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ABSTRACT	  
 

 
This thesis investigates the level of authenticity of the Danes expectations around Italian coffee. A 

second goal is the understanding the role of managers as the motor of organisational change, and 

the strategies used to adapt to the customer expectations. These strategies vary in different Italian 

cafés, and are described as isomorphic, decoupling or loose coupling choices. A third goal was to 

provide a categorization of the level of authenticity of four Italian cafés in Copenhagen, and Italy, 

following the real-fake matrix proposed by (Gilmore & Pine, 2007). The analysis has been pursued 

through field research, investigating small Italian cafés in Copenhagen. Two Italian café managers 

have been interviewed, as well as one Italian coffee supplier. Eight coffee consumers have provided 

the sample to analyze the type of expectations around Italian coffee. Observations have provided 

additional data that helped the author to categorize four Italian cafés and their level of real or 

fakeness. As result, this thesis has highlighted the presence of 3 groups of customers. The unrefined 

consumers base their expectations around black coffee. They show preference for coffee chains and 

cannot describe the sensory experience around the coffee consumption. They have low standards 

and cannot recognize the coffee quality. The second group of customers, who has experienced 

Italian coffee in Italy, present a more refined taste. They are able to describe the differences among 

coffee products, however they do not consume nor expect to find Italian coffee in Copenahgen. 

They widely consume black coffee at home, and generally focus their choice of cafés based on 

settings and originality, instead of coffee quality. The third group is represented by sophisticated 

customers; these consumers know and appreciate Italian coffee, and actively seek it in Copenhagen. 

They can describe the sensory experience around Italian café, and know Italian brands, which lead 

the choice of cafés. The expectations around Italian coffee influence the strategies used by Italian 

café managers regarding how to adapt to these myths. Two café managers explain their use of 

isomorphic, loose coupling and decoupling strategies. Isomorphic choices are shown in the 

inclusion of typical Danish coffee on the menu. Loose coupling is adopted by giving a Danish look 

to pastries, while using Italian recipes and ingredients. Decoupling strategies are used when the 

manager does not offer the mainstream products expected by customers. The author has, finally, 

categorized four cafés following the real-fake matrix proposed by (Gilmore & Pine, 2007). Four 

Italian cafés represent four level of fake and real degrees; the data are based on an observation 

guide and interviews. 
 



	   2	  

TABLE	  OF	  CONTENTS	  

ABSTRACT	  ....................................................................................................................................................................	  1	  
INTRODUCTION	  ..........................................................................................................................................................	  4	  
PROBLEM	  STATEMENT	  ...................................................................................................................................................................	  4	  
ITALIAN	  COFFEE	  IN	  ITALY	  AND	  DENMARK	  .................................................................................................................................	  7	  
EMPIRICAL	  LITERATURE	  REVIEW	  .............................................................................................................................................	  10	  
RESEARCH	  DELIMITATIONS	  .......................................................................................................................................................	  12	  

THEORETICAL	  FRAMEWORK	  ..............................................................................................................................	  14	  
LITERATURE	  REVIEW	  ..................................................................................................................................................................	  14	  
INSTITUTIONAL	  THEORY	  CONTRIBUTION	  ...............................................................................................................................	  17	  
AUTHENTICITY	  .............................................................................................................................................................................	  19	  

METHODOLOGY	  .......................................................................................................................................................	  23	  
THE	  RELATIONSHIP	  BETWEEN	  THEORY	  AND	  RESEARCH	  ....................................................................................................	  23	  
THE	  RESEARCH	  PROCESS	  ...........................................................................................................................................................	  25	  
VALIDITY,	  RELIABILITY	  AND	  LIMITATIONS	  .............................................................................................................................	  28	  

ANALYSIS	  ...................................................................................................................................................................	  30	  
DANES	  EXPECTATIONS	  AROUND	  ITALIAN	  COFFEE	  ................................................................................................................	  31	  
Group	  1:	  Unrefined	  Customers	  ...........................................................................................................................................	  31	  
Group	  2:	  Refined	  Customer	  ..................................................................................................................................................	  33	  
Group	  3:	  Sophisticated	  Customers	  ....................................................................................................................................	  36	  

ADAPTATION	  TO	  EXPECTATIONS:	  ISOMORPHIC	  AND	  DECOUPLING	  STRATEGIES	  ............................................................	  38	  
Adaptation	  Strategies	  ............................................................................................................................................................	  38	  
Makke	  Kafé	  –	  use	  of	  	  Loose	  Coupling	  and	  Isomorphic	  Strategies	  .......................................................................	  39	  
Café	  Palermo	  –	  use	  of	  Isomorphic	  Strategies	  ...............................................................................................................	  42	  

AUTHENTICITY	  LEVEL	  OF	  ITALIAN	  CAFÉS	  IN	  COPENHAGEN	  ................................................................................................	  45	  
Makke	  Kafé	  –	  a	  Real-‐Fake	  Italian	  café	  ...........................................................................................................................	  47	  
Café	  Palermo	  –	  a	  Fake-‐Fake	  Italian	  Café	  .......................................................................................................................	  52	  
Resso	  –	  a	  Fake-‐Real	  Italian	  Café	  ........................................................................................................................................	  56	  
Bottega	  del	  Caffé	  Dersut	  –	  a	  Real-‐Real	  Italian	  Café	  .................................................................................................	  59	  
Applied	  Fake-‐real	  Matrix	  ......................................................................................................................................................	  63	  

CONCLUSIONS	  ..........................................................................................................................................................	  66	  
FURTHER	  PERSPECTIVES	  ............................................................................................................................................................	  69	  

REFERENCES	  .............................................................................................................................................................	  72	  
APPENDIX	  1	  ..............................................................................................................................................................	  76	  
APPENDIX	  2	  ..............................................................................................................................................................	  77	  
APPENDIX	  3	  ..............................................................................................................................................................	  78	  
APPENDIX	  4	  ..............................................................................................................................................................	  79	  
APPENDIX	  5	  ..............................................................................................................................................................	  79	  
APPENDIX	  6	  ..............................................................................................................................................................	  80	  
APPENDIX	  7	  ..............................................................................................................................................................	  86	  
APPENDIX	  8	  ............................................................................................................................................................	  122	  
	  
 

 



	   3	  

TABLE	  OF	  FIGURES	  
Figure 1: The Real Fake Matrix (Gilmore & Pine, 2007, s.97)	  ..............................................................	  21	  
Figure 2: Fake-Real Matrix Categorization of Cases	  .................................................................................	  64	  
 

TABLE	  OF	  TABLES	  
Tabel 1: Observation of Makke Kafé	  ................................................................................................................	  48	  
Tabel 2: Observation of Café Palermo	  ..............................................................................................................	  53	  
Tabel 3: Observation of Resso Espressobar	  ...................................................................................................	  57	  
Tabel 4: Observation of Bottega del Caffé Dersut	  .......................................................................................	  60	  
 
 

	  
	   	  



	   4	  

INTRODUCTION	  	  
 
The coffee consumption has increased globally more than 50% since the 1990s (International 

Coffee Organization, 2017). With a world exports of 9.84 millions bags in January 2017, it is 

showing an increase of 8.9% compared to January 2016 (Ibid). For this reason, it is interesting to 

look at the coffee industry in Denmark, with a focus on Italian coffee in Copenhagen. This thesis 

aims to investigate the creation of a myth around the Italian coffee institution by Danish 

Copenhageners (from now on referred as Danes). 

 

This topic is relevant for research, due to the growth in coffee consumption by the Nordic coffee 

shop market: with an annual growth of 13.3% (European Coffee Symposium, 2015), the coffee 

industry in the nordic countries makes an important market, worth to study. 

 

The thesis offers a valuable research, that aims to discover the creation of myths, through 

expectations, around Italian coffee by Danes, as well as understanding wether the expectations are 

based on authentic experiences. In addition, this project investigates the effects of the expectations 

on the Italian cafés, explained through the use of adaptation strategies offered by the institutional 

theories. 

 

Problem	  Statement	  	  
 

The focus of this thesis is to explore the authenticity of the expectations around Italian coffee, 

created by Danes. This project investigates the degree of authenticity used when creating 

expectations around Italian coffee, and shows which strategies are used by the cases to adopt and 

adapt to the expectations. Therefore, the author can postulate a problem statement, which helps 

directing this thesis:  

 

The myths around Italian coffee are based on more or less authentic expectations created by 

Danish Copenhageners. 

 

Italian cafés, as institutions, need to adapt to the expectations of the local community, in order to 

gain legitimacy and a higher survival chance. Therefore, the investigation of 
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how more or less authentic Italian cafés adopt myths around Italian coffee? 

 

emerges from the research process as a sub-question.  

 

Before introducing the theoretical framework and methodology used in the thesis, the author needs 

to break down the problem statement in parts, in order to fully understand the issue and delimitate 

it. 

 

A myth is represented by ”formal rational structures” (Meyer & Rowan, 1977, s. 342), that should 

be adopted by organisations in order to gain legitimacy, in the eyes of the public and the legal 

authorities. Institutional theories recognize the role of customers in the creation, mantainance and 

distruption of powerful myths. The degree of agency is an ongoing topic of discussion among 

scholars. Institutions seek legitimacy, in order to increase their chance of survival (Meyer & 

Rowan, 1977), and follow two strategies to adapt to the myths. The institution choose either to 

separate the myths from the organisational activities, therefore implementing decoupling strategies, 

or to adopt the myths, using isomorphism strategies. In this thesis the author uses the term myth as 

interchangeable with the term expectation. These notions are more fully explained in the theoretical 

framework chapter. 

 

Italian coffee is understood as an institution, with its set of values. Thus it becomes more than the 

mere action of drinking a cup of Italian coffee, comprehending an entire set of expectations and 

social norms around it. Italian coffee is supposed to taste and look in a certain way, be done by 

following a certain method, and be enjoyed with different purposes depending on the time of the 

day. However, the symbols, gestures, and ”shared conceptions that constitute the nature of social 

reality, and the frames through which meaning is made” (Scott, 2008, s. 57) varies from culture to 

culture. By investigating of how Italian coffee is perceived in an environment that is not Italy, the 

author aims to discover how Italian cafés have adapted to the expectations created by Danes. In 

order to fully understand Italian coffee, the author provides a description of its history in Italy and 

Denmark.  
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In order to investigate the problem, the author aims to discover the degree of authenticity around 

Italian coffee. The Oxford Dictionary define authentic a quality of something ”of undisputed origin 

and not a copy, genuine” ; the next interpretation is the quality of being ”made or done in an 

original way, or a way that faithfully resembles an original” (Oxford University Press, 2017). Yet, it 

is important to understand that ”issues of Real and Fake are not the same issues of True and False” 

(Gilmore & Pine, 2007, s. xiii). The author does not aim to judge which interpretation of Italian 

coffee is the true one; authenticity is used to show the degree of closeness to a genuine Italian café, 

the original one: Italian coffee as made and perceived in Italy. Furthermore, the thesis focus to 

understand the degree of authenticity used by Danes when approaching Italian coffee. The author is 

keen in discovering wether the myths created by the customers are based on knowledge derived 

from authentic experience or inauthentic expectations. The perceived authenticity shape the 

expectation around Italian coffee; therefore understanding wether the myth is based on 

in/authentical expectations provide the fundamental base that help to understand the Italian cafés 

reactions. In order to analyze the level of authenticity, the author has interviewed by Danes who are 

coffee consumers, and provide a categorization of the level of authenticity through the use of the 

fake-real matrix provided by (Gilmore & Pine, 2007).  

 

This thesis is limited to the study of Danish Copenhageners as customers. The choice to focus on 

Copenhagen, is due to the large amount of cafés in this area, and the high price on coffee. 

Copenhagen rank as the second most expensive city to buy coffee (TV2, 2016), therefore 

representing a profitable environment for the coffee industry. This opportunity has ignited the 

creation of a large number of cafés (TV2, 2016). This is the reason why the author focuses her 

attention on this geographical area. The author will reach Danes through interviews, using a field 

research. The goal is to discover wether the expectations built around Italian coffee by Danes are 

based on in/authentic sources.  By doing so, the author aims to reveal the perception of authenticity 

around Italian coffee, and will proceed to investigate how the more or less authentic Italian cafés 

adapt to the expectations.  

 

A sub-question emerges naturally from the investigation process: the will to understand how more 

or less authentic Italian cafés adapt to the myths. This process will be explained through the 

explanation offered by the institutional theories, which suggest two possible strategies in the 

adaptation to expectations. Through decoupling, the organisation separates the myths, adopted as a 
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façade, from the internal organisational activities. On the contrary, the adoption of the ”formal 

rational structures” (Meyer & Rowan, 1977, s. 342), and the actual organisational adaptation, 

represents the isomorphic strategy. These strategies are fully explained in the theoretical framework 

chapter. The author decided to focus on small Italian cafés in Copenhagen, where the owner is the 

manager of the coffee shop, and there are few employees (if not only one). This choice is explained 

by the interested in recognizing the manager as the agent of change, and understand how s/he apply 

strategies to adapt to customers´ expectations. In addition, the author choice of primary data as the 

basis for this thesis, guided the choice towards small cafés, which present a better chance to get in 

touch with the managers . 

 

Italian	  Coffee	  in	  Italy	  and	  Denmark	  	  
 
In order to investigate the problem statement, the author must provide a description of the coffee 

industry in the two contexts of Italy and Denmark. This background is useful to understand the 

coffee culture in Italy and Denmark. Furthermore, Italian coffee in Italy is regarded as the original, 

traditional coffee; in other words, authentic. 

 

Italian coffee represent the ”essential part of lifestyle and of the Italian way of well living” 

(Caffésalute, 2016). There is a specific way to make and enjoy coffee, that  has developed in Italy, 

and has been exported to the rest of the world (Saragosa, 2015). Drinking coffee in Italy is part of 

the daily routine, with different rules and functionality attached to coffee, depending on the time of 

the day and the context it is enjoyed. There are plenty of ”unwritten rules of Italian coffee culture” 

(Lillie, 2013). Italians treat coffee as if they discovered it, even if it was imported from the middle 

east in the XVII century, through Venice (DeLonghi, 2007). The first café opened in Venice in 

1683, as a place of relax and comfortable vibe, ”adding romance and sophistication to the coffee 

experience” (IBID). With the spread of the colonies, coffee plantations were established in South 

America and Asia, increasing the supply of coffee and decreasing its price, making it widely 

available and popular among all the social layers (Lillie, 2013). The modern espresso was created in 

the XVIII century, by a business man who aimed to reduce the time spent by his workers to drink 

coffee in the morning (DeLonghi, 2007). In 1933 the moka, ”the famous aluminium stove-top 

perculator” was invented by Bialetti, bringing coffee inside every home (Lillie, 2013).   
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The role of coffee developed from luxury to everyday beverage throughout the centuries, becoming 

a commodity enjoyed by every Italian. Nowadays Italian coffee follow some unwritten rules of 

consumption: with a wide variety of coffee, depending on the quantity of coffee, milk, spiritus, size 

of cup and the way the ingredients are mixed together, Italian coffee comprehend a vast number of 

products. Besides the number of classic coffees, different regions provide specialities, adding 

complexity to the universe of Italian coffee1. Milky coffee are generally consumed for breakfast, 

and no Italian would order a cappuccino after a meal. This tacit rule is explained by the diffuclty to 

digest milk after a meal (Lillie, 2013). Coffee is enjoyed every time of the day: in the morning, or 

with a quick stop at a bar on the way to work. Coffee can be consumed alone or socially during a 

break, again with a fast pace. In this case coffee serves the function of energizer, helping to restore 

focus (Mediaset, 2014). Coffee becomes social when enjoyed with others; this can happen at home, 

friends or family houses, or at a bar. The social coffee can be accompanied by pastry, and is 

perceived as a pleasure; this moment is offered by one party at a time, creating the base for  the next 

caffé meeting. In this way people owe coffee to each other, and will meet again to pay back the next 

coffee. An important point that should be noticed, is the low price of coffee. In Italy, an espresso 

costs between 0.90 to 1.10€, while a cappuccino is typically around 1.50€ (La Repubblica, 2017). 

The low price of coffee make its consumption at cafés widely available, becoming part of the 

everytday routine. 

 

Italy imports a total of 5.7 million kg of coffee, with a per capita consumption of 5.6 kg (ICO, 

2015). More than 90% of the imports are represented by green coffee beans, which have to be 

roasted in place (Ibid).  

 

Denmark is rated as number 7 out of the 50 countries that consumes most coffee, with a per-capita 

consumption of 6.9 kg (ICO, 2015). The coffee imports are represented for over 50% of roasted 

coffee, more than 30% of green coffee, and a small percentage of soluble coffee (ICO, 2015). The 

Danish Coffee Information website (2016) researched which types of coffee are consumed in 

Denmark. Filtered coffee is the most common, occupying 52% of the coffee consumption. French 

press represents 15% of consumption, while coffee made by espresso machines counts up to 12%. 

Capsule coffee occupy 11%, and the remaining 8% is instant coffee (Dansk KaffeInofrmation, 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  For	  example,	  Trentino	  offers	  a	  ”cappuccino	  viennese”,	  a	  frothy	  coffee	  with	  cinammon	  and	  
chocolate.	  Marche	  region	  is	  well-‐known	  for	  a	  ”caffé	  anisette”,	  aniseed-‐favoured	  espresso.	  
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2016). Danish coffee consumption is characterized by a preference to drink coffee at home. Due to 

the high price of coffee, going to a café is perceived as an experience, where Danes sit down and 

enjoy the coffee slowly, while doing other activities (being social, study, read). This trend is shown 

in the large preference for chains such as Baresso and Starbucks (European Coffee Symposium, 

2015).  

 

Historically, coffee reached Denmark in the XVII century, but did not become a known beverage 

until two centuries later. The first café opened in Copenhagen in 1831, at Hotel d´Angleterre, 

followed by few others (Byvandring, 2015). Coffee was perceived as an exclusive, luxury 

experience. Between the 1900s and the 1970s, coffee became more popular; since the 1927 cafés 

for commoners began to appear, where teh customer could order coffee, tea or beers (Ibid). 

 

In pursuance of a common ground to categorize the level of authenticity of Italian cafés, the author 

has recognized some characteristics proper of genuine Italian cafés (called bar). Their validity as 

categorization method, emerges from the fact that they are described as characteristics of Italian 

coffee and cafés in numerous articles (La Dotta Coffee Importers, 2017) (EspressoAroma S.p.A., 

2017) (Istituto Nazionale Espresso Italiano, 2012). Thus, a genuine Italian café is supposed to 

present the following characteristics: 

 

• Setting: in every bar there is ”il banco”, a high counter typically with no chairs, where 

customers stand and have a fast cup of coffee. The time spent to consume coffee is short, 

typically taking only few minutes. 

 

• Sensory experience: this characteristic is based on the customer sensorial experience. The 

smell consists of the coffee aroma, which is pervasive in the café; the sound is typical of 

clinging cups and spoons, accompanied by the sound of the coffee machine brewing coffe as 

well as the steam used to foam milk. Visually, the coffee machine and the barista are at the 

center of attention inside the café; the visual presentation of the coffee, in its own cup 

(big/small/aside) follows a set of untold rules about how the coffee should look. It is usually 

served with a small sugar bag by the side, a small piece of chocolate or biscuit. The sense of 

taste enjoys the coffee aroma, and the balance between the quantity of coffee and milk. 

Taste recognizes the texture of the foam as well as the flavour intensity.  
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• Ambience: the numbers of coffee on the menu is usually wide, and spelled correctly in 

Italian. Even if each region adds more specialities to the menu, some classic coffees are 

present in every café, such as espresso, cappuccino, caffé/latte macchiato. The drink menu is 

accompanied by pastries, including croisants. The customers can easily have a small talk 

with the barista, who welcomes with an Italian greeting, or enjoy reading a newspaper. 

 

 

After providing an historical background and description of the coffee industry in Italy and 

Denmark, the author has been able to recognize the presence of three characteristics which are 

common to all genuine Italian cafés. This tool will be use to benchmark the cases investigated in 

this thesis and compare them, to analyze their degree of authenticity. 

 

Empirical	  Literature	  Review	  
 
After gaining a contextual understanding of the coffee industry in Italy and Denmark, the author has 

to explain how to implement institutional theories to the food industry. The choice of institutional 

theories as the framework to shape this research, is felt as a natural choice when looking at the 

definition of myths and the role of social actors in promoting institutional change. Furthermore, this 

theoretical body offers an interesting description of how institutions and organisations react to the 

adoption of myths, directed by the need to gain legitimacy. Therefore, institutional theories provide 

a rich body which fits the knowledge investigated in this research.  

 

Before giving an overview of institutional theories, the author must understand how to apply the 

theoretical body to the food industry. Hence, I  offer an overview of other scholars work, who have 

applied institutional theories to the study of the food industry. 

 

Institutional theories have been criticized for understanding the stability of institutions, but not 

offering an in depth explanation of institutional change. As (Rao, Monin, & Durand, 2003) 

describe, the central challenge of cultural-frame institutionalism is the difficulty of explaining the 

locus and sources of change (s. 796). The scholars were keen in investigating how social movement 

foster the abandonment of old identities and the creation of new ones. In particular, they have 

applied the cultural frame institutionalism to understand the shift of chefs from classic to nouvelle 
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cuisine. The scholars understand the motor of change as driven by social movements, which seek 

justice and form new laws and governance, or seek to create new identities. They recognize the 

nouvelle cuisine as a movement, undergone between the 1970s and the 1997, keen to create a new 

identity around the chef professional figure. Rao & Monin (2003) also argue that cultural frame 

institutionalism lack in depth research about identity movements, and focus on using this 

perspective to investigate the institutional change around the chef profession. Their research 

includes the use of interviews with chefs, gastronimic critics as well as gastronomy university 

professors. They provide a description of the classic and nouvelle cuisine, providing a comparison 

of the key dimensions of each one, and highlighting the differences. 

 

In other studies applied to the food industry, scholars have focused on the role of symbolic capital 

in the maintenace and distruption of patterns of institutional control. Rincón (2014) investigate the 

process through which power is mantained in an organisational field. She argues that symbolic 

capital is a key mechanism promoting institutional change. The scholar understands how dominant 

actors, at a micro level, impose symbolic productions which affects institutions at a macro level. 

The use of symbolic power can be seen in the changing role of coffee consumption, and its effect 

over the coffee roasters (Rincón, 2014).  

 

The role of dominant agents (Rincón, 2014) is recognized in the institutional entrepreneur 

(Lawrence, Suddaby, & Leca, 2009) (DiMaggio, 1988). A study proposed by (Quintao & Brito, 

2016) apply the organisational institutional theories to understand how coffee connoisseurs 

presence affect the market. The figure of the coffee connoisseur is recognized as a differentiated 

consumer who own higher expertise and cultural capital, and therefore arise as a dominant role in 

the creation and change on the market (Quintao & Brito, 2016, s. 2). The scholars also introduce the 

concept of legitimacy, which is a central notion to institutional theories. They read legitimacy in the 

key of (Scott, 2008) legislative, normative and cultural-cognitive pillars, recognizing its crucial role 

for institutions. 

 

From these articles, the author understand that institutional theories comprehend a wide range of 

theories, which can be applied to the food industry in different ways. The focus on understanding 

the authenticity of myth creation by Danes, and their effects on the Italian cafés is the goal of this 
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thesis. Before investigating the research question, the author must provide a literature review and 

highllight the theories that will be implemented in this thesis. 

 

Research	  Delimitations	  	  	  
 

In order to provide an exhaustive and in depth research, and due to the choice of primary data as the 

methods to generate knowledge, the researcher had to delimitate the thesis. This project is based on  

the study of: 

 

• 4 cases, provided by three Italian cafés located in Copenhagen, and one in Lecco, Italy. All 

the cases have been observed, and the author had the possibility to interview two 

cafés´managers; 

• 8 interviews with Danish coffee consumers; 

• 2 interviews with Italian café managers; 

• 1 interview with an Italian coffee supplier, located in Copenhagen. 

 

There are limits and constratints attached to the choice to use primary data to generate knowledge. 

The author has conducted interviews as well as observation, with the goal of undersatnding how 

Danes perceive authenticity in relation to Italian coffee, and create the premises for institutional 

change. By the use of unobtrusive observation, the author aims to discover inconscious patterns of 

change (Huon, 2009); during interviews, the customers and managers provide a more logic 

explanation and can offer a distorted perception of their approach to Italian coffee, making sense of 

their actions (Ibid). By using observation and interview, the author wants to understand the level of 

authenticity perceived by Danes, and their effect on shaping the myth around Italian coffee. 

Interviews are the tool used to reach managers, and their role in changing institutions. This action is 

understood as a reaction to the Danish expectations, and explained through the use of institutional 

theories.  

 

In addition, the author recognizes that institutional theories provide a valid theoretical framework, 

however it is not exhaustive. The thesis could have been apporached through the use of 

neuroscience. This approach would have focused on the understanding of the role emotions play in 

the definition of Italian coffee. Since Italian coffee represent an experience, linked to the Italian 
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way of living, Italian coffee inspire customers emotional response. This key of lecture would be 

very interesting to investigate, and can provide the starting point for further research. Furthermore, 

the author has decided to make use of only some perspectives within the institutional theories. The 

author offers a comprehensive literature review in the next chapter; however she bases this thesis on 

a limited number of notions. The choice of different views within institutional theories would enrich 

this study; however due to the willingness to offer in depth knowledge around the authenticity of 

the myth creation around Italian coffee by Danes, this project is focusing on a defined number of 

tools, and not the whole body of institutional theories. 

 

Additionally, the author decided to limit the research geographically to the area of Copenhagen, 

with focus on Danish customer. This decision is explained by the willingness to be able to use a 

sample where it is possibile to compare the results, due to a common historical background. The 

research can be implemented, in the future, by including other groups in the sample, such as expats, 

tourists, or people with different background. The sample of this thesis consists of 8 customers, 2 

café managers and 1 Italian coffee supplier located in Copenhagen. The coffee consumers that have 

been interviewed have different gender and age, and the sample consists mainly of the author 

acquaitances. Due to this, they are aware of the author Italian background, and that might have 

influenced their answers. However, the informal tone of the interview, have provided them with 

comfort, and the results are valid and have proved useful to this research. 
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THEORETICAL	  FRAMEWORK	  
 

In this chapter, the author aims to provide the reader with the theoretical framework that will be 

used to structure the research. In order to understand wether myths around Italian coffe are created 

on more or less authentic expectations created by Danes, and how Italian cafés adapt to these 

expectations, the author draws on notions from institutional theories. Authenticity, as defined by 

(Gilmore & Pine, 2007), enrich the research and provide a key to understand the evolution of Italian 

coffee in Copenhagen. 

 

This chapter is structured as follow: first the author offers a literature review of institutional 

theories. Second, she explains which notions are used in this research, providing a reason for their 

choices and how they fit this thesis. Third, she enriches the theoretical body with an undersatnding 

of authenticity, and recognizes useful tools to categorize the cases and different types of 

authenticity. 

 

The aim of the thesis is to understand wether the myths around Italian coffee are based on more or 

less authentic expectations created by Danes. Italian cafés, as institutions, need to adapt to the 

myths created by the local community, in order to gain legitimacy. Therefore, the investigation of 

the Italian cafés reaction to the more or less authentic expectations, is a fundamental part of this 

thesis. 

 

Literature	  Review	  
 

Institutional theories are described as an umbrella of  theories (DiMaggio, 1988); their focus is the 

explanation of institutions, and their relation with social actors. The majority of these theories focus 

on the maintenance of institutions by social actors. However, institutional change also happen, 

driven by social movements with the goals of having a political impact, or a change of identity 

(Rao, Monin, & Durand, 2003). Different authors have described the processes of myth creation, as 

well as the mechanisms of institutional creation, maintenance and distruption. All scholars 

recognize the role of social actors as fundamental when promoting institutional change. 

Organisations aim to adapt to myths in order to gain legitimacy, and increase their chance of 

survival.  



	   15	  

 

Meyer & Rowan (1977) describe a formal organisation as a ”system of coordinated and controlled 

activities” (s. 340). Due to the increasing complexity, the worlds needs to be rationalized: products, 

services, techniques and policies are following a rationalization process, and become ”powerful 

myths” (Meyer & Rowan, 1977, s. 340). These myths represent formal structures, describing 

”desirable ends and how to reach them” (s. 345). Myths, or institutions, are ”humanly devised 

constraints that structure political, economic and social interactions. They consist of both informal 

constraints and formal rules” (North, 1992, s. 97). The institutionalization process is a pattern 

through wich ”social processes, obligations or actualities come to take on a rulelike status in social 

thought and action” (Meyer & Rowan, 1977, s. 341).  

 
Social actors contribute in constantly shaping institutions, which in return structure their lives 

(Lawrence, Suddaby, & Leca, 2009). Scott (2008) explained how these forces shape institutions, 

through a three pillars model. Following this scholar, there are three forces acting on the institutions 

creation, maintenance and removal: the regulative, normative and cultural-cognitive pillars. The 

regulative pillar comprehends the monitoring and sanctioning activities perpetuated by law. The 

normative body, consists of values and norms shared by the public opinion. Normative rules set a 

target and define the legitimate way to reach it. This definition is similar to the understanding of 

myths provided by (Meyer & Rowan, s. 345). The last pillar, which is given strong power by the 

author, is the cultural cognitive structure. It includes the ”shared conceptions that constitute the 

nature of social reality and the frames through which meaning is made” (Scott, s. 57). This pillar 

includes the symbols and framework that hold the societal beliefs and norms, has the deepest value, 

and varies in different cultures. 

 

An ongoing debate within institutional theories surround the degree of agency with which the actors 

promote institutional change. Agency is defined as the ”conscious or unconscious structuring of 

possible actions as a function of those meanings” (DiMaggio, 1988). Actors are described as active 

in engaging in ”purposive action (..) aimed at creating, mantaining and distrupting institutions” 

(Lawrence, Suddaby, & Leca, 2009, s. 1). Since the 1970s the structuralist branch saw a voluntary 

agency, where actors had the freedom to invent new norms. Battilana & D´Aunno (2009) recognize 

the role of an active figure who promote institutional change: the institutional entrepreneur. 

DiMaggio (1988) describes this figure as a first mover, who uses the available meaning and 



	   16	  

resources to construct institutional projects. According to this scholar´s idea, the entrepreneur acts 

as a leader who absorb the risk, while the followers purposelly follow in the institutionalization of 

meaning. Other researchers recognize the image of the leader, who plays a central role in ”help(ing) 

institutions develop, adapt and reproduce” (Kraatz, 2009, s. 59). The leader becomes an agent of 

institution, who seeks legitimacy and integrity. He is the one who ”knit together diverse 

constituencies and purposes to engender cooperation and win consent, and to create a whole entity 

that is at least coherent, integrated and self-consistent” (s. 73).  

