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Abstract 
The purpose of this thesis was to create a deeper understanding regarding the importance of 

place marketing for municipalities in Sweden and how they apply it when trying to establish a 

economical growth of the amount of tourists and businesses within the municipality. In order 

to achieve this purpose a case study was performed where respondents from three 

municipalities in the north of Sweden were interviewed. The answers were compared to 

theories regarding the subject place marketing in order to find similarities and differences. 

The results from the case study show that municipalities consider neighboring municipalities 

as partners rather than competitors. Another result from the study is that slogans are 

commonly used when trying to establish a positive image about the municipality. 

Furthermore, municipalities find evaluating the marketing effectiveness difficult and costly; 

they have a limited budget for marketing as they rather spend money to improve living 

conditions for their residents. 
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1. INTRODUCTION 

In this first section of the thesis, the reader is introduced to how municipalities historically 

have worked with marketing themselves. Thereafter, clarifications regarding some 

troublesome definitions and how they are to be viewed throughout this thesis are laid out. A 

problem discussion regarding the subject area follows; a problem discussion that leads to the 

purpose of this thesis and the research questions that have been formulated. 

1.1 Background 
Historically, municipalities have focused on investing in economical development for the 

region rather than marketing designated to attract people to the municipality (Kotler, Asplund, 

Rein & Haider, 1999, p. 30). Several researchers have pointed out the importance of the 

politicians being able to provide statistical evidence that the cost for marketing the place will 

be surpassed by the economical gains from new businesses, new residents or tourists attracted 

to the place (for example Dolgon, 1999; Hubbard, 2004). This is further defended by Matson 

(1994), who also mentions that the members of a municipality prefer that the politicians focus 

on economical development; something that has lead to many marketing plans being severely 

curtailed or cancelled completely. He further emphasizes the fact that the public sector has 

been slow to accept and utilize avant-garde consumer marketing techniques for 

municipalities. Ward (1998, pp. 1-3) agrees and discusses the fact that place marketing 

historically has not been used by municipalities much at all, but that by the end of the 20
th

 

century it became more common for municipalities to market themselves. According to 

Hankinson (2009) place marketing is nowadays a well-established aspect of public 

administration. Further Hankinson (2004b) also state that many larger towns now compete to 

gain international prestige and the business investments that follow from the towns marketing 

themselves as cultural and global towns. Lichrou, O’Malley and Patterson (2008) emphasize 

this and further states that the competition between places has intensified over the last decade. 

Based on this background, the problem area of this thesis is to shed light on how 

municipalities work to market themselves. 

1.2 Clarifications 
During the literature review for this thesis we discovered that the subject area is called both 

place marketing and destination marketing, depending on which author that wrote the text. 

We consider those two formulations to be synonymous and we have chosen that during our 

literature review we will use the formulation used by the referenced author. However, during 

our own analysis and discussion, we will be using the term place marketing. 

Another issue we came across was the Swedish term municipality and its definition; whether 

it is considered to be a town or a region. In Sweden there are three levels of governing; 

national, regional and local (Regeringskansliet, 2007). A municipality governs on a local 

level, and there are 290 municipalities in Sweden, each having a principal town (ibid). We do 

not consider a municipality being synonymous to a region as defined by Hankinson (2009), 
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since he labels region as a set of towns sharing the same geographical whereabouts. In our 

opinion a municipality is a town with surrounding sub-areas, in form of nature and smaller 

communities which complements the town. Henceforth when we use the term municipality 

throughout our thesis, the definition mentioned above is the one that should be kept in mind. 

1.3 Problem Discussion 
According to Jobber (2009, p. 894) there are some differences between marketing a physical 

good and a service. Jobber (2009, pp. 894-898) states that the main characteristics that 

distinguishes a service are: intangibility, a service cannot be seen or touched before 

consumption, rather a service is a deed, performance or effort; inseparability, a service have 

simultaneous production and consumption; variability, a service is hard to standardize; and 

perishability, a service cannot be stored for the future. However, he further argues that a 

product can include a certain amount of service and a service can include some physical 

attributes (op. cit., pp. 894-895).  

Ashworth and Voogt (1990) describe a destination product as a bundle of services and 

experiences. Further, Hankinson (2009) argues that a place product is a unique combination of 

buildings, facilities and venues, which represent production by a multiplicity of both public 

and private services and businesses. Hankinson (2004b) notes that when it is time to start 

marketing a place, the marketing does not begin from a zero base; it often begins with a set of 

negative or positive attributes gained over a long period of time. As an example he mentions 

that a long history of industrial decline can develop a strong negative image of a place. 

