesses. It also means learning to make daily decisions, that 

leads CG in the direction where business prosperity and personal pleasure meet. 

 

The red thread of the suggested strategy for CG is storytelling. First, CG should not be about 

selling wine and renting a chateau on the side, but about inviting customers indoors to the 

compelling story of the wonderful winery in Bordeaux. Be it in a private setting, on CG’s 

Facebook page or at a cooking course on the chateau, CG’s customers should be treated like 

friends who join into Peter and Tines dream. Second, if the strategy should come alive, it has 

to be weaved into Peter and Tines personal stories about themselves and their goal for this 

project. Peter the pilot is in charge and steers alone in the cockpit. But as winemaker, he 

should see it as a strength to be open for advice and creative ideas, as he is skilled for 

production, but not for sales. And Tine the stewardess is good at serving customers. But if she 

would rather be grand mum than part-time sales assistant for CG, her personal well being has 

to be main priority in the family project. Strategizing is always storytelling with an enemy, 

main characters and hopefully a happy ending. But each story is different and grows through 

every-day actions. Paying attention to personal and specific traits and being open to learning 

is therefore crucial as strategist, as there is no such thing as a template for the perfect strategy. 

4.4.3. Further Studies 

This study was strictly targeted at solving CG’s business problem, reflected in the research 

questions that led to strategic advise for the winery. But the findings gave insights to further 

avenues of research that might either shed light on the present issue for CG, or the broader 

subjects it tapped into. 

 

The assumptions and data that led to the strategic design for CG could be further explored. 

Research on the Danish market would aid to confirm the exact prospective and characteristics 

of the target groups, CG was advised to reach. The wants and needs of those consumers 

should be investigated with more thorough studies, e.g. to assure their purchase motivation 

and perceived risk related to wine consumption (Laurent & Kapferer, 1985). Also, the 

attractiveness for CG of alternative strategic options such as finding one or two major 

distributors or exporting to Asia could be evaluated based on expert counselling and data on 

market developments.  
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The study also led to reflect on motivational, structural and behavioural aspects of 

strategizing. The role of managers’ personal motivation for strategic planning and definition 

of objectives could be further examined, to see whether this applies to some sectors more than 

others and what the consequence is for SME development and management. In addition, the 

business effect of mixed motives among managers and employees in general is an area for 

exploration. To optimize the strategic process, a hybrid model for the small business was 

advanced. But the more specific elements and routines within such model are to be refined 

and tested. This might be approached with the lenses of Strategy as Practice, to acquire 

insight to how decisions are made, how strategic discourses exercise control over the 

constitution of internal and external environments, and what actors have power to define 

failures and successes of strategy (Carter, Clegg, & Kornberger, 2008). Further investigating 

the actual conduction of strategy could hopefully lead to understand the apparent gap between 

strategic planning tools, emergent strategizing, consultancy advice, and business results 

better. 
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APPENDIX 2 Product description of CG’s Wines 

Source: http://www.gourran.com/wines 

Grande Réserve 
 
•  Appellation Cadillac Côtes de Bordeaux 
•  Grapes: Merlot, Cabernet Sauvignon and Petit Verdot 
•  Fermentation: 27º C in stainless steel tanks 
•  Maturation: French oak barriques 12 month,  
   Stainless steel tank and bottle, 12 months 
   
“Young, medium strong, pleasantly spiced. A nice, dry red wine 
with a good juicy taste of berries. 
Save 3-5 years or oxidize at decanter 1-2 hours. Serve at 18 
degrees. Well suited for heavy dishes such as beef. 
Stylish Bordeaux wine with character already and far more 
"pleasant to drink" than many other Bordeaux wines, which often 
have more aggressive tannin….” 
 
Tim Vollerslev June 2010 
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Bordeaux Blanc 

 

  •  Appellation Bordeaux Blanc 
  •  Grapes: Sauvignon Blanc, Semillon and Muscadelle 
  •  Fermentation: 14º C 
  •  Maturation: Stainless steel tank 4 months 
   

“Nose: Flowers and citrus. Taste: Dry and crisp with good 
balance between acids and fruitiness. Hints of peach and 
melon. Serve as aperitif or with fish, seafood or cheese.” 
 
Peter Find Andersen, owner 

 

 

 

 

 

 

 

 

Bordeaux Clairet 

 

Clairet is a specialty of Bordeaux. It is produced from black grapes, 
 normally Cabernet Sauvignon. 

  Appellation Clairet Bordeaux 
 

• Grapes: Cabernet Sauvignon, Cabernet Franc 
• Fermentation: 14º C 
• Maturation: Stainless steel tank 4 months 

 
“Dark pink, pomegranate-colored with a light purple tinge, 
light edge.  Warm, friendly, slightly spicy with a very smooth 
flavor of blackcurrant, cranberry, strawberry and a little mature 
Mirabelle plums that soft rounds off the wines fresh fruit taste. 
An incredibly beautiful strong Clairet "Rose" wine, which is 
suitable for both the terrace and powerful and spicy dishes, for 
example fried fish, seafood, poultry or light meat” 
 

Tim Vollerslev May 19 2009 
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Rouge Tradition 

 

• Appellation Côtes de Bordeaux Cadillac 
  •  Grapes: Merlot, Cabernet Sauvignon, Cabernet Franc, Petit 

Verdot 
  •  Fermentation: 27º C in stainless steel tanks 
  •  Maturation: Stainless steel tank and bottle, 12 months 
   
 

“Medium dense Dark Ruby red color with a light edge. 
Comfortable warm scent of ripe dark berries, a little vanilla. 
The flavor has mild tannin, great intense fruit marked by ripe 
fruit blackcurrants, blackberries and liquorices, tobacco 
smoke, toast and some herbs. A really good "easy drinking" 
wine, nice medium strong red Bordeaux. Should decant / 
oxidize an hour. Enjoyable alone or with medium and heavy 
meat dishes such as grilled beef or lamb.” 
 

Tim Vollerslev May 19 2009 

 

APPENDIX 3 PFA 230916 - Interview guide and summary 

Peter Find Andersen 

Occupation: Owner and manager, CG 

Date: 23/9 2016 

 

Question Type Theme Question 

Descriptive Profile Can you elaborate on your tasks 

in the business? 

Exploratory Strategic options What do you see as future 

strategic options for CG? 

Exploratory CG profile Perspective CG’s competencies 

Exploratory Wine business Other wine business perspectives 

 

1) Can you elaborate on your tasks in the business? 

- The business is split in three and Peter leads them all: 

1) Rental of Chateau: 

- Marketing: Ad at Homeaway 

- Reply answers and send + pay bills, bookkeeping 

 

2) Wine production: (The “Big” one) 

- Peter I owner / manager  

– Christine is leader of daily operations (plan, supervision). Lives 10-12 km away from laboratory. Has 

customers in the area, so she is often at the castle. She is in charge of hiring extra workers and decides 
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harvest time and addition of minerals 

- Cellar master: A Neighbour (almost), does the cellar work (adding minerals etc.), supports in critical 

phase 

- For the field work: Machine station: delivers field workers (partnership for 9 years), has all 

machinery and knowhow – Comes with everything, all Peter does is pay. Pesticides, cuts the plants, 

harvests – a lot is done by machine; but still lot of hand power required. E.g. cutting side shoots – sub 

contractor gets helper out who does it in a couple of days. Propping up the plants; Done twice from 

they start growing (27,000 plants that are lifted and tied).  

 

3) All organization of stock, sales, marketing, logistics, amounts, bottling, labels, packaging. 

Everything is done at the castle under own control! 

 

2) What you see as future strategic options for CG? 

Strategic targets without time schedule 

Do not want to put “all apples in one basket”; One customer should maximum take off ½ of the 

production. Distributed in case holes occur.  

Tough work to initiate: Needs to figure out which customers, type, limitations, wine types, follow-up 

campaigns. The production of 45’000 could be expanded to utilize economies of scale – renting land 

from farms nearby. In 10-20 years it should probably be sold off. 

Peter imagines selling abroad as they have “another understanding for price”, in UK, Belgium, Holland 

and more. In Denmark customers focus a lot on price (frighteningly difficult to earn money in 

Denmark). Bordeaux wines are not selling very well in Denmark (more Provence or Côtes du Rhone) 

They could hire a sales man, but Peter judges the business as being too small. 

Got a hint: Invitation from the French embassy, which may help with network in their system. 

Normally they assist French goods in Denmark, but they have network for the French embassy, this 

may help get CG abroad. 

Should develop direct sales in Denmark (“nice work”) 

“I’m am pretty conservative, when you found something that works”.  

But open for facelift e.g. with a net shop or web site. For example sales on other platforms. Could be 

more sharp on newsletters and website to create buying inspiration.  

 

3) Perspective CG’s competencies 

Challenge: Does not have natural network abroad, Drowns in wine fairs. 

Weak point: Peter is not very mercantile. 

On the production side: “Very well positioned” with equipment, barrels, humans, terroir and wine 

outcome. 

- Special traits of the wine: Good age of vines, well exposed, lies at good altitude, makes good wine 

and good terroir. Have a good winemaker – technical work.  

Special things they do: Produce the wine so it can be enjoyed while its young (not typical for Bordeaux 

wines which usually lie for about ten years). 
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- Good, fair wine which isn’t too expensive. “Customers pay what it costs to produce it” 

-It is “Bordeaux at eye level” – Good bargain. 

Design, labels and logo – made by Erik Jerichau (he is dead, so should potentially find a new one if the 

design should be changed).  

Relatively sharp divide between his and Christine’s tasks in the business. She is only involved in 

production (freelance), and does not intervene in anything else.  

Customer profile: Grown audience, Peters own age. 40-80 years, typically people with interest in 

France- kids moved away, want to enjoy a nice glass of wine.  

Some younger people have “regained interest in Bordeaux wines”.  

Spill over from B&B: Not a factor, which matters in sales. A little, but small sales – some faithful 

customers have been at the castle (has been rented out for 15 years). Primarily fun for Danish people 

Particular amount of sales are for friends and family or colleagues who buy directly. Good as direct 

customers give more money. 

 

3) Other wine business perspectives 

Rune, a Danish guy in Bordeaux who had a French wife, moved back and forth and took an education. 

Got internship at CG and made a (limited) investigation of the French market / Danish in France. 

Suggested a model you could proceed with. 

A big thing in France: Selling to “negociants” who gets the wine cheap and then takes care of 

everything from then. As many farmers just want to make wine and be effective at only this, choose 

this solution. But that means you are completely cut off any contact and history with customers as 

seller. – Peter does not want that. 

Getting anything out of the wine business requires hard work. 

AOC: Very restrictive police – organization that adds the name for the wine – comes by to visit and 

check unannounced 

 

- Different types of wine production:  

A) Traditional production – allows pesticides 

B) Ecological – made on eco plants that require constant attention, limited chemistry (sulfur allowed) 

C) Very advanced biodynamic (“Ridiculous”) 

 D) Wild wine – nothing else done than putting it on bottles (more fun than tasty) 

- The castle “rawly and brutally”, comes along. Horrible at winter, lovely at summer. Cannot afford to 

use it, so rents it out. Is barely sustainable because of costs. 

 

APPENDIX 4 PFA 310916 - Interview guide and summary 

Peter Find Andersen 

Occupation: Owner and manager, CG 

Date: 31/9 2016 

 



Charlotte Bender A Danish Winery in Bordeaux MSc Thesis 2017  
 

 98 

Question Type Theme Question 

Descriptive Business profile Can you explain the business of 

CG? 

Exploratory Current strategy What is the current strategy of 

CG?  

Exploratory Challenge What is the biggest current 

challenge of CG? 

Exploratory Future vision Which opportunities do you see 

for other sales channels? 

 

1) Can you explain the business of CG? 

The company can be split into three parts: 

The three businesses: 

A) rental of the castle: 

Saturday to Saturday, approximately 17 weeks full, max 12 people staying (same price for any 

number).  

Expenses: Salaries to staff helping with daily maintenance, insurance. 

Guests shop and cook by themselves. The castle provides linen etc. Unless the guests asks for anything 

to be done (then they can arrange e.g. a cook to come). 

Andersen’s role: Marketing: Advert at Homeaway, answer questions, send bills, pay bills and 

accounting. 

 

B) Wine: 

Fields with grapes, picked once a year, four different wines: Two reds, Clairet and White wine (from 

2015).“Many or few bottles, nature decides!”. Quality goes up and down – they have been lucky.  

 

C) The difficult part is to sell it! Big questions and place for tension, solved it with Chateau Gourran 

DK – Pick the wine in France and transport it to Denmark, Glostrup at a big Logistic / distribution 

centre.  

Important to maintain customers and gain new – almost everything is sold through CG DK. 

 

2) What is the current strategy of CG?  

Originally made 1,000,000 business plans (e.g. as seen in the assignment by Christian), but now have 

much more simple business plans. However, those are difficult to implement. 

Currently, Chateau Gourran DK is the ”life saving boat” as there is a lack of foreign customer group. 

Yet that is not deemed sustainable by Andersen on a 10-20 year scale. It is thus necessary to normalize 

sales and create important and substantial customers. – Who then could come visiting. According to 

Andersen’s wife, this should happen as soon as possible – tomorrow if that is! – but Andersen is more 

realistic that the transformation will take time. The idea is to have importer, for example two different 

big customers who buys almost the whole production collectively, and thus have Andersen’s role 
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limited to visit the Chateau etc. 