 

Other scholars, such as Emirbayes and Mische, in (Lawrence, Suddaby, & Leca, 2009), describe 

institutional change as promoted by all individual, with three types of intentionality linked to 

chronological time. Intentionality linked to the past, focuses on the individual ability to recall, select 

and apply schemas to memories. Second degree of intentionality, is the present-oriented one: the 

capacity of contextualize the social experience in the moment it is lived. Third type of agency, is the 

future-oriented. This agency focuses on the hypotesization of experiences that might happen in the 

future. The application of structures define the institution around Italian coffee, and shape it. 

Another temporal-based institutional change is supported by (Battilana & D´Aunno, 2009): past-

oriented iteration,  present-oriented practical evaluation, and future projectivity (s. 43).  

 

Institutional theories investigate the tension arising when myths do not fulfill the organisation´s 

efficiency criteria. The organisation face in these cases, a dilemma: since myths are created in an 

external environment, they do not represent ad-hoc solutions for the organisation. Formal rational 

structures are blueprints, lists of activities that might not fit the day-to-day work activities of the 

organisation (Meyer & Rowan, 1977). Organisations use two techniques to overcome this dilemma: 

isomorphism or decoupling strategies. Institutional isomorphism consist in the homegeneization 

between the formal rational structures provided by myths, and the organisation activities. 

Isomorphism is defined as: ”a constraining process that forces one unit in a population to resemble 

other units that face the same set of environmental consitrictions	   (DiMaggio & Powell, 1983, s. 

149).	  Thus, an isomorphic organisation  would adapt its internal activities to the ones prescribed by 

the myth, and adopt it entirely. 

 

On the other hand, decoupling imply a separation between the myths adoption and the organisation 

activities. Meyer & Rowan (1977) understand decoupling as a solution to two problems that might 
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arise. First, the organisation might incour in conflict efficiency; this happen when ”formal structures 

that celebrate institutionalized segments differ from structures that act efficiently” (Meyer & 

Rowan, s. 355). Secondly, because the myths are created in an external context to the organisation, 

they might not fit the organisational practices. By implementing decoupling strategies, ”goals are 

made ambiguous or vacuos, and categorical ends are substituted for technical ends” (Meyer & 

Rowan, 1977, s. 357), organisation goals are bended to show results. An organisation should also 

adopt a logic of confidence and good faith, with employee and managers absorbing uncertainty and 

believe in the organisation. However, the use of formal evaluations might break the façade and 

undermine legitimacy.  

 

When an organisation successfully adopt myths, it gains legitimacy, becoming socially accepted 

and gains a higher chance of survival. Legitimacy has real consequences: an organisation that is 

perceived by the public opinion as legitimate, wins support and fit into the environment (Kraatz, 

2009). On the opposite, when an organisation loose legitimacy, the consequences are negative, with 

a loss of recognition by the public opinion and sanctioning, as well as suffering from legislative 

sanctions (Kraatz, 2009). 

 

Institutional	  Theory	  Contribution	  	  
 
The choice of institutional theory as a key framework for this thesis, is explained by three reasons. 

First, Italian coffee is understood as an institution; institutional theories explanation of what and 

how institutions are created and change, as well as their function, is exhaustive and therefore 

relevant. Secondly, the effects of myths adoption by Italian cafés explained through isomorphism or 

decoupling strategies offer an interesting key for reading the effects of myths on the organisation. A 

third reason is the role of the manager in enacting institutional change. This point is thouroghly 

explained within the institutional theories, describing the figure of the organisational leader (Kraatz, 

2009), or institutional entrepreneur (DiMaggio & Powell, 1983) (Battilana & D´Aunno, 2009). 

 

By understanding Italian coffee as as an institution, coffee become more than the sum of product 

and service around the actual cup of coffee. Through the choice of language (Italian names of the 

products), atmosphere (Italian music, choice of machines, furnitures), it all contribute to create a 

particular state of mind and vibe, which is part of the Italian coffee. This experience takes place 
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before, during and after consuming the coffee. Therefore the institutional theories offer useful tools 

to explain the myth creation as well as their consequences when organisations, the Italian cafés, 

adopt the myths. 

 

The strategies of  decoupling or isomorphism  are used to explain how Italian cafés react to the 

adoption of rationalized myths. Since this research focuses on small cafés, the author consider the 

strategy of ”loosely coupling” (Boxenbaum & Pedersen, 2009, s. 188) more fitting than (Meyer & 

Rowan, 1977) decoupling notion. Loose coupling consists in the separation between the myths and 

the actual organisation structure, with the latter adopting myths but still continuing with its 

activities the same way it did. Through the use of inteviews with the café managers, the author aims 

to discover which strategy is adopted by the manager; this figure seek integrity and actively shape 

the organisation.   

 

The managers become therefore an agent of change, following five actions in order to create and 

mantain institutions (Kraatz, 2009),. The leader should define the institution by setting a symbolic 

exchange with heterogeneus institutional environment. In the case of the Italian café, the manager 

has to be able to define its product by highlighting the differences with other cafés, and establish an 

identity. Second, the leader/manager should create formal structures to avoid co-optation and 

balance competing institutional demands (Kraatz, 2009, s. 76): the manager should create enough 

symbolism and structures to grant sufficient support, while keeping these symbols under control. 

Third, the leader should make value commitments to sustain cooperation. Fourth,  the leader needs 

to create a choerent purpose of the organisation. This could be pursued by choosing a mission, such 

as serving the best Italian café in town. The leader should also control the ongoing, emergent 

processes of evolution, proper to the organisation, and slow them to promote integrity. Thus, if 

within the café a new branch of product is developing, the manager should be able to control it, in 

order to not sacrifice integrity. The leader should be able to make character-defining choices in 

response to demands (Kraatz, 2009); in the café case, the leader should be responsive to the 

customer expectations, however without sacrificing the organisation values.  

 
The question of agency, which is the issue of an ongoing debate within the institutional theories, 

will not be investigated. However, through the use of interviews and observation, the author  

encounters different level of consciousness with which Danish customers enact institutional change. 
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However, due to the vastity of the debate around agency, this topic need further investigation and 

research. In this thesis the focus is on understanding wether myths are created based on authentical 

experiences and their effects on Italian cafés.  

 

Authenticity	  	  
 
Authenticity is a key concept to understand the myth creation around Italian coffee by Danes. 

Authenticity refers to the notion of real and fake, but it does not implying being true or false. 

Following the study around authenticity provided by (Gilmore & Pine, 2007), real is defined as the 

property of an economic offer perceived as genuine, authentic, and original. On the opposite, when 

it is perceived as inauthentic, the customer perceive the economic offer as fake. Nowadays the 

research for authenticity has become central for winning customers, thus becoming a source of 

competitive advantage (s. 3). Customers value uniqueness and desire authenticity; in addition, they 

are the ones who create authenticity. Being socially constructed, there is no  universal authenticity: 

”the individual is the sole determinant of the authenticity of any economic offerings” (s. 92).  

 

Because authenticity is based on the customer perception of an economic offering, seeking to 

become authentical is a complex process. Gilmore & Pine (2007) recognize a fundamental paradox: 

”all human enterprise is ontologically fake – that is, in its very being it is inauthentic- and yet, 

output from that enterprise can be phenomenologically real – that is, it perceived as authentic by the 

individual who buy it” (s. 89). When customers understand fake as a positive, desirable experience, 

the concept of  ”faux” (Gilmore & Pine, 2007, s. 17) emerges, becoming the main demand for the 

economic offering. Firms ”must understand the difference between what is real and what we 

perceive to be real” (Gilmore & Pine, 2007, s. 18). 

 

The use of the economic theory of everything, provided by (Gilmore & Pine, 2007) understands the 

link between five economic offerings and the type of authenticity attached to each of them.  

 

• Natural authenticity is the one attached to commodities, such as natural and raw materials. 

Through the choice of organic ingredients, and wild materials that give a rural feeling, the 

natural authenticity is pursued. An example is organic tea. 
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• Original authenticity is found in manufactured tangible objects, when they present an 

original, strong deisgn. For example, computers or iPod by Apple present original 

authenticity. 

 

• Exceptional authenticity refers to services: a unique service arises as a response to the 

uniqueness of the customer. An example is provided by Swiss watches. 

 

• Referential authenticity is produced through experiences. When the experience recall 

traditions and history, by referring to them, there is referential authenticity. Coffee for 

Italians, or tea for British, represent valid examples for referential authenticity. 

 

• Influential authenticity is the call for higher goals, giving a taste of transformation. The 

corporate social responsibility (CSR) pursued by companies is an example of this type of 

authenticity. 

 

 

Gilmore & Pine (2007) explain how two forces act on all economic offerings: commoditization 

happen when the customers care only about the price, and ”no longer care about an item´s 

manufacturer, brand, or feature” (s. 47). On the opposite, customization push up for progress, and 

evolution of the economic offerings to the next stage. 

 

The use of (Gilmore & Pine, 2007) analysis of authenticity, become a powerful tool for this 

research. The author is keen in understanding the degree of authenticity used by Danes creating 

expectations. The perception of authenticity is socially constructed by each customer; Italian cafés, 

more or less fake, are judged based on the individual mindset, and produce an effect over the 

expectations around Itlaian coffee . Managers react to these expectations by influencing the 

customer experience in the café, and become influenced by their judgment of fake or truthfulness to 

their own idea of real Italian coffee. This definition seem very complex; however, (Gilmore & Pine, 

2007) offer a matrix that help to establish the degree of fake-real level of the enterprise (s. 97). 
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Figure 1: The Real Fake Matrix (Gilmore & Pine, 2007, s.97) 

In order to understand what level of authenticity an enterprise have, it must answer to two 

questions: 

 

• Is it what it say it is? In this case is the Italian café a shop where they serve an Italian 

product: made in an Italian style, with Italian names and beans? Ultimately, is it an Italian 

café? 

 

• Is it true ti itself?  Or, is it functioning as an Itlian café with offering the characteristics 

typical of an Italian bar, such as a high counter, a particular ambience and offering a sensory 

experience? 

 

There are four level of authenticity recognized by the matrix, and the author apply them to the 

object of this research.  

 

1. REAL-REAL : when an enterprise is what it is, and it is true to itself, then it is classified as 

a real-real. A genuine case would be a genuine Italian café with real Italian products, 

management, service, as well as ambience, physical settings and sensory experience. 

Everything is, look and taste Italian. 
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2. REAL-FAKE : The café is actually café, with Italian name and products, but is not what it 

say it is, since it does not fulfill the characteristics of an Italian café. 

 

3. FAKE-REAL : The café resembles Italian, having Italian atmosphere and the characteristics 

common to the Italian cafés. However the product and the raw materials are not Italian, 

hence undermining the authenticity of the firm.  

 

4. FAKE-FAKE : this case is of a café that is neither a café, nor Italian. 

 

The author considers the use of this matrix of a fundamental role in this thesis. By observing 

different Italian cafés, the author was able to classify them based on the level of authenticity as 

explained by (Gilmore & Pine, 2007). The data have been collected through observation of the 

authenticity level of Italian cafés. In adddition, the customer´s perception of authenticity will be 

investigated through interviews. 

 

While institutional theories provide an understanding of the change of myths and their effects on 

institutions, authenticity offers a deeper understanding of how Danes perceive Italian coffee. By 

understanding the myths creation process, and the degree of authenticity that permeate their 

judgement, is possible to investigate the truthfullness of customer expectations around Italian 

coffee. 
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METHODOLOGY	  	  
 

This chapter describes the approach to the problem statement and the sub-question. The author has 

divided this session in three parts, to better explain the relation between the research and the 

methods used to investigate the degree of authenticity of customer expectations, as well as the 

adaptation strategies used by Italian café managers, and the level of authenticity of Italian cafés. 

 

First, the author understands the relationship between theory and research used in this thesis. The 

choice of which strategy is used to investigate the problem is explained, as well as the design of the 

research process. Secondly, the author focuses on illustrate which methods and processes are used 

to collect data. A description of the empirical methods used is offered, in relation to the scope of the 

thesis. Third, the author investigate the degree of validity and reliability linked to the research. In 

this session the limitations of the research are also taken into consideration. 

 

The	  Relationship	  Between	  Theory	  and	  Research	  
 

In order to investigate wether myths around Italian coffee are based on more or less authentic 

expectations, the author has decided to adopt a qualitative research strategy. A qualitative approach 

allows the researcher to understand how individuals interprete their social world and reality. 

Because the research focuses on the Danes expectations around Italian coffee, it is fundamental to 

understand how social actors shape reality (as well as their expectations) around the institution of 

the Italian coffee. 

 

With focus on investigating the topic, the researcher has to understand the two types of 

considerations proper to the social research: epistemology and ontology (Bryman, 2012). 

Epistemology investigates wether is possible to study the social world through a natural science 

model (Bryman, 2012). Following the epistemological approach, positivism and interpretivism are 

the two subjects that study social phenomena through a scientific approach. Positivism applies 

natural science methods to test social realities, while interpretivism understands that social actors 

differ from the objects of the natural studies (Bryman, 2012). Thus, the researcher needs to 

understand the actors´ behavior and their social actions, in order to underline the differences 

between the social and natural objects of science. 
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Ontology explores the way the world is acknowledeged; (Bryman, 2012) recognizes two positions: 

the objectivism and constructivism. When using an objective approach, the researcher understands 

that the meaning of social phenomena do not depend on social actors. Constructivism, on the other 

hand, perceives the social phenomena as created through social interaction, and in constant change 

(Ibid). 

 

This research adopts the interpretative position, based on the epistemological approach. This is 

because the world is understood as a place where things exist as a result of interpretations of its 

participants. Bryman (2012) defines the interpretivism as ”understanding the social world through 

and examination of the interpretation of that world by its participants” (s. 380). By pursuing the 

understanding of Danes expectations around Italian coffee, the researcher will also investigate the 

managers interpretation and response to the customers´ expectations around their products and 

services. For this reason, the interpretative view offers an important contribution for this research. 

 

From an ontological perspective, the researcher has adopted the constructivism approach. By 

acknowledging that the real world is the result of social interaction, in constant change, the reality is 

perceived differently by each individual (Bryman, 2012). Since each individual constructs the 

reality and its meaning in a unique way, the researcher is enriched with a method that shed light 

over the different perception around the Italian coffee institution. 

 

Thank to the ontological constructivism and the epistemological interpretivism, the researcher gains 

the knowledge of how to approach social actors that interpret and understand the  world around 

them. The research strategy adopted in this paper is of qualitative nature, intending to investigate 

how social actors create expectations around the Italian coffee institution. Bryman (2012) describes 

the research strategy as a ”general orientation to the conduct of social research” (s. 35).  In 

adidition, (Bryman, 2012) underlines the importance of the deductive and inductive approach. The 

choice of one orientation can be used to define the relationship between the research and theory 

used in the investigation. The author makes use of the deductive approach. The reason for this 

choice is that theories guide the research process: on the base of what is known about a specific 

domain, the author deduces an hypothesis that has to be subject to empirical scrutiny (Bryman, 

2012, s. 24). This results, generated through the data analysis, can be put to practical use by 

entrepreneurs interested in the coffee industry in Copenhagen. 
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In order to investigate the expectations around Italian coffee by Danes, the author decided to collect 

primary data through observations and interviews. The observations of four cafés, used as cases, 

provide an understanding of why things happened in a certain way, and help to face the research by 

enriching or contraddicting it (Vissak, 2010). 

 

The first café used as a case is Makke Kafé, an Italian café owned by Giulia, located in Nybrogade. 

She has agreed to being interviewed: being the manager and owner, and having experience in the 

Italian coffee industry in Copenhagen, she can contribute to the thesis with valid information and 

experience about the Danish expectations around authentic Italian coffee. She also sells Italian 

wine, pastries and sandwiches. She focuses on high quality ingredients and authentic Italian recipes. 

The second café that has been observed is Café Palermo, situated in Kultorvet. Owned by Mathias, 

a young entrepreneur, this case has provided useful data through interview with the manager. The 

third café observed is Resso Espressobar, located in Thorvehallerne. Data has been collected 

through observation only, since the manager has declined the possibility of an interview with the 

author. The lase case is Bottega del Caffé Dersut, located in Lecco, Italy. This café has been 

observed during a trip to Italy, and represents a genuine Italian café. 

 

After describing the nature of the research used in the thesis, I will proceed to investigate the 

methods and processes used for the data collection. 

 

The	  Research	  Process	  
 
This research aims to build on qualitative data; by using a qualitative approach the researcher can 

develop a deeper understanding of an issue, and better explore the nature of a phenomenon 

(McGivern, 2006). By using a cases, the researcher can gain knowledge about the expectations 

around Italian coffee by Danes, as well as the strategies adopted by Italian café managers to adapt 

to these expectations. The knowledge generated through the data analysis, is useful both in a 

practical, business perspective, as well as providing the starting point of further research. 

 

This research is based on primary as well as secondary data. Primary data consists of interviews 

with Italian managers and Danish customers. The researcher complements the interviews with 

observations of Italian cafés in Copenhagen, and in Italy. The observations will guide a 
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categorization of the authenticity level of each café studied, following an observation guide 

(appendix 1). Secondary data are provided by the description of the coffee culture and history in 

Denmark and Italy, as well as the extensive use of articles describing the theoretical framework and 

the coffee consumption trends in the two countries. The reason for choosing to accompany the 

interviews by observations, is that the author wants to provide an extensive amount of data in order 

to produce useful conclusions. The goal is to analyze the Danes expectations around Italian coffee, 

and understanding the strategies adopted by Italian café managers. In addition, the author is keen in 

providing a categorization of the level of authenticity of the four cafés observed.  

 

Observations are used as a systematic approach to collect data. The choice of observation in 

qualitative research allows the researcher to ”avoid any interference with normal sequence of 

behavior” (Huon, 2009, s. 3). By using unobstrusive observation, the researcher does not interfere 

with the subjects being obesrved, who are unaware of the researcher activity. This method reduces 

the risk of biases, since the subjects are not aware of being observed. As (Huon, 2009) explains, 

there is ”extensive evidence that the behavior of individuals can be distorted simply through the 

knowledge that they´re serving as experimental subjects” (s. 4). The author has pursued the 

following observations: 

 

• Small Italian cafés in the Copenhagen area. Three cafés have been observed: Makke Kafé, 

Café Palermo and Resso Espressobar. The first two observations have been complemented 

by interviews with the managers. The observations have been guided through an observation 

guide, highlighting the characteristics of a genuine Italian café. The observation of physical 

setting, ambience and sensory experience have provided useful data for categorizing the 

level of authenticity of each café. 

 

• One Italian café in Italy. Bottega del Caffé Dersut represents the case of a genuine, authentic 

Italian café. Due to the impossibility of finding a real-real Italian small café in Copenhagen, 

the author has decided to look for a genuine Italian café in Italy. This case is provided to 

offer a description of a real-real Italian café. 
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• Choosing the recording system is a vital point to grant the accuracy of the observation. 

During observations, the author has made use of a paper and pencil form (Huon, 2009, s. 5), 

to describe the physical settings, ambience and sensory experience.  

 

Besides the observation, the researcher has used interviews, in order to ”obtaining qualitative 

descriptions of the life world of the subject with respect to the iterpretation of their meaning” 

(Kvale, 1996, s. 124). The main task of the interviewer is, therefore, to understand what the 

respondant say and mean. In order to achieve this goal, the researcher has decided to audio-record 

the interviews, so that the material is at disposal for further listening and analysis. The interviews 

are aimed to Danish coffee consumers and Italian café managers. The author has pursued the 

following interviews: 

 

• 8 customer interviews. The sample consisted of the author´s friends, aged between 30-60 

years. The interviews with coffee consumers have been taking place at the author home 

(Andreas, Anders, Maien, Sif), at cafés (Anne Sofie, Kristian), at the respondants home 

(Lotte, Anton). When conducted at the cafés, there has been disturbance through external 

noises, such as mixer or coffee machine sounds, as well as background chatter and music. 

The customers interview followed a semi-structured appraoch, and a interview guide 

(appendix 2). 

 

• 2 Italian café managers interviews. Makke Kafé manager, Giulia, and Caffé Palermo 

manager, Mathias, has agreed to be interviewed. Both interviews are divided in two parts, 

due to the need to take care of new customers (Giulia) and telephone ringing (Mathias). 

These interviews have focused on understanding the manager´s role in promoting change as 

well as the strategies adopted by the cafés to adapt ot Danes expectations around Italian 

coffee. The manager interview sfollowed a semi-structured appraoch, and a interview guide 

(appendix 3). 

 

• 1 interview with Italian coffee supplier. This interview has been pursued telephonically; the 

contact of Francesco was gained through Giulia, and enriched this thesis with data around 

the Danish coffee consumption and their approach to Italian coffee and taste (interview 11).  
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Coffee consumers are the crucial actors that  produce expectations around Italian coffee. Therefore, 

they are fundamental to reach the scope of the thesis. The Italian café managers are another relevant 

part of this research: by investigating their reactions to customers expectations, interesting insights 

can be gained.  

 

The thesis aims to understand the expectations around Italian coffee by Danes, by leveraging on 

observation of 4 cafés used as cases. In addition, the researcher has chosen to conduct semi-

structured interviews with 8 costumers, 2 managers and 1 supplier. This approach is deemed 

suitable to the research, because it allows the author to mantain openness towards the respondant 

feedback and stimulate discussion (Bryman, 2012). The interviews follow a general structure, 

which aim to direct the discussion from the general coffee consumption towards specific areas of 

interest, such as the experience of Italian coffee.  

 

 

Validity,	  Reliability	  and	  Limitations	  
 

In order to produce a meaningful reasearch, the author must prove the thesis validity and reliability. 

Bryman (2012) describes them as the two most important criteria that have to be fulfilled in order to 

draw conclusions from the data analysis. 

 

According to (Bryman, 2012), validity relies to the integrity of the conclusions generated by the 

research. There are two types of validity: internal and external. Internal validity explore the 

credibility of the findings with respect to the match between the researcher´s observation and the 

theoretical concepts developed. External validity is concerned with wether the research findings can 

be generalized to other contexts (Bryman, 2012). The participants involved in the research are 

managers and coffee consumers, who are involved in the creation of expectations around Italian 

coffee. They are social actors that perceive and create meaning around the object of this thesis, 

therefore validating the results. In addition, the author constant critical thinking can be seen as an 

influential aspect to the validity of the research.  

 

However, to increase the validation of this research, it could have been useful to extend the 

sampling to other nationalities. This further research could focus over the differences or similarities 
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around Italian coffee expectations, igniting a discussion over the notion of authenticity perceived by 

customers with different cultural background.. 

 

The second  criteria is the research reliability. Bryman (2012) refers to reliability as the possibility 

to get the same results if the research would be conducted in different time or with a different 

sample of subjects. The likelihood that this research would produce the same findings in different 

times and with different sample is very low. Since social actors constantly produce and change their 

perception of reality, conducting the research with a different sample would also produce different 

results. Furthermore, if this research would be conducted in different times, the culture and 

perception around the coffee institution might change, altering the expectations around Italian 

coffee. Finally, as (Bryman, 2012) explains, a case study method conducted through a qualitative 

research, has very low chance to produce the same results. It is therefore challenging to prove this 

research´s reliability. Another characteristic of reliability is the premise that another researcher, 

conducting the same study, might produce different interpretations (Kvale & Brinkmann, 2008). 

The author reliability can be improved through the consistent and logical evidence provided by 

secondary data (Bryman, 2012). 

 

The methodology chapter has provided the thesis with the description of the methods used in this 

thesis. The researcher has explained the nature of the theory and well as the approaches used to 

investigate the research topic. After testing the project´s validity and reliability, the researcher can 

proceed to set the limitations of the thesis. 

 

This project is limited to the study of Danish Copenhageners, which are representing the sample of 

8 coffee consumers that have been interviewes. The choice to focus on Danes is due to the need to 

narrow down the sample, and the possibility to compare the expectations attached to coffee among 

people with the same cultural background. Furthermore, the choice of the Copenhagen area as the 

field for research, is explained by the high concentration of cafés, and the vast consume of coffee. 

 

Another limitation is the choice to focus on small Italian cafés, where the manager often is the 

owner, the café is small in size and number of employees. The author focuses on understanding the 

strategies adopted by managers to adapt to customers expectations, and their role in promoting 

change. Their role is strongly visible in small organisations, and can be investigated in depth. 
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Furthermore, the author deemed more possible to collect interviews with small café managers, who 

can be found working in the cafés, and are willing to release interviews. 

 

Regarding the use of theories, the author has highlighted two major contributions, by the 

institutional theories and authenticity by (Gilmore & Pine, 2007). Institutional theories are a vast 

body of theories; the author narrow down their use to the notion of myths, as well as organisational 

change. The two major strategies adopted by the managers, seen as the promoters of change, are 

isomorphism and decoupling. The author limits to the use of these notions from the insitutional 

theories, not investiganting the role of agency or the role of the organizational entrepreneur in 

depth. The theoretical framework is enriched with (Gilmore & Pine, 2007) concept of authenticity. 

The focus is on the use of the fake-real matrix to categorize different levels of authenticity of Italian 

cafés. 

 

ANALYSIS	  	  
 
This chapter provides the analysis of qualitative data, gathered through interviews and observations; 

it is divided in three parts. First, the author will understand how expectations around Italian coffee 

are produced by Danes. The author is keen in investigating what are the basis of customers´ 

expectations, as well as if they are founded on real experiences or not. The interviews with Danes 

offer the method providing an insight over the creation of expectations around Italian coffee.  

 

Second, the role of the managers in adapting their business to the expectations is investigated. 

Through the use of isomorphism and decoupling strategies, the author will explain the adoption of 

Danes´ expectations around Italian coffee, and their results. The interviews with café managers 

offer a useful tool to understand the key part played by this figure in the adaptation to customers 

expectations. 

 

Thrird, the author is interested in categorizing the cafés that have been used as cases. This grouping 

is guided by the real-fake matrix provided by (Gilmore & Pine, 2007). Observations of different 

cafés have procured the data on which this anlysis is based on; the level of authenticity is 
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recognized through the use of an observation guide, that lead the classification of the cafés into 

more or less authentic Italian cafés. 

 

Danes	  Expectations	  around	  Italian	  Coffee	  	  	  
 
This session analyzes the data collected through interviews with Danish coffee drinkers, based in 

Copenhagen. The sample is formed by the author friends, therefore aware of her Italian background. 

Nevertheless, the formal tone of the conversation around their coffee consumption, with a focus on 

experiencing Italian coffee, has produced significative results. The author is keen to understand 

wether expectations around Italian coffee are based on more or less authentical experiences by 

Danes. The interview guide (appendix 1), follow a semi structured flow. The author was focused in 

directing the interview from a more personal consumption level, towards a more specific coffee 

consumption. Therefore, she begins with the investigation of the coffee consumption behavior, 

asking the respondents to describe their choices based on their sensory experience, as well as the 

ambience and surrounding of the café. In the second part, the focus is placed on Italian coffee; the 

author was keen in understanding the roots of the expectations around Italian coffee, and the 

experience of the respondants. However, the level of experience and capacity to describe the coffee 

experience has been different from one respondant to another. The data gathered through the 

interviews with 8 customers have provided this thesis with a differentiated, useful feedback.  

 

Group	  1:	  Unrefined	  Customers	  	  
 
The author has recognized three types of customers, with different coffee consumption and diverse 

experience regarding Italian coffee. All the respondants have a relatively large consumption of 

coffee, which is typically consumed at home, in the office and at cafés. The coffee culture in 

Denmark is reflected in the consumer behavior, with a widespread preference for black coffee; it is 

used mainly as a way to enjoy the coziness of the moment, and, when consumed in a café, it has a 

social value. The main function of the coffee, as consumed by the respondants, is to relax and enjoy 

a break. When asked about their knowledge about Italian coffee, the sample was divided in two 

main categories: one without any experience of Italian coffee, and the second group with an 

authentic experience of Italian coffee.  
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The first group has no experience regarding Italian coffee; the respondants do not know the taste or 

the look of an Italian café, nor can they describe the appearence and aroma of an Italian coffee. 

These customers taste is not highly refined, and they have difficultie to provide a sensory 

description around their coffee experience. One of this customers describes his consumption of 

black coffee at work, and a better quality coffee in private: ”only at home I drink somehow a better 

coffee (..)  I have a machine for grinding coffee beans (..) I grind the beans then add water in it (..) 

It´s not too refinated” ”I am not using a lot of time making coffee” (Kristian, Interview 3, 26 March 

2017). The unrefined customer consumes a very basic coffee, such as black brew or coffee drowned 

in milk. ”usually I drink plain, American coffee.. I like the aroma, the smell of the coffee, freshly 

brew” (Kristian, Interview 3, 26 March 2017) ; another unrefined customer explain her preference 

for ”Nescafé, sometimes, otherwise instant coffee; Nescafé Gold” (Lotte, Interview 2, 4 April 2017). 

Both these customers enjoy coffee at home, usually an consuming simple brews, such as French 

press or soluble coffee. When they consume in cafés, they tend to prefer chains: ”I choose… 

Baresso and.. the other American… Starbucks! (..) I have been there twice, I like sititng in a special 

Starbucks, I know it´s good coffee and I like to sit there and look people” (Kristian, Interview 3, 26 

March 2017); the other respondant explains: ”I just love Joe & the Juice coffee, they make very 

good coffee” (Lotte, Interview 2, 4 April 2017). The woman explains her loyalty to Joe&the Juice 

by showing her coffee card, and explains that though its purchase, there is a big discount on coffee. 

Even if she does not enjoy the loud music, she always chooses this coffee shop, based on her 

perception of a high quality coffee. When asked to abstract and imagine the look and aroma of an 

Italian coffee, the unrefined customer finds the task very difficult. While Lotte was unable to give 

any kind of reference or to imagine an Italian experience, Kristian relied on his experience of 

Spain.”I think usually you get some sweet with the coffee (…) contrary to the Danish, .. in Italian 

restaurant you get some sweet, some cake” ”I am thinking of Spain, I have never been in Italy.. I 

have tried once, … it must be the same to me” (Kristian, Interview 3, 26 March 2017). When asked 

to refer to any Italian cafés in Copenhagen, the customer pointed at ”Baresso .. the name, I might 

have seen in an Italian movie where they drink Baresso” ;”Because it sounds like Italian, Baresso” 

(Kristian, Interview 3, 26 March 2017). The respondant explains his preference for the same 

product, caffélatte: ”I know what a caffélatte is, so I usually don´t try new things because, I usually 

get a bit disappointed about it. I prefer to get the normal cup of coffee, because I know those and I 

can taste the difference when I compare .. and I will not be disappointed about an Americano” 

(Kristian, Interview 3, 26 March 2017).  Both unrefined customers seem to know some Italian 
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brands, such as Lavazza; however they don´t seem to use it as a benchmark for their coffee 

consumption. 

 

This group of customers base their expectations around coffee on their own coffee culture. Usually 

they are not very refined, with preference of either black coffee or the same brew with a large 

quantity of milk. This group represent ”the regular consumer associate coffee to a dark roasted, 

ashy flavor; that is what (Danish) people associate to coffee” (Francesco, Interview 11,  10 April 

2017).  The unrefined customers do not use high standards when choosing coffee beans, and when 

they consume in a café, they show a preference for chains. The quality of the coffee is not a primary 

value they use to choose the café. These customers are not acquaitanced with Italian coffee, and 

they have no expectations around it. Categorizing the Italian coffee appear difficult; they cannot 

abstract and imagine the sensory experience, nor the ambience around it. Therefore, the unrefined 

customers use the values they are provided by their own culture, and have no high expectations 

around coffee in general. 

