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1 Introduction 

The main idea behind the Exam project was to find a real customer and to make a 

multimedia product, which would be based on the knowledge we gained while studying for 

almost one year ï full two semesters of Communication, Business, Interaction and 

Visualization.  

We found a perfect company for covering our researches, production and documentation 

with 4 elements of studying subjects, Gammel Vejlby Kro. It is said to be one of the best 

high class restaurants in Aarhus, providing unique products and services, such as Danish 

based gastronomical food, hotel rooms and much more. 

However if we take into consideration what is the most popular communication tool 

nowadays, the website, then the communication between customer and company is not so 

good, actually they are loosing their potential share in the market by bad publicity. The 

company itself loses because of just plain communication problems. 

 

 

2 Problem formulations 

2.1 Concept 

Gammel Vejlby Kro is a restaurant and a hotel located in Risskov, Aarhus. 

It is first and foremost a gourmet restaurant but it also has 14 rooms of accommodation. 

The main focus in the business is the restaurant and for a good reason. Not only is it one 

of the best restaurants in Aarhus but also it has certain qualities which you will not find in 

other restaurants.  

Vejlby Kro is run by Lasse David Poulsen, which is a gourmet chef and has extensive 

knowledge and experience with fancy restaurants. He came up with the idea for this 

restaurant during his studies as a chef. The idea was to make a restaurant which strictly 

only uses Danish raw material to make gastronomical meals through innovation and 

creativity. In addition he tries to acquire most of the materials locally, because a shorter 

transport makes the products fresher when they are cooked. Lasse also emphasizes 

greatly on that the products that are used in his kitchen are organic, and that animals 

which he gets his meat from are treated well. 
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2.2 History 

Gammel Vejlby kro opened in its current form and with its current owners in February of 

2008. However the building it self has a lot of history.  It was built in 1850, and since then it 

has housed a school, hair salon, funeral parlor, and in the 90ôs it first became restaurant 

and a hotel. Then after a long period where the building was closed, Lasse reopened the 

restaurant and the hotel with help from his girlfriend and family. The kro has since been 

run with quite success. 

 

 

2.3 Vision 

Gammel Vejlby kro in Aarhus reopened in February with a new chef and ambitions to be in 

the top of Danish gourmet restaurants. It already is one of top restaurants in Aarhus. The 

vision, to be one of the best is achieved by mixing favorable traditional Danish food culture 

with innovative culinary ideas, expressing it by high class service and food. 

The inn's new director and chef Lasse Povlsen has the clear goal to get in the top os 

Danish Super League of restaurants. 

 

 

Mission 

Gammel Vejlby Kro wants to be different and unique in representing Danish high quality 

restaurants and they do that by focusing solely on the best Danish commodities, animal 

welfare and ecology. It combines the traditional Danish food culture with gastronomic 

impulses and innovative ideas. 

The CEO and main chef behind the restaurant's curtains - Lasse Povlsen finished his chef 

training in 2007 but already he has an impressive CV behind him, which includes several 

prestigious restaurants, for example Prins Ferdinand, Hotel Philip, The Gleneagles Hotel in 

Scotland and Kong Hans Kælder in Copenhagen. Lasse has the experience and ambition 

to keep the company in the right track to fulfill the goals of their mission. 

 

Values 

The main values of the company can be expressed by these keywords: 
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 Ecology 

 High class 

 Professional 

 Gourmet 

 Gastronomy 

 Best service 

 Reliance 

 Traditions 

 Efficiency 

 Convenience 

 Uniqueness 

 Hygge 

 

 

 

2.4 Identity 

The way the company sees it self and wants the customers to see it as well, is a high 

quality gourmet restaurant which focuses on purely Danish ingredients, ecological and 

innovative cooking. 

 

 

Image 

Because the website is not professional looking it is hard for the customer to get the 

feeling of a fancy, elegant restaurant.  And the message they are trying to communicate is 

hindered by the design. 

   

 

 

2.5 Problem statement 
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We picked a company which concentrates on giving the best quality based conditions for 

its customers, but it also has a big gap between its image and identity. In other words their 

communication tool ï website does not express the message in the right way, providing 

ecological quality food while maintaining its own gastronomical sophisticated style. 

 

 To narrow it down our main problem is that the current website needs a complete 

redesign to be able to be in sync with the target group, by correcting the information 

design with in-depth research on target group needs.  Also making considerable 

visual design changes to generate the right atmosphere. 

 

 How can we close the cap between the image and identity so it communicates 

the correct message and therefore helps Gammel Vejlby Kro to get more 

customers? 

 

 

2.6 Hypothesis 

We look at this as a problem because Gammel Vejlby Kro is not sending out the right 

message to their target group through their website. Their biggest advantages are not 

clear enough for the customer to grasp what they are all about.  

 

2.7 Solution 

A good way to solve this problem is to make a redesign of their website. Gammel Vejlby 

Kro needs to focus more on what they can do to grab their target groupôs attention. We as 

Multimedia designers should focus on the right atmosphere so when the target group looks 

at the website they can relate to the restaurant and what they are all about 

2.8 Expectation 
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Our redesign will help the target group see the restaurant on a more emotional level. A 

new design were we focus on creating the right atmosphere, with photos, colors and a 

good navigation gives the potential customers the feeling of closeness to Gammel Vejlby 

Kro. They will feel connected to the restaurant in some way before they go there. This 

gives Gammel Vejlby Kro a good possibility to build a relationship with their customers, 

which they can build on and make stronger. 

 

 

3. Delimitation 

Through precise research we determined that the best course of action, in closing the gap 

between the image and identity, would be making a complete redesign of the companyôs 

website. However, even if it is a good idea to make a complete advertisement campaign, it 

does not suit our customer due to extensive cost of advertisements.  That is also why a 

website redesign is a good option because it is a low cost solution to our problem 

statement.  

 

 

4. Method 

We decided to structure our report by using the five planes of the user experience by 

Jesse James Garrett, which provides us with a good framework for understanding the 

process of web design. 

 

 

4.1Strategy 

To get the best results we decided to use a research triangulation, a combination of: 

 Qualitative (expert and personal interviews) 

 Quantitative ( Questionnaires and tests) 
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 Desk research. 

Why we use a triangulation research: 

ñTo gain helpful insights in business, it is common for a company to survey its clients or 

customers.ò  (Triangulation: How and Why  

                     Triangulated Research Can Help  

                     Grow Market Share and Profitability  

                      Sharon Bailey-Beckett & Gayle Turner) 

 

 

4.1.1 Interview guide 

Expert interview 

We prepared a semi-structured interview to get qualitative information. We decided to 

have research questions that we formulated ahead of time. Those questions we use as our 

interview guide which provides a framework for the interview. A semi-structured interview 

combines a highly structured agenda with the flexibility to ask subsequent questions. 

Semi-structured interviews are carried out on the basis of a frame of questions leaving 

room for some follow-up questions in order to elaborate on the answers. 

The interview we took was with the CEO of Gammel Vejlby Kro, Lasse David Povlsen; it 

was recorded and used in all research based findings. 

We made the list of points to ask but also to go deeper, just to find and prove or 

disapprove what we as multimedia experts supposed during desktop research.  

 

Main points: 

 Target group 

 Logo 

 Existing 

 Creation of new one 

 Story behind the curtains 

 History 

 Needs and expectations for the website 

 Major improvements 

 Mission, Vision, Values, Goals 
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 Communication with customer: 

 B2C 

 B2B 

 Existing advertisement strategy 

 Events 

 Competitors 

 Atmosphere 

 Foreign customers 

 Most important keywords for restaurant 

 Emphasis in the business: 

 Hotel 

 Traditional kitchen 

 Gourmet kitchen 

 

 

Result from expert interview 

 

When interviewing the chef and the director of Gammel Vejlby Kro, Lasse David Povlsen 

we straight away got the impression that he is very proud of his achievements. He has 

built up this fancy restaurant but he has also made his first website, which he is sure of 

that he will not do any changes on, because he is very satisfied with the result.  