 

3) What is the biggest current challenge of CG? 

Gourran DK – Takes fine volume number of bottles. Sells to 10 Meny shops all around Denmark. 

Andersen and his family personally trades with the shop owners. Those buy more, when they run out of 

stock. Andersen makes demonstrations in the shops of the wines where they personally tells the story 

to customers. However, this is a slow process. A big part is sold along with the demos, but there is not 

a big after sale – which is an annoying balance that requires time. 

They are often around the country and at different fairs etc. 

 

4) Which opportunities do you see for other sales channels? 

A new promising customer is “Peter Justesen”, a trader of Danish goods to Danish expats all around 

the world. They have been supporting sales since May 2016 and estimate to be able to take up around 

1/3 of the wine production. 

According to the initial budgeting, they have not reached those sales yet. So it is probably going to take 

a while. They have been promoted in spring and autumn catalogues – so maybe the sales will hit off 

now. Or they might fall! Very uncertain. However, this is seen to Andersen as “the right type of 

customer”. Lastly, there is a significant amount sold to private friends, family and colleagues who buy 

directly from the castle. Those are interesting, as they give more money. 

 

APPENDIX 5 CFA 251016 - Interview guide and summary 

Christian Find Andersen 

Occupation: Son of Peter and Tine Find Andersen, Cand. Merc. 

Date: 25/10 2016 

 

Question Type Theme Question 

Descriptive Profile What has your relation to CG 

been? 

Descriptive Supermarket contract How was the deal with Meny 

established? 

Explorative Sales channels What are your reflections on 

possible sales channels for CG? 

Explorative CG state What is the biggest challenge of 

CG? 

Explorative Future strategy Which future strategic options of 

CG do you see? 
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1) What has your relation to CG been? 

Assisted at the castle by talking with Peter (his father) 

When Gourran started in 2007-08 (first edition), him were working together with it. 

But not that much involved as Peter is very engaged but not a very good listener 

 

3) How was the deal with Meny established? 

Peter and Christian made a deal through their network with the supermarket at Rotunden (Hellerup). 

They thereby agreed to take it in despite it being away from the standard chain-network (Super Best, 

later Meny). It went well, so the deal was made with 10 other Meny’s around the country, but 

involving offers and shows/presentations from CG.  

 

4) What are your reflections on possible sales channels for CG? 

Super markets are good channels – as the wine is not super quality 

SCA/Gourran DK as channel, earns more money by sales directly from their own distribution 

Peter Justesen is the first customer where SCA can focus on ONLY being producer. And they suggest 

OK prices. 

They did try to make arrangements with other importers (Sweden, Norway, Luxembourg and smaller 

wine stores in Copenhagen), but this did not really work out, many potential explanations for why not. 

SCA is profitable and Gourran DK a zero-profit/expense solution. 

 

5) What is the biggest challenge of CG? 

The main challenge and mantra – Peter did not think he was supposed to sell, just concentrate about 

production. So at first there was a lot of stock but no customers! 

Peter loves doing the practical work. He likes making wine, but does not like to do the sales. He is very 

passionate, but does not follow up on deals. Tine is a good seller but she just does not make deals, she 

lacks overview – she just acts. They have reasonably high sales, however this is a product from driving 

around the country and presenting. Tine can sell ½ pallet in a weekend. 

The board of CG consists of: Peter & Christian Find Andersen, Jens Helmbæk, but he went to Peter 

Justesen to become sales man (still in board?). 

 

6) Which future strategic options of CG do you see? 

There are 12,000 competitors in Bordeaux only. Road ahead is to seek importers that keep the price in 

France and sell lots of bottles. 

Main goal: Find customers who can “move” bottlers by themselves, so CG can be close to the customer 

The Strategy of CG: Full speed on, selling the entire production. With Peter Justesen; supply and 

demand follow track. Strategy for costs, action plan, should be better at maintaining existing 

customers. 

Christian thought: Target must be to be close to the customer and tell the Danish story. 
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Can they have B-customers? Interacting with B-customers in other ways than with tastings, but e.g. 

with gift boxes, utilizing the Danish touch. Main challenge: commercially CG is not very famous (they 

have appeared in wine papers, yes, but still…). So how do they move on? There are high costs as it is a 

small production, and no unique brand for foreigners 

 

Horeca: More chances to get in, but most have slipped away due to label issues. In order for the wine 

not to seem similar with the supermarket wine, they should have dissimilar labels. But Peter is not fond 

of this, for (among other, maybe), practical reasons. So CG is locked as super market wine. E.g. 

“Madklubben”, and other, made orders, but wanted the other label. 

Peter Justesen: No information about the wine, the website is not very informative 

The supermarkets requested something new – so they initiated making a white wine 

 

Reflections by Christian 

- How can the Danish story be utilized?  

- Are we tripping over our own legs by being a supermarket wine? 

- And Peters role? He does not want to deal with sales, but what is his role then? 

 

If he could decide: 

- They would have two different kinds of labels 

- Would be in ongoing contact with wine and food bloggers 

- Made deals with more internet shops and had offers 

- Invitation, interaction, B2B relationships with supermarkets on turn at the castle and production 

facilities 

 

He would not: 

- Expand abroad to international markets (too unknown, requires value for money-sales, demands 

systematic B2B or really tough work) 

- Pass on responsibility: Christian will not get any responsibility; Peter wants to have hands on 

everything 

 

APPENDIX 6 TFA 120117 - Interview guide and summary 

Tine Find Andersen 

Occupation: Owner and wine seller, CG, Stewardess  

Date: 12/1 2017 

 

Question Type Theme Question 

Descriptive Tines work and association 

to CG 

What is your role in managing G? 

Descriptive Contract with Meny Is there any exclusivity deal with 



Charlotte Bender A Danish Winery in Bordeaux MSc Thesis 2017  
 

 102 

Meny? 

Descriptive Description of CG 

customers 

Who is the typical CG customer? 

Descriptive Customer repurchase rate What is the rate of returning 

customers? 

Explorative Product offering and 

customer interests 

Why do customers buy CG 

wines? 

Explorative Personal opinion on current 

situation of CG and future 

dream for it 

What is your view on the current 

situation of CG and where do you 

dream CG to be in 10 years? 

 

1) What is your role in managing G? 

Tines work – balancing flying and selling 

How is the process of cooperating and selling in supermarkets?  

Tine is flying 60% 3-5-3-5-3 (fly-free-etc.); flying short routes, but needs to stop soon and retireme. 

Planning wine demonstrations all year except January. (so she can go on vacation in stead ☺). 

The wine is sold in 8-9 Meny supermarkets and one Super Brugsen in Havdrup (only this one, as the 

owner was originally in a Meny – CG moved with him - many customers there). The other 

supermarkets are Roskilde. Hellerup, Amager, Nærum, Rungsted Bytorv, Aalborg, Hjørring, Odense. 

Tine comes regularly and presents the wine. Alternating from place to place when she is free Friday-

Saturday. She helps to demonstrate and sell by pushing to customers; she asks “if they want to taste her 

wine from own wine yard” (now she has been touring for 7 years, so many know her). So, many 

regular customers come to buy the wine when it is announced she is coming.  

So she demonstrates every weekend when she is free, 3-4- times average in each supermarket per year. 

She is on a whole Friday and Saturday. “Det er pissehårdt” – “It is damn tough”, and she is very sick of 

it. She sells well, but she can’t see light at end of tunnel. 45000 bottles every year have to be sold.  

 

2) Is there any exclusivity deal with Meny? 

Supermarkets are obliged to take some of their own wholesale wine, but CG is “out of number”. Even 

though they’ve been in business from some years, CG is still in start-up phase. So supermarkets buy 

around 1 pallet a time, and then make a special offer when she comes. The wine is on the shelves when 

she is not around, but when she comes, she sells in boxes.  

 

Why not any other super markets? No exclusivity with Meny – but chose the shops with most volume 

sales. Some went out, some came in. Some not selling, some changing owner, then the wine is 

sometimes set out. The present supermarkets have been there since day 1. Chose them based on wine 

section and sales. Most supermarkets can’t shop individually. Few Meny and Superbrugsen can buy 

individually (depending on their deals). One of their friends was in Meny, and by word of mouth they 

came in. But e.g. their local shop (Irma) couldn’t take it in even though they wanted. Irma in Illum, 

they can. 
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Could expand – only few places said they couldn’t be in there (Meny in Rungsted – had their own 

Bordeaux wine). Most are positive towards it. Some want it but end up not selling. “Bordeaux is still a 

bit old school… many have a bit against it… not so trendy – as e.g. Italian wines” 

 

3) Why do customers buy CG wines? 

In Havdrup: “You are welcome but we never sold any CG” – but when Tine is there, she sells with the 

CG history – people would walk buy, when she says its from their own wine yard people are open 

towards buying it. 

Lawyer couple near Tine and Peter also have a wine castle – but she doesn’t have time to sell it.  

The wine sellers in the Supermarkets specifically want Tine to come personally, because she sells a lot. 

She enjoys it, but it is too much for her to spend all free weekends. “I won’t stop flying before I am 

independent of selling the wine, because if I have a free weekend and don’t arrange a wine selling, I 

am feeling guilty”. 

“I should quit SAS and put all my energy in selling wine, But I don’t want to. Even though I think its is 

“damn fun” – e.g. in Hellerup when it goes like warm bread; people think its interesting, and wants to 

rent the wine castle. But she stresses it should be for fun. 

And also – Peter could sell it but he doesn’t have flair like Tine. Peter is too nerdy. Tine is used to read 

people – “Busy, doubt, nerdyness” etc. Goal is to get wine in basket. Peter talks in detail to customers 

and then lots of other potential customers walk by or he says “you can come next week and buy it”. 

Tine is better at pushing. 

Sales amount – depends, Hjørring vs. Hellerup. Could sell ½ pallet of wine (600 boxes, boxes of 6) in a 

weekend. Seasonal many factors… But Peter is the number-master 

In the beginning – wine sold in 2 pieces, but Tine has pushed towards 6 psc. boxes. 

Wine people – “Hi Tine, how are you”. E.g. Hellerup and Odense; she knows the shop owner and the 

wine man (Peter comes along when in Jutland). 

Once a year Peter takes the shop owners to Gourran on a 3 day trip – So they see where the wine is 

made etc. “Won’t you come along” – Tine stays out of this, it is a male trip. 

 

4) Who is the typical CG customer? 

Middle age, Tine’s own age. Couples, quite half and half men and women shopping alone. Many 

women reluctant to buy wine – “My husband does the wine shopping”. Tine says “Try something new 

and surprise him and buy this time”. Younger segment, it is both men and women buying wine. Young 

are mostly more to the light wines (claret and white). More young people becoming interested in wine. 

 

5) What is the rate of returning customers? 

MANY returning. Very cosy. “how are you” uhh, a new year of bottles”. Many regular and returning 

customers. And they remember Tine. In the plane, she has been recognised by customers. Build 

relations. Impulsive purchase or half and half, returning and impulse shoppers. But many spontaneous 

shoppers come back. They have to taste it! 
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6) What is your view on the current situation of CG and where do you dream CG to be in 10 

years? 

Having importers all over Europe, or other parts of the world… Who just take the wines and sell it. But 

Tine thinks there are too many wines on the market. 

Peter needs to be more seller than he is, also to get the importers – also need to sell it, just in another 

way. Peter and Christian are so different. Christian full speed all directions, whereas Peter is much in 

depth but lacks ability to “walk in to people”. More conservative and behind and doesn’t want to push. 

Tine would wish to go and stay at Gourran all summer and just rent it out to friend’s friends. 

Sometimes making a wine-demonstration. But she is sick of thought of waking up and being wine 

seller rest of her days. 

 

They have thought about getting foreign distributors (but no time to find when Peter was flying full 

time). Now going to wine fair in Netherlands only for French wine – Christian and Peter going down 

and hoping to find a distributor there. Foot inside to importer in Sweden. (Normally Swedes can’t sell 

alcohol, but when stock is in Denmark, they can). Also have an importer in England. She hopes 

something happens with that plan. Peter: “We should travel and visit importers” – but like Tine says, 

suddenly you are tied down by sales at home and don’t have time and energy to find them. 

 

So main sales are in the Meny’s and internet. Tines role is to stand there and sell – she is good at this. 

Matters a lot that the wine people in the supermarkets sell the wine. Some are nicer than others to sell 

CG.  

Also have the fairs and special wine events, e.g. “Aperitiv Francais” in Torvehallerne where they sell. 

Also went to Christmas wine at D’Angleterre (but didn’t sell anything here). And going to French 

winedays in Politikens hus. Good thing is that when it is only French wine, you have sorted some of 

the non-clients away. The CG wines are good price for quality of Bordeaux wines. 

Bad conscience. As self-employed, always working. Never free. She doesn’t like that. 

Important for Tine: Loves to work a lot, but want to have time off, when she is off (why she chose 

stewardess work). The wine yard is fun and interesting, but not as romantic as people makes it. Luckily 

Peter is there. 

 

Her father in law; Rented Gourran out – leased to neighbouring farm – and then bought the wine they 

needed for friends or relatives. Tine would have loved this. But CG has become Peter’s retirement 

project. When she says – we could sell it. He says “This is my job”. When she asks, how long they 

should proceed with deficit, he says “Only maybe this year” – But now this has been the story for ten 

years…. It is ok, they have fine sales, but still having too low revenue. 