Warnaby and Davies (1997) mention that marketing a place often is the responsibility of the 

public sector. However, Matson (1994) pushes the importance of the public sector integrating 

their marketing with the private sector. Hankinson (2004a) supports this and adds that a 

region also has to be marketed as a whole, not as several fragments of a region. Warnaby, 

Benninson, Davies and Hughes (2002) argue that places have to be marketed through 

partnerships, both formal and informal, between both private and public organizations 

involved in the place product delivery, due to its product complexity. Blain, Levy and Ritchie 

(2005) argue that it is more difficult for a destination to assure quality because of the variance 

of products and services a given visitor experiences within a destination. 

Hankinson (2004b) states that marketers have recognized and established that branding can 

make an effective contribution to the economic growth of places such as towns. Matson 

(1994) claims that places can market themselves just as normal products are marketed. 

However, not everybody agrees and Hankinson (2001) argues that creating a brand is a more 

difficult and complex process when considering a destination or location than it is creating a 

brand for a physical product. Research made by Murphy, Moscardo and Beckendorff (2007) 

shows that the traditional model used for branding products does not translate directly to 

destination branding without modifications.  

Blain et al. (2005) have revised an old definition of destination branding by Ritchie and 

Ritchie. Their revised definition of destination branding states that:  
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Destination branding is the set of marketing activities that (1) support the 

creation of a name, symbol, logo, word mark or other graphic that readily 

identifies and differentiates a destination; that (2) consistently convey the 

expectation of a memorable travel experience that is uniquely associated with 

the destination; that (3) serve to consolidate and reinforce the emotional 

connection between the visitor and the destination; and that (4) reduce 

consumer search costs and perceived risk. Collectively, these activities serve 

to create a destination image that positively influences consumer destination 

choice. 

Morgan, Pritchard and Piggot (2002) summarize three factors of importance for effective 

branding of a destination. They claim that the selling proposition has to be sustainable, 

believable and relevant (ibid).   

Research conducted by Blain et al. (2005) shows the most dominant theme among marketers 

when defining destination branding is image. According to Leisen (2001) a destination’s 

image is crucial for its marketing success. She further states that a visitor is more likely to 

choose the destination with the most favorable image over a destination with a less favorable 

image (ibid). Image is defined by Lee, O’Leary and Hong (2002) as not only the perception of 

individual destination attributes but also the holistic impressions made by the destination. 

Hankinson (2004b) has identified that history, heritage and culture are the three most 

important attributes that contribute to a destination’s image. Hankinson (2004b) further argues 

that changing negative image requires a change in the destination product. This may require 

investing large monetary amounts in leisure and/or business infrastructure (ibid). Destinations 

who are trying to reposition themselves need to maintain and enhance their new image 

through public relations and working closely with the media and the educational system 

(Hankinson, 2004b). This is an argument that is supported by Ek and Hultman (2007, pp. 130-

131) who claim that publicity has a larger penetration power than advertising because 

publicity has higher credibility among the recipients. 

Developing a good image is also something that Backteman and Östman (2009, p. 38) found 

that municipalities consider being important. However, Hankinson (2009) discovered that 

maintaining an image that covers a whole region is more complicated than it is to maintain a 

town image; creating an overarching image for a region consisting of individual towns and 

sub-areas that all said towns and sub-areas can agree on is complicated. As discussed earlier, 

we define a municipality as a town with surrounding sub-areas, in form of nature and smaller 

communities which complement the town, rather than a set of towns that compete with each 

other for potential new tourists, residents and businesses. Therefore, we surmise that the 

problem with marketing a region might just as well be turned into an opportunity for the 

municipality; the sub-areas complement the town with another dimension and this can be used 

in the marketing of the municipality. 

Research made by Blain et al. (2005) regarding destination marketing organizations (DMOs) 

and their branding shows that 97 percent of DMOs use logos for their destination. The authors 

state that DMOs use the logos in print materials, on merchandise and in videos. The logos are 
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featured in multiple medias; this contributes to enhancing the brand identity and to create a 

consistent and distinctive image (ibid). The authors argue that logo design can be considered a 

key component of branding and often poses as a central image representation for destinations. 