 

Target group 

The target group is mostly people from Aarhus, middle to upper class families or couples 

in the age 40+, which go out for a romantic dinner, enjoying good food and good wine in a 

restaurant with cozy atmosphere. A large customer group is business people that use the 

hotel when traveling and therefore also use the restaurant.  

When asking if they have any plans of expanding the target group, Lasse answers that it is 

always good to have more customers but he is satisfied with the way he has built up his 

restaurant, with for example the Danish, organic food and because of that his restaurant 

has to be in the higher end of the prize scale and he does not want to change that. So if he 

would try to reach a younger target group he does not think they would afford it. 

Logo 
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There was a logo for the business but they stopped using it because they were not 

satisfied with it so they have just used the companyôs slogan ñDansk gastronomi-tradition 

og innovationò. Lasse thinks it points out what they are all about so he has not been 

focusing a lot on the logo but is excited to see what we come up with, if we decided to 

design a logo. He says that we can do anything to make the site better but he reminds us 

that he will probably not change anything because he is quit happy with it like it is. 

 

History 

Lasse had the idea of opening a restaurant with only Danish ingredients and almost 

everything should be organic. The hotel is just something that came along. The main goal 

was to make a very good restaurant, one of the best. Today Lasse thinks it is one of ten 

best restaurants in Aarhus. The interesting thing about this restaurant is that the chef has 

to have a good imagination for food. Everything they use is Danish, so as you can imagine 

some materials are very difficult to get in the wintertime. So the focus point is creativity. 

They use ingredients that grow in the wintertime or can be put away like apples and roots. 

In stead of chocolate they use malt, which is used in beer, to get the dark, coffee flavor.  

They pickle a lot and just use the ingredients they have and plan ahead. 

 

Website 

It has been mentioned before that Lasse made the website himself and is very happy with 

the result. When making the website he thought it was very important to make a good 

navigation, it should be easy to get around the site, because some of his guests are over 

80 years old and who knows, maybe they are using the internet. 

When we were thinking about what was special about the restaurant we thought of the 

food and thought it could be good to implement more information about the food to the 

website. But Lasse was very determent about that he thought there was enough 

information about the food. He thinks it is very clear in the menu that the ingredients is 

Danish and organic. He does not want there to be too much writing. He wants people to 

get all the information after reading just a few lines. Lasse got inspired by another website, 

http://noma.dk/. He said he liked the blue and the grey. 

Business to business 

Gammel Vejlby Kro has agreements with some companies. They offer a discount, so their 

hotel will be used instead of others in the area. It is working very well but it depends on 

how many rooms they rent per year and how many people eat at the restaurant. 
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Existing advertisement strategy 

They have not advertized a lot, because it is very expensive. They sometimes advertize in 

the local newspaper ñLokalavisenò and they sponsor in two football clubs. 

 

Events 

They have a lot of birthdays and weddings but they do not have a lot of events out of the 

restaurant because Lasse thinks that ruins the food. In the main restaurant they have 

seats for 40 people, 50 people upstairs and 20 people where hotel guests eat breakfast.  

 

Competitors 

Lasse compares his restaurant with the more fancy, elegant and gourmet restaurants. He 

says that Gammel Vejlby Kro is one of 10 best restaurants in Aarhus. 

 

Atmosphere 

When Lasse was asked to describe the restaurants atmosphere he used the Danish word 

ñhyggeò. This is a very cozy restaurant but has a very classy, antic look to it. They use very 

fine and expensive equipment, very high class but at the same time organic materials. The 

house it self is very old so the old looking furniture gives the customer the right feeling that 

fits really well with the whole look of the restaurant, outside and inside. The only things that 

Lasse thinks that needs to be changed are the hotel rooms. They are very eighties looking 

and need to be renovated. They need to have the same classy, antic look as the 

restaurant has. He wants the hotel to be on the same high level as the restaurant. 

 

 

 

Most important keywords for the restaurant 

Hygge 

Cozy 

Gastronomic 

Danish 

Organic 

Creativity 

Innovation 
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Emphasis in the business 

In the beginning the restaurant was divided in two, the gourmet restaurant and the 

ñkrostueò were they served more traditional Danish food. But it was too difficult to have it 

separated; they needed more personnel to serve in two rooms at the same time. Today 

they still have two pages in the menu card for the gourmet and the krostue but today it is 

just one restaurant. 

 

Personal Interviews 

To make our research more accurate we used qualitative research method by interviewing 

4 potential customers, which tend (by restaurant's CEO opinion) to be in the major target 

group. 

We used the same points as for the questionnaire, but also added some questions, which 

could lead us in the right way to go deeper into exact communication between receiver 

(target group) and the sender (Gammel Vejlby Kro). All interviews were carried out in the 

same manner, showing the old website and adding some typical questions. 

 

Main points: 

Personal Information 

 Age 

 Occupation (Education?) 

 Free time (And does what? How much of free time?) 

 Hobby? 

 Priority of spending money during free time 

 Family (Children? Wife/friend?) 

 Internet usage: hours per week on line?  

 How many years? 

 What for? Favorite sites. 

 What computer do you have?* 

 

Restaurants 

 Where do you typically find information about Restaurants? 

-Why this kind of media? Why not others? 
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 How would you describe your Internet surfing about specific places(i.e. 

Restaurants)? 

-Why? 

 How often do you go to a fancy Restaurant? 

 What is high class restaurant for you? 

-Describe in few words/keywords only 

 How important is restaurant's uniqueness? 

 Do you think it is an advantage that restaurant has a hotel?  

-Why? 

 Would you use it? 

 

Goals for new website 

 What do you think about old website? 

-Why? 

      -What should be improved? 

 What kind of Information is most important to you on a website for a Restaurant? 

 What about... (adding some more and checking interviewees reaction) 

-Why it is so important? 

 

Results from personal interviews 

Personal information 

 

40+ (target group) 

With high education, working and having wealthy life with well paid jobs 

Half married and another half have children, both using restaurants for dating and ñhygge 

sigò 

Biggest part uses Internet for information gathering 

 All personal information has been used in persona making and can be seen in 

personas appendix. 

 

Restaurants 

Most people find information about restaurants using good networking, such as family, 

friends, business partners etc but they also use the Internet and Newspapers. 
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The interviewees are not huge Internet surfers but use it for work, fun and information 

gathering. 

Most of the interviewees cannot imagine their lives, which tend to be built on business 

without restaurants, because lots of business meetings are basically done there.  Also 

family reunions, simple meetings and dates are made only in prestige based places. 

High class restaurants for the target group are the ones, which have a good image and 

reputation.  

ñit should be the very best and with high prestige, that your date could not resist going out 

with you againò - says one of interviewees. 

 

Keywords: 

Well known 

Cozy and with good atmosphere 

High class with certain theme in it 

Based on quality 

Unique in some way 

 

Answering the question of how important is a restaurant's uniqueness, all of the 

interviewees answered the same ï it is very essential and attractive if restaurant has 

something, which puts it to another stage from it's competitors. 

Most of the people thinks that hotel for a restaurant is not so important, but still would like 

to use it if they would be not from local area. 

 

 

Goals for new website 

For most of the people it was very hard to describe the main keywords for perfect website 

to make, mostly because of their lack of interest in this field 

2 of 4 said that old website is very confusing and they would not come back after some 

time. 

Most important information for them is: 

 menu 

 photos of dishes 

 contacts and opening hours 
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 location 

 about kitchen (chefs) 

 Story behind it (special and unique features). 

 

Conclusion of the results 

Results were used in addition to improve quality of previous research ï questionnaire. 