 

Group	  2:	  Refined	  Customer	  	  
 

The second group that has been recognized during the interviews, is composed by customers who 

have experienced Italian coffee in Italy. These customer taste is more refined, and they can provide 

a description of the sensory experience around their coffee consumption. They all have experienced 

authentic Italian coffee in Italy, therefore having a knowledge of how it looks, taste and its 

presentation. Most of the refined customer prefer small cafés instead of chains. Even if they drink 

Danish style coffee, such as French press, they own an authentic experience of Italian coffee. 

Having a more refined taste, they can compare the Danish and Italian coffee. However, the refined 

coffee drinkers divides in two types: one who, even if have refined taste and possess knowledge of 

Italian coffee, have no expectations to find Italian coffee in Copenhagen. These customers 

delimitate the Italian coffee experience to Italy, while consumig Danish coffee in Denmark. 

Furthermore they don´t expect to find the Italian taste, ambience and experience in Copenahgen, 

becoming passive consumers, with no interest in choosing Italian brands. On the other hand, the 

second category of consumers are more keen to choose and look for Italian brands also when in 

Denmark. These customers are more refined, recognize Italian brands and prefer to consume coffee 

in Italian cafés (or cafés that use known Italian brands). They often know some Italian cafés in 



	   34	  

Copenhagen, enjoy the service and more sophisticated taste. They appreciate and actively search 

and consume Italian coffee, both in Italy and in Denmark. 

 

The majority of the sample, have experienced Italian coffee, typically during a trip to Italy. The 

group has the same background, and usually appreciate coffee at home, at work and in cafés. The 

taste of these customers is more refined than the unrefined customers: they can describe the coffee 

aroma, the look and the whole sensory experiences. The refined customers have some favourite 

brands and recognize the difference in taste. At home, the refined customers have different 

preferences: from Nescafé Gold because ”it´s a bit round in the flavour, it´s not that strong, it´s not 

that bitter (..) I add milk, everytime” (Sif, Interview 5,  10 April 2017), to Lavazza blend, since ”I 

like it not sour (...) I like it a ltitle bit bitter, and intense” (Anton, Interview 4, 26 March 2017). 

Others prefer ”either coffee with a lot of milk, or really strong espresso” in particular ”latte 

macchiato, caffélatte or espresso”  (Andreas, Interview 8, 9 April 2017), while someone else prefer 

a more Danish brew, such as French press (Anders, Maien). The home cunsumption is very 

differentiated, and does not reflect a common pattern. 

 

However, when the author investigated around customers consumption at cafés, the majority of the 

refined customers express a social function of the coffee: ”It´s too expensive to go alone” (Anton, 

Interview 4, 26 March 2017); ” I am enjoying the company of other people around the coffee.. I see 

it as a social thing (..) it´s not necessarily my friends, I can also go to a café just one person, but 

then you have all these people sitting around, so it is social (..) it´s something with people around” 

(Andreas, Interview 8, 9 April 2017). The presence of people inside a café is a major driver for the 

café choice: all the refined customers express a preference to choose a café with customers in it, 

either to feel the coziness (Anton), the presence of others (Andreas), or  where ”I can be 

anonymous” (Sif, Interview 5, 10 April 2017). Another driver for chosing one café instead of 

another is the possibility to sit down: all of the respondants consider fundamental that the café 

offers sitting, better if ”soft, nice” (Sif, Interview 5, 10 April 2017) and inviting, so that they can 

spend long time enjoying thier coffee. 

 

The experienced consumers, are divided in two differend groups: the ones with Italian preferences, 

called sophisticated customers, and the refined customers, who has no particular preferences. 
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Customers who have experienced Italian coffee in Italy, but do not expect nor search for a similar 

taste in Copenhagen, are defined as refined. They own the experience of authentic Italian coffee, 

tasted in Italy; however they do not seek Italian coffee in Denmark, and they don´t expect the same 

quality nor service in Copenhagen. ”I wouldnt´ expect the same thing as in Italy; (..) I would expect 

the Danish style of café, cozy, where you relax, where you stay for hours” (Anton, Interview 4,  26 

March 2017).  

 

Most of the refined customers are used to black coffee, but often drink other kind of coffee, with or 

without milk. Sometimes the taste is not highly refined, preferring a strong aroma and mixing 

different blends:” sometimes I mix black coffee and espresso, so that the black coffee can be 

espresso (..) 70% is black coffee, and the remaining 30% is espresso” (Anders, Interview X, 15 

April, 2017). Another example of mixing: ”if it´s less good quality, I put milk in it” and ”I like it not 

sour (...) I like it a ltitle bit bitter, and instense. I guess that´s why I like it black” (Anton, Interview 

4,  26 March 2017). The blending of the differnt coffees follow personal taste, but represent a 

unique behavior of this group. 

 

The refined consumers recognize the difference among some Italian and Danish coffee taste: 

”espresso is more less the same (..) cappuccino is better in Italy (..) In Denmark it´s not creamy, is 

some kind of powder” (Anders, Interview 1, 15 April, 2017). ”The coffee was very excellent, but 

also fast” (Maien, Interview 6, 15 April, 2017). Furthermore they are aware of the increasing 

quality of the coffee in Copenhagen (Anders, Andreas). For this reason, they don´t consider quality 

as a fundamental value for choosing a café: ”I think actually the quality in general in Copenhagen 

is very high, all over (..) I think a lot of places serve really high quality coffee” (Andreas, Interview 

8, 9 April 2017). The choice of a café over another, is based on other values than coffee quality. 

 

The refined consumers´ behavior change when the refined consumer is in Italy or Denmark. In Italy 

they are more flexible and interested in trying different concept of coffee, such as standing and fast 

coffee (Anders). However, they are quite traditional when they are in Denmark. In their daily coffee 

consumption in Denmark, they use the Danish taste as benchmark, and have no particular 

expectations around the coffee.  ”I associate espresso with Italian coffee” (Anders, Interview 1, 15 

April, 2017) or ”I really don´t go to cafés for just the coffee, and I rarely notice what brand they 

have” (Anton, Interview 4,  26 March 2017). 
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Group	  3:	  Sophisticated	  Customers	  	  
 

The sophisticated customers prefer Italian brands, know the Italian products and actively look for 

them, when consuming coffee in cafés. For them, ”the taste is the most important thing. The taste is 

more chocolaty, soft –not sweet but soft!- and roasted. I am not into this … sour” such as Coffee 

Collective ”and coffee that is exactly in this spectrum” (Anne Sofie, Interview 7, 26 March 2017).  

 

The sophisticated customers usually know Italian cafés in Copenhagen, such as Makke Kaffé (Anne 

Sofie,) and the Italian cafés on top of Illum (Anton). They express how the Italian vibe can be felt in 

the look, different from the Danish design, ”the product; she (Giulia) has more cake and pastries, 

and the coffee (..) it´s really strong. And she is really nice (..) really interacting with the customers” 

(Anne Sofie, Interview 7, 26 March 2017); another sophisticated customer recognizes, about the 

Italian cafés on top of Illum (MAIO) ”Actually the coffee was good (..) nice place with a nice view, 

on top of Illum; and then there was good service” (Anton, Interview 4, 26 March 2017). The 

sophisticated customers have experienced Italian café in Italy, of which they highlight the stronger 

taste, besides the presentation of the coffee with a cantuccino biscuit (Anne Sofie, Sif), as well as 

the difference in the bar design ”they didnt make such a big deal of the decor (..) a lot of places are 

just like a bar, basically, and then some chairs! But nothing that really invites you to sit down (..) it 

is a different kind of coffee culture, (..) maybe more fast” (Anne Sofie, Interview 7, 26 March 2017).  

 

A fundamental characteristic of the sophisticated customer, is that they recognize the different look 

of the Italian coffee; it is often presented with a small piece of sweet (chocolate, cantuccino biscuit), 

besides understanding the different value that Italians give to coffee. ”The feeling that Italians are 

really proud of this (..) so it has to be really really perfect (..)Here you feel that this one cup of 

coffee is really important, that is correct! (..) this coffee is like a piece of art” (Sif, Interview 5, 10 

April 2017). She continues to explain how the coffee is at the center of the experience, more than 

the sorroundings and the people who are in the café. The perception and understanding of the value 

of the Italian coffee for Italian, and the capacity to compare it with Danish coffee, show the 

sophisticated customers´ skill to differentiate the two coffee culture, and appreciate Italian coffee. 

 

Even if the sophisticated customers understand and appreciate the Italian coffee, they have different 

preferences in their coffee consumption. The majority appreciate more milky coffee, such as 

cappuccino, while only few appreciate espresso. 



	   37	  

Another unique characteristic of the sophisticated customers is that they actively search for Italian 

coffee, when they consume in a café. When they choose a café, they look after Italian brands such 

as ”Illy and Lavazza, and .. Segafredo. It´s something that I respond very positively to. If there is a 

sign outside that says Illy coffee or Lavazza coffee I would be prone to go in there, because I really 

like that brand of coffee””It has this nice roastiness, it has a more chocolate-soft taste  (..) I can 

sometimes pick a place only based on that” (Anne Sofie, Interview 7, 26 March 2017). 

 

Throuhgout 8 interviews with Danish coffee consumers, the author has been able to recognize a 

major difference among un-/ refined customers. The unrefined consumers have no experience 

around the Italian coffee, due to their lack of knowledge. Besides, they don´t have any expectations 

around Italian coffee, applying their unrefined taste and knowledge to coffee. Further, they tend to 

prefer coffee chains, such as Baresso, Joe&the Juice and Starbucks.  

 

The majority of the customers have a more refined taste, and can compare the Italian and Danish 

coffee culture based on experience of an authentic coffee in Italy. The refined customers are more 

or less sophisticated. The refined group, can compare the taste and the sensroy experience, 

recognizing the difference among the Italian and Danish way to drink coffee. They are acquaitanted 

with some Italian brands, but tend to prefer black coffee. Furthermore, when they consume coffee 

in cafés, they do not seek Italian brands. They usually consider all coffee of high quality, thus not 

considering quality as an important criteria to choose a café. The refined customers don´t expect to 

finid any authentic Italian coffee in Copenhagen, and they don´t know nor search authentic Italian 

cafés. 

 

On the opposite, the sophisticated customers have a strong focus on high quality and know Italian 

brands. They taste and appreciate the difference in coffee quality and aroma, and seek actively 

Italian brands. When choosing a café, the brand of the coffee can make a difference. The 

sophisticated customers know the taste of the authentic Italian coffee and, when possible, they tend 

to choose this product over others. 
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Adaptation	  to	  Expectations:	  Isomorphic	  and	  Decoupling	  Strategies	  
 
In pursuance of an understanding of how more or less authentic Italian cafés adapt to expectations 

around Italian coffee, the author is keen in analyzing how managers react to the expectations. The 

theoretical background offered by institutional theories offers precious tools to interpretate the 

reception of the expectations around Italian coffee created by Danish Copenhageners. To provide a 

deeper understanding of how the strategies of isomorphism and loose coupling are adopted, the 

author divides this part in two sections, analyzing the data provided by two cases: Makke Kafé and 

Café Palermo. The role of managers as organizational leaders, who promote institutional change, is 

also investigated. 

 

Adaptation	  Strategies	  	  	  
 
Italian cafés represent an institution, which must adapt to expectations around Italian coffee, in 

order to gain legitimacy and a higher chance of survival. Institutional theories understand three 

main strategies, which organizations use to adapt to the expectations: decoupling, loose coupling 

and isomorphism. Decoupling consists in the separation of the myths, which are formally adopted 

by the organization, but only on a superficial level. When an organization decouples its own 

activities from the expectations, it does not implement the myths strategies and rules, but adopts 

them only on the surface. On the other hand, if an organization pursues isomorphism strategies, it 

completely adapts to costumers´ expectations, and changes its organizational practice. Scholars 

understand that a situation of conflict between expectations and institution arise, due to the 

formation of myths in a context that is not the organizational one. They represent the blueprints, the 

way things should be done, in the eyes of the society; often these rules and strategies are not made 

ad hoc to fit the organizational practices. However, the organization must adapt, through 

isomorphism or loose coupling strategies.  

 

Two cases illustrate the different strategies adopted by Italian cafés in Copenhagen. The data have 

been collected through interviews with managers, as well as though observations.  
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Makke	  Kafé	  –	  use	  of	  	  Loose	  Coupling	  and	  Isomorphic	  Strategies	  
 
During an interview with Giulia, the Italian owner and manager of Makke Kafé, the author has been 

keen in understanding the strategies adopted by the manager in response to the expectations around 

Italian coffee created by Danes. Due to a different coffee culture, the way coffee is perceived and 

enjoyed is different fromt the Italian way. In addition, the taste of the coffee differs, being less 

refined and less intense than the Italian taste. Makke Kafé had to adapt to the diverse taste and 

expectations around Italian coffee. Giulia describe her café as ”a part of me” (Giulia, Interview 9, 

23 March 2017); she has an emotional attachment to Makke Kafé, and seem to have made a 

conscious choice about how to meet her customers´ needs, by offering top service. Her goal is to 

offer ”the real Napolitan espresso.. (as well as) .. my cakes, they are unique, something that you 

cannot find anywhere, just something that you can find only here” (Giulia, Interview 9, 23 March 

2017). Besides, Giulia explains how the Italian identity is found not in the specific product, but in 

the service: ”the point is how is your behavior at work; that is the difference about Italians and 

other culture, so how can you be welcome with the customers, how can you make them feel (..) 

home”  (Giulia, Interview 9, 23 March 2017). 

 

Giulia explains that she owns a competitive advantage, due to her cultural background: ”I just have 

the culture, because (..) I am from Napoli, and usually they say that Napoli is the best place to drink 

a coffee” (Giulia, Interview 9, 23 March 2017). Her reason for opening an Italian café was that: 

”when you change country, you cannot create something that is not from you; the only thing you 

can do is to bring your culture, and see how people react” (Giulia, Interview 9, 23 March 2017). 

The passion for her work and making pastries, can be felt in her service and in the ambience of her 

café. Makke Kafé feels ”homey”, relaxed; it does not have an Italian look, but rather a Danish style, 

with a large room filled with sofa and armchairs, where customers can sit, relax and enjoy their 

coffee. ”In Denmark, the coffee culture is different (..) they can feel the nice atmosphere and feel 

welcome” (Giulia, Interview 9, 23 March 2017). She explains that her café feels 50% Danish and 

50% Italian; the Danish half is due to the style of the café, the furnitures as well as the cozy feeling, 

while her presence in the café makes it feel Italian. The adaptation to the Danish concept of slow 

coffee, can be explained as an isomorphic choice: ”When you come from another culture, you have 

some ideas (about how coffee is made); but you need to adapt your ideas to a new culture (that) is 

very different” (Giulia, Interview 9, 23 March 2017). 
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Giulia offers an excellent service, which make her café different from others: she is proud when she 

explains that she knows her regulars, and how she can remember their taste, so that they don´t need 

to order: ”they just come in, and their coffee is practically ready” (Giulia, Interview 9, 23 March 

2017). The interaction with customers is part of Giulia´s service, besides being a personal attribute. 

The fact that she learned Danish to improve the communication with customers, and that she 

created a family-friendly café, contribute to create a homey, cozy vibe. She explains how she knows 

her customers, she remembers their names, she plays with their kids and enjoys a contact with them. 

Giulia believes this atmosphere differentiate her café, and creates a unique vibe. 

 

When asked about which changes she had to undergo, to better fit the local customers, Giulia 

admits that she had to change ”only the production of the cake: at the beginning I was making only 

Neapolitan cakes, but it didn´t work (..) so I decided to re-adapt the cakes: they are my recipies, 

they are NOT Danish, but they are Italian; but they ”feel” Danish, they feel about the form of the 

cake, they feel more Danish”. The result is that: ”now I sell all of my cakes, but at the beginning 

was very hard” (Giulia, Interview 9, 23 March 2017). The strategy adopted by changing the shape 

of the cakes into a more Danish look, can be understood as a loose coupling strategy. Giulia did not 

change the recipe of the cakes, which remains original Italian, but she gave them a more Danish 

look. Faced with the initial unsuccess, caused by the different look of the pastries, she had to adapt 

to the expectations around cakes; this strategy was necessary, because as some customers admit: ”I 

usually don´t try new things because, I usually get a bit disappointed about it” (Kristian, Interview 

3, 26 March 2017). Therefore she developed a new look for her pastries and cakes, making them 

look Danish, without undermining the organizational structure of her business, so letting the cakes 

being 100% Italian, while adopting a Danish look. This compromise, where ”they can feel 

comfortable with it”, giving a shape to the cakes that Danish customers can relate to: it is a clear 

case of loose coupling. 

 

When reading the menu, Giulia explains that is not possible to have a 100% Italian drinks menu, 

because ”it´s a different culture, so you need to adapt the menu” (Giulia, Interview 9, 23 March 

2017). Being a business woman, but she explains that ”If you want to survive, because this is a 

business it´s not just a passion, you need to have both (..) it´s important to compromise”. Therefore 

she added drinks to the menu, to adapt to the local taste: americano, big latte, big cappuccino (while 

in Italy is only one size), cortado, and iced latte. The strategy of adding more varieties of non-
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Italian coffee to better fit the local demand, is understood as a isomorphic strategy. By  adapting to 

the local taste, which an important part of the expectation around coffee proper to the Danish 

culture, Giulia adapt to the Danish taste of coffee, by adding products that are perceived by Danes 

as being real Italian coffee. Giulia understands the need to include these non-Italian drinks in the 

menu, in order to survive as a business. Thus, by adapting to the expectations of how a coffee 

should be made, named, and look, Giulia has made an isomorphic choice to adapt to the 

expectations of Danish coffee. 

 

Another example of isomorphic strategy in use, is found among the light meals. Giulia includes 

sandwiches and tastes that are not Italian: ”in Italy you can never have a sandwich with chicken and 

curry, but here you must have” (Giulia, Interview 9, 23 March 2017). However, she does not 

compromise about the quality: she bakes her own bread, and ask ”isn´t this Italian?”, the fact of 

providing the customer with the highest quality possible. The owner has made another isomorphic 

choice, when including in the menu meals that are not Italian. However, she focuses on providing 

the customer with a superior experience, with a high quality homemade product. 

 

Off the records, Giulia explained that she had to compromise over many aspects of her café, such as 

the coffee, the cakes and the food. However there is a part of her business that she is not willing to 

compromise: wine. Giulia adopted a decoupling strategy when concerned about wines. She explains 

how the main stream wines appreciated by Danish customers are easily surpassed by her choice of 

local, southern Italian wines. She explained her choice to not adapting to the local wine 

expectations has damaged her business, taking long time to educate her customers to these regional, 

unknown Italian wines that she is proposing. Giulia explained her choice as the unwillingness to 

compromise on the quality of wines. She describes her wine as being much higher in quality and 

more rich in taste than the main stream wines known by the Danish public. Even if this decoupling 

strategy has slowered her sales, she stands proud in her choice, still contrary to change her wine list. 

 

Due to the organizational structure of Makke Kafé, which consists of one employee only, 

promoting change is a lean process. Through a process of trial and error, Giulia, who is ”everything: 

I am the owner, I am the manager, I am the waiter, I am the staff in the kitchen, I am the cleaner.. 

Only me” (Giulia, Interview 9, 23 March 2017), can promote structural change in her café. She has 

adapted the menu through isomorphic choices, including drinks and meals that fits the Danish 
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expectations and taste. She adopted loose coupling with respect to her pastries, adopting a Danish 

look while offering a genuine Italian product. Regarding the wine, she has adopted a decoupling 

strategy, which has damaged her stream of income in this sector; the choice to not adapt to the 

expectations around Italian wine is caused by personal pride, due to her cultural background. 

Besides, she has adopted an isomorphic strategy in the choice of the design and creation of a Danish 

ambience at Makke kafé.  

 

Café	  Palermo	  –	  use	  of	  Isomorphic	  Strategies	  
 
Café Palermo is owned by a Danish entrepreneur, Mathias. The author has encountered him during 

an interview, and investigated the strategies used to adapt to the Danish expectations around Italian 

coffee. This case offers a different approach, compared to Makke Kafé, and, consequently displays 

different strategies used in adopting expectations around Italian coffee. 

 

Café Palermo is a young business, owned by a Danish entrepreneur who is also working at the café. 

The reason for opening this café is not dictated by a particular interest or passion towards Italian 

culture: ”it´s not that much about being Italian here, since I am not Italian, and for me it´s only 

about making good food” (Mathias, Interview 10, 22 March 2017). As the owner explain ”honestly 

I don´t care what I am doing, as long as it´s my own project and it´s something I can build”; he 

continues explaining his choice: ”this is the thoughest business, the ”restaurationbranchen”, so 

why not?” (Mathias, Interview 10, 22 March 2017). The owner was then asked about the reason for 

choosing the Italian brand, and justified his choice as a pure profit-oriented decision: ”I just want to 

go with the best trends in Copenhagen; so I went with brunch (..) but it´s not particularly Italian (..) 

it has nothing to do with Italian (..) Then we have Italian food and Italian coffee; then we have 

some Italian chefs in the kitchen (..) So that´s the Italian part” (Mathias, Interview 10, 22 March 

2017). However Mathias observes that it´s not a necessity to have Italian staff, as long as they can 

cook Italian food. Regarding the chefs: ”as long as the quality and the style is Italian, then I don´t 

care where they are from” (Mathias, Interview 10, 22 March 2017). Mathias choice of Italian 

cuisine and products, is guided by it being the most popular trend in Copenhagen ”it´s only a 

strategy of having the popular things” (Mathias, Interview 10, 22 March 2017). 
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Mathias describes Café Palermo as a business that sells mainly food (during brunch) and cocktails. 

The choice of the Italian style is guided by profit, not by any passion or particular feelings attached 

to the Italian culture. This profit-oriented motivation guides the strategies used by the owner. 

 

When looking at the drinks, coffee occupies less than one third of the menu. 11 coffees are offered, 

of which 6 have Italian names. The others are coffee served to fit the Danish taste, such as filtered 

coffee, cortado, americano, lumumba and Irish coffee. When looking at the warm drinks menu, it is 

clear that the owner has adapted his products to the local demand, using isomorphic strategies.  

 

The same strategy, of totally adapting to customer taste and expectations, can be seen in the food 

menu. Even if Mathias describes the food as Italian, he explains how his strategy is to go with the 

flow, and follow the major trends, at the expense of the authenticity of the Italian menu. He gives 

the example of nachos: ”The last two months I had so many people asking me for nachos (..) then I 

just put it on the menu, and that´s the most selling thing”… ”I had to put it on, because people 

were leaving again, so I have to learn what people want and give them that, withouth trying to 

making it too confusing” (Mathias, Interview 10, 22 March 2017). This strategy of homogenizing 

the menu to the customer expectations, is a clear example of isomorphism. Mathias emphasizes the 

bottom line of Café Palermo: having ”quality at a reasonable price and have the things that people 

want the most” (Mathias, Interview 10, 22 March 2017). 

 

Only small changes have been applied to the coffee menu ”the coffee was almost the same all the 

way”. Mathias has decided to use Italian beans from Segafredo, an Italian commercial brand. When 

he was asked to comment about the Italian style coffe, he sarcastically answered: ”the coffee world 

is so similar; it´s all about coffee and milk, and then you have 20 coffee… for me it´s a little lame, 

honestly (..) for me it´s so exaggerated (..) for me, I laugh about it, because if you have good beans 

from Segafredo and you have good quality, then for me the rest is… it´s just funny”. He insisted: ”I 

found really strange the whole coffee bet, that you can get so much out of so little. It´s so 

exaggerated!” (Mathias, Interview 10, 22 March 2017). This approach to coffee, is reflected in the 

small percentage covered by coffee in Café Palermo´s menu and sales. The owner explains that 

Café Palermo is not an Italian bar, but mostly a brunch place, a cocktail bar and an Italian 

restaurant. The lack of passion and limited coffee menu was reflected in the taste of the coffee. 

Mathias describe Café Palermo as being only 20% Italian: there are Italian coffee beans and an 
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Italian menu, which however absorbs the main culinary trends, resulting in a loss of the authentic 

Italian feeling. 

 

Another example of isomorphic strategies adopted by the owner, is seen in the implementation of 

cocktails. After few months Mathias experiemented the introduction of cocktails at low price, 

gaining huge success. The cocktails ”has grown to be the biggest part of the business” (Mathias, 

Interview 10, 22 March 2017). The strategy of adapting to the expectations and current trends is 

pursued through isomorphic choices, as seen for the coffee and food menu, as well as for the 

cocktails. Café Palermo is a café in the Danish sense: it can sells drinks, coffee, beer and food, but 

not in the Italian sense of it. The level of authenticity of Café Palermo is analyzed in the next 

session. Café Palermo offers a casual experience at a low price; it is mainly a cocktail bar and a 

restaurant, not a coffee shop. Mathias describes the café style as relaxed, informal, and the café ”is 

very personal, good relation with the customers .. be very open and natural .. I don´t like the 

stiffness” (Mathias, Interview 10, 22 March 2017). 

 

During the interview, it seemed as Mathias was the main agent of change; receptive to the local 

expectations around Italian food and trends, he uses isomorphic strategies to adapt to the local 

demand, with an extremely flexible menu. Being the owner, he has the authorithy to promote 

change; however he explains how his decisions are taken with consideretion of the head chef, in 

order to ”make sure that I am not creating a huge problem in the kitchen” (Mathias, Interview 10, 

22 March 2017). As Mathias has limited experience with the food industry, he values the head chef 

feedback, in order to make the right decisions and not damage the business. 

 

 

Makke Kafé and Café palermo has offered an insight over the strategies and the managerial role in 

adapting to the expectations around Italian coffee. The two cafés owners have different cultural 

background, with diverse approaches to change. This characteristics translate in different business 

strategies and motivation to run their business, besides the choice of isomorphic strategies to mimic 

and adopt the local myths. Makke Kafé has implemented also loose coupling and decoupling 

choice, at the expenses of the short-term profit. The choices of Giulia are driven by legitimacy and 

profit seeking, but blends with national pride and the will to offer the best quality, at the expense of 

revenue. For the pastries, she loosely couples the local expectations, changing the cakes appearence 
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to appeal Danes, while keeping Italian recipes. Café Palermo manager, on the other hand, mainly 

uses isomorphic strategies to guide his business. Mathias defines his firm as not Italian, and he 

justifies the choice of the Italian brand as a money-making trend. Therefore he implements changes 

that can profit his business.  

 

The two cafés offer a different approach to the customers, adapting to their expectations, besides 

discovering how the different managers background affect the managerial choices that promote 

change. The level of authenticity of the two cafés is contrasting; the authenticity issue is analyzed in 

the following part. 

	  

Authenticity	  Level	  of	  Italian	  cafés	  in	  Copenhagen	  	  
 

In this session, the author tries to categorize the cafés that have been used as cases. The real-fake 

matrix provided by (Gilmore & Pine, 2007) proves to be a useful tool in grouping the cafés based 

on their degree of authenticity. Data are gathered through the use of observations, following an 

observation guide (appendix 1). Here the author applies the real-fake matrix to the cases, and 

recognizes different degrees of authentic Italian cafés. 

 

The real-fake matrix proposed by (Gilmore & Pine, 2007), offers four degrees of real-fake 

experience. By intersecting two variables, the scholars provide four levels of authenticity; here the 

author applies the matrix to the Italian cafés, in order to determine their degree of authenticity. In 

the Y axis, the author must investigate wether the firm is true to itself, while in the X axis, the 

researcher must analyze if the firm is true to itself. In order to apply the matrix, the author has 

developed some characteristicss that are incorporated in the observation guide (appendix 1), to 

better categorize the cafés. 

 

• Y axis: Is it what it say it is? For this thesis, the question is understood as: is the Itlaian café 

a shop where they serve an Italian product. Therefore, to be what it says it is, the author has 

decided over three parameters that has to be checked:  

1) the type of beans (Italian or not?); 

2) Italian names of the products; 

3) is it an Italian café (a place that mainly serves coffee products, cakes and light meals)? 
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These three questions must be answered for each case, and the majority of yes or no determines 

wether the café is what it says it is. 

 

• X axis: Is it true ti itself?  For this research, the author has been looking at three main 

characteristics that are found in the authentic Italian cafés in Italy2.  A café true to itself is a 

firm functioning as an Italian café, which display the characteristics typical of an Italian bar, 

such as a high stall, a particular ambience and offering a sensory experience. In detail: 

 

1) physical setting: presence of a counter / bar 

  presence of a barista 

  coffee machine 

  pastries 

 

2) sensory experience: Smell, is the coffee smell dominant when entering the café? 

       Visual, how does the coffee look? 

       Taste, description of the coffee intesntity, texture, and balance    

between milk and coffee. 

 Hearing, is there a sound of clinging of cups, coffee brewing, milk 

steaming or others? 

 

3) ambience: number of coffee / pastries  

              correct spelling of Italian names 

              possibility of small talk with barista 

              greetings when the customer enters (which language) 

              presence of a newspaper. 

 

 

By investigating the presence of these characteristics, reported in the observation guide, the author 

is allowed to collect data and apply the frake-real matrix proposed by (Gilmore & Pine, 2007). In 

this way, is possible to categorize the cafés into four dimensions of authenticity.  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  These	  characteristics	  have	  been	  found	  in	  numerous	  articles	  that	  describe	  genuine	  Italian	  
cafés.	  Therefore	  the	  author	  make	  use	  of	  them	  to	  characterize	  authentic	  Italian	  cafés.	  
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Makke	  Kafé	  –	  a	  Real-‐Fake	  Italian	  café	  	  
 

Makke Kafé, Italian owned and managed caffé, has been analyzed through the application of the 

fake-real matrix. Through the answer of yes/no to the characteristics of the Italian café, the author 

has been able to classify Makke Kafé and its level of authenticity. The data has been collected 

through the use of observation, and are reported hereafter.  

 

Y	  axis:	  is	  it	  what	  it	  says	  it	  is?	  	  
 

In order to determine if Makke Kafé is a café, the author has been observing and collecting 

information through an interview with the owner, Giulia. Giulia has chosen to use an Italian 

supplier, in order to get specific roasted beans. At the beginning she used organic Danish beans; 

however she transitioned towards Italian organic beans, and finally she found Francesco 

Impallomeni, owner of Nordhavn Coffee Roasters, who has become her coffee supplier. Giulia 

explains: ”then I found this guy that has a roastery here in town , in Copenhagen, he is Italian, he 

works with the Slow Food, and he does exactly the same toast that I ask for my café; something that 

you cannot find anywhere, just something that you can find only here” (Giulia, Interview 9, 23 

March 2017). Giulia continues to explain how her goal was to find ”the Napolitan espresso” 

(Giulia, Interview 9, 23 March 2017), and how her customers felt the difference after she changed 

supplier. Even if she tries to have more Italian proucts, she explains that ”most of the things are 

Italian, but in Denmark is not easy to find Italian products, and to import it´s so expensive” (Giulia, 

Interview 9, 23 March 2017). Makke Kafé uses Italian names on the menu, as well as the name of 

the café. The name of the café is translated in ”What a Coffee” , and it is written using the letter ”k” 

instead of ”c / ch”, giving a fresh, young feeling. Finally, Makke Kafé is a café: as seen on the 

menu, Giulia serves coffee as well as cakes, pastries and light meals, such as sandwiches. She 

serves wine too, following the menu of a genuine Italian café. 