Although most of the literature within place marketing emphasizes tourists, Ek and Hultman 

(2007, p. 28) argue that there are two additional groups, residents and businesses, to take into 

consideration when marketing a place. Kotler et al. (1999, pp. 33-47) also divided the main 

targets of municipalities’ place marketing into the same three groups; the first target group, 

visitors, is divided into visitors of the municipality that are there to conduct businesses and 

regular touristic visitors; the second target group, residents, is all the residents in the 

municipality, both employed and unemployed; the third target group, businesses, includes all 

companies and industries who conduct business in the municipality. Kotler et al. underline the 

importance of both attracting new visitors, residents and businesses, as well as maintaining 

the current ones. Hankinson (2004b) also supports this and states that place marketing is a 

good tool to use in order to attract new work force to the municipalities. Also Ward (1998, p. 

144) agrees and states that an important part in place marketing is to attract industrial 

investors. He further states that it is common among places that are anxious to grow or replace 

declining industries to undertake promotions to attract investors (ibid). 

According to Kotler et al. (1999, p. 33), there is a positive correlation between new businesses 

and new residents. Ek and Hultman (2007, p. 28) support this and state that by new businesses 

moving to the municipality, people will be attracted to it since there will be jobs waiting for 

them if they move there. Kotler et al. (1999, p. 40) further discuss that the job opportunities 

created by the new businesses will both attract new residents and help keep the old ones. Due 

to the connection between new businesses and residents we have decided not to focus on 

place marketing designated to attract and keep residents. Backteman and Östman (2009, p. 

41) support the statement that there is a clear connection between businesses and residents 

and they recommend further research into how municipalities work to attract new businesses. 

Furthermore, Brooker and Burgess (2008) see a relationship between tourists and new 

businesses; when the tourist market grows, more businesses establish. This contributes 

economical growth to the municipality (ibid). Conclusively, we have decided to focus our 

thesis on how municipalities use place marketing to attract tourists and new businesses as a 

way to establish economical growth. 

1.4 Purpose 
The purpose of this thesis is to study municipalities’ use of place marketing in order to 

establish economical growth within the municipality.  

1.5 Research Questions 
In order to reach the goal set in the purpose, the below research questions have been formed: 

RQ 1: How do municipalities work with marketing themselves in order to attract tourists? 

RQ 2: How do municipalities work with marketing themselves in order to attract businesses?  
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2. THEORETICAL FRAME OF REFERENCE 

In this section of the thesis a theoretical frame of reference has been built from previous 

studies on place marketing. The theories lifted out in this section will be used in order to form 

suitable theoretically motivated questions for the study. They are presented in two different 

sub-sections; 2.1 and 2.2. In the first sub-section theories regarding the first research 

question are presented and in the same manner the second research question is considered 

when laying out theories in the second sub-section. 

2.1 How do municipalities work with marketing themselves in order 

to attract tourists? 
Ek and Hultman (2007, p. 28) discuss the importance of attracting tourists to a municipality. 

An important tool in order to attract visitors to a municipality is the creation of a positive 

image (Blain, Levy & Ritchie, 2005; Hankinson, 2004b; & Leisen, 2001). Furthermore, the 

marketing has to be conducted through collaboration between the public and the private 

sectors (Hankinson, 2004a; Matson, 1994; & Warnaby, Benninson, Davies & Hughes, 2001). 

2.1.1 Levels of Marketing 

Jones, Kupiec-Teahan, Moriarty and Rowley (2008) have adapted a model over the different 

levels of marketing activity. The model uses four categories in order to describe how small to 

medium-sized enterprise (SME) hotels and resorts plan their marketing (ibid). Even though 

their research focused on SME hotels and resorts, we consider their theory applicable on 

municipalities trying to attract tourists since they all share one trait; they are all destinations. 

However, we do not find all of the factors in this theory of an equal importance for 

municipalities. Here follow the four categories distinguished by Jones et al.: 

The first category is the non-marketing, these resorts have only a general view of the market, 

do not know who their customers are, employ no after sales services, do not collect any 

market information and cannot describe their competitive advantage. Neither do they keep 

any track of their own customers.  