Main personal interview research information usage: 

Making target group more accurate and selecting information from segmentation. 

Information for problem solving and tool's (web) improvements. 

Quality, actual customer view based information 

 

 

4.1.2Segmentation 

Segmentation is fundamentally the identification of subsets of buyers in a market who 

have similar needs and who reflect similar buyer behavior. On the market every buyer is 

different with their own sets of needs. Segmentation collects groups of customers with the 

same set of needs and buyer behavior. Such a group is known as a 'segment'. 

(www.marketingteacher.com) 

 

Firstly, the Gammel Veljby Kro's market is segmented into 2 groups with dissimilar 

interests: 

1. Business to business 

2. Business to customer 

 

In addition, we will go deeper into the second segment ï business to customer. We divide 

our audience into smaller groups (segments) consisting of users with certain key 

characteristics in common. Segmentation groups are described by their attitudes and their 

knowledge in information. 

 

 

 

A. The experienced and informed consumer. 

ü Has great knowledge about Gammel Vejlby Kro. 
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ü Wants a high level of professionalism and good information e.g. new 

reviews, novelties in the menu. 

ü Wants inspiration and feedback. 

B. The consumer who trusts experts and wants fast advice. 

ü Knows what he likes, high quality food and service. 

ü Have or have not been in Gammel Vejlby Kro but are used to going to these 

kinds of restaurants. 

ü Trusts information and advises from experts 

C. The consumer who wants quick search and detailed information. 

ü The inexperienced consumer. 

ü Wants inspiration and guidance. 

ü Have not been in the restaurant or on the website. 

D. The consumer who wants detailed information, his/her way 

ü The consumer that knows what he/she wants 

ü Time for information search does not matter 

ü Focus on the price 

 

Research tools as surveys and interviews are for gathering information about the general 

attitudes and perceptions of our users.  

Research tools as tests and field studies help us to understand specific aspects of user 

behavior and interaction with the site. 

 

 

 

 

4.1.3 Questionnaire 

Quantitative research ï Questionnaire and survey 

Questionnaire and Internet based survey in this case comes as a root of researches 

(research triangle), improvements for bad operating website and target group precision. 

After Expert interview we collected enough background research data. As Target group 

was already stated by the CEO of the company we decided to prove it and in the same 

way redesign the product, so it could operate perfectly for a target group and fill the huge 

gap between company's image and identity. 
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Quantitative data's results and statistics 

  

 Paper version questionnaire: filled by 21 people from the target group.  

 Web based survey: 13 people from the target group. 

 Overall: 34 sheets filled and could be counted as cogent data. 

 All sheets checked for mail forming and not logical filling 

 Additional 13 surveys were erased because they did not fit in target group 
requirements (for example question about age in survey form) 

 Most of questioned people are from Denmark, other small groups from: Iceland, 
Lithuania, Estonia, Germany etc. 

 All data used in further researches and to prove previously created theories 

  

Statistics 

 

The Pie structures below represents answers as percentage from all 36 responses, to 
visually see opinions of our target group. 

 

 Question 1: 

ñWhere do you typically find information about Restaurants?ò 

 

 Question 2: 

ñHow would you describe your internet surfing about specific places(i.e. Restaurants)?ò 
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 Question 3: 

ñWhat kind of Information is most important to you on a website for a Restaurant? (Mark 
from 1 to 7, from least to most important, where 7 is the most important)ò 
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 Question 4: 

ñHow often do you go to a fancy Restaurant?ò 

 

 Question 5: 

ñDo you think it is an advantage that restaurant has a hotel? Would you use it?ò 

 

Additional notes for question 5 answering the open question ñWould you use it?ò 

 If person needed to 

 Would not use it, but also depends how good is the hotel 

 Maybe for a date 
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Evaluation of data 

We did only 5 essential questions, just to know exact data what we need for our product's 

and project's development. 

Questions explained and further usage: 

1. We proved our theory about Gamle Vejlby Kro target group's Internet usage and 

that our target group could be targeted by a redesigned website. 

Also as we expected some of the people (12% and 8%) are actually using press media to 

find information about restaurants and how they can spend free time. These results could 

be used for future advertisement campaign. 

2. The result of this question is clear. Definitive majority(63%) of the respondents 

would like to have deeper knowledge about certain places before actually going 

there. With this information we discovered that a lot of text content about the 

restaurant would not be a discomfort to the customer.   

3. Question three was made with the intent to help with the redesign of the 

website.  That is to help us understand what elements on a restaurants websites 

are most important to the target group.  

4. Finding out that people go quite often out to a ñfancyò or exclusive restaurant 

helped us determine if such news updating elements like a newsletter were 

important. For example for those who go to restaurants very often it would 

advantage to use such an option, and for those who go rarely we could use it as 

a reminder.  

5. This question was intended to find out if there would be a basis for Gammel 

Vejlby kro to focus more on their hotel in their business strategies.  

 

 

4.1.4 Personas 

The templates for the personas are found in the appendix. 

4.1.5 Site Objectives and User needs 
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We decided to describe the site objectives and the user needs, according to Jesse James 

Garrett, by answering these to questions: 

What do we want to get out of this site? 

What do our users want to get out of it? 

 

Site objectives. 

We want to build awareness of Gammel Vejlby Kro. We want to increase people's 

awareness of who they are and what they do. Also we want to add some features that 

make customers want to revisit the site. By accomplishing this, Gammel Vejlby Kroôs 

customer group will increase and there for they will have more success.  

 

User needs. 

After interviewing the owner of the restaurant, going through answers from questionnaires 

and analyzing our intended target group we got a good picture of what are the user needs. 

The user wants detailed information in a very simple but appealing way. The menu, the 

location and special information are important but also the prices. It is not because they 

want to eat inexpensive; it is because they base the status and the value of the restaurant 

by the price. 

 

 

4.1.6 Target Group 

After analyzing all the segments and information that came out of the interviews we 

concluded that we should target all four segments. If we take elements from each segment 

we can describe the perfect target group for our client, Gammel Vejlby Kro. Our target 

group consists of upper-middle class to upper class people. They have a higher education 

and are successful in their occupation. Because of that they spend 40-50 hours per week 

at work. They are usually married and have grownup kids. Because of their busy lives with 

fulltime jobs and their normal daily life duties they often enjoy spending evenings at a 

good, quality restaurant.  And because the target group often has to travel because of 

business and have business dinners they are experienced and have learned to love this 

luxury of living and could not imagine life without gourmet restaurants. The target group 

has good control over their own lives, financially but also health wise, they are in good 
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physical shape, they exercise and try to eat healthy. They are conscious about that eating 

at gourmet restaurants is not the best thing to stay healthy, so they compromise by eating 

ecological food. The target group prefers high quality products and service.  

To better understand the target group we describe it by using some keywords: 

 Busy 

 Active 

 Successful 

 Concrete 

 Classy 

 High quality 

 Professionalism 

 

 

4.1.7 Perception 

Personas are used for imagine our userôs design preferences and to presume the needs 

that the future design could satisfy. This enables us to explore different possibilities to fulfill 

target audience's needs and expectations in an easily accessible way and in a format that 

is easy to change. 

 

How should our target audience respond to Gammel Vejlby Kro's new website in the 

market?  

What does the target audience think and feel about the company? 

The target audience is satisfied with the service the restaurant offers. They are going to 

restaurant to have a lovely evening dinner in romantic and special place. Target group 

holds in esteem ecological food and high quality, also they have a taste in wine field that 

restaurant satisfies (time to time even surprises the customer). The unique gastronomical 

restaurant is a perfect place to the target group to spend their evening out or have a 

business meeting.  
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We want them to feel satisfied with the website as well at the moment they enter ï to have 

a feeling of the restaurant's milieu before they visit Gammel Vejlby Kro. They should get 

the message of the restaurant from the page ï its uniqueness, gastronomy and gourmet. 