 

Because Makke Kafé serves coffee products, as well as cakes and light meals, it is a café; in 

addition, the owner uses Italian names for her business as well as for her products. Furthermore, the 

choice of using an Italian supplier for coffee beans, result in Makke Kafé being being authentic in 

the Y axis of (Gilmore & Pine, 2007) fake-real matrix. 
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Tabel 1: Observation of Makke Kafé 

	  
Name Café  

Date & time	  

MAKKE KAFE´ 

23/3/2017  15:00 (Thursday)	  
Y	  AXIS	   	  
Product: type of beans 

Italian names 

Is it an Italian café?	  

Use of Italian coffee supplier, higher quality product 

Yes 

Yes	  
X	  AXIS	   	  
Presence of high counter	   no	  
Presence of : Barista 

Coffee machine  

Pastries 

Look of coffee	  

no : customers drink coffee sitting on sofa and armchairs 
in a spacious room next to the entrance; there are some 
stalls in front of the desk where Giulia brew the coffees. 
During sunny days, customers can sit outside in one of 
the few tables put on the road.	  

Smell coffee aroma	   no	  
Taste:  

intensity 

texture 

balance	  

Espresso: served in a  small cup, filling half of it. 

Cappuccino: served in a bigger cup, filling almost all of 
it. The look of the milk is foamy, topped with cocoa 
powder.	  

Sound: clinging cups 

Coffee brew 

Steam 

Others 

Seldomly 

No 

No 

Low music in the background, the machine is placed in a 
room behind the entrance. Therefore the sound of coffee 
brewing and steaming is not strong, and cannot be heard 
clearly in the other rooms.	  

Ambience : number coffee 

Number of pastries 

Spelling 

8 

9-10 

Italian - correct	  

Barista:  small talk 

Greetings  

Greetings langauge 

Newspaper: 

Yes	  
Yes	  
Danish  

No : the owner explained she had it but she did not enjoy 
the waste of paper, so she decided to not have newspapers 
anymore.	  
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Y	  axis:	  is	  it	  what	  it	  says	  it	  is?	  	  
 

In order to determine if Makke Kafé is a café, the author has been observing and collecting 

information through an interview with the owner, Giulia. Giulia has chosen to use an Italian 

supplier, in order to get specific roasted beans. At the beginning she used organic Danish beans; 

however she transitioned towards Italian organic beans, and finally she found Francesco 

Impallomeni, owner of Nordhavn Coffee Roasters, who has become her coffee supplier. Giulia 

explains: ”then I found this guy that has a roastery here in town , in Copenhagen, he is Italian, he 

works with the Slow Food, and he does exactly the same toast that I ask for my café; something that 

you cannot find anywhere, just something that you can find only here” (Giulia, Interview 9, 23 

March 2017). Giulia continues to explain how her goal was to find ”the Napolitan espresso” 

(Giulia, Interview 9, 23 March 2017), and how her customers felt the difference after she changed 

supplier. Even if she tries to have more Italian proucts, she explains that ”most of the things are 

Italian, but in Denmark is not easy to find Italian products, and to import it´s so expensive” (Giulia, 

Interview 9, 23 March 2017). Makke Kafé uses Italian names on the menu, as well as the name of 

the café. The name of the café is translated in ”What a Coffee” , and it is written using the letter ”k” 

instead of ”c / ch”, giving a fresh, young feeling. Finally, Makke Kafé is a café: as seen on the 

menu, Giulia serves coffee as well as cakes, pastries and light meals, such as sandwiches. She 

serves wine too, following the menu of a genuine Italian café. 

 

Because Makke Kafé serves coffee products, as well as cakes and light meals, it is a café; in 

addition, the owner uses Italian names for her business as well as for her products. Furthermore, the 

choice of using an Italian supplier for coffee beans, result in Makke Kafé being being authentic in 

the Y axis of (Gilmore & Pine, 2007) fake-real matrix. 

 

X	  axis:	  is	  it	  true	  to	  itself?	  	  
 

The analysis of the three characteristics that make an authentic Italian café true to itself, has helped 

the author to understand if Makke Kafé is true to itself. First the author has evaluated the physical 

setting, noticing the lack of the bar. Customers encounter Makke Kafé as an underground shop in 

Nybrogade 18. When entering, there is a small room with few stalls, a fridge full of inviting 

pastries, and a low desk where the barista, Giulia, stands and greet. The menu hangs on a large 
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blackboard behind her. The customers can choose to move into another spacious room, where sofas 

and armchairs are placed, and they can sit comfortably while waiting for their coffee. The owner 

serves the coffee to the table. There are few tables and chairs placed outside the café on the street, 

where customers can enjoy the sun while sipping their coffee, during sunny days. While the cakes 

are shown to the customers when they enter the café, the coffee machine is kept in the kitchen, a 

room that stretches behind the barista low desk, not being visible to them. 

 

On a sensory level, the experience at Makke Kaffé is evaluated on four senses: smell, visual, taste 

and hearing. There is no dominant smell of coffee when entering Makke Kafé; this might be due to 

the choice of placing the coffee machine in the kitchen, instead of exposing it to the view of 

customers. This choice afftect also the hearing sense, hiding the sound of brewing and steaming. 

There is no sound of cups and dishes clinging, but a light background music pervade the place. It is 

possible to hear people chatting as well, creating a pleasant experience. The coffee is served in 

ceramic cups, black and white. The espresso fills half of a small cup, while the cappuccino fills 

almost an entire big cup, and is covere by cocoa powder. The coffee looks good and the quantity of 

the product is not exceeding (Illy Café S.p.A., 2010). When tasting the espresso, the aroma is 

delicate and decise. The flavor is intense and slightly creamy, with a warm temperature. The aroma 

is not too powerful, slightly bitter and it is possible to taste a roast flavor. The sense is awakened 

before the tasting by the light aroma that is infused in the air around the espresso cup, right when it 

is served. The cappuccino is served into a bigger cup, also black and white. The foam is covered by 

a slight layer of cocoa powder, but does not have a dominant smell of coffee. The texture of the 

foam is light, inviting the customer to enjoy it. The milk foam occupy around 1/3 of the cup, 

leaving space to a milky coffee. The milk diminishes the coffee flavor and its intensity; the 

cappuccino experience is odd, the product being served in an unfamiliar shape cup and having too 

much coffee in it. As explained  ”a cappuccino is an approximately 150 ml of product, with 25 ml 

of espresso and 85 ml of fresh milk – the foaming action creates the additional volume” (Illy Café 

S.p.A., 2010).  

 

Third step of the observation guide, to understand the authenticity of the café, the author focuses on 

analyzing Makke Kafé ambience. The coffee menu comprehends 8 types of coffee, written in 

Italian and spelled correctly. The owner gives the possibility to choose a small or big size of each. 

Pastries and cakes are exposed in a fridge on the left of the entrance, and present 8 to 9 types of 
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pastries, cakes, tiramisu and chocolate truffles. Giulia greets her customers in Danish, when they 

enter the café, and she is approaching them in a very friendly manner, enjoying a small talk with 

them or simply giving them time to decide over their order. There are no newspapers in Makke 

Kafé, and Giulia explains this choice: ”I usually have them, but not now; because I am against 

waste of paper” she continues ”I love to have, but it cost a lot and it is a waste of paper” (Giulia, 

interview 9, 23 March 2017). 

 

With a view over the characteristics of an authentic Italian café, the observation guides the analysis 

of Makke Kafé and the understanding of wether it is true to itself. By answering yes/no to the look 

of the physical setting, the description of the sensory experience and analyzing the ambience, the 

author finds mix results. There is no high counter; however there is a barista, coffee machine and 

pastries. There is no smell nor sound of the coffee machine; visually the coffee is served respecting 

the correct quantities, and in the tasting the espresso is pleasant while the cappuccino does not 

follow the dosis of an authentic Italian cappuccino (Illy Café S.p.A., 2010). The ambience is created 

by the correct spelling and use of Italian names, the friendliness and service of the manager; 

however there is a lack of newspaper. Intuitively, when stepping into Makke Kafé there is not an 

Italian feeling. The lack of coffee aroma and the typical sound of cups clinging and beans grinding, 

together with the Danish design of the café, and the absence of the bar and the coffee machine in 

the eyes of the customers, does not produce an Italian feeling. Therefore Makke kafé is considered 

as fake when evaluating its own truthfulness. Makke kafé is not true to itself, not pursuing the 

characteristics of an authentic Italian café. 

 

By using the observation guide, the author has been able to categorize the qualities of Makke Kafé, 

and place this café in the fake-real matrix of (Gilmore & Pine, 2007). Makke Kafé results real for 

the Y axis, being an Italian café. It uses an Italian supplier of coffee beans, with the goal of 

pursuing the aroma of the Napolitan espresso; furthermore it has Italian names, and it serves coffee, 

pastries, light meals and wine. Therefore Makke kafé is an Italian café.  

 

However, when analyzing the characteristics that control the X axis, inquiring wether Makke Kafé 

is true to itself, the café results as a fake. The lack of a high counter, as well as the adaptation of the 

menu to the Danish taste, summed with a lack of sensory experience, result in a Danish look and 
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experience when entering Makke Kafé. By crossing the Y and X axis, Makke Kafé falls under the 

definition of a real-fake Italian café.  

 

Café	  Palermo	  –	  a	  Fake-‐Fake	  Italian	  Café	  
 

The second case, is Café Palermo; situated on the first floor in Kultorvet 5, in the center of 

Copenhagen, this Italian named café has been visited by the author. The observation data are 

enriched by the interview with the friendly owner, Mathias, a Danish entrepreneur. Here the 

observation guide is reported with the data collection for Café Palermo. 
 

Y	  axis:	  is	  it	  what	  it	  says	  it	  is?	  	  
 

The owner and manager of Café Palermo makes use of Italian beans, comemrcialized by Segafredo. 

The product is therefore Italian. When looking at the menu, the warm drink section report 11 types 

of coffee, out of which only 6 are Italian classic coffee. The remaining five coffee are either Danish, 

such as filtered coffee, or others, such as ”lumumba” or Irish Coffee. The drink menu includes also 

beers, cold drinks, special beers, and four types of wine categories. The flavors and origin of the 

products other than coffee are mixed in  origins. The second menu show a plentiful choice of 

starters, salads, sandwiches, pizza, main dishes and dessert. Some of the dishes are Italian, while 

others are international. Café Palermo make use of Italian names, but not in a significant way. Thus, 

Italian names are not present in a preponderant way. Additionally, as it can be seen by the wide 

menu and the rather small amount of coffee compared to other drinks and food choice, Café 

Palermo is neither Italian, nor a café. To the question of wether Café Palermo can be defined as an 

Italian café, the owner answered: ”the concept was maybe too mixed” (Mathias, interview 10, 26 

March 2017). He continues to explain his choice of Italian cuisine: ”I just want(ed) to go with the 

best trends in Copenhagen, so I went with brunch (..), but that´s not too much Italian inspired”; 

Mathias insisted:  ”It does not have anything to do with Italian, is just brunch buffet” (Mathias, 

interview 10, 26 March 2017). The owner explained that the Italian part of the business was made 

by ”hav(ing) Italian food and Italian coffee, and we have some Italian chefs to make Italian food”, 

and add: ”As long as the quality and the style (of the food) is Italian, I don´t care where they (the 

chefs) are from” (Mathias, interview 10, 26 March 2017).  

 



	   53	  

Tabel 2: Observation of Café Palermo 

	  
Name Café  

Date & time	  

CAFE´ PALERMO 

26/3/2017  14:00 (Sunday)	  
Y	  AXIS	   	  
Product: type of beans 

Italian names 

Is it an Italian café?	  

Segafredo (Italian brand) 

No : too mixed Italian/Danish/international 

No	  
X	  AXIS	   	  
Presence of high counter	   Yes, but NOT used for coffee (used only for cocktails); 

customers drink coffee sitting at tables; the café is divided 
in three flors. The first floor is dedicated to coffee & 
drinks; The second floor is dedicated to the brunch, with 
the kitchen. The third floor is reserved for regular 
customers (soldiers).	  

Presence of : Barista 

Coffee machine  

Pastries 

Look of coffee	  

Yes 

Yes 

No 

Espresso: served in a  small cup, filling 2/3 of it. 

Cappuccino: served in a bigger cup, filling all of it. The 
look of the milk is foamy, with a coffee stain and half of 
the foam is covered with cocoa powder.	  

Smell coffee aroma	   No	  
Taste:  

intensity 

texture 

balance	  

Espresso: Roasted, not too intense, Pleasant texture 

Cappuccino: too little milk; disproportion among milk 

and coffee. Extremely light foam; too much milky coffee. 

Unbalanced: milk foam is too little;                                      

the majority of the cappuccino is composed by                            

milky coffee	  

	  
Sound: clinging cups 

Coffee brew 

Steam 

Others 

No	  
Yes  

Yes  

Music in the background	  

Ambience : number coffee 

Number of pastries 

Spelling 

11 (of which 6 only are Italian) 

0 

Italian - correct	  

Barista:  small talk 

Greetings  

Greetings langauge 

Newspaper: 

No 

Yes 

Danish / English 

No	  
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Besides the brunch, which is not a quality of an authentic Italian café, Mathias has added a 

preponderant branch of business, turning café Palermo into a cocktail bar. The owner explains that 

the café is divided in three parts: ”the brunch, the Italian food and cocktails” (Mathias, interview 

10, 26 March 2017). He describes how ”it turned more into a bar than a restaurant; but when you 

are a café, that name means that you are allowed to do anything, basically” (Mathias, interview 10, 

26 March 2017). From the observations and the owner´s description of the business, it is clear that 

Café Palermo is not an Italian café. Thus, Café Palermo is defined as a fake, when looking at the Y 

axis of the fake-real matrix. 

 

X	  axis:	  is	  it	  true	  to	  itself?	  	  
 

The analysis of wether Café Palermo is true to itself, is pursued in the second part of the 

observation guide. First the author has evaluated the physical settings. There is a high counter in the 

first floor, which is however not used to serve fast coffee. The main use of the bar is to serve drinks 

and beer: the counter has the look af a cocktail bar, with glasses hanging on top and the draft beer 

on the bar. Customers who want to enjoy a coffee, sit on small tables on the first floor. The three 

tables is located by the windows are the most popular ones. The barista is standing behind the bar, 

as well as the coffee machine. There are no pastries on display, nor on the menu. 

 

The sensory experience begins when entering Café Palermo. There is no smell of coffee, nor of 

food. Seldomly the customer can hear the coffee machine brewing and steaming the coffee; when 

the machine is not at use, there is music in the background and a low sound of voices, due to the 

presence of customers. The look of the café is spacious, light, and with few furnitures. The bar with 

its cocktail glasses hanging and display of bottles is the main object of attention. The furnishing is 

very plain, with no particular Italian design. The espresso is served in a small cup signed Segafredo, 

accompanied by a small bag of sugar and a piece of dark chocolate; the same for the cappuccino, 

except that the cup is bigger. The espresso has not particular intense aroma, and it is delicate to the 

smell. When tasted, the intensity is not too strong, with a bitter taste. The texture is light; however 

the espresso occupies more than half of the cup, being too much in quantity (Illy Café S.p.A., 

2010). When ordering a cappuccino, the product is served in a bigger cup, with the brand of the 

coffee on it. Again, there is sugar and a small piece of dark chocolate on the side. The cappuccino 

looks beautiful, with a light foam stained of coffee and part of it covered by cocoa powder. 
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However, when tasted, the balance between milk and coffee is disproportionated. The foam is very 

light, but too small in quantity. The majority of the cup is filled with bitter coffee; the doses of milk 

/ coffee are not respected, producing an imbalance between the two parts and a dominant taste of 

milky coffee. 

 

The next part of the data analysis evaluate the ambience of Café Palermo. The menu proposes 11 

types of coffee, of which 6 are Italian. The spelling is correct. There are no pastries on the menu nor 

on display; the coffee are served with a small piece of chocolate. The owner is friendly, and if hehas 

time he is at disposal to talk with the customers. However the rest of the staff is not as social as the 

owner, and they barely greet the customers, in Danish or English. There is no newspaper in the café, 

which display a plain and minimalist look. From outside is hard to notice the presence of Café 

Palermo, which is laying on the first floor (while at the ground level, right under it, there is another 

pub, the Hvide Lam). 

 

When analyzing wether Café Palermo results true to itself, the author observes the presence of a 

high counter, which is proper of Italian cafés but it does not have the same functionality. There is a 

coffee machine and a barista, however there are no pastries nor a particular Italian look or feeling, 

permeating the café. Regarding the sensory experience, there is no smell nor taste of a real Italian 

coffee. The coffee aroma is plain and uninteresting, while the proportions of the milk and coffee in 

the cappuccino are incorrect (Illy Café S.p.A., 2010). The products look authentic in their 

presentation, but do not taste authentic nor particular high in quality. The coffee machine in display 

produces the noises typical of an authentic Italian café, with a slow pace. This is due to the function 

as a restaurant and cocktail bar, more than a coffee bar. The ambience does not resemble Italian in 

the choice of the coffee types, lack of pastries and friendliness of the staff. Therefore Café palermo 

cannot be considered true to itself. 

 

By intersecting the results of the data collected through observations and the interview with the 

owner, Café palermo results as neither true to itself, nor being an Italian café. Therefore Café 

Palermo result as a fake-fake Italian café, not being an Italian café, nor having enough properties to 

gain an Italian feeling. Mathias explains how his choice of opening an Italian Café is a pure 

business decision, to follow the main trends in the Danish food culture. Furthermore, the decision of 
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opening a café followed the idea of offering brunch, food and cocktails, instead of basing his 

business on mainly coffee products. Therefore Café Palermo results into an inauthentic Italian café.  

 

Resso	  –	  a	  Fake-‐Real	  Italian	  Café	  
 
Resso represent the third case that has been observed throughout the data collection. Resso 

espressobar consists of two shops in the heart of the city. The one observed is located within 

Thorvehallerne market, in Nørreport. When contacted, the owner refused to participate in an 

interview because ”RESSO is not an Italian owned coffee shop, nor do we only serve Italian style 

coffee”. However, the author has decided to include this case, in order to provide a case of fake-real 

Italian café. The data collection and analysis is based solely on observations. 

 

Y	  axis:	  is	  it	  what	  it	  says	  it	  is?	  
 

Resso espressobar is not an Italian café. Besides the statement from the manager, explaining that 

Resso  does not serve Italian products nor a specific Italian style, the author has observed that the 

coffee beans have different origins, but not Italian. However Resso espressobar make use of Italian 

names in their menu, giving an Italian feeeling to the bar. Nonetheless Resso espressobar is not an 

Italian café, therefore is considered as a fake for the Y axis. 
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Tabel 3: Observation of Resso Espressobar 

	  
Name Café  

Date & time	  

RESSO ESPRESSOBAR 

20/3/2017  11:00 (Monday)	  
Y	  AXIS	   	  
Product: type of beans 

Italian names 

Is it an Italian café?	  

Not Italian 

Yes 

No	  
X	  AXIS	   	  
Presence of high counter	   Yes	  
Presence of : Barista 

Coffee machine  

Pastries 

Look of coffee	  

Yes 

Yes 

Yes 

Espresso: served in a  small cup, filling half of it. 

Cappuccino: served in a bigger cup; The milk looks 
foamy, stained with coffee. The texture looks beautiful.	  

Smell coffee aroma	   Yes	  
Taste:  

intensity 

texture 

balance	  

Espresso: Slighty roasted and sweet. Pleassant, warm 
texture 
Cappuccino: the espresso shot is covered with                                     

light, dense milk foam. Very pleasant to enjoy the foam 

alone, or with the espresso shot underneath. Good texture, 

dense milk foam. Balanced: milk foam covers around 2/3 

of the cappuccino, and the rest 1/3 cosists of an espresso 

shot, with no milk. 

	  
Sound: clinging cups 

Coffee brew 

Steam 

Others 

Yes 

Yes  

Yes  

Chatter of customers and people	  

Ambience : number coffee 

Number of pastries 

Spelling 

11 + 8 types black coffee + 3 ice coffee 

10 

Italian - correct	  

Barista:  small talk 

Greetings  

Greetings langauge 

Newspaper: 

Possible	  
Yes	  
English	  
	  
No	  
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X	  axis:	  is	  it	  true	  to	  itself?	  	  
 

Resso espressobar in Thorverhallerne occupies a very small area, and is organized around the bar. It 

is a bar, with a high counter; behind it there is the barista and a coffee machine. Customers sit on 

stalls scattered around the bar, and at few high tables that occupies the area around the counter. 

There are only 3 tables, where customers can stand or sit. When sitting down at the counter, is 

necessary to establish a contact with the barista. The menu is hanging on top of the bar, while 

pastries are exposed at the customers sight. There is one barista standing at the coffee machine, 

behind the counter; it is possible to see and hear the coffee machine, which is at the center of 

attention. 

 

Being at the center of the bar, the coffee machine noise and aroma pervades the area. When sitting 

at the counter or at the tables around it, the aroma of coffee fills the air around Resso bar. The noise 

of coffee brewing and milk steaming characterize Resso; due to the open space, is possible to hear 

the cling of cups and small dishes, when taken to and from the dishwasher, as well as when they are 

placed on top of the coffee machine. Besides the noise of the cups and machine, there is a 

background chatter of people. Resso is located inside Thorvehallerne, and it has an open space, so 

the noise of people chatting and strolling around is always present. The espresso is brewed fast, 

served in a small cup filled half; the color is dark brown, with a light foam on top. The taste of 

espresso is intense; it is possible to sense the roasted flavor, and after swallowing the customer is 

left with a slightly sweet taste in his mouth. The texture is warm and rich, with an intense flavor that 

energize the drinker. The cappuccino is served in a bigger, round cup; the look is inviting, with a 

dense milk foam, stained with some coffee drop. The temperature of the foam is pleasant, and its 

consistence is soft. The foam occupies 2/3 of the cup, and is enjoyable alone as well as mixed with 

the espresso shot that lays underneath. Drinking the cappuccino is a very pleasant experience, both 

for visually and for the taste. 

 

The ambience of Resso espressobar looks and feels very Italian; the menu, hanging on top of the 

bar, cosists of 11 types of hot coffee, written and spelled in correct Italian. Apart from the hot 

coffee, there are 3 types of ice coffee (among which, the ”cappuccino freddo” has four variations), 

and 8 types of black coffee. On the bar lays 10 types of pastries, among which mini muffins and 

croissants. The short distance between customer and barista make it possible to communicate and 

have a small talk; the customers are greeeted in English. There is no newspaper at Resso.  
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The small size of Resso as well as the predominance of the bar as the place where coffee is served 

and enjoyed, provide the café with a very Italian feeling. The coffee machine is at the heart of 

Resso esressobar, and its centrality infuse the small café sorroundings with a coffee aroma, as well 

as the sounds typical of an authentic Italian café. The drinks menu is wide, comprehending many 

Italian coffee as well as innovative products (such as the ice coffee), and customized blends such as 

the 8 varieties of black coffee. The presence of pastries and the vicinity to the barista, facilitate the 

communication among the two; the presence of customers that demand a fast coffee at the counter 

is, however, not typical Danish. Due to the location of Resso espressobar in Thorvehallerne, a major 

tourist attraction, an important part of the customers are not Danish. The author has observed a 

significant amount of tourists, who drop by for a quick coffee. Due to the overall Italian feeling, the 

author has observed that many of the characteristics of an authentic Italian café are found in Resso 

espressobar. Even if the café is not a true Italian café, it proves to be true to itself, therefore 

resulting as a real for the X axis of the matrix. 

 

When intersecting the Y and C axis of the fake-real matrix, Resso espressobar results to be a fake-

real. Even if it is not a true Italian café, it owns the Italian feeling and style, and presents most of 

the characteristics proper to an authentic Italian café. As stated by the manager, Resso espressobar 

is not an Italian owned café; however, part of the menu serves Italian style coffee, and the ambience 

and settings seems strongly inspired by the Italian bar. On a sensory level, Resso smell, taste, look 

and sound Italian. Therefore Resso espressobar represent a case of fake-real Italian café.  

 

Bottega	  del	  Caffé	  Dersut	  –	  a	  Real-‐Real	  Italian	  Café	  
 
For the sake of offering a case of a real-real Italian café, the author has decided to include a case of 

a 100% authentic Italian café. The impossibility to find a real-real Italian café in Copenhagen, 

forced the author to look for a significant case in Italy. Bottega del Caffé Dersut is located in Piazza 

XX Settembre 10, Lecco, Italy. The author has observed the café characteristics during a trip to the 

Italian town of Lecco; the choice to include a café localized in Italy is to provide the research with a 

case of an authentic Italian café. 
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Tabel 4: Observation of Bottega del Caffé Dersut 

	  
Name Café  

Date & time	  

BOTTEGA DEL CAFFE´ DERSUT 

29/3/2017  09:00 (Wednesday)	  
Y	  AXIS	   	  
Product: type of beans 

Italian names 

Is it an Italian café?	  

Italian 

Yes 

Yes	  
X	  AXIS	   	  
Presence of high counter	   Yes, used to serve coffee. There are 4 short tables placed 

in front of the bar, and some 20 tables placed outside the 
café, under big ombrella. At this time they are empty, as 
all of the customers come for a fast coffee and drink it at 
the bar  

Presence of : Barista 

Coffee machine  

Pastries 

Look of coffee	  

Yes, two 

Yes 

Yes 

Espresso: served in a  small cup on a small dish; filling 

half of the cup. 

Cappuccino: served in a big cup; The milk looks perfectly 
foamy, soft, stained with a drop of coffee. The texture 
looks beautiful, and there is no cocoa powder spilled on 
the dish.	  

Smell coffee aroma	   Yes	  
Taste:  

intensity 

texture 

balance	  

Espresso: Strong, intense andslightly sweet. Intense taste 
in a small shot 
Cappuccino: The look is beautiful, covered with      
slightly sweet cocoa powder. Underneath lays a dense 
layer of warm milk foam. The consistence is soft and 
pleasant; the foam can be enjoyed with the cocoa powder, 
and the remaining can be mixed with the coffee 
underneath. The milk foam is soft; the balance between 
coffee and milk is perfect. The milk foam fills most of the 
cup, and creates a pleasant look and taste, softening the 
intense taste of the coffee	  

Sound: clinging cups 

Coffee brew 

Steam 

Others 

Yes 

Yes  

Yes  

Quick chat among customers and bartenders	  

Ambience : number coffee 

Number of pastries 

Spelling 

12 + 8 ”specialties” 

croissant of various flavor 

Italian – correct 

Barista:  small talk 

Greetings  

Greetings langauge 

Newspaper: 

Yes  

Yes 

Italian 

Yes 
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Y	  axis:	  is	  it	  what	  it	  says	  it	  is?	  
 

Bottega del Caffé Dersut is a genuine Italian café: the name of the café itself is in Italian, and mix 

the last world from dialect of the town. The menu is written in Italian and spelled correctly, and all 

the coffees are made by Italian roasted beans and carry Italian names. The way the coffee is brewed 

follow an Italian style, and Bottega del Caffé Dersut is definetly an authentic Italian café. 

 

X	  axis:	  is	  it	  true	  to	  itself?	  	  
 

Bottega del Caffé Dersut is located in the main town square, right next (and in front of) another 

café. The café is quite small, comprehending a long room with one entrance, of around 40 sqm; the 

counter occupies half of the space, while four small tables are located in fromt of the bar. There are 

around 20 tables that are placed outside the café, on the square, and are usually occupied from late 

morning to the closing time. However, at the time of the observation (09:00 AM), there were no 

customer sitting at the tables outside. Most of the quick customers stand at the counter, and act as in 

a routine: greet the barista, order a ”caffé” ( an espresso), entertain themselves with a small talk 

with other customers or/and the barista, have their coffee (most plain, with no sugar nor milk 

added), and greet again when leaving. Some elderly customers were sitting at the short tables, 

inside the café, enjoying an espresso while reading the local newspaper. However most of the 

customers followed this routine and enjoyoed a fast coffee at the counter, socializing briefly with 

others. There are two baristas who are extremely busy serving, brewing and keeping the counter 

clean. The coffee machine is placed behind the counter, while the croissants and buiscuits are 

displayed in a glass container at the end of the bar. The smell of coffee is pervasive and invade the 

whole café; there is continuos sound of brewing, steaming and clinging of cups, which are placed 

from the dishwasher to the top of the coffee machine. Seldomly the loud sound of the mixer goes 

on, for the few customers who order a fruit juice. The people talking and chatting cover what should 

be the background music, which volume is kept extremely low. The main sound is the voice of the 

customers, palcing orders of different types of coffee.  

 

The espresso is served in a small cup; the color is liquid brown, with a slight foam on top. A bitter 

sweet aroma emanates from the small cup, activating the senses and focusing the drinker´s attention 

on the dark brew. The espresso feels warm, almost burning the throat; the small amount can be 
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swallowed all at once, or sipped with a break. The aroma of the coffee is bitter and sweet at the 

same time, intense in flavour. It is possible to add sugar, even if the vast majority of the morning 

customers drink it plain. Many customers order a ”caffé macchiato caldo”; half of the cup is filled 

with espresso, while the other half is filled with milk foam. When the cold milk is served aside, for 

the customer to add it, it becomes a ”caffé macchiato freddo”. When ordering a cappuccino, the 

cusotmer can decide the quantity of coffee: a cappuccino ”chiaro” is light, with half a shot espresso, 

while ”scuro” is darker, with a longer espresso shot. The foam is perfectly firm; the customer have 

the choice of adding cocoa powder. The look of the cappuccino can vary into art, with coffee drops 

that are turned into hearts, flowers or other drawings. The milk foam fills around 2/3 of the big cup, 

making it enjoyable by itself, and leaving some to mix with the intense espresso shot. The 

consistance of the foam is soft, and pleasant in the mouth. No powder nor ee are ever spilled on the 

dish or outside the cup; when that happens, the coffee is made once more, so that the presentation is 

perfect. The focus on aesthetics is central for Italians, and is expected when ordering and enjoying a 

cup of coffee. 

 

On the menu, which is printed on the wall behind and around the bar, there are 12 types of coffee; 

all use the same Italian roasted beans, but are mixed with different types of milk, with different 

quantity of foam or even use different coffee made by ginseng (very sweet flavor) or barley coffee, 

which can be ordered in two sizes. Bottega del Caffé Dersut comprehends 8 house specialties: they 

have all a base of espresso, and mix other ingredients such as chocolate, coconut powder, hazelnut, 

nutella, pistachio and others. If the sweet tooth is not satisfied with the house specialties, there are a 

various amount of croissant (two sizes) and biscuits that are displayed on the other end of the 

counter. Coffee and croissant is usually enjoyed as breakfast by the customers. There is no list of 

croissant; the barista summarize for each customer the flavors that are left for the pastries. 