So dream scenario: Tine not having anything to do with sales. That it sold itself. Would rather spend 

time with grand children. And at Chateau Gourran – With and without guests.  

Tine is coming in February, she loves to stay there. And enjoys being there. But doesn’t imagine living 

there. At least not at winter. But if all children goes abroad – she could imagine staying and living there 

during summer. But living there all year, she really doesn’t want it. Without friends, and family etc. 
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But she loves being there. 

Would be so great to find good importers around the world. But Tine can’t spend time finding those 

and combine with flying. 

Peter and Tines relationship has been living very much in patchwork – one in and out – so not used to 

wake up next to each other every day. Wouldn’t last if they suddenly did. Tine says she has best of 

both worlds – nice things about wine and the flying. But hard to see how this situation can end; if they 

have to find importers – Tine has to find them. 

Goal is not to be “rich and fat” they have their pension – but to have reasonable business, and then that 

the wine “sells itself”. – balance, give surplus, and not so sickening with sales. “Would be a wonderful 

place”. 

Kaare (Peters stepfather) – rented CG all July, and then the kids came down and stayed by themselves 

as they wished. Tine and family were the only ones of the kids who came every year (so selling the 

castle is not nice to think of). 

Interview with Peter, Jyllands Posten – Livstil (video) – jobskifte – not about CG and wine, but about 

changing job from Pilot to wine man. “If we knew what we walked into we might have made a 

different decision”. 

APPENDIX 7 CE 230117 - Interview guide and summary 

Claus Eriksen 

Occupation: Former superintendent, CG 

Date: 23/1 2017 

 

Question Type Theme Question 

Descriptive Profile Tell me about your work and 

routines as superintendent at CG 

Descriptive Guest profiles What are typical guest profiles at 

the castle? 

Descriptive Business synergy Connection from winery to B&B 

Exploratory Improvement How could the castle holidays be 

improved or supplemented?  

Exploratory Guest reviews What are gusts typically positive / 

negative about? 

Exploratory Guest incentive to stay Do you sense an interest for the 

CG wine among the guests, or do 

they have other incentives to stay 

at the castle? 

 

1) Tell me about your work and routines as superintendent at CG 

Was there the first time 3 years ago May – Nov. Especially first time Peter was very present there – to 

teach Claus the tasks and the priority of what Peter and Tine wanted made ready for the renting season, 
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(which begin 1st of May). 

Big task being superintendent! Especially when not used to the physical conditions. A superintendent 

couple had been there previously for some years, and before them their parents. Before Claus came, 

there was a Danish couple who were there for one season. They had been painting the shutters.  

In addition to maintenance, a major task is to be “service couple” for renters who come on weekly 

basis. Claus’ first task was to collect and buy tools, which should be used for those 6 months.  

At first Claus plan was to just stay 6 months. But then he stayed for 3 summers. Wasn’t the deal, but it 

worked that way. 

Workweek: Do any upcoming task. Cleaning is biggest job: Saturday afternoon is the biggest day as it 

is shifting day. Renters who have been for a week go out, and new ones come in Saturday evening. So 

have to clean 700 Sqm in 6 hrs. Not Claus alone, but with French, elderly woman (first year), who 

helped there. Then girlfriend came and joined for some months, first year. And last summer there for 4 

months. Made it easier, because the French woman was elderly and not very mobile so cleaning was 

big deal.  

 

But apart from that, taking care of all environments beside the castle is the biggest task. The castle has 

a big plot. Should cut the grass. If it is Danish summer with lots of rain, have to cut grass every 5th day. 

Depending on rain. So that is primary task outside. Big pool which needs maintenance. Taking a look 

at least once a day, cleaning at least twice a week. Connect Ph value etc. 

Be service minded for persons who come down and rent the 6 double rooms. Help by suggesting trips, 

excursions. Some guests ask whether Claus could cook, so he does that by payment and special deal. 

Other guests come by weird flights so he does shopping for those. Restaurants close Sunday night and 

sometimes Monday. Those deals are made in advance. Claus made a deal with a French cook in 

Bordeaux who came and cooked for people who wanted that special treatment. 

Small reparations outside and inside; lawn mower, tractor, small service tasks. 

His own task to find them or Peter have seen some things. 

It is full time job – but he can’t be at the place the whole time. So takes some time off when there is 

nothing to do – but brings work phone so he is reachable.  

Installed fridge, dishwasher, cooking elements. Bought them himself or Peter did.  

Big task has been to plant and put garden furniture out etc. 

By the end of the season helps with fermentation, control of harvest and yeast control. Primarily cellar 

master who has this task, but when he isn’t there Claus does this. Claus knew a bit about wine 

production in advance, but local tasks he learned. Christine Chaminade is responsible for wine 

production (Peter has last word) but she has knowledge. And cellar master does practical work, empty 

barrels, cleans them etc. He is local – lives nearby. 

Story – 4 generations was there. Old man packed medicine in bag. But luggage was lost underway and 

life needed medicine was lost. He made deal with hospital there and explained. They were very happy 

with this.  

Claus speaks some French, mostly English and survival German. 
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2) What are typical guest profiles at the castle? 

Feeling is that 50% Danes and 30% English and 10-15 % Americans or Austrians, Germans, New 

Zealand and some Swiss.  

Type: Many are either 2 generations or 3 generations Grand parents, kids and grand children. Age – 

spread across those generations. Often families.  

Many have been there before, knows the place – rooms etc.  

It is only possible to rent the whole castle at a time. Not possible to rent few rooms. Have to book the 

whole place good time in advance. 

(6 rooms, bathrooms, billiard, saloon, dining room, living room, kitchen etc.) 

 

Depending on which type of guests it is. Some want to go running in the morning and go on long trips, 

go to Bordeaux, seeing sights, shopping etc. And some, if the weather allow (and it usually does) just 

stay by the place and around the pool. Some go biking. Depending on whether Peter and Tine know 

them – they can borrow 4 mountain bikes. Claus recommends a place to rent bicycles, and an old 

railway (distance of 45 km), where you can bike of walk.  

Claus has the impression that many places you can go and dine very nicely.  

Guests are very happy to be there so do not want to leave ☺ 

 

3) Connection from winery to B&B 

Claus shows them around tells about wine, shows the winery, the production From harvest to bottle. 

Tastings. Showing bottles. People are every positive about that. Especially being a place where you can 

buy the wine and hear all the challenges, which are related with making wine. And Peter and Tine who 

for ten years now made wine, and hearing this story and who makes the work makes them very excited. 

Goes home with good impression and acknowledgment that “it is challenging to make wine, especially 

as a Danish winemaker”. 

Another task is that guests get the wine they would like. Mostly Danish people who drive there can 

take wine back home. No typical amount – some buy few bottles and drink while there (can’t bring any 

if flying). Others drive in 5 big cars and buy plenty of boxes with them home. 

 

4) How could the castle holidays be improved or supplemented?  

There was a decor architect and her husband who was photographer who came there to give 

suggestions of design of décor inside and outside.  

Changing some of the carpets on first floor is especially needed. But everything cost money…  

Also remaking the parking spot outside. And the entrance. Door to kitchen is practical, but not the 

nicest room in the castle. So could be nice to have another door.  

Renovation of shutters outside. Façade maintenance especially on one side. The façade to one side is 

very picturesque and characteristic for Bordeaux. The rest goes back to some artistic period and it is 

cracked. So when the sun is shining it is also beautiful. But should either be changed or renovated. But 

all costs money. 
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Could also be open for attracting other clients. Either people who want to play tennis (there is a tennis 

court which is not maintained). But also tennis court of very nice quality in almost any small city 

nearby. So group of middle age middle skilled tennis players could make deal about nearby tennis 

court. “Crayon” city around 10 km away from castle. 

Cooking school – the cook in Bordeaux (Danish) has come out and cooked for guests. But just one 

dinner. But could maybe do more. Painting course could also be opportunity – very beautiful. 

Excursions to wine castles in the area – many beautiful ones.  

Or combination trips (cooking – wine – sport - ?). Making it interesting for people who have interest of 

coming to the area or who have another hobby in advance. Biking clubs, tennis clubs, renting bikes… 

Generally target group would be middle age or older who want some physical movement.  

 

4) What are gusts typically positive / negative about? 

Most get positive surprised. Very positive – very often overwhelmed by size and how much there is. 

Claus shows them around and tells it is an old house (250 years). Sometimes not even able to speak, 

due to awe to all the space they have. Danish renters surprised by the Danish couple being there and 

ready to service.  

Combined with summer, heat etc. Makes guests positively surprised when they see reality (versus 

pictures).  

A few guests have been negatively surprised. Last year, accident with fridge and stove being broken. 

Should have been there on Saturday and installed – but couldn’t work because the workers were unable 

to. Rained for a week. Was cold, moist… when “grand parents” came for the first time – cold and grey. 

No kitchen elements. Grand mum was very sad. And when they heard they had to put bed linen on 

themselves she was really mad. But Claus installed the stuff for the week and sweet-talked with them 

and in few days she was positive. 

 

5) Do you sense an interest for the CG wine among the guests, or do they have other incentives to 

stay at the castle? 

Most of the guests have interest of wine. Claus cannot remember anyone who weren’t interested in 

wine. Not knowledgeable but want to hear about it. And especially the local wine.  Some tour and visit 

other castles. (Chateau Haux also Danish, for example). Many have deal about going there for lunch on 

Wednesdays where they get a guided round tour. Claus did not imagine guests would find it interesting 

to be showed around both places. But usually they want to see both places.  

The new super intendents coming this year – son in laws and his girl friend (Mette and Simon). Mette 

has been teaching Tango and Yoga. They are trying to make some séances with this in some of the thin 

weeks. They have a relatively big circle that wants to dance and do yoga. Claus is meeting them later 

this February along with Peter and Tine where they will talk about how those plans can be arranged. 

APPENDIX 8 PFA 231116 - Interview guide and summary 

Peter Find Andersen  

Occupation: Owner and manager, CG 
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Date: 23/11 2016 

 

Question Type Theme Question 

Exploratory Chateau Could you imagine developing 

the chateau more as revenue 

source? 

Exploratory Investment Which options do you see for 

investment? 

Exploratory Hiring employees Would you be open for hiring 

more employees? 

 

Exploratory Business actions Have you got other actions for 

the business in nearest future? 

 

1) Could you imagine developing the chateau more as revenue source? 

Peter is open for synergy between the chateau and wine production, i.e. that they could be utilized 

more. He knows it is normal to combine wine and tourism. ”The big problem” he sees in this relation is 

that it requires time and energy. ”But the will is there” 

 

2) Which options do you see for investment? 

As it is a family business and ownership – special care on this matter. 

75-80% of expenses are for wine production. Peter see two paths of investment: One, to expand 

production and reduce unit costs. This would require investment in more wine tanks (which they have 

storage for), and/or a rental appointment of more field, which is also possible. The other option is 

would be to improve marketing. 

If the initiatives that are currently underway develop nicely, Peter estimates that an investment of DKK 

200-300,000 is possible. This could be created by not repaying debt. There is a substantial amound of 

debt in the business already, why Peter does not wish to create more. He wants growth to be organic, 

i.e. to happen step-by-step as the business expands. 

Peter is also open for an external investor, but is in doubt of how much ownership one such would 

require. He is not refusing the idea, but has a hard time imagining how it could happen. 

 

4) Would you be open for hiring more employees? 

Peter is also open for hiring new employees in the business. But he cannot see someone working full 

time ”while he plays golf”. At the moment, most of the employees are employed in a ”patchwork 

structure”, which is a ”great constellation”. This means the employees have other things part time. 

Peter can handle production on his own, but he sees opportunities for a job in marketing. If this 

solution could pay back. It would require a sharp profile, energy, takes initiatives, someone who 

follows up, gives feedback and handles product development. Peter is not interested in those things, he 

admits he is not good at is – but recognizes the importance of it. 
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5) Have you got other actions for the business in nearest future? 

Peter is going to a fair in Bruxelles, which is held by the French foreign ministry in different cities to 

make business promotion by the end of January 2016. He will also go to Amsterdam to promote the 

wine for B2B sales. 

 

APPENDIX 9 PFA 270117 - Email summary 

Email Peter Find Andersen  

Date: 27/1 2017 

Dear Charlotte 

I have ordered card board boxes and labels so we can prepare 10 pallets of wine to be send at the 8th of 

February. You are welcome to come along and try this. But the work required is not more than what 

Tine and I can handle on our own. 

Christian and I were in Amsterdam for a wine promotion tour through the French embassy. We will see 

what that will bring along. The French ambassador in Holland very much liked our Grande Réserve 

2012. 

Peter Justesen Company ordered 12,000 bottles of red wine Tradition for delivery by the end of March, 

so the order book is doing just fine. 

Regards, Peter 

 

APPENDIX 10 PFA & TFA 010217 – Conversation summary 

Peter and Tine Andersen 

Occupation: Owners and managers, CG 

Date: 1/2 2017 (and five days onwards) 

At Chateau gourran, Bordeaux 

 

Question Type Theme Question 

Descriptive Background and history - 

Exploratory Future and Business 

opportunities of CG 

- 

Descriptive Practical work at the castle - 

Exploratory Design and experiences - 

Exploratory Peter’s view on the business 

and his personality 

- 

Descriptive Winemaking - 

Exploratory and descriptive Customers and pricing - 

Exploratory (Some of the) Ideas for 

improvements from Peter 

and Tine 

- 
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1) Background and history 

Kaare, Peter’s stepfather, bought the castle because he was urged to do so from Peter Jørgensen (from 

family of Knud Jørgensen Vine, strandvejen). Peter is the owner of Chateau de Haux, and he was in 

need of vines – which he obtained that way. 