The website should reflect the company being as a company with really high quality 

standards and good customer support. We want to build a personal relation to understand 

customers needs better. 

To achieve our goals we take into consider all segments and personas what were created 

based on the expert interview, questionnaires and data research. Segments have different 

levels of knowledge about computers. To take it into account we have to have various 

forget-me-nots (example, the navigation for the website is user friendly and simple).  

To describe the way the website should be perceived by the target audience, here are 

some keywords: 

 user-friendly 

 modern 

 ecological feeling (minimal, bright colors, ñclean lookò) 

 organized 

 cozy 

 high-class 

 quality 

 

 

4.1.8 Market analysis 

Competitive Analysis 

We carried out a competitive analysis of competing restaurants who also promote 

themselves online, companies attempting to offer a professional service. While there is 

currently no one doing exactly what Gammel Vejlby Kro proposes, each competitor offers 

in some aspect the same service as Gammel Vejlby Kro, including ecological food and 

good service.  
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Next, we look closer into following competitors: Restaurant Miró, Restaurant ET and 

Mefisto. 

Restaurant Miró (www.restaurant-miro.dk)  

 

Restaurant Miró has existed since 1990 in Marstrand Street, in Aarhus. The restaurant has 

been a beacon of food and wine throughout its life. They keep their position in being top in 

their price category.  

Restaurant is leaded by Toni Leichtle who has a background as skilled chef and has much 

knowledge about vine. Beside Toni, there is the staff including the main chef, 2 cooks and 

small group of waitresses. 

The kitchen is internationally based on French roots, but they consider them self as 

innovative and therefore they have many different inputs including from the East. Miró 

promotes them selves as a restaurant with great knowledge of wine and they have a wide 

assortment of them from all most popular plantations around the world.  

Each month, the Restaurant Miró has a new menu, which is consistent with seasonal 

ingredients. In this way they ensure only the best and freshest raw materials coming on 

the plates. Miró lets customers enjoy their time in the restaurant. They take guests comfort 

as a first priority; therefore, they attach to be inclusive. They do everything for their guests 

so the guest enjoys their evening in cozy atmosphere and to give guests a holistic 

experience, both in terms of food, wine and service.  

Miró offers service for business meetings and larger companies with necessary 

equipment, from plates and cutlery to tablecloths and furniture, and wine matching food.  

http://www.restaurant-miro.dk/default.asp?id=4
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Customers express restaurant Miró as a restaurant with professional service, wide wine 

menu and cozy environment(www.mangospot.dk). 

 

Restaurant ET (www.restaurant-et.dk) 

 

Restaurant ET is one of the newest top restaurants in the center of Aarhus. Their menu is 

basically French, but they experiment with different tastes. The restaurant purchases wine 

from France and offers them with a variety of foods. The restaurant provides customers 

with wide range of wine. 

The style is also based on French modern style. They have authentic atmosphere and 

romance - all in French style. In the restaurant's rooms there is a piano and the place is 

known for it's piano evenings. The staff and environment makes evenings there cozy.  

The restaurant puts a lot of effort to interior design and the menu but their waitresses are 

mainly students with no professional knowledge in the service and food area. 

They are holding a lot of events in the restaurant ex. musical evenings with live bands. 

ET has a modern Flash based attractive website and they are promoting themselves with 

newspaper ads and flayers. On the other hand, ET has got many different opinions from 

customers ï good experience but also rough critics. Customers are commenting on their 

unprofessional service (considered the image and price) and their not so good interior 

design. (www.mangospot.dk) 

 

 

 

 

 

http://www.restaurant-et.dk/
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Restaurant Mefisto (www.mefisto.dk 

)  

 

'Simple, straightforward and friendly, " says restaurant Mefisto's menu.  

After more than 30 years in the culinary world, Mefisto has achieved a remarkable 

reputation, it has one of the most popular image of restaurants in the heart of Aarhus. The 

hands of Lars Kyllesbech and his team, provides full service and empathy for every 

evening for their customers. 

The restaurant is small but they emphasize on coziness. While they are hot spot for bigger 

events - weddings, receptions, confirmations, corporate lunches, birthdays and 

anniversaries. 

Mefisto's menu consists of seafood and fish. They also stand for ecological products. The 

style can be described as contemporary with an emphasis on fish. 

Restaurant's staff is carefully put together ï they have wide knowledge on food and wine 

field. Waitresses are persons who have passion for gourmet food themselves and are 

good communicators. It is not extraordinary that the cooks of the restaurant are coming to 

the table and having a small chat with customers about food or wine.  

Mefisto promotes themselves via website, newspapers and with good feedback from 

critics.  

Customers' feedback is mainly positive. They love cozy environment and great staff work. 

(www.visitaarhus.dk) 

 

 

http://www.mefisto.dk/
http://www.visitaarhus.dk/
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Molskroen (www.molskroen.dk) 

 

Molskroen is the strongest competitor to Gammel Vejlby Kro.  

The inn has existed since 1923. In the beginning it started as an inn located by the sea. 

Over the years they started to serve food and also wine came in the 60ôs from Denmark 

and foreign countries. Molskroen has always hosted various famous tenants and owners 

are well known. 

Nowadays it has remained its old fashioned luxurious style. Rooms are filled with light, 

coming inside from numerous numbers of windows. They keep the style line inside all 

rooms and the outside look.  

The company provides service for various events like weddings, business meetings and 

funerals. They have rooms to rent and accommodation opportunity. 

Their customers are with high expectations and the staff fulfills their needs and requires 

more and more from themselves to make clients more than satisfied. Molskroen provides 

wide numbers of artifacts for their customers ï starting from fireplaces to wheelchair 

accesses. They take good care of the customers and want to provide the best service in a 

professional level (www.travel.yahoo.com). The cooks challenge themselves, house 

keepers never take compromises and the owner is polishing every detail of the all concept. 

http://www.molskroen.dk/
http://www.travel.yahoo.com/
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The restaurant's menu is based on gourmet food and expensive wines (French, Italian, 

Spanish). 

The customers give the place 5 points out of 5. They say the experience has paid off and 

is unique. 

Map of Positioning 

 

Positioning is undoubtedly one of the simplest and most useful tools.  

Competitors are mapped together on a positioning map. It compares them and gives a 

contrast in relation to each other.  

Companies are placed on the map taking into consideration their current place in the 

market. Important values to compare: 

 professionalism of the service 

 food quality 

 

4.1.9 SWOT analysis 

Note: also available in matrix version in appendix part. 
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We used this Albert Humphreyôs strategic method to find out and collect the main internal 

and external factors for stable communication establishment between customer and 

company, competitors and company etc. 

 

Objectives 

Main objectives are related to the problem statement, which was described in the 

beginning of this documentation and are in some way the correction and solution. 

 

Stable communication between sender and receiver ï message expressed in the right way 

There should be no gaps between company's Identity and Image 

 

In the topics below we will explain main factors of gaining main objective. 

 

Strengths 

 High, but still affordable price for target group (high class restaurant ï high 

price) 

 Gastronomic, ecological, gourmet and traditional food 

 Different menus for winter and summer times 

 Restaurant has a hotel, which is very big advantage 

 Unique and quality based services 

 The company has a competitive advantage to other high class serving 

restaurants. 

 Cozy interior 

 Old and modern styles together in very outstanding way 

 Being Innovative because the menu changes after seasons. 

 Restaurant is one of  the best in Aarhus 

 

Weaknesses 

 No logo, company uses only title text ñGamle Vejlby Kroò. Actual building has a sign 

of historical value existing blazon, which was left after restaurant's establishment. 