 

The ambience is typical Italian, with the presence of two (or more) barista engaging in small chat 

with most of the customers. The barista greet each customer in Italian, when entering and leaving 

the café. Some of the customers, ususally men and, later in the morning, the elders, might take 

sometimes to sip their coffee while reading the local newspaper. In the early morning there is a high 

flow of customers who consume a fast coffee and croissant; later, Bottega del Caffé Dersut become 

populated with elderly customers, ladies as well as business men, who come for a quick coffee 

break. The rythm slow down, and the barista begin to attend people sitting at the tables. Bottega del 
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Caffé Dersut fulfill all the characteristics of an Italian café, therefore it can be considered true to 

itself. 

 

When crossing the Y and the X axis of the fake-real matrix, Bottega del Caffé Dersut results as a 

real-real Italian café. It was not possible to find a real-real Italian café in Copenhagen, among the 

small size that is the focus of this thesis. In order to be real-real, or 100% authentic, the Italian café 

has to fulfill not only the use of made in Italy supplier and roasted beans, besides Italian names; it 

must also have an original Italian ambience, provide a specific sensory experience and present some 

physical attributes. The way the product is made and served must respect an Italian style, and a 

specific taste that has developed from the Italian coffee culture. Due to the difference of taste and 

way of drinking coffee, besides the preference for a different setting and physical features, it was 

not possible to find a case of real-real Italian café in Copenhagen. 

 

Applied	  Fake-‐real	  Matrix	  	  
 

After analyzing the data gathered through observations and interviews, the author implement 

(Gilmore & Pine, 2007) fake-real matrix to show the positioning of each café. The Y axis represent 

wether the case is a real Italian café, being what it says it is. On the X axis is shown the authenticity 

of wether the café is true to itself: this part have been checked by observing the presence of certain 

physical objects, which are found in an authentic Italian café. Secondly, the sensory experience has 

been analyzed. However, while the description of the visual and smell experience can be 

generalized, senses such as taste is very personal. Furthermore, the author has an Italian 

background, therefore she intrinsically biased towards a preference for Italian taste. If the author 

would have been Danish or of a different background, the description and perception of the taste 

could have been different. Anyhow, the author has been able to categorize three cases and their 

level of authenticity; however, it was not possible to find a real-real Italian café in Copenhagen. For 

this reason, the real-real cosists of a case placed in Italy. Notheless, the author has decided to 

include this case to offer a valid example of the real-real matrix, and provide the reader with the 

experience of an authentic Italian café. 
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The visualization of the fake-real matrix, presenting the cases, is offered here. 

 
Figure 2: Fake-Real Matrix Categorization of Cases 
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Bottega del Caffé Dersut 

REAL-REAL 

 

FAKE-FAKE 

Café Palermo 

 

FAKE-REAL 

Resso Espressobar 

 

 

 

 

 

Gilmore & Pine (2007) recognize four level of authenticity, which can be measured by analyzing if 

a business is true to itself (X axis) and if it is what it says it is (Y axis). The cases investigated in 

this thesis, fall under the different levels of authenticity: 

 

•  Real-Fake: Makke Kafé, owned and managed by an Italian entrepreneur, falls under this 

defition. This is a real Italian café, with Italian management and products; however it is not 

true to itself, since it has a Danish feeling and taste, in the way the coffee is drank, enjoyed 

and the design of the café. The menu is adapted to the Danish taste, and the look of the 

pastries is Danish, even if they have an Italian taste. Therefore Makke Kafé is not true to 

itself, and is categorized as a real-fake Italian café. 

 

• Fake-fake: Caffé Palermo is not an Italian café nor is it true to itself. The owner, Mathias, 

explains how the café is mainly a brunch, restaurant and cocktail bar. Besides he define Café 

Y	  

X	  
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Palermo as not specifically Italian; the motivation behind the choice of Italian products and 

cuisine is based on trends, and driven by profit. There are no particular Italian traits in the 

ambience of the place, nor in the sensory experience. Therefore Caé Palermo is categorize 

as 100% inauthentic Italian Café. 

 

• Fake-real: Resso espressobar (Thorvehallerne) is not an Italian café. However, the setting 

and the ambience, together with the sensory experience contribute to a very authentic Italian 

feeling. The presence and centrality of the counter, the majority of the coffee products and 

the fast coffee are characteristics found at Resso. Therefore this café is true to itself, even if 

it is not an Italian café; (Gilmore & Pine, 2007) define this case as a fake-real. 

 

 

• Real-real: represented by Bottega del Caffé Dersut, located in Lecco, Italy. It was not 

possible to find an authentic Italian café in Copenhagen, thus the author has researched this 

café in Italy. This is a true Italian café, with all the characteristics of  it, as well as a 

complete sensory experience around the coffee. The sensory experience includes sounds, 

smell, visual and taste, which gravitate around the coffee aroma.   
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CONCLUSIONS	  
 

The thesis explores wether myths around Italian coffee are based on more or less authentic 

expectations by Danes. In order to understand this problem, and explain the authenticity level of 

different cafés in Copenhagen, together with the strategies used to adapt to the expectations, the 

author has collected data through interviews and observations. 

 

The data has highlighted three interesting conclusions, regarding the types of customers and their 

expectations around Italian coffee, as well as the strategies used by café managers to adapt to 

customer´s expectations, and the level of authenticity of different cafés. 

 

The interviews with Danish coffee consumers, highlighted three gorups of customers: 

 

• Unrefined coffee consumers:  these customers tend to prefer the strong, burnt flavor of black 

coffee; they cannot explain their sensory experience around coffee, and present a rather 

unrefined taste. They have not experienced any Italian coffee, neither in Denmark nor in 

Italy; furthermore, when they consume coffee in cafés they tend to drink black or milky 

coffee. The unrefined customers prefer chains, and have rather low standards, due to their 

limited knowledge about other than black coffee. 

 

• Refined customers: the majority of the sample was represented by customers who had a 

more refined taste. The refined coffee consumers are able to recognize differences in taste, 

and have experienced Italian coffee in Italy. They are able to describe the difference in taste 

and the sensory experience around coffee more in depth. However, they do not actively seek 

Italian coffee, nor high quality when they consumein in Copenhagen. At home they tend to 

consume black coffee, and when they go to cafés they do not seek the Italian brands nor 

quality.  

 

• Sophisticated customers: even if they were only a minority in the sample, the sophisticated 

customers are the most interesting, showing a deep appreciation for Italian coffee. They 

have experienced authentic coffee in Italy, and they actively seek Italian brands and service 

when they go to cafés in Copenhagen. The sophisticated customers understand and are able 
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to describe widely the difference in flavor and aroma among different coffees. Furthermore, 

they typically know Italian cafés located in Copenahgen, and prefer to consume coffee in 

these trusted, known Italian cafés.  

 

After understanding and categorizing the type of coffee consumers, the author was able to analyze 

the expectations around Italian coffee. Unrefined customers have low knowledge of coffee; they 

have not experienced Italian coffee, therefore they apply their low quality standards taken from the 

Danish coffee culture. These customers have no expectation on how Italian coffee should taste, look 

or differ from the Danish coffee. They expect coffee to have a strong, dark and almost burnt flavor. 

More refined customers, have experienced Italian coffee in Italy, and can recognize a difference in 

flavor and aroma, besides the café settings. However, when in Denmark, they consume black coffee 

in the form of French press or dark coffee. When they go to a café, their choice is based on the 

research of Danish-style settings and ambience, instead of coffee quality. They tend to generalize 

and believe that the quality of coffee is universally high in Copenhagen, thus choosing one café 

instead of another is based primarily on the ambience. On the opposite, the sophisticated 

consumers, who experienced and appreciate authentic Italian coffee in Italy, seek the same quality 

in Copenhagen. When they consume coffee in cafés, they seek for Italian brands, basing their 

choice on the quality and knowledge of the product. Besides the capacity to recognize and 

appreciate different coffee aroma, the sophisticated customers acknowledge the superior service and 

aesthetic look of Italian coffee, preferring it in their consumption. 

 

The second part of the analysis, has highlighted the role of managers in adapting to Danish 

expectations around Italian coffee. Through interviews with two managers of Italian cafés in 

Copenhagen, the author has recognized three strategies used to gain legitimacy and adapt to their 

expectations: 

 

• Isomorphism: by adapting to the expectations around Italian coffee, the manager seek to be 

legitimated and is mainly focused on profits. This is the major strategy used by Café 

Palermo, where the manager adapt to the customer demands: by including non-Italian coffee 

on the menu, the café can serve the product that is demanded, and be successful. However, 

isomorphism strategies can decrease the authenticity level: by, for example, including non-

Italian coffee and food on the menu, the café loose its Italian identity. The manager is, 
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therefore, a key actor in improving or undermining the level of authenticity of the Italian 

café. 

 

• Loose coupling: this strategy reflect a compromise between the customer expectations and 

the manager willingness to provide Italian quality. By, for example, giving a Danish look to 

the coffee and cakes, Giulia has been able to successfully reach profit and legittimacy, while 

being true to her values. The ingredients and recipes she uses are genuine Italian, but the 

look of the products mirror the Danish taste. Giulia is proud to explain the success of her 

café achieved by the act of ”compromising”, through the practice of loose coupling her offer 

to the Danish expectations. 

 

• Decoupling: in some aspects, Giulia has adopted decoupling strategies. By deciding to not 

offer the wines that are expected by her customers, she incourred in low profits. The choice 

of decoupling is dictated by her pride and unwillingness to compromise over quality. As she 

explained by Giulia, she knows local Italian wines which are higher in quality and taste, but 

unknown to her Danish customers. Her focus on quality made her choose to not offer the 

main stream wines, in favor of a selection of superior southern Italian wines. This choice has 

resulted in low profits within wines; however, she is still holding to her standards of quality. 

She explained proudly that her customers are beginning to appreciate these more selected 

wines, through a slow learning process. 

 

In a third part, the researcher has implemented the fake-real matrix (Gilmore & Pine, 2007) to 

evaluate the level of authenticity of different cafés. The author has observed three cafés in 

Copenhagen and, unable to find one that would fulfill all the characteristics of a genuine Italian 

café, she searched for a real-real case in Italy. By defining, through an observation guide, which 

attributes the cafés have to present in order to be true to themselves (X axis) and be what they say 

they are (Y axis), the author recognize four levels of authenticity: 

 

• Real-fake: Makke Kafé represents an authentic Italian café, with high quality Italian 

products and management. Yet, the manager adopted a Danish look, choosing to focus on a 

comfortable setting that does not reflect the Italian style. Furthermore, the menu offer both 
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Italian and Danish typical drinks, showing isomorphic choices, as well as loose coupling 

with respect to the pastries.  

 

• Fake-fake: Caffé Palermo represents an inauthentic fake. This café is neither an Italian café, 

being a pub/restaurant, nor have any Italian style in the setting or the ambience. The 

manager choices of following the main trends have caused a loss of authenticity; Café 

Palermo seems to own nothing more than an Italian name. 

 

• Fake-real:  the Italian feeling around Resso aspressobar (at Thorvehallerne) is created by a 

very Italian ambience and setting. Being a small bar, gravitating around the coffee machine 

and the barista, it reflects the style of a Italian bar. However, there is no use of Italian beans, 

and the manager stated explicitly that Resso espressobar is not an Italian café.  

 

• Real-real: it was not possible to find a genuine Italian café in Copenhagen; therefore the 

author looked at Bottega del Caffé Dersut, located in Lecco, Italy. This is a true Italian café 

displaying all the characteristics of an authentic Italian café, with a complete sensory 

experience, Italian setting and ambience.  

 

On the base of these useful results, the author is interested in providing further perspectives, 

describing how the findings can be useful for practical implications as well as further studies.  

 

Further	  Perspectives	  
 

The findings of this thesis can be useful for practical use, such as business opportunities, as well at 

a more theoretical level, to deepen the understanding of new societal trends, or the investigation of 

the notion of authenticity.  

 

The content of this thesis provides useful findings for business opportunities. By understanding the 

customer segmentation and their different interest in coffee and taste, the reader can use these data 

in his decision regarding opening an Italian café. The focus on sophisticated customers, for 

example, would suggest the presence of a public that understands and appreciate the Italian style 

and coffee. Therefore, by opening a genuine Italian café, which is not yet present in Copenhagen, 
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the business owner would enjoy a first mover advantage and a niche of customers who appreciate 

and seek Italian quality. The opening of a genuine Italian café would appeal to refined customers 

too, however with a need to educate them to appreciate and actively seek for Italian style coffee. On 

the other hand, a profit-oriented entrepreneur might decide to reach unrefined and refined 

customers, by offering Danish style coffee. Keeping in mind that product quality is not the central 

reason for choosing a café, the entrepreneur should focus on giving an original, relaxed Danish look 

to the café. 

 

Another interesting topic that can be further researched, taking this thesis as a departure point, is the 

investigation of the societal trends around fine food. By focusing on the newest taste of fine cuisine, 

such as New Nordic, the focus on quality become essential for some customers. Denmark shows the 

highest number of Michelin stars in the whole Scandinavia (Cozzella, 2013). This trend shows the 

emergence of a sophisticated culinary trend that is expanding in Denmark. The consumer of fine 

food have sophisticated taste, and regard quality as the highest value when consuming fine food. A 

study of fine food as art in Copenhagen, and this relatively new trend (Signing, 2017), could offer a 

further persepctive of how to place high quality products in the Danish market.  

 

A theoretical discussion of what is authentic has emerged from this thesis. The understanding and 

investigation of real and fake can be taken on a deeper level, by other researchers. In this project, 

the authenticity has been defined through the use of (Gilmore & Pine, 2007), and their 

understanding of different authenticity levels. The application of the fake-real matrix to understand 

the level of authenticity of Italian cafés has been a fundamental part of the analysis. However, 

further studies should deepen the knowledge of what is an authentic Danish coffe eand Italian ee. In 

this thesis, Italian coffee has been recognized as the authentic one; however, coffee in Italy is not 

uniform. Different regions provide different specialities, each claiming to be the most authentic one. 

Therefore the Italian coffee is multi faceted, and require a deeper analysis in order to investigate if 

and which one is the most authentic, and what it means. Further research should focus on 

discovering wether there is an archetype of Italian coffee, and should describe how to recognize it. 

 

Furthermore, the study of coffee consumption has discovered a deeper meaning associated to this 

product. The way coffee is consumed differ in Denmark from Italy, due to a different coffee culture 

and values. However, the social meaning attached to the coffee consumption is an interesting topic, 
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which should be analyzed more in depth. Through a study of a local consumption of coffee, the 

researcher should focus on the meaning of coffee in different locations; besides, the rituals attached 

to the coffee consumption are also an interesting subject for further research. The myth around 

coffee reflect the country own values, which difffer in Denmark and Italy. New researches should 

focus on one country at a time, giving more space to investigate the regional differences and 

meanings atttached to coffee consumption. For example, the coffee consumption should be 

analyzed in depth mong the regions of Denmark, analyzing the different values attached to coffee as 

well as the taste perception and their differences. The fact that French press is globally associated 

with French coffee, but within Denmark it is seen as something specific from the Copenhagen area, 

is an example of the regional differences in the coffee consumption (Politiken, 2012). 

 

This research has been approached through the use of institutional theories and the notion of 

authenticity. A new research, guided by the use of neuroscience as its theoretical structure, would 

produce interesting results. Neuroscience would focus on the role of emotions triggered in the 

consumer before, during and after the coffee consumption. Therefore this study would reveal the 

emotions connected with the consumption of Italian coffee, highlighting useful results from a 

theoretical, as well as a business point of view. 

 

The same research could be approached by the willingness to understand the role of agency by the 

coffee consumers, in changing the Italian coffee institution. This study would require a more in 

depth analysis of the consumers´ behavior and expectations around Italian coffee, as well as the use 

of a larger sample. Through a massive use of observations and interviews, the study of the 

awareness that customers have in changing the Italian coffee institution could be approached. 
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APPENDIX	  1	  
	  
Observation Guide 
	  
Name Café  

Date & time	  

	  

Y	  AXIS	   	  
Product: type of beans 

Italian names 

Is it an Italian café?	  

	  

X	  AXIS	   	  
Presence of high counter	   	  
Presence of : Barista 

Coffee machine  

Pastries 

Look of coffee	  

	  

Smell coffee aroma	   	  
Taste:  

intensity 

 

texture 

balance	  

	  

Sound: clinging cups 

Coffee brew 

Steam 

Others 

	  

Ambience : number coffee 

Number of pastries 

Spelling 

	  

Barista:  small talk 

Greetings  

Greetings langauge 

Newspaper: 
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APPENDIX	  2	  
	  
Semi- structured Interview format for Customers  
Interview Questions Main Themes 

 

1. How often do you drink coffee? Where? 

 

• General coffee consumption  

• Start a conversation 

2. What do you enjoy about drinking 

coffee? How do you drink it? 

 

• Feeling around coffee consumptions  

• Describe coffee as an experience 

 

3. What senses do you use when you think 

about coffee? Is there a certain sound / 

smell / taste that you associate to coffee? 

 

• Sensory experience description 

4. Which café do you ususally go? What 

coffee do you drink? 

 

• Coffee consumption in cafés 

 

5. Have you ever been to an Italian coffee 

shop? 

 

• Italian coffee experience 

6. How does it look? / how do you imagine 

it to look like?  

 

• Description of Italian coffee experience / 

sensory experience 

 

7. Have you ever experience that? Where? / 

Where do you get the ideas of an italian 

coffee looking /feeling like that? 

• Origins of the expectations around 

Italian coffee 
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APPENDIX	  3	  	  
	  
Semi- structured Interview format for Managers  
Interview Questions Main Themes 

1. Tell me about this café history. Who is 

the manager /owner?  

• Café background information 

2. What is this café´s philosophy? Why did 

you open this café? 

• Manger motivation 

3. What products do you have? Are they 

Italian or others? Do you use Italian 

coffee? 

• Type of products and Italian authenticity 

4. How does this café looks / smell / sound 

/ taste / feel? 

• Sensory experience offered  

5. Do you greet your customers in Italian 

or other langauges? 

• Greetings presence 

6. Do you have an Italian menu? • Authenticity of menu 

7. Do you have newspapers? • Presence newspaper 

8. Do you chat with your customers? • Small talk 

9. Have you changed something to better 

adapt to your customer taste? What? 

• Adaptation strategies 

10. What do customer wants whe they come 

here?  

• Customer expectations 

11. How do you provide them with that 

experience? 

• Café response to expectations 

12. How do you change the menu / list / 

surroundings? 

• Organisational change 

13. If you should describe this café, how 

much Italian and Danish would you 

give, in % ? 

• Italian authenticity 
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APPENDIX	  4	  	  
	  
Customers Interviews  
Interview 

Date 

Name Age Position Interview 

Type 

Duration 

(minutes) 

15/4/2017 Anders 61 Director of Danish 

Directorate of Fisheries 

Face to Face 14:16 

4/4/2017 Lotte 49 Recruiter Face to Face 08:37 

26/3/2017 Kristian 37 Controller Accountant Face to Face 13:19 

26/3/2017 Anton 37 Media Analyst Face to Face 16:45 

10/4/2017 Sif 29 Shop Manager Face to Face 15:44 

15/4/2017 Maien 63 Entrepreneur Face to Face 18:32 

26/3/2017 Anne Sofie 31 Senior Advisor at Danish 

Agriculture & Food Council 

Face to Face 23:00 

9/4/2017 Andreas 37 Teacher Face to Face 15:17 

 

APPENDIX	  5	  
	  
Manangement Interviews  
Interview Date Name Position Interview Type Duration 

(minutes) 

23/3/2017 Giulia Owner of Makke 

Kafé 

Face to Face 07:39 

(pause) 

12:22 

26/3/2017 Mathias Owner of Café 

Palermo 

Face to Face 06:39 

(pause) 

08:54 

10/4/2017 Francesco Owner Nordhavn 

Coffee Roasters 

Telephone 08:57 
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APPENDIX	  6	  
Pictures depicting the four cafésused as studies 

Makke Kafé Pictures 

Entrance of Makke Kafé ( Nybrogade 18, 

Kbh K) 
 

Bar (il Banco) with Giulia, the owner.  

	  
 

Menu 

 

 Coffee 

(Americano 

and Macchiato)  
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Café Palermo Pictures 

 

Entrance to Café Palermo (Kultorvet 5, 

Kbh K) 

 

Bar (Il Banco) 

 

Menu 

 

 

Coffee (Cappuccino) 
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Resso Espressobar Pictures 

Resso Espressobar  

(Thorvehallerne, Nørreport) 

 

 

Bar (il Banco) 

 

 

 

 

 

 

 

Coffee ( Caffé Macchiato) 
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Menu 

 

Bottega del Caffé Dersut Pictures 

 

Bottega del Caffé Dersut 

(Piazza XX Settembre, 10, 

Lecco, Italy) 
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Bar (il Banco) 
 

 

 

 

 

 

 

Coffee (from the top: Caffé 

Macchiato Caldo, Caffé 

Macchiato Freddo, Espresso, 

Cappuccino with Soy Milk topped 

with Cocoa) 
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Menu 
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APPENDIX	  7	  
Customers Interviews Transcription (in Verbatim) 
Interview 1: Anders -14:16 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”I drink coffee 3-4 times a day.” 

Q: ”Where?” 

A: ”I drink it in the morning, just before lunch, just after lunch and then in the late afternoon. But 

normally I do not drink coffee in the evening. It´s very seldom that I do that.” 

Q: ”Do you drink coffee at home or at the office?” 

A: ”At the office.” 

Q: ”All of them?” 

A: ”No, in the morning at home and the rest of the coffee in the office.” 

Q: ”What kind of coffee do you drink usually?” 

A: ”It´s black coffee, espresso and cappuccino. Those three sorts. Normally black coffee. And after 

lunch espresso, and sometimes also capuccino.” 

Q: ”What do you enjoy about drinking coffee?” 

A: ”I enjoy the taste and the flavour, and then when I am tired I also feel that I get more fresh. And 

it´s especially in the afternoon.” 

Q: ”But not in the morning?” 

A: ”Not in the morning. In the morning I drink one or two cups.” 

Q: ”To wake up?” 

A: ”Just together with the breakfast. Not to wake up.” 

Q: ”But in the afternoon, after lunch you do it to energize yourself?” 

A: ”Yes, yes.” 

Q: ”How does the coffee have to taste? How would you describe the taste of a good coffee?” 

A: ”It should be strong. And that´s why I shift between black coffee and espresso. And sometimes I 

mix black coffee and espresso. So the black coffee can be stronger. So I take a cup of coffee and 

then 70% of the cup is black coffee and the remaining 30% is espresso.” 

Q: ”Do you also drink coffee outside at a café?” 

A: ”Yes,  during the weekend. For instance on a walk on Sunday I drink coffee at a bar. And also 

when I eat outside at the restaurant in the workdays I also drink coffee in the evening. I do not drink 
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coffee in the evening at home. Apart from when we have guests then I drink coffee in the evening. 

But when I am alone at home I do not drink coffee in the evening.” 

Q: ”When you go on cafés, for example in the weekend, do you drink coffee for which reason.” 

A: ”For enjoying and relaxing and look at people both inside the café and outside.” 

Q: ”Do you go alone or do you go to socialize with people?” 

A: ”Normally to socialize with people, but I can also go alone. For instance when I am shopping in 

Lyngby, and when I finish the shopping if I am alone in a Saturday afternoon. I can take a cup of 

coffee before going home alone.” 

Q: ”And you take a coffee, and you sit down.” 

A: ”Yes, yes.” 

Q: ”How long time do you stand in a café more or less?” 

A: ”20 minutes, maybe 30 minutes. No longer than 30 minutes.” 

Q: ”How do you choose the coffee shop?” 

A: ”It´s random I would say. But in Lyngby I always go to the same coffee shop.” 

Q: ”Which one is that?” 

A: ”It´s at the main street. At the corner on the main street. ”Me & Marie” it´s called. But when I 

am going outside for a walk Sunday afternoon, it´s random. I don´t go to a special coffee shop.” 

Q: ”Is there something particular you look after before entering a café? Something that 

attracts you?” 

A: ”No, not really. There should be tables.” 

Q: ”So you can sit down?” 

A: ”Yes, so I can sit down. And in the summer there should be tables outside.” 

Q: ”What about the design of the café? Should it look hyggeligt? Is that important?” 

A: ”Yes, yes. It´s important.” 

Q: ”So what would you look after? Pillows, material, something that invites you to enter?” 

A: ”I would look after the desk.” 

Q: ”But would you take the coffee at the desk? Or would you sit down?” 

A: ”No, I would sit down. I go to the desk, and order the coffee, and then I say: Im sitting down at 

this table. And then coffee is served at this table.” 

Q: ”And is the taste of coffee important for you when you go to a café?” 

A: ”Yes, yes, it should be strong. So for instance, when I order cappuccino I always say: It should 

be a double shot. Not single shot. It should be double shot.” 
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Q: ”What about this café ”Me and Marie” what do you like about it?” 

A: ”I like the atmosphere at the café, because it´s always full of people. Sometimes it´s difficult to 

get a table”. 

Q: ”Is it a big café?” 

A: ”No, it´s medium size. I would say. There are 10-20 tables” 

Q: ”Is there a special smell or sound when you enter the place?” 

A: No, not really. It´s the location of the place. And in the summer there are tables placed on the 

corner and there are tables outside the café and normally at the one side there is sun and at the other 

side there is shadow. So normally I am sitting where it´s warm but in the shadow. I do not like to 

drink coffee in the sun, directly in the sun.” 

Q: ”Have you ever drunk Italian coffee in Copenhagen, or in Denmark?” 

A: ”I regard espresso as Italian coffee. Maybe it´s wrong. But I regard espresso as Italian coffee.” 

Q: ”So if you see espresso on the menu in which ever place…” 

A: ”I associate espresso with Italian coffee.” 

Q: ”No matter if the surounding of the café is not Italian?” 

A: ”Yes, yes.” 

Q: ”But should espresso look, taste, smell in a particular way? Or just any type of espresso? 

No matter if it served in a small cup, big cup??” 

A: ”It should be like this. In a relatively small cup. And I always order, when I order espresso, I 

always order a double espresso. Because I think single espresso is too small.” 

Q: ”Is too small for you to taste it? Or is it too small for the price?” 

A: ”No, it´s too small to taste it. And normally single espresso is maybe 25 kr. And double espresso 

is 30 kr. So it´s also a question of price.” 

Q: ”And you don´t add sugar or milk to it?” 

A: ”No, no, nothing.” 

Q: ”Have you ever been to an Italian café in Copenhagen?” 

A: ”Not as far as I remember.” 

Q: ”But you have been in Italy?” 

A: ”Yes, yes, many times.” 

Q. ”And you have tried coffee in Italy?” 

A: ”Yes.” 
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Q: ”How would you compare it to the espresso you drink in here? You think it tastes different, or 

more or less the same?” 

A: ”More or less the same. I would say more or less the same. Espresso is more or less the same. 

Cappuccino is much better in Italy than in Denmark. And this is because cappuccino is stronger in 

Italy, and there are cream on the cappuccino in Italy. And in Denmark it´s not cream it´s some sort 

of powder.” 

Q: ”When you go to Italy you drink coffee there, correct?” 

A: ”Yes.” 

Q: ”Do you enjoy it?”  

A: ”Yes, of course.” 

Q: ”What about the coffee shop, the bar?” 

A: ”It´s the same, same.” 

Q: ”Do you enjoy that?” 

A: ”Yes, yes. And I choose both types of coffee shops. I choose a shop where you stand. And also 

shops with a table. So, it differs.” 

Q: ”In Italy?” 

A: ”Yes, in Italy. In Denmark I do not stand at the table. What I would call the bar. I do not stand 

there. But I do that in Italy.” 

Q: ”Do you drink more coffee when you are in Italy?”  

A: ”No, it´s more or less the same.” 

Q: ”Is there something that characterize Italian cafés in Italy? Something special some 

feelings, smell, taste, some  sound?” 

A: ”Maybe it smells stronger.” 

Q: ”Of coffee?” 

A: ”Yes, of coffee.” 

Q: ”So there is a smell?” 

A: ”But the quality of coffee in Denmark has improved during the years. If you go back 20-30 years 

coffee at the bars were relatively light and there was no particular smell. It has improven during the 

years. So it has come much closer in quality and smell and all that to Italian coffee. Than it was 10-

15 years ago.” 
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Interview 2: Lotte - 08:37 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”Every day.” 

Q: ”Like once a day, twice a day?” 

A: ”Yeah.” 

Q: ”Where do you drink it?” 

A: ”Most at home.” 

Q: ”Do you brew it yourself? Or you have a coffee machine?” 

A: ”I make it myself. And I also have a coffee machine.” 

Q: ”What type of coffee do you drink?” 

A: ”Nescafé. Otherwise it´s instant coffee.” 

Q: ”Which brand?” 

A: ”Gold. Nescafé Gold.” 

Q: ”Always?” 

A: ”Yeah.” 

Q: ”Why do you choose this brand?” 

A: ”I think that´s the best.” 

Q: ”Do you like the taste, the smell, the aroma?” 

A: ”The taste, yeah.” 

Q: ”Do you put milk into your coffee?” 

A: ”Sometimes I put Baileys. And very often I go to café. I have a card to Joe & the Juice. They 

make very good coffee.” 

Q: ”Which coffee do you drink when you go there, to Joe & the Juice?” 

A: ”Latte, coffee latte.” 

Q: ”What do you enjoy about your coffee?” 

A: ”I love the taste, the social also.” 

Q: ”But when you drink it at home are you alone?” 

A: ”Yeah, sometimes.” 

Q: ”You drink it in the morning when you are at home?” 

A: ”No, not in the morning. In the morning I drink tea. But often in the evening I drink coffee.” 

Q: ”But when you go out to Joe & the Juice you usually have a social coffee?” 
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A: ”Yeah.” 

Q: ”So you are with your friends? And family?” 

A: ”Yeah.” 

Q: ”When you go outside to Joe and the Juice, do you associate that certain sound, smell to the 

coffee shop? Is there a particular sound that comes to your mind?” 

A: ”No, I just love Joe & the Juice coffee. They make very good coffee.  

Q: ”You have tried other coffee shops?” 

A: ”Yeah, yeah. But Joe & the Juice is the best. And they play very loud music.” 

Q: ”So you like that?” 

A: ”No. Not always. But sometimes we sit outside.” 

Q: ”When it´s good weather?” 

A: ”Yeah, also if it´s in the center, for example, they have tables and chairs outside. So often we 

prefer to sit outside. Where there is not so much loud.” 

Q: ”How long time do you spend usually when you go to Joe & the Juice?” 

A: ”Usually half an hour. One hour maybe. They also have good sandwich.” 

Q: ”So what do you like about it? Can you go a little bit more into depth?” 