Kaare and Peters mother bought the castle around 30 years ago and restored it entirely. They had a 

restoring company which made an entire restoration and bought up antiques, chose colours etc. 

Unfortunately much of this furniture was stolen  

Initially they rented it out to a superintendent couple, and later their children. But it was too expensive 

to have superintendents all year round, so now they only have them during summer now. 

The first wines they produced were Tradition, Clairet and Grand Reserve. The first two were on market 

already by 2008, Grand Resérve had to lie on stock for a while. 

 

2) Future and Business opportunities of CG 

Peter has a dream about expanding production and eventually reach 60’000 bottles as this will reduce 

unit costs. In addition it will enable them to ensure that they can deliver to customers, even if they get a 

big order. An example of such a big order was placed recently from a Dubai customer to Peter Justesen 

on 12’000 bottles (Grand Resérve?). 

Peter Justesen bought their first amount in May 2016. It went slow at first, but after Gourran appeared 

in the catalogue, sales increased and culminated over Christmas. 

 

Peter and Tine are in doubt whether they should keep the castle / live there –how to exit the business. 

Peter mentions the option of selling the business in 10-20 years and ensuring revenue. He has also seen 

is as an option to live at the castle (Tine mentions the heating as a real problem!). Then he has 

suggested that they might just live in the flat next to the castle (Tine notes it would be stupid to leave 

their house at home to live in a tiny flat next to a castle!). 

 

Peter sees several options for becoming free of Tines hand (and his own). The goal lies 10 years 

(realistically) ahead. But small steps all the time. Would be great if it was 3 years ahead! One way 

could be to get distributors and buyers to take all the wine. Such as Peter Justesen, the Amsterdam 

contact, the Sweedish.. etc. Another way could be to copy (very indirectly), the concept by Chateau de 

Haux, and get some “fans” or investors to engage in the castle (Many of the “auctionaries” in Chateau 

de Haux claim that “They have their own wine castle” when Tine presents wine… which is not as 

accurate as the fact that they pay 500 DKK per year to earn the right to buy the wine, rent the houses or 

other Chateau de Haux houses and some more (newsletter…). The concept should not be copied 

entirely, but could be copied by engaging customers… for example with a wine school “Learn about 

making wine”, good news letters, access to rental of the castle…, etc. 

Chateau de Haux got the problem that they were offering the wine at a discount rate for the 

auctionaires, but that implied that they sold it more expensive some places. And they couldn’t! But 

eventually they managed to sell to Vignoble. 
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3) Practical work at the castle 

Gourran DK transports around 10 pallets 6-7 times a year; each pallet consists of 10 boxes of 6 bottles, 

i.e. 600 bottles. 

Most of the bottles are kept at the storage in Glostrup, from where they handle transport etc., so all 

Peter has to do is press a button and place the order, and then they handle the rest. 

Peter and Tine also have a private storage at home from where they handle smaller orders to private 

customers or inside town, as the Glostrup storage are not very efficient in handling this. 

 

Tine and Peter did some improvements on the castle themselves. Such as restoring the walls back to the 

original stone-work (very expensive!). An American who owned the castle filled it with concrete. 

Christine Chaminade works as freelance for several wine producers. Meny of them she only advices 

superficially, Chateau Gourran is an exception as she is very engaged with the business. She is also 

working e.g. in board / accounting and some other things. Very busy! Office situated locally. 

Peter is packing wine around every 2 – 4 months – with assistance 

 

4) Design and experiences 

The barrels have gotten a new design – very beautiful – with a “G” on the side of it. Made this year. 

Also, there is a tasting room next to the barrel-storage, which is very beautiful. And next to it, a room, 

which Tine has considered making in to a shop, but so far have not succeeded in turning into reality. 

 

Peter designed the “G” on the label. Originally Kaare had made something similar, but with “SCEA 

Gourran” in a round circle outside the G, which was received as too industrial. 

It is possible to customize the labels and bottles down to smallest details. Labels are bought in 2500 

rolls but can be made down to smallest amounts – e.g. 20 labels. 

Wine boxes (of 6) are smart – they are easy to handle, easy to carry (have little handles at the side) and 

can be put in a bike-basket. 

The label – designed by Eric Jerichau: The original design on Kaares wine was made by Jerichaus’ 

master, why he thought it would be fun to design the new one. He made the entire setup; drew the 

castle – the G was Peters idea – The letter type is (Perpeturnia, something like that) – all labels except 

the white was made by Eric but strong influenced by Peter’s idea. The paper of the Tradition 

(“Papyrus”) is made with thought from Peter on the yellow colour of the castle, the white on Clairet 

with thought for “purity”, the golden on Grand Resérve (did not ask), the green of the White wine – is 

in green bottle because its colour is not very interesting; the paper should have been clean but was 

made in papyrus by mistake. 

They have had plenty of input – e.g. from photographer and design architect; but lack money and 

resources to implement their ideas. 

 

5) Peter’s view on the business and his personality 

Comparison of this job with being pilot. He has always been very engaged in other things while being 

pilot (training pilots, e.g.). So perhaps this has “satisfied” his entrepreneurial spirit. Now, owning this 
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winery is enabling him to control – check weather – steer things. Does not enjoy to just receive salary 

(unlike Tine), nor enjoys “controlling” things from the ground (“flight-controllers – could just as well 

work in insurance”) (similar to strategy). He is a very introvert person. 

 

This business is complex. While “Madklubben” might have been an option (Christian landed this deal 

through personal contact but they never returned Peters emails), Peter argues that he is not doing this – 

winery – to lie on his knees for customers. It is a personal project and should be fun and something he 

does for pleasure. But on the other hand, it should also give some profit.  

The business is “A personal engagement, a business, a sausage stand (“just selling a project”), a family 

project, an investment”. 

Peter does not operate with differences in unit prices between the wines. Thinks more about what the 

market / customers are ready to pay and then takes it from there to set the prices, at least for all bottles 

except Grand Reserve. 

Peter believes in the French conservative product culture – using old methods and not following 

customer trends too much. 

He admits the Danish story might be of value (Tine argues customers think it does, and so did Christian 

(son) claim – but as Peter says “It is a French wine – and at least it dies not matter outside Denmark”. 

For the same reason the wine label is in French – because then it would be ready for the French market. 

(but never got introduced here for real). 

Peter does not like wine-medal labels. First, he believes it makes the wine look like a Christmas tree, 

second he does not want to spend energy putting them on individually and the current label machine 

cannot do it. However, Grand Réserve did receive some valuable reviews from Decanter, which easily 

cut have been put on a label (just a matter of buying and printing them). The other wines are not 

reviewed because they are put so quickly on the market that it does not pay off (or is possible to handle 

logistic), according to Peter. 

The winery is probably average size for a winery (but Peter doesn’t know for sure) 

The place is actually called a castle – the French loves castles – but Peter and Tine prefer to say that 

they own a vineyard to not seem pretentious and talk it up. Rather talk it down ☺ 

 

6) Winemaking 

The wine plants (those at the property are around 20 years old) – and consist of 4 different types of 

grapes. Are cut some months after harvest. This cutting work is made by some specialists as it is quite 

advanced where to cut exactly. The plants are taken care of a couple – around 4-5 – times a year to 

make sure they grow in the right direction and set the right springs.  

The sulphites added are noted. Peter does not think their sulphite levels are considerably high. He can 

give numbers for actual additions of various chemicals. 

 

Wine making; sort grapes – put grapes in tanks (red wine grapes separately , white has one and Clairet 

has one), taste wine – add yeast (done in two processes), add sulphite, add minerals, etc. clean tank 

from grape left-overs, put wine on bottles or put wine in barrels. Clean tanks.  
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Tanks cost around 7000 euro each and contain /€ HC (big ones). 

The barrels cost around 650 Euros each, can be used in around 4 years, can be resold (very popular) but 

not at a very high price. 

Storage is complicated work – can contain 60’000 bottles, different cages, different ages. 

The AOC are specific for Cotes du Bordeaux (collection of 5 apellations, where Cadillac is one of 

them). The rules are specific for the areas – no all-France rules. 

Wines that choose not to follow the AOC guidelines are called “Vin de Pays” and are a random mix of 

all sorts of things 

 

7) Customers and pricing 

The customers are more faithful in the Rotunden Meny; some just come and say “Yes, two boxes!” 

The wine prices are mostly created from additions of expenses that come after wine production. 

Ironically; the wine itself costs almost nothing. The expensive part is the work on the wine plants; the 

winemaking; transport to Denmark, wine taxes, stock handling, supermarket additions; VAT… So 

when Peter sells a wine for 3,33 EURO – that is how this expense is added up to make 80 DKK in 

stores. 

Peters’ estimation of “10’000 bottles going to private or website customers” in the business overview 

also covers B2C, so for example small restaurants or company gifts. So that is why the customer is 

relatively big. 

 

8) Ideas for improvements from Peter and Tine 

- All year round superintendents 

- New painting 

- Clean walls for concrete and make back to original stone work 

- New roofs in bedrooms 

- Better furniture, new carpets, etc. etc. 

- Expansion of wine buildings 

- Make a shop / storage so visitors can make wine 

- Renovate Tennis court 

- Make path so visitors enter through front door and not kitchen 
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APPENDIX 11 List of expert informants’ profiles 

Initials Name Date   Occupation Interview 

Setting 

CMJ Carl Mikael 

Jespersen 

16/1 2017 

 

Analytic Manager, 

Wilke, Specialist in 

Wine sector 

Telephone 

CO Christian K. 

Olsen 

24/1 2017 

 

Wine Section 

Responsible, Meny 

Rotunden 

In Meny, Rotunden 

IS Iacob 

Schierbeck 

13/1 2017 

 

Bordeaux wine producer 

(D:Vin) and owner of 

wine shop, Vintro Cph 

In his wine shop, 

Vintro, Cph 

MB Morten Berner 21/1 2017 

 

Sommelier, wine blog 

owner and assistant in 

wine shop and bar 

Privat setting, Cph 

MP Mathilde 

Pfeiffer  

5/2 2017 

 

Founder, Veni Vidi 

Vinum (wine tours and 

tastings, Bordeaux) 

Out of wine family with 

several Grand Cru 

chateaux 

Privat setting, 

Bordeaux 

PP Peer Pfeiffer 5/2 2017 

 

Export Director, Borie-

Manoux (one of 

Bordeaux’ biggest 

négociants) 

Privat setting, 

Bordeaux 

PJ Peter Jørgensen 3/2 2017 

 

Owner of Chateau de 

Haux, former owner of 

Knud Jørgensen 

Vinhandel (4th 

generation) 

Chateau de Haux, 

Bordeaux 

SK Sanne 

Kristensen 

22/3 2017 

 

Partner, Kunstskolen 

Kreativt Netværk, 

arranging courses 

abroad 

Email (No interview 

guide) 

TW Tine Weis 24/1 2017 

 

Hobby Bordeaux wine 

connoisseur  

Telephone 
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APPENDIX 12 IS 130117 - Interview guide and summary 

Iakob Schierbeck 

Occupation: Bordeaux wine producer (D:Vin) and owner of wine shop, Vintro 

Date: 13/1 2017 

 

Question Type Theme Question 

Descriptive Profile Tell me about our wine business 

– Network establishment, sales, 

challenges 

Exploratory Bordeaux and Danish 

market 

What is your view on Bordeaux 

wines and the Danish market? 

Exploratory Opinion of CG What is your opinion on the CG 

wines and story? 

 

1) Tell me about our wine business – Network establishment, sales, challenges 

His own wine project is D:Vin, which was is made at a wine farm he came across through contacts in 

France. He produces 7000 bottles or less; and cares for the price. His mantra was that a wine should be 

sold for 100franc. Which was not possible to get Bordeaux wines for at the time – hole in the market as 

they suddenly raised prices to 200 franc or more per bottle. His wine is good “Like Paulliac or 

Pomerol”. He got a Danish importer who fell in love with the wine, and a Japanese. Then he presented 

it – Plus Decanter put it on the front page as “This years best value”. Super promotion. Was a big hit. 

His wine is not ecological – wanted to, but one of the brothers at the Chateaux used chemicals so he 

could not. He is in favour of Biodynamic wines and products “You can taste it”. His wife makes 

biodynamic olive oil. 

He mentioned Laudac (Lauroc? something) – the vineyard where he also makes his wine. Those cost 

75 DKK in his shop. Beautiful design and prizes on the bottles. 

He drew attention to the rosé, and compared it to the claret. Said this rosé had the colour people 

imagined from a rosé. 

The owner of this one was in the syndicat (?), which required him to travel around the world – means 

he sells 100.000 bottles in China. He recommended Tine to bring a box when she is flying – to spread 

it all over the world. “It gives prestige to be on the menu card in Singapore!”. 

His shop was directed at people under 30 interested in wine (4 out of 5 customers coming in when I 

was there belonged to this segment). 

 

2) What is your view on Bordeaux wines and the Danish market? 

He was very negative about Bordeaux wines. French wines were around 60% of all sold wines in 

Denmark 40 years ago, but are now down to 18 % (check).  

Italian wines have gone up – from 3% to 20 %. But wines are competing, not only against old world, 
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but new world wines were there is a lot of value for money. 