 Exterior not visually attractive (could be strength too, because of the old looking 

style) 
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 Website 

 Visually not attractive and not eye catching 

 No constructive and not logic/simple information/navigation designs 

 Lack of message expression 

 Does not go well with target groups expectations and needs 

 Opportunities 

Becoming more known and popular restaurant in whole Denmark and outside it 

Taking more market share 

Improving aspects, which would improve the competition ratio 

Good conditions for development of uniqueness. 

 

Threats 

 Company's view towards existing website 

 The company does not feel any lack of communication with customer, nor the need 

of changing it. 

 Strikes of economical crisis, wars, earthquakes etc. 

Competitors view towards website and their websites' improvements, giving an advantage 

Out of food stock; in order to survive in the market using not Danish food materials ï losing 

their prestige 

 

Opportunities 

 Becoming more known and a popular restaurant in whole Denmark  

 Taking more market share 

 Improving aspects, which would improve the competition ratio. 

 Good conditions for development of uniqueness, because most of the people likes 

to try new things, which is in some way special 

 

Results 

To actually use the SWOT as method in our research and communication strategy we 

decided to answer the questions below. Which are taken from www.wikipedia.com 

 

How can we Use and capitalize on each Strength? 

How can we improve each Weakness? 
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How can we Exploit and Benefit from each Opportunity? 

How can we mitigate each Threat? 

 

 

We as multimedia designers with certain goals for the company/problems to correct take 

all strengths, weakness, opportunities, threats. 

 

It shows us what should be taken into consideration and production (strengths), what to 

improve and correct from roots (weaknesses), benefits and right inspiration/directions for 

future development (opportunities) and what actually to avoid or take into huge 

consideration (threats). 

 

We use all of the information gathered by this method to fit with previously stated goals 

and not only in further products development but also as the suggestions for the company, 

because some of the main parts are more from business perspective. 

 

 

4.2 Scope 

4.2.1 Functional specifications 

We decided to create certain criteria when developing our product, which was to create a 

website with lot of different features. 

Feature set list: 

 JavaScript code which would make all subpages load inside a div on the index 

page, and  some additional JavaScript that would make each subpage slide down 

slowly upon  loading . 

 Flash banners, with high resolution pictures from the restaurant. The pictures that 

would be used to set the mood of the website. 

 Logo, Create a logo that would communicate what the company is about.  The logo 

would then be used for branding.  
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 Newsletter, users of the website could sign up for a newsletter , which would be 

sent to them every month and it would contain information on menu changes, 

events and so on. 

 

 

 

4.2.2 Content Requirements 

Information requirements on the website. 

 Location 

 Contacts  

 All information available in Danish, English and German 

Hotel information about: 

 What kind of rooms are available  

 Prices  

 Special offers 

 

Restaurant Information about: 

 what makes this restaurant unique  

 about the Chef 

 All the different menus they have 

 Prices 

 Wine list 

 

 

4.2.3 The Contract 

The actual contract is placed in the appendix. 

 



 32 

4.3 Structure 

4.3.1 Information architecture 

 

Information architecture is creating consistent and functional systems for navigation, 

graphics, page layout and title languages so that the user knows where to go, what to do, 

and encourages them to return." (Web Review, Peter Monville) 

The main goals of information architecture are: 

 Connect user with content 

 Create comfort 

 Promote learn ability 

Not to let users get inpatient the information design is necessary. In the old website users 

can get confused because messy navigation and information that is not placed correctly. If 

users get stuck or there is much unnecessary information pumping up they will leave and 

close the page. (inspiration - Web Design Manual, Kollen Powers) 

 

Our purpose of information architecture is to design a logical and clear information 

structure.  

The information on the redesigned website is more organized. The target group plays here 

a huge roll ï what is important to them, has to be on the page. 

Persona Danien Pedersen(who trusts experts, wants fast advice) comes to the page to get 

quick information about menu, how the place looks like and location. He has to see the 

atmosphere on the page while surfing for information inside.  

Because of Daniel(who represents one segment out of four) the slideshow is place on 

every page ï to show the milieu and reflect the place's identity while users are getting 

inormation reading the text.  

All the menu is separated 

to submenus, what each 

of them contain detailed 

information that is easily 

reachable by placing the 

text simply(catching and 

easily understanable for 

the target audience). 
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The content inside the menu is placed easily ï text is aligned to the left, after every meal 

there is a space after and the price locates on the right side.  

 

The navigation is divided into 6: Forside, menu, hotellet, om os, gallery, kontakt.  

Navigation was found out from personas and usability testing (the placing in navigation 

and sub navigation bars). By proving the target group with surveys, the feedback also 

showed what is most important for them (results for questionnaire, question nr 3 - 25% 

menu, 17% location, 14% special information, 10% gallery). 

 

Every content page includes the Flash animation what shows the atmosphere of the place. 

It also fits with the text showed on every page ï example:  

1. Information of the company > pictures from the staff and the place;  

2. Restaurantôs menu > pictures from kitchen and food 

3. Hotel > pictures of hotel rooms and the house 

 

 

4.4 Skeleton 

4.4.1Interface design, usability and user experience 

Usability tests for existing (old) website 

 We did website tests on our target group with simple tasks, which could reveal some of 

site's problems and what could be improved/changed. 

 

We used task points from Jacob Nielsen's heuristics. 

Task points used: 

 finding different elements on a website: 

 menu 

 offers 

 prices 

 information about CEO/main chef 

 Gallery 



 34 

 finding the location and contacts, how hard is it to understand how to do that 

 finding the exact prices of certain food 

 find a way back from a subpage to the starting page 

 

  After doing the tasks user was supposed to answer some questions more related to their 

honest emotions and describe the website by these points: 

 

 Expectations 

 Aesthetics  

 Functionality 

 

Findings and recommendations 

 

 After doing these previously mentioned interview we found out that our client's company's 

website is not fulfilling target group's needs in functionality, enjoy ability and visual 

attractiveness.  It does not go well with our user needs and companies message.  With this 

in mind we set out to improve those elements. 

 
 

User experience Goals 
 

Based on Jacob Nielsen's heuristics we setup a few goals which we would like to fulfill with 

our redesigned website, which means the site should be: 

 

 Informative 

 Enjoyable 

 Helpful 

 Aesthetically pleasing 
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4.4.2 Navigation design 

 

It became apparent after seeing the results form 

the questionnaire and interviews that the 

navigation on the companies current website 

might need some adjustment.  In the personal 

interviews people generally had some difficulties 

finding certain elements on the website. 

For example people had some difficulties t 

finding the gallery page, finding their way back to 

the index page and more. Most of the problems 

with the navigation were(according to the people 

we talked to) due to font size/font that was being 

used (see screenshots on right and bottom). Other problems were due to the placement of 

the navigation. 

 

 

 

 

They way back to the index page is a little bit 

confusing because the only way to get there is to choose the Danish language option.(see 

screenshot on right) 

 

Also it is worth mentioning that when Lasse  

made the website he wanted first of all a simple 

navigation  which anyone could work their way 

through.  Since this objective is not met we 

would like to correct that in our new design. 
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4.4.3 Information design 

 

   We wanted to create a site that was organized and easy to get a good overlook. The text 

itself is interesting to read (it is not just plain information), it gives warm and inviting mood 

to the customer, because it plays well with other dynamic elements, for example flash 

slideshows, which adds more visual perspective to the text. 

 

    We managed to structure all the information so it could be perceived as best as it could 

be. Using the Javascript based inner scroll bars was the best solution for those pages, 

which had too much text to be ñarticle likeò and to be perceived correctly without skipping 

or even leaving the website.  

 

From the content view text is perfectly aligned to fit the different resolutions without 

exceptions, such as losing user's interest because the text would be too hard to read, or it 

would look just too big.  