A: ”I think it´s just they have some good stuff. Good taste, good quality. I like that.” 

Q: ”You also like something about the surrounding, the setting?” 

A: ”It´s the product I like.” 

Q: ”So you focus more on the product?” 

A: ”Yeah.” 

Q: ”And the taste?” 

A: ”Yeah, exactly.” 

Q: ”Have you ever been to an Italian café?” 

A: ”I don´t know. Yeah, I think I have. But I don´t know.”  

Q: ”Can I ask if you imagine to be in an Italian café. If you have any image or idea of how it 

should look like? What should there be on the menu?” 

A: ”No, I don´t know. No, I don´t know that much about Italy.” 

Q: ”Have you ever been to Italy?” 

A: ”Yeah, once.” 

Q: ”Have you tried to have a coffee in Italy?” 
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A: ”No, I don´t think I have actually. It´s 6 years ago, and I don´t think I drink coffee at that time. I 

was quite open when I began to drink coffee.” 

Q: ”So for you if you are walking in the city and you see a coffee shop that says Italian, it wouldnt 

make big of a difference for you?” 

A: ”No, sorry to say.” 

Q: ”So you tend to have your favourite coffee shop that is Joe & the Juice. And when you are 

outside you go there. So you go to the one you know. And you are not really interested to the Italian 

brand.” 

A: ”No, but maybe because I haven´t tasted it.” 

 

Interview 3: Kristian – 13:19 minutes 

 

(Noises from surrounding) 

 

Q:  ”Do you often drink coffee?” 

A: ”Every day.” 

Q: ”Where do you drink it?” 

A: ”At the job. The coffee I drink is usually from a coffee machine. At home I drink somewhat 

better coffee.” 

Q: ”Do you make it yourself or do you have a capsule machine at home?” 

A: ”I make it myself. But I have a machine for the grinding of the coffee beans.” 

Q: ”So you buy beans and then..” 

A: ”I buy beans and then I add water and put water on the coffee. That´s all. ” 

Q: ”What do you make? Like filter coffee?” 

A: ”No, just ”stempel coffee”. I´m pretty lazy about that coffee.” 

Q: ”What do you enjoy around the action of drinking coffee?” 

A: ”I think relaxation. I like calm down when I drink coffee.” 

Q: ”Because you are at home?” 

A: ”I´m at home and also when I am at job. At my work I like calm down, relax, I don´t know. I 

think I am addicted to coffee somehow.” 

Q: ”How do you drink it? Do you sip and enjoy while sitting down or just take a fast sip?” 

A: ”I like drink it slowly” 



	   93	  

Q: ”Is there a particular smell or a particular taste, a particular look the coffee needs to have 

when you think about drinking a coffee?” 

A: ” I usually drink it plain american coffee. And I like the aromas from the coffee. And the smell 

from the coffee. Freshly brewed coffee.” 

Q: ”But you buy rosted beans when you do it at home?” 

A: ”Yeah, I buy rosted beans.” 

Q: ”How picky are you?” 

A: ” I want to buy organic. Because usually I don´t buy coffee that´s not organic. That does not 

smell nor taste that well.” 

Q: ”What about going to cafés?” 

A: ”I like to go to cafés. I usually don´t do it alot, since I don´t have the time.” 

Q: ”But when you go to cafés, wich ones do you choose usually?” 

A: ”I usually choose Baresso and the green one.” 

Q: ”Starbucks?” 

A: ”Yes Starbucks. Usually when I go to Spain, I have been three twice the last 5 years, I like to sit 

especially on Starbucks because I know what it is. I usually take the places I know. I know a good 

coffee and I like sitting there watching the people.” 

Q: ”How would you define a good coffee?” 

A: ”A coffee that will taste of coffee. Well actually this is not a real coffee it´s more milk. Actually 

I like the Americano. I don´t like the espresso that much because it´s too strong for me. Maybe I am 

a bit traditional about it.” 

Q: ”Have you ever tried an Italian coffee?” 

A: ”I can´t remember if I have tried it. No I don´t think so. That´s a pity.” 

Q: ”But do you have any idea of how an Italian café should be, how it should look?” 

A: ”I think it´s like…usually you get something to the coffee. Some sweet to the coffee in Italy. 

Contrary to the Danish coffee. In an Italian restaurant you get some sweet to the coffee or biscuit.” 

Q: ”Have you tried that? How do you know that?” 

A: ”I think it´s because I am thinking of Spain. I have never been to Italy. I think I have tried once. 

But most be the same.” 

Q: ”What else do you think characterize Italian coffee?” 

A: ”Usually I think they have coffee served outside. That must be a characterization. I don´t know 

actually.” 
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Q: ”What about a feeling? If you would imagine you would step into a café written like: Café 

Italia. How would you imagine it to be? The surroudings?” 

A: ”I think there would be a big coffee grinder somwhere. You really could smell the coffee. So 

you would go there and get the real smell of coffee.  

Q: ”What about the barista?” 

A: ”Oh yeah, the barista they are hot.” 

Q: ”Have you maybe seen Italian coffee in movies? Or you heard about it?” 

A: ”Only in Baresso. It´s Italian as far as I know.” 

Q: ”What makes it Italian?” 

A: ”Well what makes it Italian, I don´t know?” 

Q: ”So how do you know that it´s Italian? Have you read about it? Or can you sense it?” 

A: ”I just associate it with Italian. Yeah, I don´t know. Because of their name. And I think I have 

seen an Italian movie where they are drinking Baresso.” 

Q: ”Where they are drinking Baresso?” 

A: ”La Resso, don´t they call it that? No. You don´t know the La Resso?” 

Q: ” Lavazza you mean?” 

A: ”Yeah, Lavazza.” 

Q: ”Ah, so you are talking about Lavazza not Baresso.” 

A: ”Yes, Lavazza.” 

Q: ”Yes, Lavazza is Italian coffee beans. Do you buy that for yourself?” 

A: ”No, I don´t. I don´t know where to buy it. Because I don´t know if there is an Italian place here 

in Denmark. But I associate it with good coffee.” 

Q: ”Maybe you know some Italian coffee shop in Copenhagen by any chance? Or you heard 

about one?” 

A: ”I only know Baresso. I think that´s the Italian.” 

Q: ”What makes Baresso Italian? Is it because they have an Italian menu?” 

A: ”Yeah, it seems to me they are Italian because it sounds Italian. Baresso. Italian and Spanish it´s 

like almost the same.” 

Q: ”What do you usually drink when you go to Baresso?” 

A: ”Usually I order a café latte. Because I know what café latte is. Usually I don´t try a new sort of 

product because I get a bit disapppinted about it. I prefer to get the normal cup of coffee. A café 
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latte or an americano, because I know those and I can taste the difference between those coffees. 

Like compare them. I will not be disappointed about an Americano.” 

 

Interview 4: Anton – 16:45 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”Let´s say every day.” 

Q: ”How many cups do you drink per day?” 

A: ”That varies alot. Usually when I am work it´s 2 cups a day. And I have 1 cup in the morning 

when I get to work. And 1 cup at lunch. And sometimes a bit more, because the coffee machine is 

just there. So I can just go and make a new cup.” 

Q: ”What kind of coffee do you drink? Like black with milk?” 

A: ”Usually with milk.” 

Q: ”Both at work and at home?” 

A: ”Yes, but it varies actually. Sometimes I have it black. It also depends on the quality of the 

coffee. If it´s like less good quality I usually put more milk in it. And if it´s really good quality I can 

drink it bla´ck. But the coffee at work is not good quality. So that´s why I drink alot of milk based 

coffee.” 

Q: ”So it´s the first thing you do when you arrive to work is that you have a cup of coffee?” 

A: ”Well, I go and turn on my computer and then I go and get a cup of coffee.” 

Q: ”Why?” 

A: ”I guess it´s a routine.” 

Q: ”So it´s not to wake up?” 

A: ”No.” 

Q: ”You don´t need it to wake up? Or to get some energy?” 

A: ”No, then I would drink it before going to work. But I don´t drink it at home in weekdays.” 

Q: ”And during the weekends you are drinking it for pleasure?” 

A: ”Yes.” 

Q: ”What kind of coffee beans do you buy?” 

A: ”I don´t know.” 

Q: ”Whichever?” 

A: ”I can go and check it out.” 
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Q: ”Is there any particular brand you like? Any type of roasting?” 

A: ”Yes, I usually go for the darker roasting. Like this one, it´s really good. Lavazza, do you know 

it?”´ 

Q: ”It´s Italian; do you know it´s Italian, Lavazza?” 

A: ”Well, it says it´s your favourite coffee on the label.” 

Q: ”But you didn´t choose it because it was an Italian brand, correct?” 

A: ”I usually go to the supermarket and check what they have and get whatever looks interesting. I 

like to try all kinds of different stuff. But if I really want some good coffee, I go to Thorvehallerne, 

to the Coffee Collective and buy coffee from there.” 

Q: ”So what do you enjoy about your coffee? How should it be? Like what do you enjoy? A 

particular smell, taste, a feeling around it?” 

A: ”Well, I really like the taste otherwise I wouldn´t drink it. And also the smell.” 

Q: ”How should the taste be? Intense or more smoky? More sweet, more sour? ” 

A: ”I like it not sour…” 

Q: ”In my point of view Coffee Collective is very, very sour.” 

A: ”Then we haven´t tried the same kind.” 

Q: ”Well, I don´t know some of the espresso they make…they described it as fruity and flavoury, 

sweet coffee. And I couldn´t drink it. But I guess they have different roasting.” 

A: ”They have all kinds of different stuff.” 

Q: ”But which taste do you look for when you have a good coffee?” 

A: ”Well, I like it a little bit bitter actually. And intense. I guess that´s why I like the darker 

roastings because it´s a little bit more bitter.” 

Q: ”And you don´t add milk with this coffee?” 

A: ”Not if it´s good coffee. Then I don´t.” 

Q: ”What about the aroma? Does it have to have a particular smell?” 

A: ”Well, I am not sure about the smell. It´s difficult to check when you buy it. I don´t know. Smell 

is not the primary thing I go for, it´s the taste. But of course it´s nice it smells good. There is 

nothing better than a livingroom or a kitchen in the morning when there is a coffee in the pot. And 

you can smell it all over the house.” 

Q: ”Well, do you expect the same smell when you walk into a café?” 

A: ”Well, usually it doesn´t smell that much of coffee in cafés in Denmark. So it´s not something I 

would expect”. 
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Q: ”Do you also go to cafés?” 

A: ”Yes.” 

Q: ”How often?” 

A: ”Whenever you ask me out.” (Laugh) 

Q: ”So it´s something that you do with your friends, yes? 

A: ”Yes, with my friends. I don´t go by myself.” 

Q: ”So you go to a café to socialize, usually?” 

A: ”Yes.” 

Q: ”You don´t do it alone?” 

A: ”No. It´s too expensive in Denmark to just go by yourself and get a coffee.” 

Q: ”Well, maybe if you make the most out of your time. For example if you sit there for a couple of 

hours while outside it´s rainy.”  

A: ”I wouldn´t do it. I wouldn´t do it by myself.” 

Q: ”And which type of cafés do you usually go to?” 

A: ”All types of kinds  of cafés.” 

Q: ”Do you have any favourite?” 

A: ”No, not particularly.” 

Q: ”Usually when you walk into a café what do you notice about it? What do you like? Maybe 

there is some particular setting, smell, sound?” 

A: ”Well, I like when the cafés are cozy. I like when there is a soft spot to sit on. And I like good 

ambience.” 

Q: ”How do you make a good ambience?” 

A: ”Well, it has to be relaxed and cozy as I said. Maybe a little bit of music. Well, not loud music, 

but just a little bit in the background. Maybe some candles. Yes, just cozy. And then good company 

of course.” 

Q: ”So, is it important when you go to a café that the coffee is good? Does it have to have a 

particular look?” 

A: ”I really don´t go to cafés for like just the coffee. And I rarely notice what brands they have or 

what they serve.” 

Q: ”What do you usually get?” 

A: ”I usually get a latte. Which is coffee with milk. You know like foamed milk. Or steamed, is it 

steamed…foamed it´s the same thing.” 



	   98	  

Q: ”Yeah you make the foam by steaming the milk.” 

A: ”Yeah exactly. That´s also how I make it at home if I want to put milk to the coffee then I steam 

it.” 

Q: ”Do you know any Italian café in Copenhagen?” 

A: ”The one on top of Illum. I think it´s Italian.” 

Q: ”How do you know that?” 

A: ”How I know it? I can´t remember. I have heard about it. I think I read about it somewhere. And 

then I went to try it.” 

Q: ”And did you like it?” 

A: ”Yeah.” 

Q: ”What did you like about it?” 

A: ”But actually the coffee was good.” 

Q: ”So it tasted good?” 

A: ”It was a good taste, yes. And it was a nice place. You have a nice view. It´s on the top of Illum. 

And there was good service.” 

Q: ”Good service because they brought the coffee to the table?” 

A: ”Yes, they brought it to the table.” 

Q: ”And that´s unusual for other places?” 

A: ”Yes. But besides that I don´t know any Italian cafés in Copenhagen. I might have been to some 

but I can´t remember.” 

Q: ”Have you ever been to an Italian café in Italy?” 

A: ”Yes, I have.” 

Q: ”So if you imagine going to an Italian café in Copenhagen, would you rely to your experience in 

Italy?” 

A: ”No, I wouldnt expect the same thing as in Italy.” 

Q: ”So what would you expect in Copenhagen?” 

A: ”Well, what I just said. The Danish style of café. You know cozy. A place where you hang out. 

And where you can stay for hours. You wouldnt usually do that in Italy, I think. As you said 

earlier.”´ 

Q: ”What about the quality of the coffee. Would you like to find the same number of  coffee on the 

list?”  

A: ”No, I wouldn´t expect it.” 
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Q: ”When you were in Italy did you enjoy anything about Italian coffee?” 

A: ”I liked that it was very, very cheap. I could just go and grab it and then go. I think we should 

have more like that in Copenhagen.” 

Q: ”I actually read and article from Berlingske Media. And they said that there are alot of café-bars 

popping up in Copenhagen. Do you have any experience of that?” 

A: ”I rarely go to those. I usually go to places that are more like all round. Not just focused on 

coffee but they also have cake and tea and sometimes food.” 

Q: ”But what do they mean by café-bar? Like coffee to go as they have in 7/11 or is a place like an 

Italian bar?” 

A: ”7/11 is a bad example but you can get the coffee in 7/11. But there are places where you can 

just drink coffee and that´s it.” 

Q: ”So like more the Italian style?” 

A: ”Yeah, I would say more the Italian style.” 

Q: ”You know any place like that?” 

A: ”Yes, but it´s 10 times as expensive. Unlike Baresso and stuff like that.” 

Q: ”It´s not that the café bar. They talk about in the article”  

A: ”It´s not that?” 

Q: ”No, I don´t know.” 

A: ”I don´t know what it is. That article. They are also like.. and now there is the American chain 

Starbucks that are popping up.” 

Q: ”Yeah, that´s I guess a different style of making coffee. It´s very, very from the Italian style. 

Actually the owner of Starbucks was going to a café in Milano, where he got the idea of creating 

Starbucks.” 

A: ”What do the people in Milano think about it?” 

Q: ”I read that we are about to open the first Starbucks shops in Milano. People are not very happy. 

Or are not very much looking forward.” 

A: ”Why? Are they scared?” 

Q: ”Because you know. It´s fashionable. Starbucks is a brand and it´s fashionable to go there with 

your Apple computer and not even enjoying the coffee taste” 

A: ”But it might be popular with the young people, still. Even though it´s in Italy. Because it´s new 

and exciting.” 
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Q: ”Yeah, thats really what we call dirty water. Not coffee. So it´s going to be famous for the brand 

not for the quality of the coffee, which you can get everywhere for 1 euro. And good one. And then 

you go to Starbucks and spend 6 euros for sirty water. And just sit down. I think they sell a different 

product which is this image of intellectual people sitting by and paying a lot for that.”  

A: ”But not intellectual, but look intellectual.” 

Q: ”Yeah, that´s at least what I read in the comments about that.” 

A: ”But also like there is a new trend in Copenhagen where there are these little food trucks or 

coffee trucks that drive around and then they set up in the parks. I think maybe that´s a little bit 

more Italian, maybe? Because that´s like a place where you just go and get a coffee and then you 

leave.” 

Q: ”Yeah, it´s more a fast coffee.” 

A: ”Fast coffee, yes.” 

Q: ”I would define it as a fast coffee the one you just grab, drink and go. But not the to go coffee 

that we don´t have in Italy.” 

A: ”You don´t?” 

Q: ”No.” 

A: ”You drink it at the bar?” 

Q: ”It´s called bar in Italian.” 

A: ”Oh is it?” 

Q: ”Yeah. So you just walk in have a coffee in a real cup that is made of…” 

A: ”The little tiny?” 

Q: ”Yeah exactly. You just drink it. Exchange a few words with the barista and go. You don´t get a 

cup of coffee made of paper. That´s not existent not yeat.” 

A: ”That´s the American kind of coffee. That started from Starbucks I think. The paper cup with the 

lid. That´s what you get in most of the coffee places in Denmark. Like the pure coffee places that 

only serve coffee, like Baresso. If you want something to go there you get the paper cup.” 

Q: ”Yeah that´s true. Is there anything about Italian coffee that you have experienced that you 

would like to tell me about? Maybe something particular about the taste. Something you wish to 

find in Copenhagen? Or something that made you surprised when you think about the Danish coffee 

and the Italian coffee?” 

A: ”Well, I was surprised about how much better the taste was when I has it in Italy. But besides 

that I don´t know.” 
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Interview 5: Sif – 15:44 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”I drink coffee everyday. Basically I think 3 times per day.” 

Q: ”And where do you drink coffee?” 

A: ”Normally I drink it at home and at work. And often it´s just Nescafé with milk in it.” 

Q: ”So it´s soluble coffee, Nescafé.” 

A: ”Yes.” 

Q: ”Also at work or only at home?” 

A: ”Yeah, both work and home.” 

Q: ”Is there a specific Nescafé whichever or do you have a special favourite?” 

A: ”I have a special favourite: Nescafé Gold.” 

Q: ”Why do you choose this type of coffee?” 

A: ”I think it´s because it´s a bit round in the flavour. It´s not that strong. It´s not that bitter.” 

Q: ”Do you add some milk?” 

A: ”I add milk.” 

Q: ”All the time?” 

A: ”Yeah, every time.” 

Q: ”Warm milk?” 

A: ”Just cold.” 

Q: ”What do you enjoy about drinking coffee?” 

A: ”I enjoy first of all there is a relaxation. That it´s cozy. So it´s 2 things. One thing is the cozyness 

and relaxation. And the other thing is that you get a fix. You get woken up. You sort of getting 

fresh. If you need to concentrate. You can focus more afterwards.” 

Q: ”So you get some energy? You energize yourself?” 

A: ”Yeah, exactly energy. And that´s more when I am at work. It´s the energy and the focus on one 

task. It´s kind of convincing yourself that you need to focus now. And convincing that a cup of 

coffee is helping you focusing on something and getting energized. When I am at home it´s also 

something about getting energized. But also something about feeling cozy and sitting and watching 

TV. Having some coffee is nice.” 

Q: ”So you have coffee also in the evening?” 

A: ”I prefer not to because then I can not sleep. The latest I am drinking coffee is at 17, I guess.” 
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Q: ”So you drink coffee in the morning at home when you wake up but also to enjoy a little bit of 

time by yourself. And then when you go at work, coffee change meaning because it´s something 

that wakes you up.” 

A: ”Exactly.” 

Q: ”You drink it alone when you are at work?” 

A: ”Yeah, most of the time.” 

Q: ”So it doesn´t have a social dimension?” 

A: ”Not for me. Not in that case of my work. It can be to get my co-workers to focus when you 

meet up at the workplace and you need something done from your co-workers. Yeah, let´s take a 

cup of coffee. And then afterwards we get to the task. And then everybody is focused.” 

Q: ”Do you also drink coffees in cafés?” 

A: ”Yeah, sometimes. But not necessarily because I like it but if you don´t have the opportunity to 

drink it at home then it´s nice to go to a café.” 

Q: ”So you only go to cafés or usually mainly when you don´t have coffee at home?” 

A: ”Yeah, or if I am out in the city and want to go and enjoy a cup of coffee.” 

Q: ”Do you usually go alone?” 

A: ”Yeah, usually I am actually alone. That was what I was before . Because I go often I go by 

myself shopping. So if it´s with somebody it´s because we are already in the city. Or because we 

decide to actually go directly to a café. Not because we are doing something else.” 

Q: ”So it has to be a specific event for you to have a coffee with someone. A social dimension. 

Otherwise you enjoy it alone?” 

A: ”Exactly.” 

Q: ”So when you go to a café alone what do you do?” 

A: ”I prefer a café where I can sit very quiet. Actually a bit isolated from other people. I prefer a 

place where I can go into a corner and just relax.” 

Q: So it doesn´t have to be too crowded? 

A: ”No, definitely not.” 

Q: ”Which café do you usually go to? Do you have a favourite?” 

A: ”Actually a lot of times I go to cafés where I can be a bit anonymous. Where they do not know 

me. Or I don´t have to be recognized at some point. So actually a lot of times I go to Baresso. Or 

places where they are kind of big. Because then I can be more anonymous.” 
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Q: ”Because for you it is important to.. when you go to a café that you can sit in your little bubble 

and enjoy.” 

A: ”Exactly.” 

Q: ”Do you then read a book, a newspaper, do you work, look at people. How do you spend time in 

a café?” 

A: ”Basically I read a book or check my phone or read the newspaper or anything that can take me 

to my little self. And it´s kind of a meditation moment where you just relax and enjoy the silence 

and enjoy yourself.” 

Q: ”So for you the most important thing when choosing a café is that you have it quiet,  you can a 

little bit be hidden in a space. Or do you also care about, for example, the taste of the coffee? 

The quality of the coffee?” 

A: ”Yeah for sure. I enjoy a good coffee. I enjoy that you can feel that it is a quality. I mean coffee 

today is not cheap so when you go into a café you want a good quality. And I think actually quality 

and quality of the place is kind of following each other which doesn´t make sense when I say I go to 

Baresso. But it´s because, again, I want to be anonymous. So I just choose something where I see 

that I can go into a corner and just lock myself in there and be by myself.” 

Q: ”So for you this feeling is more important than the quality of the place?” 

A: ”Yeah, I actually think it´s more important for me to be a very, very quiet place.” 

Q: ”What about the surroundings? Does the café need to have a particular look?” 

A: ”Yeah, actually it has to. Again the place is too small, if there is too much activity from the door 

into the desk. If there is too much activity, and the room is too small, then I feel there is too much 

going on. It´s too stressfull for me to relax. And then another thing is that nice with quiet music. 

Maybe some jazz, quiet jazz. Cozy couches, where you can just lean back and relax.” 

Q: ”How long time more or less do you spend when you go to a café?” 

A: ”I think I will actually be there for half an hour.” 

Q: ”And for you it is important that you can sit down, correct?” 

A: ”Yeah, sit down the right way. So that it is soft, nice, you can feel you are relaxing in your 

body.” 

Q: ”Have you ever experienced to have an Italian café?” 

A: ”Yeah, when I was in Italy. When I have been to Italy, I have tried Italian coffee I think. So 

cappuccino. Lot of times it was a cappuccino I got.” 

Q: ”What do you recall about it?” 
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A: ”I recall that the flavor is stronger. It´s a bit different from…how do you say it…there is a lot of 

foam. And the coffee is stronger in the taste. It´s kind of the feeling that it´s more something that 

the Italians are really proud of this in some kind of way. So it´s to be really, really perfect. Where 

here it´s more like you get a coffee, maybe a bit of chocolate. That´s it. You go to the corner and 

enjoy it. But here you really feel that this one cup of coffee is like everything. It´s really, really 

important that it´s correct. ” 

Q: ”It´s like a piece of art?” 

A: ”Exactly. Yeah, exactly. It´s really important. Maybe it´s not so important how the surroundings 

are. Or who is in the café or how the café looks like. It´s more like the coffee is the most 

important.” 

Q: ”Yeah, it is true it´s at the center of the sensory experience. When you were in Italy, did you also 

experience not sitting down, just having a fast coffee? At the desk, at the bar?” 

A: ”No, no, never. But I want to try it. Next time.” 

Q: ”Have you also tried espresso in Italy?” 

A: ”No, I´m not really fond of espresso. Or I think I am not. Because maybe it is just me that is not 

daring trying it.” 

Q: ”It´s a matter of taste probably. But you prefer milk coffee?” 

A: ”Yes.” 

Q: ”Because it softens the aroma of  the café, of the coffee beans. Have you ever experienced 

having an Italian coffee in Copenhagen? ” 

A: ”No, never.” 

Q: ”Is there something else when you recall having a cappuccino in Italy? Something else that is 

very different or differs from your experience of having coffee in Denmark?” 

A: ”I want to say more social, but that´s not true. Because I think a lot of Danes are very social 

about their coffee in cafés. So that´s probably not it. I think maybe it´s the culture where you just sit 

down and you know…I think there is a lot more stress in the coffee bars in Denmark where you just 

go in and have a coffee, and that´s it. Where I think maybe in Italy you actually sit down and just 

look at people. Just sitting there and having your coffee, looking at people passing by. Maybe 

actually using it as mentally distress.” 

Q: ”May I ask you where you have been drinking coffee in Italy?” 

A: ”Yeah, I have been to Vienna.” 

Q: ”Vienna?” 
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A: ”No, not Vienna. Sorry what is it called?” 

Q: ”Venezia, Verona?” 

A: ”No, no, where was it? It´s called.. well it doesn´t matter. It have actually been to Rome. That´s 

for sure. I have been drinking coffee in Rome. This particalar coffee experience what is it called. 

Little sized Italian city? Near by a city called Grotto Ma. It´s in the middle of Italy.” 

Q: ”It´s fine. So you were just sitting down in a café?” 

A: ”Yeah, yeah. Outside.” 

Q: ”And then you got the service at the table?” 

A: ”Yeah.” 

Q: ”Was the coffee presented on a dish with some chocolate?” 

A: ”It was, yeah. I think it was actually an Italian piece of cake or you know this very dry biscuit 

thing.” 

Q: ”Do you recall a particular smell or sound when you were in this bar in Italy? Or 

something that made an impression on you?” 

A: ”Just maybe the sound of the small chairs, some cigarettes, smoke. I don´t think I recall any kind 

of particular smell from coffee or anything. I think it was more the surroundings of the city” 

Q: ”And you were in the open air? So most probably it was a little bit caothic?” 

A: ”Yeah.” 

 

Interview 6: Maien – 18:32 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”On restaurant?” 

Q: ”Every day?” 

A: ”Every day, yes.” 

Q: ”In the every day life.” 

A: ”I do it one time per day. And that is in the morning. And there I drink a lot of coffee.” 

Q: ”And in the moring, where do you drink it?” 

A: ”At home.” 

 

Q: ”What type of coffee do you drink?” 

A: ”Black coffee. Americano, I think.” 
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Q: ”And you have a machine?” 

A: ”Yes, an ordinary coffee machine.” 

Q: ”Is it stempel coffee or..?” 

A: ”no, it is with a filter.” 

Q: ”A filter, where you put coffee powder on the top and then just add water?” 

A: ”Yes.” 

Q: ”So it takes long time to make coffee?” 

A: ”Yes, it takes relatively long time. 3-5 minutes I think.” 

Q: ”What do you enjoy about your coffee?” 

A: ”The taste.” 

Q: ”How should it be?” 

A: ”Rather strong, but not too strong.” 

Q: ”Do you also add milk?” 

A: ”No.” 

Q: ”Never?” 

A: ”No, and I never use sugar. But the taste in the morning is perfect for me. I really like it. It is a 

pleasure in the morning. But only in the morning. The rest of the day I don´t drink coffee, normally. 

Unless I am going to a café.” 

Q: ”How often do you go to a café?” 

A: ”Once a week perhaps.” 

Q: ”And when you go to a café what do you drink?” 

A: ”I drink cappuccino or cafe latte.” 

Q: ”Why?” 

A: ”Because I want another sort of coffee than normally, which is different from the coffee I am 

drinking at home.” 

Q: ”For you coffee, what do you associate it with? What feeling?” 

A: ”In a café?” 

Q: ”Both, both at home and at a café.” 

A: ”Hygge.” 

Q: ”The cozyness.” 

A: ”Yes.” 

Q: ”So when you drink coffee at home you do it to wake up? You do it to start your day?” 
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A: ”Yes, together with my breakfast.” 

Q: ”And when you go to a café?” 

A: ”It´s the cozyness.” 

Q: ”When you go to a café are you alone?” 

A: ”Sometimes I am alone. Yes.” 

Q: ”How do you hygge when you are alone?” 

A: ”I can do it. I can just sit and enjoy the coffee, the environment, the people. Looking, notice 

people. And yes, have peace in myself. I just sit and enjoy life with myself. That is not a problem. 

And I often do that.” 

Q: ”And how long time do you spend in a café when you go alone and enjoy?” 

A: ”Half an hour.”’ 

Q: ”Which café do you usually go to? Do you have a favourite?” 

A: ”No.” 

Q: ”How do you choose the café where to go? Is there something special you look after?” 

A: ”Only good coffee.” 

Q: ”So is there a special brand?” 

A: ”No. It´s a place. I can in a way look at the café if they have good coffee.” 

Q: ”How do you feel it? Do you smell it?” 

A: ”No, it looks like quality. Or I just try it. It´s if I am inspired.” 

Q: ”Well, what does inspire you to enter a café?” 

A: ”A good looking café. It´s a feeling. But it has to be clean and beautiful in a way. The design.” 

Q: ”So there should be for instance flowers on the tables? Or beautiful furnitures?” 

A: ”Yes, something like that. It depends of the taste. I have certain taste for what I think is good 

style. Yes.” 

Q: ”Could you name one or two cafés that you think are very good? That you feel are very cozy and 

good looking?”  

A: ”Yes, Trankebar. It´s a bookshop. They also have a café at the same place. And Anne Sofie she 

told me about a café in Bredgade, but I don´t know the name of the café.” 

Q: ”And you have been there?” 

A: ”Yes, it was one of the days where it was shiny, warm and we were sitting outside in the sun. 

But it was another small café. With a very fine coffee. But it was Anne Sofie who had been there 

several times.” 
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Q: ”So you got it recommended?” 

A: ”Yes I did. But the name I don´t remember.” 

Q: ”So is there something when you enter the café? You said the atmosphere, the aesthetic is 

important for you.” 

A: ”Yes, the atmosphere and aesthetic.” 

 

Q: ”What about some kind of smell? Or sound?” 

A: ”Also that. The smell of coffee.” 

Q: ”Have you experienced that in any café in Copenhagen?” 

A: ”No.” 

Q: ”But it would be nice if it really would smell of coffee?” 

A: ”Yes.” 

Q: ”What about some sound? For example music or ..?” 

A: ”Yes, it depends on the music. If it was classic music it would be very fine. Or peaceful harmony 

music.” 