The average price for wines in his shop is 150 kr. He was against “buy 2 for cheaper than 1” – alcohol 

consumption can lead to abuse was his point.  

“Selling in supermarkets is like shooting yourself in the foot”. Once you are there, you can’t go 

anywhere else. But being in a small wine shop does not exclude also selling to restaurants. Being at a 

restaurant creates prestige. 

 

3) What is your opinion on the CG wines and story? 

Firstly, we opened the Claret. He commented that the alcohol level was too high – 14 %; most 

consumers would prefer 12 % for a rosé type of wine. He also believed it had too much sulphate added. 

Iakob cares very much about addition of sulphates; he prefers those with very little (around 20 mg pr 

bottle, maximum). Bottles can reach up to 200 mg per bottle, which he judged to be the case for this 

one.  

Secondly, we opened the Grand Reserve – he said this name brought good (but cheating) associations, 

as it means 5 years of maturing in Spain, so customers might believe this goes also. He liked this one 

very much – said it had a unique smell and was really high quality for a bad year (2011). He did not 

give much for the Danish story – as there are 100 of Danish producers worldwide. “If that was why the 

super market brought it in, they could just have another Danish wine”. 

The design, Bordeaux origin made him judge the customer target group as +60. “Blue haired and soon 

dead”. Also he commented on why it did not say “ecological” on the bottle, if it is. 

APPENDIX 13 CMJ 160117 - Interview guide and summary 

Carl Mikael Jespersen 

Occupation: Analytic Manager, Wilke, Specialist in Wine sector 

Date: 16/1 2017 

 

Question Type Theme Question 

Descriptive Profile Tell me about your project work 

and conclusions 

Explanatory Consumer wine choice On what ground do consumers 

choose their wine? 

Explorative Danish wine market What is your judgement of the 

Danish wine market?  

Explanatory Competition Who are in business and why? 

Explorative Chateau Gourran Reflections on Chateau Gourran 

by Carl 

 

1) Tell me about your project work and conclusions 

Worked for business – Vingården in Odense, now sold and split up. Worked with wines in Italy, 15-20 

years. Worked with development of project in Unibrew; analysing whether they should work with wine 
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(found they should not). During time with BDO, did positioning analyses for 4 different wine 

companies.  

 

2) On what ground do consumers choose their wine? 

Rosé sales still rising (see statistics) 

VSOD statistics – for wine drinking (but be a member – can try to get them) – or is CG a member? 

Tell people why they should pay this much (CG prices – 100 DKK +/-) for a bottle of wine. Number of 

consumers who will pay that for a wine is limited. 

Advantage for the wine to be sold on offer – but people have to feel they make a bargain each time 

they buy it. 

Most important parameters for customers in super market: Offer matters more than price, grape type 

more than origin, design is in the bottom of parameters. However, women care more about design than 

men. (but based on wine statistics – Carl does not believe in this and states people say something 

different in statistics than what they do when they stand in the supermarket).  

Way to evaluate outside statistics: consider which wines fall and rise in sales. 

 

3) What is your judgement of the Danish wine market?  

“Everyone” (wine producers) look at Denmark because we drink a lot of wine (consumption per head). 

So the Danish market is not particular attractive. 

Compared with e.g. Systembolaget – or Vinmonopolet – if they take the wine in, they would only need 

one sales channel” However, need to prove that the wine sells and it has to bring results, or it will go 

quickly out again. 

 

4) Who are in business and why? 

“They must to be able to do something, others cannot” 

! What is it? - “I would be a millionaire if I could tell you”, but “Differentiation, differentiation, 

differentiation” 

Look at the wine in Meny – how does it get attention in the shop? Price? By standing on the floor? 

How does it differ from the other wines? 

Boxes of how many? Matters for price - e.g. prepacked with box with handle 

4 for 190 DKK instead of 6 for 220 DKK? – Psychological bar at 200 DKK. 

Consider other price points – Find out how to be below that (how many bottles to sell?) – for example 

by making gift packs and bring directly to the shops. 

 

Invite their customers to the castle is an option – But should be aware that their customers are Meny 

shop owners, so they should be the ones who get invited to the castle. 

It is possible to supplement the supermarket as sales channel with other channels – as Meny is high 

profiled it does not close as many doors.  

Why should a distributor choose Chateau Gourran? 
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Earnings on the wine – history – positioning – differentiation – tell then why they should sell Grand 

Resérve instead of something else. 

Distributor thinks about how much money he can earn how fast (that would also go for an online web 

store like Phillipson or a store like Meny). 

E.g. Phillipson – they have Rosé wine, but do they sell Clairet? This is different! There are many 

mixed rosé wines that sell. 

Website matters! BUT customers seldom go to each castle’s website – (should have it, but it won’t 

move 45000 bottles because how should customers find the site??). 

More on the big website pages (Erik Sørensen, Phillipson, Bilka). 

More and more wine sold online - but big difference between selling from your own shop and via a 

huge online medium. 

 

5) Reflections on Chateau Gourran by Carl: 

Chateau Gourran will be perceived as a French wine. – Even though it is Danes producing it, it is a 

wine from France. 

Price and offers matters. 

Some supermarkets may have exclusivity deals (e.g. choosing Coop rather than Danish Supermarket). 

However – Meny does not have exclusivity. 

Should consider how many bottles they have to offer versus channelling. E.g. if they sold through 

Coop and they made a campaign – they could risk selling out all wine in a week. 

They could go to a wine distributor – but then they should lower prices and consider marketing. 

Noticed that Tim Vollerslev gave it a good recommendation – he is recognised; so that is good. 

 

Tine and Peter wish for the wine to sell itself – but “nothing sells itself unless you lower the price – or 

spend 10 million on marketing” (and they do not have that amount of money, as their yearly turn over 

is around 160’000 Euro). 

Why are they selling so many varieties? (2x red, white, claret). Could they maybe focus more? 

According to Carl, the Clairet is very fascinating (because it is a different product) – offers something 

else than the usual and could thereby be a way for Gourran to position itself. Whereas “Rouge 

tradition” – (cheap red wine) what is that; why is it special; why should I buy it? 

 

Could they simplify the input of grapes? (Petit Verdot, Carbernet Sauvignon, Carbenet Franc, 

Merlot…). Do they ever have surplus grapes? 

As they produce their own grapes; how is the mix between grapes (would it e.g. be possible to take 

petit verdot out of Rouge Tradition?). Maybe, by adjusting their output, e.g. if they make more rosé 

wine, they would have grapes left over.  

Find a way to differentiate the offerings. 

What can CG do differently? 

E.g.: Selling RG reserve – and then Clairet – two products with options for differentiation. 
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See they are selling Cremant - could they produce that on their own? Sparkling wines are on the rise.  

They sell so little wine – find distributor if they don’t want to sell personally. But they should be aware 

that the price should be lowered if they sell to a distributor – maybe they will only receive 2-3 euro per 

bottle.  

But question is, if they go 2 euro down per bottle – it might cost 80.000 euro; but if Tine can then use 

the time for something else - what is her time worth? Maybe they could then find even more wine and 

sell more wine at lower prices? 

APPENDIX 14 MB 210117 - Interview guide and summary 

Morten Berner 

Occupation: Sommelier, wine blog owner and assistant in wine shop and bar 

Date: 21/1 2017 

 

Question Type Theme Question 

Exploratory Tasting and evaluation of 

CG wines 

- 

Exploratory Bordeaux and wine 

experience 

- 

 

1) Tasting and evaluation of CG wines 

Clairet: Doesn’t make sense – should make rosé instead. Good taste. Could work with a (not too spicy) 

chilli con carne. Or seafood; lobster; little bite with shrimps… anything red. Taste of old woman 

perfume; deep fruit – maybe notes of raspberry? Or maybe rather sweet cherry? Price is fine. But 

Bordeaux isn’t famous for Rosé, so people will often choose a classic rosé from Provence or similar 

instead. 

Grande Réserve (2010 and 2011): Good. 2010 and 2011 – very hard to tell difference. Deep notes of 

fruit, not too much vanilla. A bit of wood – cedar wood, or Mahogany. Taste like old Bordeaux – 2006 

or older – which is unusual. Usually Bordeaux should lie very long to get taste and depth. Otherwise a 

Bordeaux type of wine could be made anywhere. But when they lie for a while they acquire more 

personality. The price is really fair for what it is. 

 

Label and information. Too big label? Normal for Bordeaux – very conservative area. Also one of the 

only areas with Chateaux’s still, and they show them on the label. Could the label be more stringent? 

Less different text types, remove some of the double information etc. Backside – should it be Danish? 

The French language gives some assurance, however, it is always an advantage to link it to Denmark. 

People like things with Danish link! Gold: Old school. 80’s kind of image. Don’t know of any Grand 

Cru places which have that. Don’t give information about what the wine should be drank to (“Red 

meat”) etc. Would rather figure out self! 

To Morten, ecological is not important, it is only the taste that matters. He does not care about sulphate 

addition etc. 
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2) Bordeaux and wine experience 

Bordeaux has a bad image. Maybe linked to wines being completely overpriced – people have been 

cheated, so they don’t trust the area now. 

There is a lot to wine that is experience – the setting, the place you bought it, the label, the glass, the 

food, the company… many people do not have the experience of tasting which enables them to taste 

differences and deepness in wine 

 

APPENDIX 15 CO 240117 - Interview guide and summary 

Christian K. Olsen 

Occupation: Wine Section Responsible, Meny Rotunden 

Date: 24/1 2017 

 

Question Type Theme Question 

Exploratory Wine section management How do you shop and find the 

wines on the shelves? What are 

criteria? 

Descriptive Wine section management 

 

How do you decide price and 

shelf-place? 

Descriptive Customer behaviour What advice do customers want?  

Descriptive Product offering and 

customer interests 

Which wine types (red, rosé, 

white) are most popular? 

 

1) How do you shop and find the wines on the shelves? What are criteria? 

The wines are chosen based on an estimation of balance between wine price and taste. In addition, they 

judge whether they have a hole in their assortment where it fits. 

The price addition is 30% on top of the import price (on two bottlers – up to 50% for one bottle). This 

is quite normal for supermarkets. Perhaps a supermarket like Føtex is lower (25%), while small wine 

stores usually add a higher percentage. 

20% of the wines are settled by from the Top of Meny and has to be in the store. The rest is chosen by 

the wine section responsible. Some of it is from small producers like Tine and Peter, others are found 

through distributors such as Nordic Wine or Laudrup. The owner of Meny Rotunden, Rasmus, travels a 

lot ad visit wine fairs and sometimes find wine that interest him, which he then imports personally to 

the store. 

While taste/price is the main criteria, they also consider the look of the bottle. There was an example of 

a very nice white wine at a good price, but the bottle was dark and label black so people found it odd, 

and it didn’t sell. 

Most of the wines from France are very conservative in their design. However, some have made 

different designs. For example the “Elephant” Champagne or Mammuth wine – people remember it 
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and ask for it. Or the Kung-Fu Riesling white wine. This is a bottle people like and remember. 

 

2) How do you decide price and shelf-place? 

The shelves along the walls are static and present the same wines on a broad assortment. They are 

sorted on countries and grape types. In eye sight the most expensive wines are presented, while the 

cheaper ones are long the floor. (This is also where Chateau Gourran is placed).  

In the middle of the room, the wines which either sell substantially and are requested from customers 

or the ones which have “to go”, because they have too much in stock, are placed. Here they get a more 

detailed description and more attention. Further out the store are wines, which have been on a 

demonstration (CG Tradition was placed here). 

The middle shelf gives higher sales than the ones along the wall. However, there is a tendency for 

people who know more about wine and want something specific to go straight to the walls, while 

people who don’t know much about wine go to the middle presentations. 

Price is deemed based on percentages in addition to producer price.  

 

3) What advice do customers want? 

Mostly about taste! Christian never experienced that a customer asked about origin or the producer. 

However, if there is a nice story, Christian adds it on top to make the customer interested.  

Some customers have to “learn” to buy different types of wine. For example, a young guy tasted an old 

fashion wine at a demonstration, and he was very fond of it. Even though he might not have been the 

typical segment. 

 

4) Which wine types (red, rosé, white) are most popular? 

It depends a lot on season and offers. But Bordeaux wines are generally very popular in the Meny 

Rotunden. Here, some customers specifically ask or check when rare Bordeaux wines are in the store, 

and then they come and buy it all.  

Rosé are huge in April-May. Red wines, especially the heavy ones, are popular in the autumn. They 

plan the Christmas wine in August, for example based on stock and availability. White wines go all 

year round.  

For Chateau Gourran – will get sales numbers from Christian. But the white wine is very popular. One 

weekend after a tasting, customers came back on Monday and asked for more even though it was all 

sold out. The numbers for Tradition showed that when Tine was there, they sold around 75-50-49-129 

bottles of wine, while since she had been there, they had only sold 6x4 bottles, where 4 had been 

returned. Most customers buy around 2 bottles. It is not that often that 6 bottles are bought – unless it is 

at the tasting.  
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APPENDIX 16 TW 240117 - Interview guide and summary 

Tine Weis 

Occupation: Hobby Bordeaux wine connoisseur  

Date: 24/1 2017 

 

Question Type Theme Question 

Descriptive Profile What is your wine background? 

Exploratory Purchase incentive Why did you buy CG? 

Exploratory Product satisfaction Would you recommend CG to 

others? Why? 