 

So the text itself keeps the right track accomplishing these points: 

 Readability 

 Understandable and eye catching headlines as well as important parts in the 

text 

 Newspaper  article based shape and width 

 Visual  attractiveness 

 Perfect colour scheme which goes well together with other site's content: 

 Contrast 

 Eye catching and keeping attention 

 Good looking web safe font (more in Typography section) 

 Alignment  

 Left based and justified (also goes well for readability) 
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4.5 Surface 

4.5.1 Visual design, design analysis and considerations. 

Design of the existing site 
 
The design of the current website needs a breath of fresh air to pump up the atmosphere 

the company is trying to communicate. Also it is in dire need of professional programming. 

There are some major flaws in the current design. For example the page is not positioned 

in the right way, it is only given a margin from the left side, the space for the page is really 

large and you can scroll a lot down even though there is no content there. As Lasse, the 

director told us himself, he modeled the design after another restaurants website, (Noma). 

Anyone that compares these two website can see that Vejlby kroôs website takes a lot of 

elements from Nomaôs website but it just does not come out the right way. However they 

key points in the current design are as followed. 

 

Color Scheme: 

 The colors that are in use are gray, white and a de-saturated blue hue (blue color 

scheme), but it might need some more color to give it some life. 

 

Font Use: 

The fonts that are used both for the navigation and normal text is Times new Roman and 

Georgia which are mainly used in book typography, academic reports and in news papers. 

Times new Roman and Georgia are both serif fonts which are rarely used in website 

design, because on a computer screen they are harder to read than most other font types. 

In addition there are too many different font sizes in use. 

 

Use of pictures: 

The use of picture is always good in general, and the pictures that are on the website are 

of high quality, however they are not displayed in the right manner which would help the 

over all design.  

Also the gallery page is only accessible on the Danish version of the site. 
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Logo 
 
Logos are very important part of branding; it is often the first thing a customer sees when 

he sees a product or an advertisement by a company. That is why it is so important to 

have a good logo which suits the message the company is trying to send. 

 Logos should always have a simple easy understandable design.  

In our case we wanted a logo that would communicate to the 

target group something about good quality Danish ecological 

food.  

Our first brainstorm was all about using some kind of plant or a 

herb that is used in Danish cooking. However we decided to go in 

another direction and focusing more on the cooking it self.  

Then with the some inspiration from acquaintances and 

discussions on both Danish traditional and ecological cooking, we 

had an idea for a logo, which was of someone making ecological 

food. (As you can see here on the right are some initial sketches 

of ideas for a logo. On the dish is supposed to be traditional 

Danish frikadeller with potatoes.)  When we thought of ecological 

food we thought of the Ø ï symbol which represents 

Økologisk(Ecological/ Organic).We thought that using that in the 

logo would be perfect for our product because the Danish 

ecological cooking is the main selling point of the company. That is how we ended up with 

this logo design (which you can see here below).  
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 The Ø ï symbol (as seen here on the right) is used all 

over Denmark on products that have ecological or 

organic value. The logo is supposed to communicate  

professional ecological cooking. As you can see the it is a chef (one 

can tell by the chefs hat on the 

person) holding a plate of food 

with steam rising up from it, 

and in the steam is the Ø ï symbol. 

The logo is set in simple shapes, so it would not be 

distorted even when it is minimized, and what is also 

important is that the red color is kept so the Ø ï 

symbol will still be recognizable.   

 

 

 

 

The main usage of the logo should be on the website, advertisement, print and business 

cards. It should be placed next to the companyôs slogan in the top right corner of their 

website. In prints and business cards it should also be placed at the top right corner of that 

particular document. 

 

 The logo should be one of the main identifiers of the company and so to avoid an 

incorrect usage of the logo, we have set up a few guidelines in using the logo. 
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The Logo should not be used: 

 

 In poor quality 

 

 

 

 

 In different colors 

 

 

 

 

 

 

 In rotated form 

 

 

 

 

 

 Or in distorted form 
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4.5.2 Design manual 

 

 

Sketches 

A sketch is a rapidly executed freehand drawing that is not intended as a finished work. It 

is a quick way to record an idea for later use. It is easy way to draw down different ideas 

and establish a composition quickly before falling into details and creating a full product. 

(www.wikipedia.com) 

 

After gathering information about the target audience, the business and communication, 

the base for redesign is created. We used sketching as an opportunity to quickly draw 

what the user interface could look like, basing it to background search ï target group, 

business objectives, image etc. The keywords for new website: 

 clean 

 ecological 

 gastronomical 

 minimal 

 friendly 

 modern 

 easy to use 

 organized 

To build up structure, placement of elements 

and layout we used easiest tools ï pen and 

paper. To make mistakes here in sketching is 

better than making mistakes in Photoshop or 

already in HTML, Flash, Actionscript and 

Javascript. 

 Sketch 1 

 Simple and well working form: 

http://www.wikipedia.com/
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 Flash banner on the top. 

 Navigation menu on the top right, rollover effect + drop down menu (to be organized 

and simple usable). 

 Center of the page is for the content and images. 

 Page is centered. 

Sketch 2 

 Idea that page includes all the screen. 

 Navigation stays the same as on sketch 1. 

 The content is placed on the horizontal stripe ï in 

the middle of the page. 

 Page includes the sitemap what is in Web2 

Standards (www.oreilly.com). 

 

 

 

Sketches 3, 4 

 The horizontal stripe in the middle of the page with all content inside included. 

 Drop down navigation, highlighting the current page to show the location(where the 

user currently is located on the site). 

 Page includes Flash slide show on every page to create the mood and reflect the 

restaurants milieu. 

 Page includes logo and floral figures as decorations (to make it visually more 

attractive and give the feeling of economical way of thinking to the user) 

 

 

http://www.oreilly.com/
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Sketch 5 ï the final decision 

 The horizontal stripe in the middle of the page stays. It includes the text, submenus 

and Flash slideshow. 

 Contacts are placed under the page, where it's easily reachable, but also in the 

main navigation bar. 

There has to be 

multiple options for 

user to get contacts. 

 Language options are 

placed on the top and 

are easily accessible. 

 Drop down menu is 

gone. The sub menu 

appears between the 

text box and slideshow. By designing in that way sub menu makes reflection to the 

text next to it. It is easy to use and the user sees his location clearly.  
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Wireframe 

After sketching and deciding how the layout and navigation should be we create 

wireframes. To put created content into a non-design wireframe is very useful in web 

development. It is important that the content of the website is organized and placed 

wisely(the target group should simply read the text). The main purpose for wireframes is 

using closure and proximity in organizing the content of the page. 

 

Restaurants menu with prices are placed symmetrically what creates closure effect. The 

user finds it easy to read and recognize. The content of every page is put into a darker 

box what attracts the eye to read the text. Darker box behind the text remains on every 

page what makes the page easy to use and recognize. 

 

 

Navigation is placed right top of the main content box. Orientating in the main navigation 

reflects the main content box to change depending on user actions. 

 

Under the logo and slogan there is slideshow and submenu placed. Both are in 

rectangular forms. There is proximity between 3 elements(slideshow, submenu and text 

box). 
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The top stripe what contains language options runs parallel with the content. It doesn't 

catch the eye but is easily findable. The most common location to place language options 

is on the right top corner. 

 

Colours 

Decision in colours is based on company's identity and values but also the milieu and 

colours they are using in the restaurant. They value high class, ecology and gastronomy. 

As a high class restaurant they use brown and white in the interior design a lot. Brownish 

wooden colours reflect ecology and white is presented as a clean tone. Inside Gammel 

Vejlby Kro they have a lot of windows what makes the place more ethereal.  