Q: ”Have you been in Italy?” 

A: ”Yes.” 

Q: ”Have you tried coffee in Italy?” 

A: ”Yes, I have.” 

Q: ”What is your opinion about it?” 

A: ”But I never remember that I have ordered an espresso.” 

Q: ”What did you order?” 

A: ”I think I had more a cappuccino instead.” 

Q: ”So you order some coffee with milk?” 

A: ”Yes.” 

Q: ”Do you know any Italian coffee shop in Copenhagen?” 

A: ”No, I don´t.” 

Q: ”Any café that remind you of the Italian vibe?” 

A: ”No, the name can be Italian, but it´s not really Italian.” 

Q: ”What is real Italian? If you can describe it? Maybe the taste, the menu choice or sound, 

smell, settings. Type of coffee?” 
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A: ”Yes, but I actually don´´t have so much experience about Italian coffee shops. I have been to a 

café with your mother. It was in the morning. Yes, it was rather fast.” 

Q: ”And you were surprised?” 

A: ”No, yes. In a way. But she knew them. It was a place where she knew a lot of people. She was 

very familiar with the place. And that I like very much.” 

Q: ”That she chat with the barista?” 

A: ”Yes. And the guests. So they know her, she know them. She knew them. Yes. It was very 

familiar.” 

Q: ”Like family-style?” 

A: ”Yes.” 

Q: ”Have you ever experienced that here in Copenhagen?” 

A: ”Like this? No, not at all. Even their name is Italian. No, not the real Italian coffee shop. No. I 

don´t know any place. But I also had a coffee. I thought it was in connection with a travel. A 

railway station where there was a little café. It is along what is called bar. We were getting an 

espresso. And this bread, what was the name? Croissants, yes.” 

Q: ”Was it in Italy?” 

A: ”Yes it was. It was very fast and a fine coffee. The coffee was excellent. Everything was 

excellent. But it was a very fast routine.” 

Q: ”And did you get coffee to go? Or did you just had a real cup?” 

A: ”A coffee to place.” 

Q: ”And that is not something you have experienced in Copenhagen?” 

A: ”No, not in this way.” 

Q: ”Do you think a real Italian café would be successful in Copenhagen?” 

A: ”Yes, I suppose.” 

Q: ”With the fast coffee? And high bar?” 

A: ”Yes, if it was placed at the right place. Perhaps at a railway station. But not only. In the middle 

of their time, where people are going to their job and they leave their job. They just need to get 

some energy.” 

Q: ”Let´s go back to the Italian café experience you have had in Italy. Did the Italian café have 

some particular smell, sound or taste that you remember?” 

A: ”I don´t remember.” 

Q: ”What about the taste of the coffee? The texture, is different from what we usually have here?” 
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A: ”Yes, it´s a speciality in Italy it´s espresso I suppose.” 

Q: ”It´s the most common coffee. When you ask for a coffee they bring you espresso. So it´s the 

coffee.” 

A: ”But the taste of espresso is very, very fine. You can taste it is coffee.” 

Q: ”You think it tastes different from the coffee you drink usually here?” 

A: ”Yes”. 

Q: ”How? Can you describe it?” 

A: ”It is very concentrated.” 

Q: ”So it is stronger? What about is it more sour, more fruity? Or more toasted? Different coffee 

have different aroma.” 

A: ”But I don´t have so much experience.” 

Q: ”Have you also tried a cappuccino in Italy?” 

A: ”Yes I have.” 

Q: ”Do you think it taste the same as the one you usually have in Denmark?” 

A: ”No, much better. In the taste.” 

Q: ”How?” 

A: ”Stronger.” 

Q: ”What about the milk foam? Also maybe more soft? Does it look different, the cappuccino?” 

A: ”Well, it´s some years ago. I can´t remember. But when I am going to Lecco now, I will focus 

on it. We can try in a café.” 

Q: ”Yes, we can do that. Because there is so much variety of coffee. So it´s really worth to try some 

specialities. So why not.” 

A: ”Yes.” 

 

Interview 7: Anne Sofie - 23:00 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”Everyday.” 

Q: ”Once a day?” 

A: ”I usually well.. I drink coffee at work. Thats the first thing I do when I come to work. I take a 

cup of coffee.” 

Q: ”At a machine? Or do you have a kitchen?” 
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A: ”We have a little kitchen, but it comes from a machine. It´s fairly okay. And then I think before 

lunch. I mean they have these really small cups, so before lunch I drink probably 3 smaller cups of 

coffee. But since it´s machine coffee you can drink more of it. If it´s barista coffee it´s another 

thing.” 

Q: ”Is it like a Nespresso machine? Or is it the filter coffee? The one that is more water than 

coffee?” 

A: ”It´s something in between. It´s one of these bigger machines that you buy for a workplace. I 

mean you can press a button that says espresso, and it´s not an espresso you´ll get from that. Like a 

real espresso machine. I always drink black coffee. If you order with milk you get this powder milk 

because it has to be stored in the machine. You know, and then it gets mixed. And I don´t like that. I 

don´t like the taste of powder milk.” 

Q: ”What about cafés do you also go out and drink coffee at cafés?” 

A: ”Yes I do. I mean I do, not every day. Because initially I am at work and then I am doing 

something, so I don´t really have time for that. But I do, I often meet friends at cafés in weekends, 

sometimes after work too.” 

Q: ”What do you enjoy about drinking coffee?” 

A: ”Well, I enjoy the taste. Taste is the most important thing. ” 

Q: ”How should it taste, a good coffee?” 

A: ”A good coffee. I like the taste is like more choco, not soft and roasted. I´m not into this very 

sour.” 

Q: ”Like the one you find at Coffee Collective?” 

A: ”Yes, exactly like that. Exactly Coffee Collective” 

Q: ”And how do you drink it? How do you enjoy your coffee?” 

A: ”If I got to a café?” 

Q: ”At work and at a café” 

A: ”Well, if I go to a café I really like to get the coffee in a real cup, instead of a paper cup. And I 

like it to be …it should taste quite a lot of coffee. If for instance you have milk coffee as you are 

having now I want the coffee taste to be the dominant taste and milk just to soften it. That´s how I 

like it.” 

Q: ”Does it have to have a particular smell? Or..” 

A: ”Yeah, I mean..it needs to be.. I mean I like that roasted sort of smell of the coffee. You know 

when you walk into a place and it has a roasted smell of coffee. ” 
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Q: ”Have you experienced that in Copenhagen? And where in any coffee shop?” 

A: ”Coffee Collective has a coffee like… It´s a café but it´s not one of their most popular cafés 

where they roast their beans. It´s on Godthåbsvej. Further down past Roxy. And down there they 

have like this coffee roasting place.” 

Q: ”Close to the cemetery?” 

A: ”No it´s on Frederiksberg. It´s not the one at Jægersborggade. It´s not very known. And that´s 

why I think they have a roastery. They roast their coffee there. But they also have a little café there. 

And that´s about the only place I can remember in Denmark. But it´s funny because when we were 

in the US this summer we were in Oregon and coffee is such a big deal over there. Like there are so 

many cafés that make a big deal out of coffee. And one of these small coastal towns we were 

visiting we were driving past and we just had lunch. There was this really nice café that was 

roasting their own coffee there. So that is the last time I think I have been in a café that roasted their 

coffee.” 

Q: ”Is there a particular sound that you expect when you walk into a café? That you associate 

with a coffee shop?” 

A: ”That´s a good question. I don´t think so. I mean the sound of people. Working with the barista 

machine. They make a sound.” 

Q: ”Grinding of coffee beans?” 

A: ”Yes, but also making this espresso coffee. I mean I like to come into a café where there is 

people already there. You know being the only costumers can be a little awkward sometimes, I 

think. But sounds…I think it´s more smell for me than the sound.” 

Q: ”Do you have any experience of an Italian coffee? Or Italian café?” 

A: ”Yes! In Italy or here?” 

Q: ”Both.” 

A: ”I mean I have been to Makke Kafé.” 

Q: ”Do you feel it´s an Italian café?” 

A: ”I feel it´s not Scandinavian. It´s not Danish I can feel the difference.” 

Q: ”You can feel it in the surrounding? Or in the product? Or in the service?” 

A: ”All three things I think. The surroundings are not like…A lot of cafés at least here in 

Copenhagen have the Nordic look for everything. I mean it has a different look. And the products 

they have much more cake and pastry. And the coffee… I mean it´s been a while since I have been 

there. But it´s really strong. I mean I like it strong. And she is really, really nice. I mean I was there 
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with Ann and Ann knows her pretty well and then she is just super nice and welcoming. You know 

really interacting with her costumers.” 

Q: ”And what about your Italian experience of a coffee bar and the coffee shop?” 

A: ”That must have been when I have been with my work in Milan last, like about a year ago. Just 

for one stay over, and we were sitting at this place.. it was outside because the weather was really 

nice. And just having a coffee, and it was really nice. The coffee came on this sort of plate; like it 

has a coffee and then it had a glass of water. Which is something for me really important. And the 

one of these little cookies, they are very hard to bite in.” 

Q: ”Amaretti? Could it be?” 

A: ”Maybe. There are a bit of almond.” 

Q: ”Taralucci. Yeah I know.” 

A: ”You know they have this shape.” 

Q: ”Yeah I know them.” 

A: ”Yeah, and that´s really nice. Because I think that chocolate can be a bit much with coffee. But 

that cookie is not sweet, and it gives a really nice balance for the coffee, I think.” 

Q: ”And you felt it was different from what you experience in Denmark?” 

A: ”Yes.” 

Q: ”What about…was it different from Italian cafés you tried in Denmark? In Copenhagen?” 

A: ”I mean it was more like…I guess they didn´t make such a big deal out of the decor as they 

would do here in Denmark. I mean here it´s all about interior design, and Nordic everything. And 

that´s not how it is, you know in Italy: in many places there are just a bar, and then some chairs. But 

nothing that invites you to sit there for a long time. For me it´s a different kind of coffee culture, 

you know what I mean? Like I mean it´s more fast; whereas Danes or Scandinavian they like to sit 

in a café for a long time.” 

Q: ”Why do you think it´s like that?” 

A: ”Maybe because we are very prone to that ”hygge” thing. And maybe because Italians have a 

different relationship to their coffee. I mean they also drink their coffee smaller in Denmark. Like 

when you go to my parents´ house it´s like a mug, it´s very typical Scandinavian, to have it like in a 

mug. Whereas in Italy it´s I guess smaller.” 

Q: ”More intense?” 

A: ”Yeah, more intense. And also with more taste. One of the things that I find when you get really 

nice barista coffee, for instance in Italy, but also in Copenhagen, is that I can have one cup of coffee 
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and then I am like full I don´t need more coffee that day. It´s like my taste buttons are all filled up. 

Whereas the coffee I have at work or from that coffee making machine my parents have, it´s like for 

some reason you can take in more quantity of coffee. It is something with the taste. It´s not like that 

filling. I can´t explain it otherwise.” 

Q: ”What is the purpose of you drinking coffee?” 

A: ”It´s mostly for the taste. And because coffee is… you know I am a big tea drinker as well. You 

see me I drink a lot of tea. But tea is like water for me. I can litterally just chuck it. Whereas coffee 

is… there is a level of addiction, I guess. It´s like. It just makes you very happy.” 

Q: ”You also use for instance to wake up? And to energize yourself?” 

A: ”Yes and no. I mean I can actually like.. I can have day where I don´t drink coffee at all at work. 

For instance if I don´t feel well in my body. If I have a headache or something like that, coffee, I 

just can´t drink it. But usually I will drink it in the morning to wake up. But it will be after I come to 

work. I don´t need it right away when I get out of the bed in the morning.” 

Q: ”So at work it´s a little bit to wake up? To regain your focus when you need. Also a break?” 

A: ”Yeah, it´s also very much a ritual. It´s a nice thing. It´s like, I bike all the way to work and I am 

having coffee now. Like there is this element of relaxation. Like you really enjoy it.” 

Q: ”What about when you go out with friends? Would you dscribe it more as a social coffee?” 

A: ”Yes.” 

Q: ”And it´s also to relax to have some good time with your friends while enjoying? ” 

A: ”Yes. And also because I mean like going out for a cup of coffee is a thing. It´s also like also 

how you…I mean if you meet for coffee you know is not long. It´s not a long meeting. And it 

doesn´t include food or stuff like that. So it´s a way of breefly meeting a friend, and then you know, 

do our own thing afterwards.” 

Q: ”Have you ever experienced a coffee bar? Like not a café, more a bar, where you have fast 

coffee?” 

A: ”Yes, in Italy I think. But it has been a while. You know where you stand by the counter.” 

Q: ”Yes, for example in the morning. You drop in you have a fast chat with the barista, you have an 

espresso and then go to work or go do your errands.” 

A: ”I mean I have been to be to one but it´s not something I have in my routine. It´s for me…coffee 

is more a sitting down thing.” 

Q: ”Ideally how do you think an Italian café should look like? As a surrounding, as an 

atmosphere? ” 
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A: ”I would like it to be…I mean I like interior design so I like it to be stylish. I would like it to be 

like neat. I think you can really sense that I´m not in a Danish surrounding, so it shouldn´t be like 

new nordic and then Italian products, it should be like a coherent thing. Yeah, for instance if they 

could incorporate some like Kartell or something…” 

Q: ”Some Italian design?” 

A: ”Yes, some Italian design that is recognizable. I mean that for me would be something I would 

notice. And then I think one other thing that is different from Italian places to Danish places is that 

Italians have more like cakes, pastries. I mean there is more like focus on that sweet stuff than you 

would have in a Danish café. I mean many cafés serve like cookies and stuff. But it´s just the 

variety is usually bigger in the context of sweet stuff.” 

Q: ”That´s interesting. I think that one of the differences is that we have these cakes: croissant and 

cakes for breakfast. So that´s why we have this culture of offering coffee. For example espresso and 

croissant or cappuccino and croissant. And we have this display. Of course you can also enjoy it in 

the afternoon but that is more a breakfast-thing because that is our type of breakfast: espresso and 

croissant. So what I have experienced here in Copenhagen in these Italian coffee shops is that either 

they do not have any croissant, cakes, or they have it more as an afternoon thing. So they have 

sweet cakes, where you can have a slice. They don´t have this small croissant/muffins that you can 

just eat quickly. So they are very adaptive to this idea, this expectation that you can sit down, relax, 

chill. In Italy it´s very fast. The coffee is a break you have as a quick breakfast to work, break from 

work or a small break when you are out shopping with your girlfriends or enjoying. But it doesn´t 

take as long as it takes in Copenhagen to enjoy a cup of coffee. It´s true. What about..you also said 

the look of the coffee cup that is something particular of Italian coffee shops. That they serve it 

in real cups, and that sometimes they serve it with chocolate. There are biscuits. That´s also 

something typical Italian, you said. The presentation. ” 

A: ”Yeah, the presentation. But also I mean..if you, I think like…I´m not a expert in Italian coffee 

brands, but I know Illy and Lavazza and Segafredo, that I respond very positive to. If there is the 

sign outside that says: Illy coffee or Lavazza coffee, I will be prone to go in there, because I really 

like these brands of coffee. Because you know, as I explained before, it has this nice roastiness, it 

has a more soft taste of coffee that I like. As opposed to the Coffee Collective that is very sour and 

not my taste; and that´s actually a thing that I for instance…If I walk…especially if I am 

somewhere in Europe. It could be Italy or other places. And they advertise for Illy or Lavazza 
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coffee. I would…I mean..I would, I can sometimes pick a place only based on that, if I have like 

some choices.” 

Q: ”Okay, so really put a big focus on the product? On whether it´s a product that you know, more 

than a place that you have been recognizing that looks Italian?” 

A: ”No, no. It wasn´t meant like that. I guess the place is also really important. But if I just walk 

around the streets for instance, I see a sign advertising Illy or Lavazza coffee outside, that would be 

something where I would be like: ”Okay, let´s go in there” because I like that kind of coffee. But if 

I have a place that I really like to come to, then that would be something that I would also weigh if I 

have to decide where to go.” 

Q: ”What about at home? Do you drink coffee at home?”  

A: ”Yes, but only in the weekend.” 

Q: ”Which brands of coffee do you buy?” 

A: ”Actually I have just been to Italy recently, and bought a bag of Lavazza coffee for my French 

press. Then I have some Colombian coffee, which is something that…it was like this Christmas 

present thing at work where I got that coffee. That´s why I have it in my fridge. Then I have some 

more coffee from Irma. You know those bags from Irma. Then I have that Nespresso machine. 

Where I also have different kinds of capsules from Irma and Super Brugsen. So actually I have alot 

of coffee at home, even though I…sometimes it can be 2-3 weeks where I don´t drink coffee at 

home because I either get it at work or I get it at a café. ” 

Q: ”Which one is your favourite?” 

A: ”Lavazza, definitely. I like that one.” 

Q: ”So how do you prepare it? Do you buy the coffee beans? Or you buy the coffee powder?” 

A: ”I bought the powder this time. I have a grinder at home. But I´m not that happy with it, so…I 

bought powder, and then I am using this Bodum French press.” 

Q: ”So you like to drink stempel kafé?” 

A: ”Yes, I do that at home. And I also have my Nespresso machine at home. But I don´t know. I 

grew a bit tired of that. So now I have a period where I don´t use it that much. And know I am back 

to stempel kande kaffé.” 
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Interview 8: Andreas – 15:17 minutes 

 

Q: ”How often do you drink coffee?” 

A: ”I drink coffee once in a while. When I go out to cafés. And sometimes at home I drink coffee, 

especially when I have guests. Sometimes I also do it alone, but more when I have guests.” 

Q: ”And when you go to cafés are you alone or..?” 

A: ”No, I never go to cafés alone. It´s always in the company of other people.” 

Q: ”What kind of coffee do you drink?” 

A: ”I drink coffee with a lot of milk. Or very, very strong coffee. As for instance an espresso. So 

it´s either or actually: either it should be milky like café latte or the macchiato with a lot of milk. 

It´s called latte macchiato, I think. So either latte macchiato, café latte or espresso: these are like the 

3 I prefer.” 

Q: ”So you said: latte macchiato, espresso and..?” 

A: ”And so: latte macchiato, espresso and then café latte.” 

Q: ”Do you drink black coffee too?” 

A: ”The normal Americano? No.” 

Q: ”What about stempel kafé?” 

A: ”I don´t like it, no.” 

Q:  ”So what do you enjoy about your coffee?” 

A: ”I enjoy that it has more taste than for instance, tea. I also enjoy that it is warm. It´s compared to 

other things like: juice or water or wine; I also enjoy that it is not alcoholic. So I can enjoy it and 

not become affected by it. Then of course you can say there is caffeine inside, but that is not 

affecting me so strongly. So that is what I am enjoying. Furthermore, I´m enjoying the company of 

other people around the coffee. That´s also why I am usually not drinking it alone, but in the 

company of other people, because I see it as a social thing. Maybe like people who smoke also seek 

other people who smoke, I guess. So that´s what I like.  ” 

Q: ”So when you drink coffee, for example you close your eyes and then you think about 

drinking a coffee, what comes to your mind is this warmth, not only of the coffee, but also of 

the friends sitting around it?” 

A: ”It´s not necessarily my friends. I can also go to a café with one person, but then you have all 

those people sitting around. So it´s something social. It doesn´t mean it´s like having a lot of close 

people sitting around the fireplace with a big cup of coffee. It´s not like that. But it´s more 
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something that it´s with people around. It can also be like my parents or some friends; but it can 

also be going to a café with my girlfriend or someone else, and then there are some people sitting 

around. So it´s something social to some extent.” 

Q: ”When you go to a café, which café do you usually go to? A favourite one?” 

A: ”I like cafés which have high quality coffee, and cafés which are particular. I don´t like chains of 

coffee like Baresso. I think that´s a horrible place. I think that´s the McDonalds of coffee. I don´t 

like the McDonalds coffee either. I like coffee which is high quality, I like the Italian coffees. I like 

big variation high quality coffee. Then I like that the place is particular, it has some identity. ” 

Q: ”What do you mean by identity?” 

A: ”It´s a little bit like Coffee Collective in Copenhagen, for instance. That is very particular. ” 

Q: ”Okay, why?” 

A: ”It´s just different, it has a certain style; it just stands out. And I like places which stand out. I 

don´t like places that are chains. I like a place which has some kind of spirit. And some kind of 

atmosphere which is particular. That makes it interesting.” 

Q: ”When you walk into a café are there some senses that you associate…Some sensory 

experience that you associate into walking into a café?” 

A: ”Yeah, business. That it has to be busy.” 

Q: ”What about smell?” 

A: ”No, I´m more related to sound. The sound of the coffee machine. Making/grinding the coffee, 

for instance. And then sound of the people. And the sound of the people making the coffee. Like 

emptying the…the container of the coffee. It´s actually related more to sound than smell.” 

Q: ”Have you experienced that? Do you experience that often in Copenhagen?” 

A: ”These sounds? Yeah, because in Denmark they make high quality coffee, more and more. So 

yeah, I experience that actually.” 

Q: ”Lets go back to…You said you like for instance Coffee Collective because of the spirit and the 

identity. What about the taste, the flavour of the coffee? Don´t you think they have a 

particular flavour?” 

A: ”I think actually in Copenhagen the quality of the coffee is very high. So it doesn´t stand out in 

this way. I think…I know Coffee Collective have this high quality, but what I like about them is 

that they have some kind of story related to their products. It´s also a little bit like Joe & the Juice, 

they have young people standing there. The way they decorate their shop is very simple. So it can 

stand out in different ways. It can stand out in the way that it´s interesting. It could be the people, 
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the decor or the coffee. So there can be a lot of things that make it interesting and stand out. I think 

for coffee collective it´s more about atmosphere. I know people usually go there for the quality, but 

I think that the quality in all of Copenhagen is actually very high. ” 

Q: ”So you are not really worried about the taste of the coffee, because you believe that all the 

places in Copenhagen serve quality and tasty coffee?” 

A: ”Yeah, I think a lot of places serve really high quality.” 

Q: ”So for you the most important is that the place is original? Looks original?” 

A: ”Yeah, especially because, as I mentioned before, that I go out and I drink coffee, is to be social 

with people. So this is my highest priority. That´s also what I weigh the highest. It´s not so much 

the quality. However, I do also appreciate high quality also.” 

Q: ”Does the café have to be original? Does it have to have a certain design? In the choice of 

furniture?” 

A: ”Yeah, it could be it. The choice of furniture. It could be, the sound, the music they play. The 

people standing there. If you have young people, old people. The energy level. If they are Danish 

people. If they are Italians or they are foreigners. All these things stand out and make them 

particular. Also because there exist so many types of coffee. The coffee you serve in Turkey is very 

different, is very different from what you serve in Italy which is very different from the coffee you 

serve for instance in Norway. However, what I have experienced in Denmark is that people have to 

some extent a consensus of how they have to not stand out, actually. They have a tendency to make 

things somewhat similar, which makes it a little bit uninteresting to go out. Because it is to some 

extend similar, actually. And that´s also why so many places in Copenhagen are a little bit boring, 

because they are somewhat similar in my point of view” 

Q: ”Let´s go back to what you just said. For example that in Norway they serve different of coffee 

than they would do in Italy or Turkey. What do you mean by that is there a different type of 

coffee?” 

A: ”For instane they coffee they make..I was tasting coffee in Sarajevo. It´s just like totally different 

black, like oily. And it´s very, very small. And it´s strong. It´s like an espresso just much stronger, 

and it´s served in very small cups. They also make it in a different way. They boil the coffee with 

the water and then serve from there. So it´s made in a different way and they also serve it in a 

different way. The atmosphere in Sarajevo is also very different from other places where I have 

been. Also for instance the atmosphere in Italy as I have experienced is very different from the 

atmosphere you experience in Denmark. There can be very different atmospheres associated with 
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coffee. Of course the coffee can also be different. But the atmosphere around it can also be very, 

very different.” 

Q: ”For instance what kind of atmosphere have you experienced in Italy?” 

A: ”In Italy it´s… the atmosphere is more around that…It´s just different. In Denmark people enter 

a coffee shop, and it´s very much a place where they go and they sit and they chat for a long while. 

Or what I have experienced also, is that it is a place where people come with their computer and 

they write a thesis or there is a journalist writing an article or whatever it is. So people actually have 

some work to do. So it´s a very different atmosphere it´s not so busy, whereas what I have 

experienced in Italy is that there is a more busy atmosphere. It is like a place you go to, and then 

you stand there for a short while. Like for instance 10 minutes. In Denmark it is a place where you 

can stay for half an hour or one hour. So it´s a different level of business, and there is a different 

level of flow also, between these two types of cafés. That´s what I have experienced. And what I 

have experienced very much in the Danish cafés, is that it´s very much about the ”hygge”. It´s 

about the coziness. Whereas in Italy where I have been a lot of times, it´s more busy. It´s a place 

you come and then you go again pretty fast afterwards. It´s two different types of atmospheres. It´s 

more busy in Italy and in Denmark it´s more calm.” 

Q: ”When you go to Italy, do you often go to drink caffé?” 

A: ”Yeah I do. Because my girlfriend is Italian. And it´s part of their culture to go in cafés very 

often. Especially around their breakfast it´s very much associated with drinking a coffee. Especially 

a cappuccino or a milky coffee. And then eat some type of cake, so that I do a lot. But that´s more 

because I am being pushed to do it. ” 

Q: ”It´s not because you have enjoyed it? Or you would do it by yourself?” 

A: ”I´m not doing it by myself. But then again that´s as I have said before: I never go on cafés on 

my own.” 

Q: ”So when you go to Italy the coffee become more a way to adapt to an Italian tradition?  ” 

A: ”Kind of….It´s … I follow the flow in Italy. And do a little bit more what they are used to do, 

since it´s part of their culture.” 

Q: ”How often do you drink coffee in Italy?” 

A: ”I think almost every day.” 

Q: ”And what kind of coffee do you drink there?” 
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A: ”I usually, when I go to a café, usually in the morning between 10 and 12, it could be a 

cappuccino or a café latte or a latte macchiato. Or it´s in the evening and it´s an espresso. So not 

milky coffee.” 

Q: ”And in the evening. You mean after the meal or before?” 

A: ”After the meal. So usually around 7 or 8.” 

Q: ”Do you know any Italian café in Copenhagen?” 

A: ”No. But that depends on what you mean by Italian café. If you mean by what I associate with  

when you ask what is an Italian café, I would say it´s the decor and the atmosphere in an Italian 

café. I would say I have not experienced that in any places in Copenhagen. I have been to a lot of 

places that serve Italian coffee. So the coffee they make in Italy, to a large extend. But the 

atmosphere, no. Totally not existent in Copenhagen.” 

Q: ”Have you ever experienced in Copenhagen this fast coffee culture that we have in Italy?” 

A: ”No, I have not. Also because…partially because it is not being served …we don´t have the bar 

as they have in Italy. And also because actually it takes a long time to get your coffee served in 

Denmark. Furthermore, if you actually want to drink the coffee in the bar…I have never 

experienced it. When stand in the bar and order something they ask: ”Please take your seat”. So 

they never serve things at the bar. It is actually something that is not part of Danish culture; maybe 

because they don´t know how to do it. Or because they actually brand themselves in a very different 

way. They focus on creating in a different atmosphere than they do in Italy.” 

Q: ”Let´s go back to when you go to Italy. When go to a café is there some distinctive sense you 

use? For example is there a distinctive smell? Or sound? Taste?” 

A: ”I would say for me it´s about listening. Very much the sound. And also.. I would say maybe 

also, when I was thinking about it, the visual. When I think about an Italian café, I think about a 

small entrance and very long. Whereas when I think about Danish café it´s more like the horizon 

opens. It´s like a different space, an open space. So it´s a different way. ” 

Q: ”What about the sound? Is it the same that you find in Denmark? The sound of the coffee 

machine?” 

A: ”Of cause the sound is different, because in Italy they speak Italian. They don´t speak Danish. 

But the sound of the coffee machine and these things…the smell and so on. They are very much the 

same, yes.” 

Q: ”And the smell of coffee?” 

A: ”Also that yes.” 
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APPENDIX	  8	  
Managers Interviews Transcription (in Verbatim) 
 

INTERVIEW 9: Giulia (Makke Kafé) – part 1 – 07:39 minutes 

 

(Background music) 

A: ”Ok, so why I´ve opened this café..” 

Q: ”Yeah.” 

A:”Well, 6 years ago I was an employee, in Rome. After 1 years and a half I got crazy and I 

decided, ok, maybe I can try. Because I have a sister that lives here, so I came several times in the 

last 15 years, and I decided ”why not? Copenhagen is a nice city, so I can try.” Then I found a job 

portal, and we decided to work. And it was just a jump in a black hole, because we didn´t have any 

kind of experience before so.. I have an international degree .. a degree in international economy, 

and then I became a pastry chef, and then in a konditori and chef, a normal chef. So, you know, and 

I was always do chef to home, catering, but never work with that, the coffe machine. And I was so 

scared at the beginning, so..” 

Q: ”So it was 6 years ago that you opened this café?” 

A: ”Yes, yes.” 

 

Q: ”Ok… and can you tell me a little bit about the structure? You are the owner? You are 

also..” 

A: ”I am everything! (laughing) So, I am the owner, I am the manager, I am the waiter, I am the 

staff in the kitchen, I am the cleaner.” 

Q: ”So you have only 1 employee?” 

A: ”Yes, yes. Sometimes I have some part time help, but not in the last year. So, usually it´s me, 

and sometimes some part time employee. But at the moment, the last year, it was only me.” 

 

Q: ”Ok. Why did you open this café?” 

A: ”Just trying a different kind of lifestyle: the idea was to.. to improve my lifestyle, that time 

before was a little bit hard, like konditori..” 

Q: ”Yes. So you have studied pastries in Italy?” 

A: ”Yes.” 
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Q: ”But you´ve never been working with coffee?” 

A: ”No, not before.” 

Q: ”Oh, ok.” 

A: ”Yes. I only have the culture, because you know, I am from Napoli, and usually they say that 

Napoli is the best place to drink a coffee, so.. That´s the only expe.. and I don´t drink coffee really, 

honestly ”(laughing). 

Q: ”Ok ”(laughing). 

A: ”It´s not my.. my favourite kind of drink.” 

 

Q: ”Ok. So why did you decide to open an Italian café? Is it just because of your experience, 

your heritage, or..?” 

A: ”It´s just that when you change country, you cannot create something that is not from you, and.. 

the only thing you can do is to bring your culture somewhere else, and try to see how people react.” 

Q: ”Ok.. and your café has always been placed here? Since 6 years ago?” 

A: ”Yes. Yeah yeah.” 

 

Q: ”Ok. Can I ask you about the products? What kind of products do you use?” 

A: ”Well, most of the things are Italian, but.. In Denmark is not easy to find Italian products, and to 

import is so expensive. So you need to manage: so you can find something that is Italian, something 

that is similar to Italian and try to.. You know, the point is that.. is that how is your behavior at 

work. The difference is that, about Italian and other culture. So how people are, how can you be 

welcoming with the customers, how they can feel when they comes here.. Because most of the 

places where you´re going in town, they are just employee, someone they say nothing when you 

come in and.. It´s not what we are in Italy. We are really friendly, we like to create a place where 

people can stay home, and can feel that home; and that is where it is Makke Kafé at the moment.” 