 

1) What is your wine background? 

Has tasted a lot of good wine during the years, but not super nerd – and not very good at tasting. Can 

taste what she likes, and has an idea about districts and grapes, but not super nerd. 

 

2) Why did you buy CG? 

She went to “French Wine days” three years ago with some friends. And there, she tasted it with 

Anders (a friend). And they reached Chateau Gourran, and it was the only box she bought. She has 

drunk them all by now. Off all the wine they tasted, it was the one she bought. And Anders, who also 

drinks a lot of wine. He also bought a bottle. They talked with them and understood it was Danish 

castle. She remembers a a woman and that CG was “their little darling”.  

She has a special passion for Bordeaux wine. When my mothers husband, Henning, arrived – they 

knew nothing about wine, but Henning introduced them to Bordeaux. So she thought “Here’s a 

Bordeaux, and how does this distinguish form other Bordeaux wines?”. 

She does not drink too much Bordeaux now (it has become expensive). But she knew all the grapes, 

left and right bank etc. And CG was a really nice Bordeaux which she liked. 

Did it make a difference it was Danish? She didn’t know. But the two super engaged people helped. 

Added that she gave it a chance. 

French wine days – Politikens hus, under the floor. Initially, you don’t talk with people, but push your 

glass forward and get wine served. So tasted it before she actually talked with the owners. So not 

because she had an impression of them. She liked it; and then when they told about it she realized it 

was Danish and she bought it. 

Offer – so she doesn’t remember the price. 

It had some Bordeaux feeling to it – but Bordeaux are very “straight”, and sometimes too “dry and 

tight” (tannin), but this one was fruity.  

She still has a bottle – A Grande Resérve 2011.  

 

2) Would you recommend CG to others? Why? 

She doesn’t buy that much – should have been to French wine days again – but could have considered 

to buy a box more.  
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She is privileged – her mother and her husband have their wine cellar in their basement. She inherited a 

lot of wine, so she doesn’t buy that often. 

Label – very stylish; Bordeaux wines are without too much modern stuff on. Very classic Bordeaux 

label, drawing of the castle, classic letter types; Gold – she likes it and think it is beautiful and signals 

Bordeaux. She is very conservative. So if she got a Bordeaux with fancy letters. It signals serious 

Bordeaux and seems like something you can serve for others. She drank the wines at dinners with 

friends. Served it for other wine-happy friends- would not just serve it for anyone.  

APPENDIX 17 PJ 030217- Interview guide and summary 

Peter Jørgensen 

Occupation: Owner of Chateau de Haux, former owner of Knud Jørgensen Vinhandel (4th 

generation) 

Date: 3/2 2017 

Place: Chateau de Haux, Bordeaux 

 

Question Type Theme Question 

Descriptive History of Peter Jørgensen - 

Descriptive History and business case of 

Chateau de Haux 

- 

Descriptive Wine philosophy - 

Explorative Future of Chateau de Haux - 

 

1) History of Peter Jørgensen 

4th generation in wine – great-grand father established a wine store, grand father named it Knud 

Jørgensen Vin. International education; boarding school in England, military training and wine courses 

in France. 

Peter Jørgensen had 4 children with a Danish wife, but divorced when he moved to France and married 

a French woman – Philippine General Consul. 

Now lives in a city house in Bordeaux and goes to visit the castle around 3 times a week. 

 

2) History and business case of Chateau de Haux 

In 1972 the opening of the free market threatened the golden glory of being wine seller. So Peter’s son 

Christian suggested they did something else – bought wine castle in Bordeaux. They found one in 

Cadillac; Chateau de Haux. Got an idea – to make shares, which were sold for 500 DKK. (same price 

for 30 years). Advertised through wine store Knud Jørgensen; sold 3200 shares in two weeks. Today 

they have 18000 shareholders (but some more active than others – the major loss is of  “middle-

customers”; the ones who buy the wine occasionally).  

Gave advantages and buyers’ a sense of being part of a wine castle; gave capital and safe customers to 

Chateau de Haux. 

They restored the castle and initiated wine making – around 20 hectares initially, 61 hectare today 

(producing around 400’000 bottles, yet less today due to replanting of plants). 
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The castle is not rented out, but adjacent buildings are. 

They currently have an all year superintendent couple (one year at a time), fulfilling the same role as 

Chateau Gourran. In addition, they have a wine consultant who in practice functions as managing 

director. 

They offer lunch every Wednesday in high season – around 60 people coming for lunch. 

 

3) Wine philosophy – enjoyment and the story 

Wine should be simple; previously (wine labels were invented in 1835!), wine was more about 

enjoyment and there were much less focus on variety, grape types, castle variation etc.  

Wine is about stories – any product is about stories. 

They produce several varieties of wine under different labels. 

 

4) Future – problems and considerations 

The magic of Chateau de Haux is very much due to Peters charisma and presence. His grand son, 

Henrik, is in charge at Herlev storage from where they send their wine, but he is not that engaged in the 

wine business. His daughter Birgitte has been, but she has become ill with cancer. 

Peter still writes news letters, checks the website… 

Too much work for his age and capacity. But it is a big castle to sell – big investment, complicated 

business. He has rejected some buyers because he did not feel they lived up to the philosophy of the 

place.   

 

APPENDIX 18 MP & PP 050217 - Interview guide and summary 

Mathilde Pfeiffer and Peer Pfeiffer  

Occupation: Founder, Veni Vidi Vinum (wine tours and tastings, Bordeaux) 

Out of wine family with several Grand Cru chateaux 

Date: 5/2 2017 

Place: Private setting, Bordeaux 

 

Question Type Theme Question 

Exploratory Business Challenges - CG Which challenges do you see for 

CG becoming an economically 

sustainable winery? 

Exploratory Bordeaux wine business 

conditions 

What are crucial parameters to 

success in this business? 

 

1) Which challenges do you see for CG becoming an economically sustainable winery? 

Many underestimate the costs related to having a winery. Some expand the production to gain more 

income, but this also requires more work and investment.  

Bordeaux wines are falling in demand – trend the past years (see statistics).  

So not an awesome market for Bordeaux wines. On the other hand – the wines are classic and have 
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been in and out of demand over the years. 

But good idea to find something special to position with. 

Mathilde mentioned that she met a group of retired couples who travelled together. They stayed at 

Gourran but complained about the standard. Said it was quite worn and that sound was easily carried 

between the rooms.  

 

3) What are crucial parameters to success in this business? 

Finding the right importers are important for success. 

Expensive wines – especially in Bordeaux – are restricted by the 1855 classification, which limits who 

is in and out of selling wines in high demand. 

Peer sells wines of varying quality – but taste is very important for success.  

The label design matters depending on who the wine targets and the story of the winery. As more 

women start buying wine, the label design matters more as they tend to look more at this. If the chateau 

is 200 years old – of course doesn’t matter how the label looks, as it has “always looked like this”.  

Also depends on the wine market. China and east Europe is on the rise. Asians are very superstitious 

and for example Peer knew a story of a winery with a boat on the front – this boat was translated to 

“dragon boat” or something, and poof – the wine doubled its price value on the Chinese market. 

 

APPENDIX 19 List of Focus Group Interview Profiles 

Focus Group Participant Profiles Group 1 and 2 

 

Group 1: 25-40 yrs 

Number of Participants: 9 

Men: 5 

Women: 4 

 

First Name 
Age, 

Approximate  

Occupation, 

Field 
Wine purchase, consumption and other 

Lars 40 Research, HR 

Buys wine in Irma, Føtex or Kvickly because I 

know they have some good wines there per 

definition 

Nathalie 26 
Employed, Public 

service 

Like to buy good wine and knows quit a bit 

about it – member of wine clubs and father 

had a wine shop 

Sara 29 
Consultant, 

Pharma 

Lives alone – takes a glass alone. Would not 

open a bottle but could open a box. Would not 

drink beer alone. Social thing but also much 

about pleasure 

Ian 26 Student, biology Buy wine in Supermarket. Likes wine and 
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drinks a lot - Girl friend is French “so have 

to”. I am not super snobbish and does not have 

much knowledge but very happy with wine 

Søs 30 Nurse 
I like all wine (except white wine), but I 

always buy on offer 

Elsa 27 Administration 

I am French so I love wine per definition. But 

have to admit I do not have much knowledge 

about wine. I only know French wines – 

names I know. But it is a big part of our 

culture 

Alex 27 Consultant, IT 

Does not drink as much wine I DK as in 

France because they are expensive at 

restaurants. No wine expert but happy for it 

Christian 27 Student, Medicine 
Like to drink an occasional glass of wine and 

have some tastings with friends 

Søren 26 Student, Theology 
Work in restaurant with wine responsibility 

Go to wine fairs and tastings 

 
 

Date: 9/2 2017 

Group 2: +40 yrs  

Number of Participants: 8 

Men: 3, Women: 5 

 

First Name 
Age, 

Approximate  

Occupation, 

Field 
Wine purchase, consumption and other 

Isabel 55 Doctor 
Bordeaux is nice – and wines from Northern 

Spain – buys when on offer 

Isa 55 Lecturer, DTU Wine interested and curious 

Per 60 
Banker & 

Journalist 

Used to drink more Italian and drinks more 

French (Pinot Noir) now. Wine stores a well 

as supermarket 

Tove 70 Retired Member of wine club 

Finn 70 Retired 

Member of wine club 

Irma, Føtex, Meny – who have a good offer. 

And personal import from Spain 

Flemming 50 Consultant Casual drinker, prefers white wine 

Hanne 60 Doctor 
Member of wine club 

Buys many different places but much at a 
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wine shop in Gentofte 

Nathalie 45 Personal Assistant French – started drinking when 5 years old ;-) 

 

APPENDIX 20 Focus Group Question Guide 

Date: 8/2 and 9/2 2017 

Place: Private setting, Copenhagen 

 

Participants arrive, are seated, get drinks and snacks + nametag 

 

Welcome and Overview of Topic by moderator 

Introduce concept & ground rules, Present Chateau Gourran (story, castle, design, channel, varieties, 

price range) – slightly limited time… 

 

Questions 

Opening Question 

0) Round Robin: Present yourself and your relation to Charlotte where, and when you usually buy and 

drink wine 

! Insight to each participant’s relation to subject 

 

Engagement Questions: 

1) List three things you consider when you buy a bottle of wine 

! Engage and warm-up, knowledge about motivation behind choice of wine 

 

2) Taste the wine and express your impression of taste and design of the bottle 

! Immediate impression and associations of the wine’s attributes 

 

Exploratory Questions: 

2) List three reflections about CG’s website. For example about design, navigation, information, story. 

What matters to you of information, what is good, what is missing. Positive/negative. 

! I navigate on the website, meanwhile they write comments on a paper of what they think of the 

website 

! Insight to use of web and feedback on CG’s website. 

 

3) Imagine you had a week to spend at CG’s castle. What would you expect of a perfect holiday? E.g. 

with family, friends, relaxation, learning, meeting new people, food, wine, exercise, culture, writing 

course, tennis course, food course? 

! Insight to attitude towards castle-holiday and potential uses 
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6) Compared to other wines (compare with 4 different (2 white, 2 red 50-120 DKK), same price range, 

different labels), what would / would not make you choose CG? 

! Discussion about attributes of CG and relation to motivations behind wine choice 

 

Ending Questions & Exit 

7) Other comments?  

!  Catch up and closure 

 

APPENDIX 21 USB Stick – Focus Group Data 

USB Stick containing video and audio recording of the two focus group interviews is attached to the 

physical hand-in of the thesis 

 

 

APPENDIX 22 Thematic Coding of Focus Group interviews 

 
Data extract Focus Group 1 – 25-40 Years Code 

WINE TASTE  

Bordeaux Blanc (White Wine)  

S: Sauvignon Blanc – clear notes of grass, Fresh, elderflower. 

Could go for food also – It has substance 

- With food 

- Floral 

- Has substance 

I: Fresh and summerly but very mild I think. Good for summer 

terrace 

- Fresh  

- Summer 

L: If it was fresh and cold I would love it at summertime - Love it at summertime 

Søs: I think it is best with food because there is a sour aftertaste - Not for food 

- Sour taste 

E: Summer and tapas, a wine that doesn’t take all the attention - Not taking attention 

- Summer 

S: Has quite high level of alcohol – 14% - gives some power - Has power 

Clairet (dark rosé)  

Søs: I like it! All good from white but without sour aftertaste. But 

would not say it is good – would not drink it 

- Sour aftertaste 

- Would not drink it 

S: Lots of volumen and power - Volumen and power 

A: Very atypical, very strong  - Atypical, strong 

L: I think it had to go for a dish. Would not just drink it  - Has to go with food 

N: I would not serve this at a summer evening. Should be served 

with food. 

 - Not for summer evening 

C: I cannot taste berries as it promises. Exciting as I haven’t tried - Exciting, new experience 
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before but think target group in DK is too small – not as 

experimenting 

S: It should be served with food, but that requires you know it – 

because if you once bought it for aperitif you would not buy it 

again! 