For redesigning the page we picked brownish colour(ecological, warm), various shades of 

white and black. The core colour scheme is taken from www.adobe.kuler.com. Color 

scheme is named Tundra Fox. The palette gives viewer a tender feeling of nature mixed 

with pureness and clean look. Brown colour is dominating ï ecological and warm, 

background is white -safe and pure ï represents simplicity  

 

Details 

  

Old website contains the name of the company and their slogan under it. From expert 

interview it became clear that they are using their slogan as a message to the target 

group. It became clear to transfer the slogan to the new version. It shows the uniqueness 

of the company and they are known after their slogan.  

 

http://www.adobe.kuler.com/
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Typography  

The text font was picked by the readability. Main font for all pages to keep the balance 

and flow with other pages is Tahoma sans-serif. It is also easy to read. 

The main navigation bar is Tahoma with text transformation of UPPERCASE mode. The 

navigation should attract the eye and implicate user to navigate on it. The slogan under 

Gammel Vejlby Kro is in Arial font. All fonts are made into styles and put into CSS file. 

 

Gammel Vejlby Kro Photographic creative directions 

 

The interior design, as explained before, is ecological, clean and gastronomically. To 

show better the      atmosphere on the website, we took photos from the interior. Taken 

pictures reflect their image and overall design what we wanted to carry on the website as 

well. Pictures are used in Flash slideshows later, and placed on every page to create the 

mood. 

 

 Examples: 

 

  

Initial designs 

 

Next step is to move to design 

area. Various designs directions 

were created. In the process in 
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composing layouts we kept in mind uniqueness and cleanness. There are different 

brushes and pictures used. Transparency is in overall kept-in-mind. Design examples 

were created while the information design was still in making.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Final design 

The final design choice should be addressed to the target group and overall site goals. As 

the most important site goal is to communicate the correct atmosphere which closes the 

gap between the image and identity and helps to attract more customers, the decision in 

colour scheme, typography and navigation were necessary. (Communication Brief) 

The final design was selected after several design try-outs. The final decision helps the 

target audience to connect with the websites cleanness and sophisticated look.  

The background graphics are used again and again on every page to remain the flow. 

Also, Flash slideshows are placed on every page, to give a fresh look, make the page 

alive and reflect the atmosphere. 

The index page contains navigation bar created in Flash and Actionscript to make the 

entrance to the site attractive. 
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For reading the menu viewers will have to use the vertical scroll bar on the right hand. 

Scrolling is not the best way to solve a problem ï it takes time and patience, but on the 

redesigned page it is made simple enough. To make viewers scroll both vertically and 

horizontally is a sure way to loose audience. As we want users to feel comfortable on the 

website and get the information easily accessible, the horizontal scrolling is not used. It 

would be difficult to read the text. 

The purpose of gathering all the information on narrow area is ï the golden rules when 

developing a webpage: small is beautiful! 

All images and graphics are increased before programming. It will minimize the page 

downloading time that heavy use of graphics can entail. Images are all saved in .jpeg 

format. 

 

Form design 

Gammel Vejlby Kro visitors have the ability to fill form on the website. To accomplish a 

task in the minimum amount of time, within a minimum amount of hassle and effort it is 

necessary to create it simple to use. The form on the site is short and simple, to save 

user's time. There is an opportunity for input data: name, mail address, message and a 

chance to receive a newsletter from the company. And all is choosable to fill within few 
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clicks and one submit button. 

Form contains widely known buttons and fields. It is recognizable for all users. 

 

Flash slideshows 

To create the mood on the site, add fresh look and make it more alive, there are 3 

slideshows added to the redesigned page. They are in relationship with all the content and 

Gammel Vejlby Kro's image. The second purpose of animations is that it's easy way to 

reflect the milieu of Gammel Vejlby Kro.  

Slideshows with taken pictures from the place shows the message.Not to make the 

webpage over loaded, there is text on the left side and Flash animation on the right. All 

images in the animation are cut down on size (not to make the page heavy) and made into 

.jpeg images which are transported to flash.  

Animations are blurred from borders to smooth them to the background.  
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Comparing 

 

As the final check point we compare the existing site and redesigned site. 

The unappealing design of the old website is changed to attractive and clear in redesign. 

Text and navigation is easily understandable in new version. There are different uses of 

fonts and unnecessary free space. Gammel Vejlby Kroôs website does not send out a 

clear message and that is changed in the redesigned website. The new page also shows 

with its colorsô what the company stands for. The created logo is a helping tool to gain the 

message. 

In overall, the gap between image and identity is closed ï the page reflects the message 

and atmosphere of Gammel Vejlby Kro. 

The single purpose of the new site is to communicate the correct atmosphere and 

therefore close the gap between the image and identity. That will help attract more 
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customers and the target group will receive the right message and be better informed 

about Gammel Vejlby kroôs service.  

The redesigned page shows business' professionalism. 

 

 

5 Communication Brief 

5.1 Project Summary 

When we were searching for a company to use for our project, we stumbled on to the 

website of Gammel Vejlby Kro. The first thing that we noticed was the unappealing design 

of it, in choice of font and how it was positioned etc. But when we learned more about the 

restaurant through reading reviews, conducting a interview with the head chef and director 

of the restaurant and going there ourselves we discovered that the website was missing 

more than technical elements. There was no connection in the atmosphere between the 

restaurant and the website, and the message they were trying to send out was not clear 

enough. So we decided to make, through extensive research work a redesign of their 

website.  

 

The single purpose of the new site is to communicate the correct atmosphere and 

therefore close the gap between the image and identity. That will help attract more 

customers and the target group will receive the right message and be better informed 

about Gammel Vejlby Kroôs service.  

 

The secondary goals are:  

 To attract new customers 

 To build up a respectable reputation.  

 

The websiteôs new design will help achieve the long-term goals, which are to gain a stable 

customer group that will use their service on a regular basis. That will help them to 

become more profitable and the best restaurant in Aarhus or even Denmark. In addition 

their long term goal is also to focus more on ecological and organic raw materials in their 

cooking. 
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5.2 Audience Profile 

A member of the target audience is a successful business man/woman around 50 years 

old, married with grownup kids and in a good place in his/her life. He/she uses the internet 

daily for about 5 hours in relation to work, networking and watching news. More detailed 

information about target group on page ééand personas pageéé. 

 

A typical task for the visitor is to find the location, he looks at the prices, because he looks 

for a high quality restaurant and often it is good to measure the restaurant by the price. 

The visitor gets information about the menu, not only if it is a new customer but also if it is 

a former customer, because the menu changes after seasons.  

 

The visitor cares about professionalism and that is one reason for making a redesign, it is 

impossible to relate to professionalism by looking at the current website. The visitor is 

sophisticated, so it is very important to him to have elegant and stylish surroundings. They 

want good high quality service, they prefer ecological food and it matters to them where 

the ingredients come from. The thing that triggers the target audience to visit the site is the 

curiosity about the restaurants innovative cooking; they will be enticed to revisit the site to 

see the changes in the menu season by season. 

 

 

5.3 Perception/Tone/Guidelines 

The target audience is very pleased with the company and their service, the restaurant is 

fulfilling their expectations but they do not feel the website is conveying the right message. 

 

The target audience should be connecting the website with the restaurant. They should 

feel a sense of professionalism when going through the website. And that the over all vibe 

should communicate that, every decision is made with preparation and that everything is 

done with much determination, innovation and imaginative thinking. 

The new website will help achieve this goal by being professional looking, both in technical 

and visual aspects. Any information will be easy to access and the visual connection 

between the website and the restaurant will be achieved with choice of colors, font and 

style.  
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These keywords should be used to describe the way the website and the company should 

be perceived by the target audience. 

 Professionalism 

 Innovation 

 Sophistication 

 Ecological 

 Creativity 

 Reliability 

 

The visual goals the site should convey are reflections from the interior and the milieu of 

the restaurant, with use of colors, style, stable navigation and consistency. 