Q: ”So, do you think it´s more about the service, or about the customers´experience?” 

A: ”The service, and the customer experience together, yes.” 

 

Q: ”What kind of experience do you want your customers to have when they come here?” 

A: ”They always told me, that they feel like they are at home. So they feel really comfortable, they 

can feel that they don´t have stress, they don´t do.. Ehm, I don´t press them or push them to be out, 

if I need a table, you know, so, it´s jsut that.. In Denmark the culture of the coffee, or whatever 
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other drink, is different. In Italy, you just go, take an espresso, and leave, and usually running. But 

here they like to be inside, they like to relax, they like to drink, they like to chat with their friends, 

whatever, but you know? And also, Makke Kafé is also mums-friendly, so they come also with the 

kids, so you know.. It´s also.. Everything, you know.. Where people can really feel a nice 

atmosphere, warm, and can feel always welcome.” 

 

Q: ”What percentage would you give to this place, if you think as it being Danish and 

Italian?” 

A: ”Percent about customer?” 

Q: ”No, not about customer. If you have a feeling about this place, how would it be in percen..” 

A: ”Honestly, 50/50.” 

Q: ”50/50?” 

A: ”Yes, you can see the place is Danish style, because it´s big, and the sofa, and they always say 

there is ”hyggeligt” , and it is true but.. At the same time there is me inside, and I have several 

customers that told me, you know, ”without you this place is not the same, so we comes because 

you are here”. And it´s nice, you know, they .. it means they understood the difference, when you 

serve customers.. I always remember all the names of my customers or what they took, especially 

the regular, and they don´t need to ask; they just come in and the coffee is practically ready. So, and 

they feel really nice.” 

Q: ”That is really different service than what you get usually..” 

A: ”Exactly!” 

Q: ”.. in other places.” 

A: ”Yes, it´s not because I need to attract more customers, it´s just what I am, and who I usually am 

in my life, in my normal life, so..” 

Q: ”Mmh, so you offer an excellent service, we can say that? An excellent experience?” 

A: ”Actually yes! Sometimes, yes, sometimes I am running a lot, because when you´re working 

alone, you know, so you just need to follow everything: you follow the production, the kitchen, 

sandwich, salad, cut the cake, prepare the cake, set the coffee, make the coffee, whatever. 

Sometimes I don´t even have the time to speak with them, but they always.. For example, most of 

them, they help me; and it´s nice, you know. I have some families who come with kids, and you 

know they always bring me everything back, and they always say ”We know you´re working alone, 

so no worry, we´re feeling really comfortable, whenever” so.. That´s nice, that was the idea at the 
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beginning, when I created this place; a place where people could feel at home, and that was where I 

was, where I am at the moment.” 

 

Q: ”Ok. Did you have something that you had to change since the beginning?” 

A: ”Only the production of our cake. (Laugh) Because at the beginning I was made all the 

Neapolitan cakes and, you know, it is totally a different culture. At the beginning I didn´t know, and 

I say ”Ok, I want to have my pastry sho.. my pastry cakes” and.. it doesn´t work. Because they have 

different kind of taste, they like different kind of things. So I decided to read after all my recipes 

and so; they are MY recipies, they are NOT Danish, they are Italian but, you know, they feel also 

about the form of the cake, they feel more Danish. But the taste is totally different. And they really, 

after 1 year and a half, they started appreciating totally my cake, so now I sold all my cake 

everyday, and I don´t have any problem with this.  At the beginning it was really really hard.” 

 

Q: ”What about the coffees? Did you have to compromise on something? ” 

A: ”Well, at the beginning I didn´t use Italian coffee. I was using a roastery from a small place 

outside Copenhagen, I don´t remember the name honestly, is organic, it was organic. Then I 

changed with an Italian organic coffee, but then I found this guy who has this roastery here, in 

town, in Copenhagen; he is Italian and he works in the slowfood, and he does exactly the same toast 

that I ask for my kind of café. So it is not the one that you can find everywhere it is specific; and 

also my cake, you cannot fnd anywhere. So it is just something you can find only here. That is why 

usually they ask me for the recipe and I never give to them.” 

 

(Two customers enter the shop) PAUSE  

 

Giulia (Makke Kafé) – part 2 – 12:22 minutes 

Q: ”So, when you think about coffee, what kind of smell, noise, .. What kind of senses come to 

your mind?” 

A: ”Well, always when I open the coffee bag, it´s crazy, the smell of coffee before to toast it.. 

before to smash it, sorry. And.. yeah, the noise is the sound of the small beans sound together, when 

they.. you know, if you put your hand inside. It´s the same when you put your hands in the lentils 

bag, you know?, and there is this kind of, you know, crack? Something that is, I don´t know, I 

cannot really explain it. But I remember, it bring me to when I was a child, so that´s nice this kind 
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of things: the smell of the coffee in the morning, because your mum made it.. all these things that I 

miss, of course, because I am in another culture, so.” 

 

Q: ”When you greet customers, do you greet them in Italian or in Danish?” 

A: ”In Danish, most of the times in Danish. Well also in Engl.. well, honestly it depends! It depends 

on who is coming, because I have also several Danish customer who speaks Italian, and they love to 

speak Italian, so that is why when I knew that, I speak in Italian directly. But most of the times I 

also like to improve my Danish, so.. and I always try to learn some world more, so that´s why I try, 

even if I make a lots of mistakes. The important in life is to try.” 

Q: ”So you think that your customers appreciate that you speak Italian to them?” 

A: ”I can say that they really appreciate when I started to speak Danish with them. Yes. They like 

that they can speak Italian here but, you know, it´s different when you speak Italian for fun and 

when you speak Italian in a.. for work. I think it´s more different.. I can feel the difference.” 

 

Q: ”What about your menu? Is it 100% Italian..?” 

A: ”Yes.” 

Q: ”..the drinks you offer?” 

A: ”Well no, you cannot do that because it is a different culture; it means that you have to adapt the 

menu. I have espresso, that is the most thing, the coffee with the most Italian taste, but all my 

customers take other kinds of coffee. And if you want to survive, because this is a business, is not 

just a passion, you need to have everything. You cannot only have 1 kind because we are Italian and 

we need to do that because they have to learn – no. I think it is important to compromise, so I can 

bring both and you can.. you can taste both, and you can decide what you like .” 

Q: ”So what did you put on the menu, when you had to adapt it to the Danish market? What did you 

add to the menu?” 

A: ”Well, in Italy you don´t have americano, you don´t have big latte, you don´t have big 

cappuccino. You have only one size, and that´s it. You don´t have cortado, you don´t have iced 

latte, like they consider it here; so, it´s totally different. Because well, I come from Napoli, and 

Napoli is a different city, and honestly I don´t know.. I was also living in Rome, and in Rome you 

can take espresso, ginseng, or for example cappuccino, but you don´t ask for something different. 

That´s the point, so we are.. we can say that we are a little bit limitated because we like.. we.. this is 
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a different kind of culture, that´s it. So we enjoy the coffee because we need to go to work, because 

we like to smoke a cigarette after, so, here is just more comfortable.” 

 

Q: ”It´s really interesting. You don´t have newspapers here?”  

A: ”Usually I had, in the past but not now, because I am a little bit against the paper waste, so, too 

much paper you know. And in town you don´t have the recycle box; so it means that I always have 

to bring it home, and I live so far, because I live outside Copenhagen. And I think it´s.. If they don´t 

have the service, then I prefer to not have the newspaper. I love to have but it cost a lot and it´s a lot 

of waste, then I don´t want to have.” 

Q: ”Why did you have the newspaper?” 

A: ”Why? Because I like that people can, first of all I like to read the newspaper, and then because I 

think it´s important for culture, you know.. to know what´s happening in the world, I think that 

more people need to worry, you know..” 

Q: ”I see.. Maybe it´s also an Italian thing?” 

A: ”You can not find here Italian newspaper.” 

Q: ”Yeah, no sorry, I made the question wrong. It´s an Italian particularity to have.. to have 

newspapers in the bar? You took it from Italy?” 

A: ”Mmh, I think it´s everywhere this kind of culture.. Everywhere you can find.. Also when I was 

living in Linz, in England or in Ireland, there also you have the newspaper.” 

Q: ”Ah, ok. And do you chat with the customers usually? Like, you chit-chat with customers 

when they come in?” 

A: ”Always. That is the difference, you know, so I always speak them, I always ask.. Also, I had a 

family that came here when she was pregnant, and then she had  a baby, and now you know, so I 

always try to interact with them.” 

Q: ”Why?” 

A: ”Because I am like that.” (Laughing) 

Q: ”Ok, so it´s not a strategy to getting returning customers?” 

A: ”No, it´s just me.” 

Q: ”It´s just your personality, that you´re very open, very sunny..” 

A: ”Yes, I am really.. I am really like that- also in Denmark I cannot survive, I cannot change my 

mood, my mind, so.. I will not sit here longer, so I need to be myself.” 
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Q: ”I think we covered all the questions, I think. If you want to say something else, maybe 

something about your experience and how.. how you adapted this place and yourself to the 

Danish customers, or.. to the people from Copenhagen?” 

A: ”I can say that it was really hard to open a coffee place in Copenhagen, because.. when you 

come from another culture you have another idea, and to adapt your idea to a new culture is not 

easy, especially if none explains you which one is the differences. So you can see, but you cannot 

really understand why they are so different. So.. and I can say also that when I worked without 

speaking Danish, I also had a lot of problems with some customers that were strict.. You need to 

speak Danish because you are in Denmark. And you know, and they start to.. I started to feel 

uncomfortable with that, so.. that´s why I tried to modify my behavior in that sense that I´ve tried to 

focus more on the Danish language to be more.. More friendly with the Danish people that don´t 

want to speak other kind of languages. So.. but then, that was only the first years, then this was 

changing, because I started to speak Danish and they started to understand kind of who I am. And it 

was nice interact each other. So honestly, I didn´t change any kind of things or .. just reaping the 

wound (laugh), but so, most of the time people really are.. really like the fact that everything is 

second hand. At the end I didn´t spend lot of money to create the atmosphere. All the thing that you 

see it was built from ourselves. This was, you know, at the very beginning, to try to do something 

without a lot of money but to create a nice place, and the idea at the end, I can say that I have. So, 

you know, I was a little bit insecure, you know maybe the economy is not the best, because 

sometimes you can have problems, you go up and down with business, and it´s quite normal. So 

sometimes you feel really down, but the fact that all the times, when people come here.. I had a 

customer that was hugging me for the best cappuccino in town, and that was the first time that I saw 

him, so you know.. And it is strange, it´s nice, it´s comfortable.. it´s nice to see kids that come here 

and they ask for the same cake everytime, and they want to joke with you and make games, you 

know, and we.. we interact in this way, and .. I think it´s really really nice to have a place like that. 

So, you know.. And I prefer this kind of concept, instead of the bar that we usually have in Italy, 

where you can just go, take some coffee and run away; because there is no really contact with 

people who works.. and sometimes there is no respect; the good things in Denmark, I can see that, 

always they respect your job, whatever you are, whatever you do. So, job is job and they respect 

you, and this is so nice. And it´s not just the barman, you are a person, and that is nice.” 
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Q: ”I have one question: when you changed the coffee, the coffee beans, did your customers feel 

that?” 

A: ”Yes, they felt the difference. Yes, because coffee can be bitter, can be more sweety, can be with 

more.. flavor, you know, it depends. And when I found Francesco I was so happy, because he does 

exactly what I want, so I had the Neapolitan espresso, here. And that´s what, you know,  I come 

from Napoli and I´d like to have this kind of coffee. So, and I did that, so, I think it´s perfect; then 

most of people really like it. I have a lots of customers that say that it´s my best coffee in town, 

because that´s the taste of the coffee that is nice.” 

 

Q: ”Mmh, nice, very interesting. How many pastries do you have on the menu?” 

A: ”Usually 9-10 different.” 

Q: ”And they are all Italian you say – well, they are all Italian but have a Danish look?” 

A: ”Well, they are my recipes; some of them are totally Italian with Danish look, for example the 

tart, ”la crostata”- we call it ”crostata di marmellata” . So, when I did in the Italian way, so, the 

Italian form with the, like.. like that.. and then .. like the real (Italian way), I didn´t sell any piece of 

it. Any. Then I just see, ok, if I do the one like they call it here ”hindbærsnitte”, so a kind of slice 

covered up and down, and in the middle there is the jam, it´s exactly the same dough of the 

”crostata” but it looks in a different way, and I sold all the time all of it, in one day! You know, it´s 

a compromise. And that´s it. You cannot.. you cannot.. ”imporre”?” 

Q: ”.. force..” 

A: ”Yeah, we cannot force, you know, the mind to accept something if they don´t want to. But you 

can create something.. something that they can feel comfortable with.. and then, you know, they 

start to taste, and then they love it, you know, and that´s.. that´s the way. It´s like with the kids: if 

you create.. if you cook the broccoli and you put in the plate like that, maybe most of them they say 

”No, what is this, I don´t want to eat” but if you create some face with the broccoli with a carrot, 

whatever, then maybe they start to eat. They taste, they like, they continue to eat, it´s..” 

Q: ”It looks closer to their experience..” 

A: ”Yes, yeah totally.” 

 

Q: ”So, your food is authentical Italian, but you´re actually making it..” 

A: ”About the cake? It depends on which kind of cake we are talking about. About sandwich and 

salads. For example, in Italy you´d never have a sandwich with chicken and curry sauce, ok? Here, 
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you need to have. But, the bread is my bread, so I bake it myself; so the bread is my recipe so you 

cannot find this kind of bread anywhere. And it´s nice, you know? And they really appreciate the 

different kind of bread that I give here. Always the.. I cannot buy salad from Italy, it´s ridicolous. 

You can buy salad that you can find here. But how you can create the sandwich, and how.. how is 

the product, I always use fresh. Isn´t this, isn´t it Italian culture? Because always in Italy we have 

this kind of things, that we, we love the quality of the food, the quality of the drink. So you´ll never 

have something that is not high quality, not in my town. And this is my experience, so I always give 

them the highest quality that they can have.” 

Q: ”Mh, yes. It´s amazing. Good, I think we are done.” 

 

INTERVIEW 10: Mathias (Café Palermo) – part 1 – 06:39 min   

 

(Noise from two people chatting and laughing) 

Q: ”So, how long have you been open?” 

A:”Since 14th february last year. So it has been.. yeah, one year and one month. So, stilla  new 

place.” 

Q: ”And why did you open this café?” 

A: ”Ehm.. I always knew that I want to be my own man, you know? But I didn´t know what it 

should be.. Honestly I don´t care what I am doing as long as it is my own project, and it´s 

something that I can build then I think it´s funny. So that was just a little bit of crazy idea. Also 

because I like to work with people, I like guests, I like to speak with people; I don´t like to sit 

behind this all day. You know I am gonna die, so.. I knew it had to be something with people, and 

then.. yeah, everybody told me this is the thoughest business, the restaurationbranchen, I don´t 

know how to say that in English. So I thought why not go with that one? So it´s more like a 

challenge.” 

Q: ”And is there any.. would you define this as an Italian café?” 

A: ”Mmh, I don´t know, maybe.. We talked a lot about the concept, it´s maybe a little bit too mixed, 

you know? But what I thought before I opened it is that I just want to go with the best trends in 

Copenhagen. So I went with brunch, we have it everyday, but that is not so much Italian inspired, 

because it´s just, you know, egg, bacons, beans, sausages..” 

(The bartender enters the bar and is saluted) 
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A: ”.. it doesn´t have anything to do with Italian, it´s just brunch buffet. All the ladies of 

Copenhagen they love brunch, so that´s popular to have, you know? Ehm, and then we have Italian 

food, and we have Italian coffee and we have also some Italian chefs to make the food, of course, to 

make sure it´s good. So that´s the Italian part.” 

Q: ”Ok, so you offer Italian products and have Italian employees, you said in the kitchen and 

some Italian chefs?” 

A: ”Yes, Italian chefs; that´s true, we also have two Italian waitresses so.. But that´s not a demand 

because a lot of Danish people they know how to make Italian food. Now we have also Portuguese 

chef and.. So as long as the quality and the style is Italian, and it´s good, then I don´t care where 

they´re from”. 

Q: ”How do you know that is Italian? Have you ever been to Italy?” 

A: ”I have been to Italy.” 

Q: ”So you´ve experienced of an Italian bar, and Italian products?” 

A: ”Yes. But also I´ve hired the first chef we had here was a guy named Pasquale, it´s like the 

maestro of pizza in Copenhagen, he worked here for, I don´t know.. Yeah, many many years. So we 

kind of let him make the pizza dough, him teach the others. His quality that we tried to keep, but he 

is not here anymore but I hire people that know more about food than I do, to make sure that it´s 

right standards and quality.” 

Q: ”Ok; but why did you choose the Italian food and café, instead of choosing, for example, 

Danish coffee, or ..?” 

A: ”I chose the Italian because I wanted to have.. I kind of thought what´s the most popular trends 

and that´s why I took the Italian kitchen, becasue it´s the biggest kitchen in the world, along with 

the French I think. So it is very very popular, and pizza it´s number one. It´s more popular than 

burgers, and burgers are huge in Denmark. Also, I thought that pizza is the number one kind of food 

that people would buy anytime, even if they say they like it or not, they all like it..” 

(The bartender exit the café and is greeted) 

A: ”..so that was actually, like a strategy of having the popular things. That´s why we have these 3 

things: we have a brunch, the Italian food, and then we also have cocktails, we always have 2 for 

89. So our most busy time is actually in the evening, when people would start to drink. So it kind of 

turned more into a bar than actually into a restaurant. But when you´re a café, that name means that 

you´re allowed to do anything basically. You can have brunch, you can have drinks, you can have 

whatever you want if you´re a café. So we are not an Italian restaurant, but we have food that´s 
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actually much better than many Italians restaurants. If you go read on Tripadvisor or Facebook 

reviews, so you can see reviews, people really love the food. But we are more casual in our 

expression, if you can say that. And the reason why I actually went with Palermo, it could be 

anything form Italy, but it´s because I knew that the football team, they play, the pink one. So at the 

beginning all of us were dressed in pink, so we had people dressed in pink and we were around in 

the streets, especially me I was out there with flyers, so that it was something nice to get attention. 

So people would see us, especially at the beginning when nobody knew who we were.” 

Q: ”Wat happened to the t-shirts?” 

A: ”We washed them so many times that they became more brown” (laugh) ”and then it was just 

also more nice and casual and more personal, that people could just wear a nice shirt. Because I 

don´t like, in general I don´t like uniforms; I´m very free in my way of thinking, and I´m like more 

personal, more.. yeah. I don´t like that you come in a place and then it´s, they have a shirt, and 

everything it´s just like standards, the same things. I think it´s ok that people are different and that 

there is something more personal, and we don´t have to dress these uniforms, so I like it kind of 

that. So a lot of things changed since the beginning, but we still have the color in the logo, you can 

see it on the card, and then.. Yeah, so we kept a little bit of the pink also in the webpage, there is a 

lot of pink. That is something you don´t see in many places”. 

Q: ”No, definetly. (Laugh) That´s good. When customers come, do you greet them in Danish or 

in Italian?” 

A: ”In Danish. But if I can see it´s tourists, then in English.” 

 

(The telephone rings and Mathias go answer) PAUSE. 

 

Mathias (Café Palermo) – part 2 – 08:54 

 

(Background music) 

Q: ”Yes, so we were talking about coffee and the kind of experience you would like your 

customers to have. There is something special and typical about your café?” 

A: ”What we get the most credit for, and what I also stands for, it´s that it´s very personal. It´s very 

perfonal.” 

Q: ”Is very..?” 

A: ”It´s very personal. We get a good relation and close relation to the.. to the guests.” 
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Q: ”So you chat, you like to chat with the customers?” 

A: ”Yeah yeah, chat a lot about anything, everything, and be very open.. and natural. I don´t like 

this formal tone, you know, where you stand, people come in and you stand with a towel over the 

arm and say.. you know, I don´t like this stiffness.” 

Q: ”You feel more like a café, like a restaurant, like a bar?” 

A: ”I would say café and bar. Our food is very good quality and worthy of a restaurant name, but I 

don´t like to be.. How do you say.. Seen that way, seen as a restaurant, because that´s too formal, 

too.. yeah, too formal for me, for my nature. So I like it more casual, more.. yeah.” 

Q: ”So what do you think that your customers want when they come here?” 

A: ”I think that the ones we, we have so many regulars, and they come because they feel at home 

here. They feel it´s cozy, they feel the atmosphere is casual, the staff is nice and polite, the food is 

good, the drinks are good; it´s just a nice place to go where it´s.. the price are very reasonable, so 

you can come often. You don´t have to save 1.000kr once a month. You know you can come every 

weekend. And that´s what especially the young guests do, you know, come every weekend and eat, 

and they drink and they have a good time.” 

Q: ”Mmh, I see that.. Have you changed something on your menu, like on your food menu, 

drinks menu, coffee menu, to fit better customers´ taste?” 

A: ”Yeah, we didn´t even have cocktails when we opened, and that actually grown to be the biggest 

part of the business. I was standing, I think it was after maybe 1 and a half, two months and I just 

looked at the whole abr and I thought ”why don´t we have cocktails?” of course we had beer and 

wines but I thought we could.. I thought it was another opportunity to have something more going 

on, you know? And then I sent out an offer, on Facebook, 2 for 69 and then two days after, it was a 

Wednesday, on a Friday we were just smashed. Yeah, so that was quite an experience. 70.000 

people saw that Facebook ad, I mean were just share and tag each others and, it´s a blast. Of course 

that was the cheapest price in Copenhagen for that while, 2 for 69.” 

Q: ”Yeah, also on a Friday night..” 

A: ”Yeah, it was for the whole week, and we did that for long time, very long time, I think 6 months 

we kept that price. So we just got super good weekends were we got busy, and a lot of people got to 

know us because of that. And that´s one thing that I found out : often if you have someone get in for 

a cocktail and have a good experience, then he would come in the daytime and have a brunch, and 

come in the evening and eat. So all these things we have: the brunch, the á la carte, the cocktails is 

just help the other parts to grow.” 
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(A customer comes in an she is greeted) 

 

Q: ”What about your coffee menu, the coffee list, did you change it?” 

A: ”The coffee list? Only a little bit, just the small.. We have the basics, you know: latte, 

cappuccino, macchiato.. things like that. The coffee was almost the same all way. Yeah, just 

basically the standard coffee. That´s actually one thing that I think it´s a little bit strange, the coffee 

world.” 

Q: ”You think?” 

A: ”It´s so similar, you know, it´s all about coffe and milk, and then you have 20 different coffees. I 

mean, it´s a little bit lame honestly. I make it and I like coffee but for me it´s so exaggerated and 

then you would even call a person who makes coffee a barista. And that´s just, you know, for me I 

just laugh about it, because I think it.. it´s just coffee. If you have good bean from Segafredo and 

you have good quality then for me, yeah, the rest is just.. I think that´s funny, because I´m not from 

the business; I was a manager of a supermarket before this. So for me I started something that I 

din´t know anything about, and I had to learn everything from almost nothing, you know, from 

zero. So that was one thing that I found really strange, the all coffee that.. that you can get so much 

out of so little. Do you understand what I mean?” 

Q: ”Yeah, there is a lot of differentiation.” 

A: ”It´s exaggerated! Even Starbucks, you know, all these things, it´s just .. I don´t get it! I really 

don´t get it!” (Laugh) 

Q: So how did you learn to make your coffee?” 

A: ”Before I opened here I just had a short job in another place just learn, yeah.” 

Q: As a barista? 

A: Yes, as a barista. (Laugh) And then, after one shift I thought: ”oh my God, that´s it?!” (laugh) 

Q: ”Was it an Italian place or was it Dan..?” 

A: ”No no, it was not”. 

Q: ”A Danish place?” 

A: ”A Danish place, yeah.” 

Q: ”Ok; so, the last question. How, in a percentage, how Italian would you describe this place? 

The feeling.. everything, the product.. The service?” 

A: ”20% that´s all.. Yeah.” 
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Q: ”Ok, and that 20% includes everything: the atmosphere.. It is because you have coffe beans that 

are Italian..?” 

A: ”And  the Italian menu, of course.” 

Q: ”Yeah, exactly.” 

A: ”And here, almost all of the menu is Italian. We put some things on, for example, the last 2 

months I had so many people asking me about nachos, and I said ”oh my God, stop asking me about 

nachos”. But then I just put it on the menu and that´s the most selling thing, believe it or not. We 

have delicious Italian pizza, we have super nice pasta, tortellini, but the number one we are selling 

the most is nachos. And I had to put them on, because people left again because I didn´t have it. So 

I kind of just try to learn what people want and give them that. Without trying to get too confusing 

the whole concept, you know? So basically the red line of the idea about the concept is quality at a 

reasonable price. And to have things people, they want the most, you know. If you have one guest 

that come in for the brunch, then that guest would like to come in the evening as well for the 

cocktails, for nice á la carte food from Italy, in general.. except for nachos, then you know..” 

Q: ”Yeah.” 

A: ”So it´s not, it´s not that much about being Italian here since I am not Italian and, for me, it´s just 

about serving good food, good drinks.” 

Q: ”And when you have to make these changes you are the one promoting the changes? Like 

you understand what the customer wants, you see that they ask for nachos, they ask for cocktails 

and then you..” 

A: ”Yeah yeah, I have of course to make sure that I´m not creating a huge problem in the kitchen. 

For example if you want, I want this dish, then you only use salmon for that dish then you´re gonna 

throw a lot of salmon, and then it doens´t make sense, it´s too complicated. I´m always, of course, 

speaking with the headchef: ”I have this idea, what do you think about that”, bla bla.. So it has to 

be, because I have to take decisions since I am not.. If I were a trained chef and I knew everything 

about the food, then I could do .. then I would know things, you know? But since I kind of did this, 

without the experience, then I leaned a lot to other people, I ask a lot, try to learn a lot from 

eductated people. Because I´m just a crazy guy who decided to open a café in the middle of 

Copenhagen.” (Laugh) 

Q: ”I think that´s it. Thank you very much!” 
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INTERVIEW 11: Francesco (Nordhavn Coffee Roasters) – 08:57 

 

(Talking in Italian and asking for switching language to English) 

 

Q: ”So, can you tell me about your job?” 

A: ”Yeah. I´m a coffee roaster; I set up a coffee roastery, a micro-roastery 2 years ago here, in 

Copenhagen. I´m from Italy, I was coordinating the slow food project with coffee. What other 

things, and I decided to step into the specialty coffee industry market here in Denmark, to try to 

promote a fine coffee to regular coffee consumers. So we mainly focus on quality but at the same 

time we keep an eye on coffee prices in order to.. to allow regular coffee consumers to get access to 

this superior coffee quality.” 

Q: ”Ok.” 

A: ”Yeah, and we deal with businesses, so it is a business to business company but we recently 

started to.. also business to consumer, through our webshop or by inviting customers here at the 

roastery, to taste the coffee and buy coffee beans.” 

Q: ”Ok, where is your roastery shop?” 

A: ”We are located in Nordhavn, the harbour port north of Copenhagen.” 

Q: ”Ok. You said you deal.. you´re coffee supplier basically, and you deal superior quality 

coffee. What do you mean by that? Why is it superior quality?” 

A: ”You can say the.. the term is specialty coffee and it´s coffee that is marked, is ranked over 80 

points on a 100 points scale; it´s an international standards set up by the specialty coffee association 

and so, thus be.. it tend to be superior in terms of organolectic characteristic. Then is coffee with 

clear identity; we focus on trustablity and to provide as much information as possible to the final 

consumer: where the coffee comes from, the microclimate, the beans, the flavor potential of the 

bean, and then, finally, we care about the sustainability of the supply chain, so try to be sure that the 

farmers get paid a fair price for the product so.. Whenever is possible we try to buy directly at the 

origin, otherwise we buy from importers green beans which are based in Europe, and they assure 

full trustability and respect to the primary supplier at the origin.” 

Q: ”Ok, and you feel that the customers, the business and your customer, perceive this 

difference in the coffee quality?” 

A: ”Yeah, of course it´s .. there´s a lot to catch up because the regular coffee consumers perceive 

coffee as a dark over-roasted ashy flavors that is what the majority of people associate with coffee, 
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whereas we try to make lighter roasts where you can highlight the more soccumb-volatile 

compounds, the aromatic compound that are more floral, acidity and fruitiness, or .. It´s not easy to 

convince the majority of people that coffee can have a taste beyond the roast and dark charcoal or 

burnt flavor, and they it has to be, like, instructed step by step so it can.. we have to be careful and 

we need to try to convince them step by step, to change and understand that there is a difference in 

coffe beans, according to the coffee council, our coffee roasted and how the coffee it´s brewed, 

yeah.” 

Q: ”Would you say that.. Do you any Italian brand around your firm?” 

A: ”Not really, not really. The brand is Danish and.. what is Italian, maybe it´s my background, my 

know-how, my approach to espresso. But at the same time I´m aware of the limits of the Italian 

espresso and the fact that Italy gave up innovating coffee long long time ago; so that is the reason I 

moved to Denmark, it´s much more interesting than a market when it comes to coffee and so.. I 

wouldn´t call it an Italian brand. Maybe the Italian.. touch in the way I do the communication with 

customers and how.. how I try to combine the Italian tradition with the new trends, new ways of 

making coffee, especially the Scandinavian..” 

Q: ”I have been referred to you by Giulia who is the owner of Makke Kafé, so I would like to ask 

you: the majority of your customers are Italian or Danish?” 

A: ”No it´s a mixed audience. They are mainly, mainly Danish, locals, and some of them as Italian 

cafés or, like, Italian restaurants. They are Italian restaurants but they are owned and manager, run 

by Danish people so.. Also our customers are like me, I mean, try to mix, take the best out of two 

cultures Italian and Scandinavian.” 

Q: ”How would you define your coffee, different for example from Zanetti or Lavazza, which are 

the major brands?” 

A: ”That is all the.. ways.. all the school of coffee, that is, that is so-called commodity coffee. It 

doesn´t matter where the coffe comes from as long as I roast dark and I´ve that typical roasted 

flavor that kills the origins, that kills the horizons beyond coffee and it´s the big industry that is 

providing low quality coffee, a dark roast in general in order to cover defects and to provide as a.. a 

average flavor of roasted coffee, and of course it´s not fresh. Because many of these big companies 

they roast and then.. they pack and they stock, and the coffee gets still and it can take 6 to 12 

months before ending up in the consumer´s cup. Whereas our coffee is freshly roasted, and we send 

it out a week after we roast, so it would reach the consumer at it speak quality, after few days, 

yeah.” 
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Q: ”Ok, very interesting. I think that was it, I´ll try to drop by your roastery in Nordhavn because 

now I am very curious.” 

A: ”Yes do it, and then we can keep on talking.” 

 

 

 

 

 

 

 

 

	  