- Not an aperitif wine 

Rouge Tradition (2nd red wine)  

Sa: It did not fulfil my expectations from the smell. I thought it was 

powerful, but lacks volume 

 - Smell gives expectations 

- Lacks Volume 

I: I do not like the aftertaste. Not much in it - Not much taste 

S: It is very easy accessible  - Easy accessible 

Søs: I like it, do not think strength is a quality sign 

(N + E: Agree) 

 - Rouge light, positive 

C: Many tannins, do not like that  - Many tannins 

Grande Réserve  

C: Nice full red wine - Nice wine 

I: Definitely highest quality taste - High quality 

S: Classic red wine - Classic 

LABEL  

Label - General  

E: Not super crazy about bottle design. Not very original. Colour 

looks like something from Netto 

- Not very original 

- Looks cheap 

I: The label is very busy - Busy 

L: The logo is great – then I can recall, oh this is the wine I drank 

before – the “G” 

- Logo is unique 

More: What does the number 1773 mean? The origin of the castle 

or production? 

- Story not clear 

E: I do not like the castle drawing – it seems old school - Castle drawing old school 

C: I think it is a boring wine – they have not really chosen which 

path to follow. And so typical for that area where they all have 

castles 

- Boring 

- Target confusion 

- Castle is typical Bordeaux 

S: I suppose it depends on who you want to target. The known 

wine connoisseur might recognise some elements on the label – but 

it is very neutral and not very exclusive 

- Neutral 

- Not exclusive 

I: I look at the label – if it is funny or something. Label do more 

than you think, it signals target group. And this one they haven’t 

decided 

- Undecided target group 

Sa: This could be any wine – it does not stand out. I like wines that 

stand out so you can remember it – if you taste and like it 

 - Does not stand out 

Søs: If the label is too fancy I think “They try too hard”.  - Pretentious 
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S: Paper quality matters something when you touch the bottle. This 

one is just simple print 

- Bad paper quality 

Sa: In general CG looks cheap in comparison to the other wines 

bought in Irma 

- Looks cheap 

Label - Clairet  

S: It should be served with food, but that requires you know it – 

because if you once bought it for aperitif you would not buy it 

again!  

- Requires you know it 

N: Back label says serve as aperitif – I always look at back label – 

and I would be disappointed if serving for this 

- Back label misdirecting 

L: You do not get what you expect - Not as described 

E: It is not something I know so I wouldn’t take the risk. Lacks 

info about what clairet is 

- Lacks info 

Label – Grande Réserve  

C: I would go for the gold label – matches a chesterfield sofa - Masculine, classic 

S: The golden label is classic Bordeaux – but in Denmark it does 

not make any sense, people just think it looks like 80’s 

- Gold is classic Bordeaux 

- Looks like 80’s 

STORY AND CHATEAU  

Sa: I assume the castle is theirs? That gives it a nice personal touch 

– but I wouldn’t know that if I stood down in Netto 

- Castle gives personal touch 

- Story not clear from label 

Sa: It is a good story! A Danish couple – especially if you want to 

target Danes. Maybe attract with story and then lead people to the 

website – and then to buy the wine. 

- Good story, especially for Danes 

Sa: It is a super good story so they should make it more sharp  - Good story 

- Be more sharp 

C: Tell the story, “Then the wine tastes better” - Story adds to wine 

Søs: You get stories when you are in a wine store but not in the 

supermarket 

- Stories not told in supermarkets 

Søs: I could imagine it would be a place for my father who goes on 

the yearly trip with study mates 

 - Old-boys tour 

Sa: It could be a great holiday to go and eat local food and drink 

the wine from the castle 

- Great holiday 

- Local food and wine 

I: or biking around on bike in South France, but that’s not a high 

class client 

- Biking tours 

L: Could maybe offer a package tour - join, harvest and have the 

wine served and local groceries / vegetables 

- Join harvest 

- Drink the wine at the chateau 

WEBSITE AND WEBSHOP  

I: It took me some time to find out how to navigate on the page.  - Difficult to navigate 

I: It does not work on the mobile. The pictures on the rental page - Mobile version does not work 
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are great, much better than the website - Pictures on rental page better 

than on website 

N: Would not enter website to see if I could rent the place when I 

drink the wine, would want to know production methods and info 

about the house. Pictures look like professional wine house 

- Website should inform about 

production and story 

- Good pictures 

S: The map is very nice! And Get some faces on the website – of 

the owners in the fields 

- Map is good 

- Need faces on owners 

Sa: very classic wine castle. Colours are associated with place – 

Bordeaux! 

 - Website, classic 

- Website, colours 

Søs: I would prefer that the wine is just the wine – and then you 

might read the story on the website 

- Story should be told on website 

C: I think the website is nice for the need – but news should be 

updated or removed 

- Update news or remove 

N: It seems unprofessional that it is not updated, but I like the 

pictures 

- Unprofessional it is unupdated 

- Good pictures 

Sa: Unclear in my head if they sell rental or wine? - Confusing relation between 

rental and wine 

E: I think it is funny you can go to the website and see rental is 

possible – but should not be main focus 

- Rental should not be main focus 

 
 

 
Data extract Focus Group 2 -  +40 Years Code 

WINE TASTE  

Bordeaux Blanc (White Wine)  

I: Summer field with flowers in many colours and a lot of grass.  - Floral 

- Summer 

T: Would rather have it alone on the terrace than with food - Terrace wine 

Fl: Tastes very nice but quite strong – like “with this wine you 

would get really drunk” 

- Taste, strong, alcohol 

Is: The white wine was very nice  - Nice wine 

H: Strong taste and it has a nice colour. - Strong taste 

- Nice colour 

I: White wine is definitely the best, the other ones are too hard - White the best 

N: Nice colour, perfect girly summer drink – 30’ 40’s night out - Nice colour 

- Perfect for girly night out 

Clairet (dark rosé)  

I: The colour is fantastic, beautiful. But the taste is very sharp. 

Would not fit a summer day – really do not know what food it 

- Fantastic colour 

- Sharp taste 
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would fit with. Steals attention and has few components.  - Does not know how to use 

- Steals attention 

P: It is a special taste – I could take this one. Many rosé wines I 

drank during summer were too sweet and are drunk too easily.  

- Special taste 

- Better than sweater rosés 

T: Fantastic wine for a reception – could be used for salty and 

sweet and would not be guzzled 

- Fantastic for a reception 

- Not a guzzle 

Fl: I would not buy it again. Much too strong – even more feeling 

that it is vodka rather than wine. 

- Would not repurchase 

- Too strong 

H: Not much smell but has a very nice colour. Stronger than rosés 

usually are 

- Nice colour 

- Stronger than usual rosés 

N: Taste I actually like – but of course strong wine for rosé. But I 

would buy it. 

- Nice taste 

- Would but it 

Rouge Tradition (2nd red wine)  

N: Very light and easy to drink.  - Very light 

- Easy to drink 

H: Nice colour and nice smell but not very strong - Nice colour 

- Not very strong 

Fl: Light red wine – stage between rosé and red wine - Light red wine 

F+T: Nice colour, nice taste - Nice colour and taste 

P: Very light and undangerous wine. This is a guzzle wine!  - Light and undangerous 

- Guzzle wine 

Il: Colour is really amazing. Taste is too sour compared to rest of 

components. Too simple, sharp and alcohol taste.  

- Amazing colour 

- Sour taste 

- White wine is better / best 

Grande Réserve  

N: Strong alcohol but taste of a good quality wine - Strong alcohol 

- Good quality 

H: Not much smell, but a lot of taste. Very nice red wine.   - Lot of taste 

- Very nice 

T: Nice smell, colour and taste. High Quality.  - Nice smell, colour and taste 

- High quality 

P: Very strong wine - Strong 

LABEL  

Label - General  

I: Label is very serious and does not call for fun trouble (ballade). 

Strict, serious and sophisticated. 

- Serious 

- Strict and sophisticated 

P: Label is a fine balance between boring but also exclusive.  - Boring but exclusive 

T: It is sometimes hard to buy white wine, and therefore you often 

go by the label. And I don’t think I would be turned on much by 

- Not ‘turned on’ by it 

- Boring 
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this one. On the edge of boring.  

Fi: This very stylish label is in opposition to the wine which I 

experience as easy, friendly – which would not hurt anyone  

- Stylish look contrasting to taste 

Fl: Label looks exclusive. Reflects price in design.  - Exclusive 

- Design reflects price 

H: The label is exclusive and simple - Exclusive 

- Simple 

N: Label fits the range - Label matches price 

N: For me, I would rather buy something boring like this – castle 

and stuff. Rather go safe, French wine have a conservative image, 

looks safe 

- Looks safe, typical French 

Label - Clairet  

I: Label is almost too innocent compared to the taste, you do not 

get a hint that it “kicks” 

- Label too innocent for taste 

P: This one (Clairet) requires some history telling so you get 

expectation it is something unusual 

- Should explain product 

Fi: I imagine you could be a bit frightened because if you imagine 

you are getting a sweet rosé you will be surprised. Selling on 

Danish market requires telling people it is not the usual. 

- Need telling it is unusual 

H: I like the label, the simplicity - Nice simplicity 

Label – Grande Réserve  

H: I do not really like the gold thing. Too dark, maybe - Gold is too dark 

P: The gold is old school, repulsive, unreadable, tries to be 

something it is not. 

- Pretentious 

- Hard to read 

Il: The label is Trump-ish. Maybe fitting the conservative target 

group 

- Conservative 

Fi: The labels all looked like this 30 years ago - Old school, 80’s 

Fl: The gold indicates we are on a higher level and that works for 

me.  

- Gold indicates higher level 

Fi: I am not much for the gold label. Seems like you try to lift the 

product to something it is not. And then it is not very readable 

- Pretentious 

- Unreadable 

T: If I should fall for it on the label I would prefer black with gold. 

And sometimes you buy a bottle based on the label when you do 

not know it, and I would not buy this one. 

  

- Not inspiring to purchase 

N: I Would not buy a bottle like this. The gold is not working for 

me. Hard to see what is written on it 

- Not inspiring to purchase 

- Unreadable 

STORY AND CHATEAU  

Fi: The stories matter and the unique experience is great. But I lack 

some identity – what do they want with this?  

- Great with story and unique 

experience 
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- Unclear target group 

Fl: If I was looking for a place to be all alone by the pool and 

maybe pick some grapes – would be great! 

 - Pool and grape picking holiday 

Is: But renting the whole place at a time: Maybe for party, 

weddings or similar? 

 - Parties and family celebrations 

More: The castle was nice on the pictures - Photogenic 

N: They should include wine in the package, maybe with food 

tours 

- Wine package 

- Food tours 

Is: Or bike tours - Bike tours 

I: Seems clean, sober, classic calm. Seems like a place you would 

relax 

- Place for relaxation 

T+Fi: But maybe going for the bridge club or something would be 

great 

- Bridge club 

WEBSITE AND WEBSHOP  

P: The website should be blown up. I can live with old technology 

but if I find something from 2009 I would never buy anything 

 - Old and un-updated 

Fi: No old news! But awards ok  - Should be updated 

- Nice with awards 

Fi+T: Unfortunately we saw many mistakes on the website – years 

ago. So people should stay away form web to not die of laughter 

 - Mistakes 

- Un-updated, a joke 

T: If we did not have the name on the website we would never have 

found it. Could not find it through tourist channels (city sites) 

- Hard to find 

H: The website seems messy and not very simple. And I think it is 

important to have a target group 

 

- Messy 

- Lack of target group 

T:Fi: It could have been us the website was targeted at, if we could 

find it!  

- The target group cannot find it 

Is: If the site targets different segments it is important there are 

different channels – for bike tours, for elder couples etc. 

- Target group, French? 

- Website 

N: if you are targeting the Danes, you need to change the website, 

But French, Italian and Spanish – just change background colour 

and update and good to go 

- Danes require updated website 

Fi: I do not care about brochures – but would look on my mobile. I 

begin my journey at home – on the internet 

- Should be mobile compatible 
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Subject Aggregated Codes Aggregated Codes Themes 

WINE 

TASTE 

GROUP 1 25-40 years GROUP 2 - +40 years 

 

 

Blanc 

(White) 

- For a meal 

- Floral 

- Fresh  

- Love it at summertime 

- Summer 

- Not for food 

- Sour taste 

- Has substance 

- Not taking attention 

- Has power 

- Floral 

- Grass 

- Summer 

- Terrace wine 

- Strong taste, alcohol 

- Nice wine 

- White the best 

- Nice colour 

- Perfect for girly night out 

 

- Fresh and floral summer 

wine 

 

- Strong, powerful, sour vs. 

not taking attention 

 

- Best of the four wines 

 

 

 

 

Clairet  - Sour aftertaste 

- Not good 

- Volumen and power 

- Atypical, strong 

- Has to go with food 

- Not for summer evening 

- Exciting, new experience 

- Fantastic colour 

- Sharp taste 

- Does not know how to use 

- Steals attention 

- Special taste 

- Better than sweater rosés 

- Fantastic for a reception 

- Not a guzzle 

- Too strong 

- Nice colour 

- Stronger than usual rosés 

- Nice taste 

- Strong, special taste 

 

- Atypical and confusing 

product 

 

- Different than usual rosés 

 

Rouge 

Tradition 

 

OBS: not 

tasted under 

optimal 

conditions 

 

 

 - Smell gives expectations 

- Lacks Volume 

- Not much taste 

- Easy accessible 

-  Many tannins 

 

- Very light 

- Easy to drink 

- Nice colour 

- Not very strong 

- Light red wine 

- Nice colour and taste 

- Light and undangerous 

- Guzzle wine 

- Amazing colour 

- Sour taste 

 

- Light wine 

 