 

 

5.4 Communication Strategy 

The overall message to the target group is that the restaurant is offering ecological, 

organic and purely Danish ingredients.  

 

The overall message will be conveyed by using the right style and good navigation to 

capture the precise mood which we need to communicate the message. 

 

Every detail in the production is fully based on well thought out research, questionnaires, 

interviews, segmentations and target group. And with our target group in mind, we made 

the website informative, visually appealing and communicate the correct message. So we 

measure the success of the website by our target group. 

 

 

5.5 Competitive Positioning 

Our customerôs web presence is different in a few ways: 

 

Users have to use their scrolls extensively in each of the competitorôs website where as 

our redesigned website; all content is displayed in the middle with little or no scrolling. The 
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competition has very static websites. Our website is dynamic and it communicates the 

message in a very appealing way. 

 

The thing that makes Gammel Vejlby Kro stand out from their competitors is that every 

ingredient they use is Danish, and that sets up certain limitation in their cooking, that 

forces them to use their imagination when new meals are put on the menu. Of course not 

all ingredients are available through the whole year, so this pushes the creative thinking 

from season to season when selecting ingredients. Also they try to use only ecological 

food. Competitors also use ecological food but this combination, the Danish ingredients 

combined with ecological food is different and puts them apart from the competition. 

 

The old site works technically but visually it does not. And it does not send out the right 

message. In the new site every page except the gallery and the other language options 

are fully functional. The index page with the interactive banner is visually attractive and 

more eye catching than on the former site. It is easier to use the site because of visual 

elements etc. text fields and navigation. The site is more appealing and now there is a 

connection between the website and the restaurant and the story behind the website is 

more recognizable. 

 

5.6 Targeted Message 

 

The website gives an impression of being high class, sophisticated and professional. 
 

 
 
 
 
 
6 Usability testing 
 

We preformed informal usability tests on 4 people from our target group. The test was 

conducted through one-on-one interaction, the test subjects were asked to perform certain 

task, and the following results are based on our observations. 
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In the usability testing we used the same task points as before, they were: 

 

 finding different elements on a website: 

 menu 

 offers 

 prices 

 information about CEO/main chef 

 Gallery 

 finding the location and contacts, 

 finding the exact prices of certain food 

 find a way back from a sub page to the starting page 

 

 
And once again the users were asked to describe the website with these points in mind:  

 

 Expectations 

 Aesthetics  

 Functionality 

 

 
 
Results concluded that the redesigned website fulfilled the users expectations in regards 

to functionality, aesthetics and to our user experience goals 

 

Usability goals 
 

After doing the usability tests we conclude that our website fulfills our users needs in terms 

of Jacob Nielsenôs usability quality components: 

 Efficient and effective in use, no unnecessary time wasted in information search ect.   

 Safe, users feel the site is trustworthy and they would have no problem giving up 

their personal information and e-mail address.  

 Easy to remember, learning curve not to hard.  
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 Navigation, easy and logical 

Visually satisfying, aesthetically pleasing , over all design clean and professional 

 

 

  

7 Technical specification 

 (Flowchart and Source code description can be found in appendix part of this 

documentation.) 

Interaction design 

Our researches, solution for problem statement lead us to complete redesign of company's 

previous website. Based on target group's view, statistics and our professional skills we 

made a product and the technical description is split into 4 parts: 

 Website 

 Dynamic and partly interactive flash element 

 Dynamic JavaScript fields 

 Php form 

 

 

Website: 

 6 main pages and 14 sub pages (sitemap can be found in appendix section) 
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 For structuring and creating stable, classic layout we used different <div> tags. Also 

we used centralized view to keep it more appealing to eye (more in visual design 

part) using wrapping <div>. 

For example dependent on screen resolution website can stretch the main field 

(ñ.wrapperContentò with brownish colour #5e4934) to fit it and still look good. 

 Stylesheet language ï CSS 

 User friendly and usability based marks, for example showing where user is with a 

current page mark in the navigation bar or displaying the title in the content field. 

 

Dynamic and partly interactive flash element: 

 Programmed in Action Script 3.0 

 5 different functions calling Listener on Mouse action (CLICK) to navigate and 

take the URL into browser. 

 Interaction: 

 On hover link based parts of banner changes opacity and plays movie clips as 

modern attention catching and storytelling (used different photos, which perfectly 

describes where exactly the user will be taken after pushing it) buttons. 

 

 

Php: 

 One page (kontakt) is based on php and has an extension of ñ.phpò 

 Form of name, email and comment with validation if exact data is written in the input 

 

Illustration 1: Structure of hosted files 
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after submit. Displaying echo messages if it is send or not. 

 External php file checking validation of data and sending the data to described 

email 

 

Dynamic JavaScript fields: 

We tried to reach the dynamic Flash based level only using JavaScript and jQuery code, 

which in the final version looks ñflash-likeò but is not so data heavy. 

 Used jQuery JavaScript Library v1.3.1 

 Object targeted functions, such as hiding and sudden appearing in the stage, 

information changing etc. 

 Inner Javascript Scrollbar for displaying big text based information in small, limited 

field. 

 

Illustration 2: php based contact form 

 

Illustration 3: JavaScript based slide Down effect - example 



 59 

 

Standards and validation 

To achieve and prove the maxim of W3C "Be conservative in what you produce; be liberal 

in what you accept." we validated web site's markup using W3C markup validator. 

(http://validator.w3.org) 

 

Based on standard website is: 

 XHTML 1.0 Transitional standard and CSS; described markup is validated to 

current standards of coding Internet media based on ñW3Cò standards. 

 stable, validated and tested in different up to date browsers: Internet Explorer 7, 

Firefox, Safari, Opera. So it looks almost the same in all of them, like it was 

designed, structured and created to be. It was very hard to keep the same 

formatting of forms, but it looks aesthetically enough in most of them. 

 Markup structure is open source, readable and understandable, to achieve this we: 

 used logical parent-child structure. 

 made easy understandable names for Classes and Ids, which could in logical 

way relate them with content in website if needed to find something. 

 

 

 
 

 

Illustration 4: validation sheet 
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8 Conclusion 
 

 

Gammel Vejlby Kro is a high class restaurant and a hotel. They concentrate on ecological, 

gastronomical and Danish, organic ingredients based food. The restaurant has a problem 

with communicating the right message to their target group; they have a gap between the 

identity and the image. The source of their problems lies in their website: it is missing the 

right style, good navigation and information design, by fixing those things the right 

atmosphere would be reflected and the customer would have a connection between the 

website and the restaurant itself. . So we decided that to solve the problem, we would 

have to do a complete redesign of their primary communication tool ï website. 

We did productive researches to find the best way to do our redesign. We collected all of 

the data that was essential to make a successful product. Using our professional skill from 

all of the four subjects, which are interaction, visualization, business and communication, 

we managed to close the gap between image and identity.  

The redesigned website communicates the right message with: 

Logo  

Navigation 

Layout 

Color scheme  

Aesthetics 

Images 

 

This will help Gammel Vejlby Kroôs website send out the right atmosphere and thereby 

communicate better with the target group. 

 
 
9 Perspective 
 
When talking to Lasse the owner of Gammel Vejlby Kro, he was quite sure he would just 

stay with the original site. But when we present the new site to him we will focus on how 

we solved the problem and we are sure he will acknowledge that the new site is much 

better in visualization and communication. If Lasse decides to use the product we will fully 

complete the site, add images to the gallery and complete the other language options. And 
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we will suggest to them as a business strategy to use coupons or gift cards on their 

website to improve their communication. Also the coupons or gift cards serve as a 

motivator to use the website for the target group.  
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11 Appendix  

 

Personas 

 

The experienced and informed consumer 
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The consumer who trusts experts and wants fast advice 

 

 

 

 

 

 

 

 

 

 

 

 

 