- Easy accessible, ‘guzzle’ 

wine  
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Grande 

Réserve  
- Nice wine 

- High quality 

- Classic 

- Strong alcohol 

- Good quality 

- Lot of taste 

- Very nice 

- Nice smell, colour and taste 

- High quality 

- Strong 

- High quality taste 

 

- Classic and strong 

 

 

 

 

LABEL GROUP 1 25-40 years GROUP 2 - +40 years  

Label -  

General  
- Not very original 

- Looks cheap 

- Busy 

- Logo is unique 

- Story not clear 

- Castle drawing old school 

- Boring 

- Target confusion 

- Castle is typical Bordeaux 

- Neutral 

- Not exclusive 

- Undecided target group 

 - Does not stand out 

- Pretentious 

- Bad paper quality 

- Looks cheap 

- Serious 

- Strict and sophisticated 

- Boring but exclusive 

- Not ‘turned on’ by it 

- Boring 

- Stylish look contrasting to 

taste 

- Exclusive 

- Design reflects price 

- Simple 

- Label matches price 

- Looks safe, typical French 

- Exclusive 

 

- Typical Bordeaux 

 

- Boring and uninspiring 

 

- Cheap 

 

- Matches price 

 

- Confusing target group 

Label- 

Clairet  
- Requires you know it 

- Back label misdirecting 

- Not as described 

- Lacks info 

- Too innocent for taste 

- Should explain product 

- Need telling it is unusual 

- Nice simplicity 

- Misdirecting information 

Label- 

Grande 

Réserve  

- Masculine, classic 

- Gold is classic Bordeaux 

- Looks like 80’s 

- Gold is too dark 

- Pretentious 

- Hard to read 

- Conservative 

- Old school 

- Gold indicates higher level 

- Unreadable 

- Not inspiring to purchase 

- Old school 

 

- Classic and conservative 

 

- Hard to read 

STORY 

AND 

CHATEAU 

GROUP 1 25-40 years GROUP 2 - +40 years  
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 - Castle gives personal touch 

- Story not clear from label 

- Good story for Danes 

- Good story 

- Be more sharp 

- Story adds to wine 

- Stories not told in 

supermarkets 

- Old-boys tour 

- Great holiday 

- Local food and wine 

- Biking tours 

- Join harvest 

- Drink the wine at the 

chateau 

- Great with story and unique 

experience 

- Unclear target group 

- Pool and grape picking 

holiday 

- Parties and family 

celebrations 

- Photogenic 

- Wine package 

- Food tours 

- Bike tours 

- Place for relaxation 

- Bridge club 

- Unique, personal story 

 

- Story not told clearly 

 

- Castle holidays associated 

with activities or wine 

 

- Castle is appealing 

WEBSITE 

AND 

WEBSHOP 

GROUP 1 25-40 years GROUP 2 - +40 years  

 - Difficult to navigate 

- Mobile version does not 

work 

- Pictures on rental page 

better than on website 

- Website should inform 

about production and story 

- Good pictures 

- Map is good 

- Need faces on owners 

- Story should be told on 

website 

- Update news or remove 

- Unprofessional it is not 

updated 

- Good pictures 

- Confusing relation between 

rental and wine 

- Rental should not be main 

focus 

 - Should be changed  

- Scares away 

- Should be updated 

- Has mistakes 

- Un-updated, a joke 

- Hard to find 

- Messy 

- Lack of target group 

- Danes require updated 

website 

- Should be mobile compatible 

- Un-updated 

 

- Good pictures, highlight 

story more 

 

- Hard to navigate, also on 

mobile 

 

- Unclear target and relation 

between rental and wines  
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APPENDIX 23 Overview of reviews from experts and Reviews 

Product 

or 

Service 

Industry experts Professional Reviews 

Clairet - Fascinating product as it is unusual (CM 

Jespersen) 

- High alcohol percentage for a rosé type 

- Weird product with no customer base  

(I.Schjerbeck) 

- Doesn’t make sense, should be rosé 

- Good taste and suits price 

(M.Berner) 

- (2008) Good structure, and fresh 

berry taste, suitable for food 

(Vinavisen) 

- 3.4 on Vivino (97 ratings) 

Blanc - The CG white wine is very popular among 

customers (C.Olsen) 

 

 

- 3.2 on Vivino (2 ratings) 

Rouge 

Tradition 

- How is this special? Why should I buy it? 

(CM Jespersen) 

 

 

- (2008) Friendly red wine, drunk with 

pleasure. Not bad at all (VinAvisen)  

- 3.5 on Vivino (181 ratings) 

Grande 

Reserve 

- Product with differentiation potential (CM 

Jespersen) 

- Unique, magic smell and impressive 

quality (I.Schjerbeck) 

- Good wine with mature taste, seems like an 

older Bordeaux 

- Really fair price for value 

- The golden label gives an 80’s  

Image 

(M.Berner) 

- (2008) Sophisticated matured red 

wine that spreads in the mouth with 

many facets. Pleasure and good for the 

price (VinAvisen) 

- (2010) Decanter bronze award and 

Silver at Wine & Spirit competition 

- 3.7 on Vivino (10 ratings) 

- (2008) Nice red wine with character, 

a very good offer (BT) 

Website - How should customers find CG’s site? 

(CM Jespersen) 

 

 

Castle Rental - A group of retired couples travelling to CG 

complained about the standard of the castle, 

saying it was worn and sound was carried 

easily 

(M. Pfieffer) 

 

 

- 4.8 stars (6 reviews) (Homeaway), 

“Super charming place”, “A wonderful 

stay in a beautiful chateau” 
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Brand - CG is a French wine, even though it is 

Danes producing it  

(CM. Jespersen) 

- The Danish story does not matter, there are 

so many Danish producers 

 (I.Schjerbeck) 

- The design indicates a target group +60 

- Very conservative but classic label 

- French language gives assurance but the 

wines could be more linked to the Danish 

story 

(M.Berner) 

- Most French wines are conservative in 

design but there are examples of very 

successful creative designs 

 (C.Olsen) 

- Label design matters depending on who the 

wine targets and the story of the winery 

(P.Pfeiffer) 

 

 

APPENDIX 24 CG Cost-revenue Streams 

Vignoble Gourran / at 45,000 bottles per year  

 

Post  COSTS  

Field Work and Harvest 42,000 

Cellar Work 8,000 

Bottling, Labelling, Packaging 39,000 

Overhead, Oenologist, Energy, Insurance, Other 43,000 

OPERATING EXPENSES 132,000 

Interest and (Amortization) 8,500 

Depreciation 

(Those are not “real” expenses but deprecition on 

e.g. tanks and buildings – can be used for workers 

for example. Still keeps the business tax free 

(weho)). 

40,000 

TOTAL COST 180,500 
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POST  REVENUE 

 Unit price EUR  

15,000 btl. Grande Réserve 6,85 102,750 

30,000 btl. Clairet, Blanc & Rouge 

Tradition 

3,75 112,500 

TOTAL SALES  215,250 

Marketing Discounts 10%  -21,525 

Campaign Discounts 6%  -12,915 

TOTAL REVENUE  180,810 

 

Loisir Gourran / at 45,000 bottles per year 

 

POST COSTS 

Superintendent salary 12,000 

Energy and Water 8,000 

Assorted equipment 1,000 

Insurance 6,000 

Lawyer and Accounting 4,000 

IT & Phone 2,000 

OPERAITNG EXPENSES 33,000 

Taxes 3,200 

Interest and (Amortization)  - loan for entire 

molevit 

12,500 

TOTAL COST 48,700 

 

POST Rental cost per 

week 

REVENUE 

8 weeks x High Season (max 9 

weeks) 

(2017 8 weeks) 

4,000 32,000 

6 weeks x Mid Season (13 

weeks) 

(2017 6 weeks) 

2,800 16,800 

2 weeks x Low Season (max 4 

weeks) 

(2017 approx 2 weeks) 

2,100 4,200 

Energy and Water ascribed to 

Vignoble Gourran 

 4,000 
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TOTAL REVENUE  57,000 

OBS note from conversation 

with Peter, 1/2 2017: 

57,000 is optimistic (potential 

calculation). 2017 will likely 

reach 48,000 

  

 

APPENDIX 25 Data behind CG’s strategic objectives 

Data behind CG’s StrategiC Objectives of Financial, Market and 

OPERATIONS & People  

 

1. FINANCIAL OBJECTIVES 

1.1. Maintain current balanced EBITDA – Vignoble Gourran (Wines) 

• Operating Profit (EBITDA) for Vignoble Gourran was EUR 48,810 in 2016 (Andersen P. F., 

2016). This EBITDA is based on healthy and economized production operations and expenses 

(Andersen P. F., 2016) (PFA, PC, 010217). It is earnings when the entire production of 45,000 

bottles are sold at current prices of EUR 6,85 and EUR 3,75 (Andersen-B, 2017) 

 

• The goal should be to at least sell the entire production as currently thereby maintaining 

current balanced EBITDA 

 

1.2. Increase EBIT – Loisir Gourran (Chateau) with 20% 

• Estimated revenue for Loisir Gourran in 2017 is EUR 57,000. If all weeks are booked, the full 

revenue would be EUR 88,000 (Andersen P. F., 2016) 

 

• The non-booked weeks make an lost revenue of: 

1 week high season x EUR 4,000/week = EUR 4,000 

7 weeks mid season x EUR 2,800/week = EUR 19,600 

2 weeks low season x EUR 2,100/week = EUR 4,200 

Collectively        = EUR 27,800 

 

• If the outer seasons were occupied with experiences such as courses or tastings, it should be 

possible to occupy those weeks. Arranging courses, tastings or other activities and increasing 

marketing of chateau rental would heighten expenses, but also enable to charge higher prices. 

For this calculation, the two are calculated as evening out 

 

• Estimating that it would be possible to occupy 3 weeks in mid season and 1 week in low 

season, the increase in revenue would be: 

4 x EUR 11,200 + EUR 2,100 = EUR 13,300 ! 13,300/57,000*57,00 = 23% 
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2. MARKET OBJECTIVES 

2.1. Specify, develop and implement targeted branding activities 

• As the SWOT indicated, CG has a unique advantage in being a small, dedicated family 

business as it enables to create brand loyalty (Entrepreneur, 2016). But CG is currently not 

deliberately targeting a specific and well-defined customer group 

 

• It is therefore a relevant and important objective to specify, develop and implement targeted 

branding activities to utilize the strength of CG’s story and resources. This objective is 

difficult to quantify why specific actions required for its fulfilment should be defined 

 

2.2. Increase direct and Internet sales with 45% by creating 500 loyal customers 

• Direct and Web Shop sales are currently 12,000 bottles/year (Andersen P. F., 2016) 

 

• Online sales are expected to grow with 12% annually in Europe the coming years (CBI 

Market Intelligence - D, 2016). Calculating with this increase plus an expected addition of 8% 

if the Internet channels were improved and loyal customers were established gives an increase 

of 20%: 

20% of 12,000 bottles = 2,400 bottles/year 

 

• Direct sales: Danish consumers have an average consumption of 55 bottles/year (Holmgård-B, 

2014). Estimating that a loyal customer would at least consume a little over half from the 

chosen CG would make around 30 bottles per year. Setting a target of creating 500 loyal 

customers in 3 years would result in annual sales of:  

500 x 30 = 15,000 bottles/year 

 

• Altogether this would increase Web shop and Direct sales with: 

2,400+15,000 = 17,400 bottles = 45% of 12,000 bottles 

 

3. OPERATIONS AND PEOPLE OBJECTIVES 

3.1. Decrease sales and marketing tasks of Tine and Peter to a long-term sustainable level 

• CG’s major challenge for long-term sustainability is the pressure on Tine and Peter to secure 

sales. The major task of Tine is wine demonstrations in supermarket, while Peter is burdened 

by contacting distributors and other alternative sales channels. 

 

• This objective is difficult to quantify. But the aim should be for Peter and Tine to only be 

burdened with tasks at a level they find satisfactory and which they can maintain in the long 

run 

 

3.2. Acquire and develop mercantile, relational and planning skills 
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• Closely related to the objectives above, CG should acquire and develop skills that replace 

Peter and Tines current mercantile and relational tasks. In addition, the lack of strategic 

planning, which makes CG’s current activities unstructured, should be improved.  

• This objective is also challenging to quantify, why is also requires that specific actions for its 

fulfilment are defined 

 

APPENDIX 26 Email Correspondence with Course Arranger 

Email correspondence with Sanne Kristensen 

Occupation: Partner, Kunstskolen Kreativt Netværk, arranging courses abroad 

Date: 22/3 2017 

 

Hi Charlotte 

It looks like a very nice place, but as most of our participants prefer single rooms it is unfortunately not 

suited for our courses. 

It would be ideal if there was an option to host 15 participants in single room. 

 

Kind regards,  

Sanne Kristensen / Kreativt Netværk 

www.kreativt-netvaerk.dk 

 

Fra: Charlotte Bender <no-reply@deskwolf.com> 

Sendt: 20. marts 2017 14:59:14 

Til: KUNSTSKOLEN KREATIVT NETVÆRK 

Emne: Kontakt 

  

Hi Sanne! 

Your courses look very interesting. 

I am writing a thesis for a winery in Bordeaux, who would possibly host various courses. In this 

relation I would like to have your quick judgment of whether Chateau Gourran could be a potential 

host for your courses? 

Link: https://www.homeaway.co.uk/p472427 

Thanks a lot in advance, 

Kind regards, 

Charlotte Bender 

 

 

 
 

 