Inexpert marketing resorts see the benefits of marketing, but lack the competence to be 

effective. These resorts do not target any specific segments and describe their market in terms 

of size, location and competitors. They consider their close competitors, but do not look 

beyond their own geographical area. Inexpert marketers know about the key events that have 

influenced their industry, in contrast to the non-marketers who are unaware of these. Another 

characteristic of inexpert resorts is that they use promotion, but their lack of competence often 

makes these efforts ineffective. Their pricing strategies depend on their own costs and the 

prices of the competitors, and while they see after sales service as necessary, they do not take 

advantage of the possibilities that a good after sales service can mean in building customer 

relationships. 

The third category of resorts uses implicit marketing. They have more knowledge about 

marketing concepts, often using the 4-p approach. The resorts have segmented the market and 

carry out some targeting strategies in order to reach them. Hotels and venues in this group can 
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describe their competitive advantage and have developed strategies on how to take advantage 

of them, although they are not sure how to counter the advantages of their competitors. They 

employ different sources of market information and regularly contact customers to for 

example inform about new offers.  

The last category of resorts uses sophisticated marketing. These hotels and venues have a 

high degree of integration in their marketing efforts. They have carefully segmented and 

targeted their market and have sophisticated customer relationship management (CRM) 

systems as well as customer loyalty schemes to help them with this task. They are good at not 

only understanding the significant marketing events, like the implicit marketers they can also 

anticipate and even influence these events. Their promotion is proactive and effective and 

pricing strategies are used as a way to create an image. Just as the implicit group, after sales 

service is viewed as important. 

Below in table 2.1 the specific features of the four categories can be seen alongside with how 

they value different issues such as for example market knowledge, competitors and 

customers. 

TABLE 2.1. Levels of Marketing Activity Model 

SOURCE: Adapted from Jones, Kupiec-Teahan, Moriarty and Rowley (2008) 

 Non-Marketing Inexpert Marketing Implicit Marketing Sophisticated Marketing 

Market 

Knowledge 

General, no plans Defines market in size, 

location, competitors. No 

targeting 

Defines market in size, 

location, segments.  Conducts 

some targeting 

Full understanding of its market 

and peripheral markets, with well 

developed market segments and 

targeting 

Competitors Considers immediate 

competitors only 

Some knowledge of close 

competitors 

A more in-depth knowledge of 

close competitors, related to 

understanding of competitive 

advantage 

Full awareness of close and 

peripheral competitors which 

informs development of 

competitive position 

Customers Little knowledge of 

who customers are 

Knows its customers. Has 

contact details but does 

not use these, nor do they 

segment customers 

Aware of size and segments in 

customer base, and 

differentiates between key and 

other customers, possibly with 

aid of CRM database 

Customer relationships managed 

through Sophisticated CRM 

system. Loyalty schemes often 

used.  

Market 

Information 

Collects none Limited and informal 

approach to collection 

Numerous complementary 

sources applied informally to 

create and maintain a 

competitive advantage 

Relevant sources harvested 

regularly and consistently and 

information recorded for formal 

decision making and planning 

Significant Event Believes none have 

occurred 

Aware of key events Full understanding of market 

events and their impact 

Is able to anticipate or influence 

market events 

Competitive 

Advantage 

Poor awareness and 

articulation 

Can describe competitive 

advantage 

Understand the value of their 

competitive advantage and has 

plans for developments to 

capitalize on it 

Can clearly define competitive 

position and how its offering 

defeats those of competitors 

Promotion Few tools used Uses several promotional 

methods, but not always 

the most suitable 

Uses several proactive 

promotional methods 

Is integrated, proactive and 

effective 

Price Based on cost plus 

pricing 

Based on what the market 

will bear and competitor 

prices 

Based on what the market will 

bear, competitors changes, and 

customers’ value perceptions 

Used to complement the 

marketing mix, adding 

perceptions of value or prestige  

After Sale 

Service 

Deemed unnecessary Recognized as necessary, 

but limited use of 

opportunities 

Viewed as an opportunity for 

proactive engagement with 

customers 

Viewed as an opportunity to 

interact with the customers, 

gather information and build 

relationships 
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2.1.2 Tools for Communicating an Image 
Kotler, Asplund, Rein and Haider (1999, pp. 169-172) have identified three tools place 

marketers can make use of when communicating a place’s image. These three tools are: 

slogan, themes and positions; visual symbols; and events and deeds. 

Slogan, themes and positions.  A slogan is a short phrase that embodies a place’s overall 

image. The slogans are useful for marketers to generate enthusiasm, momentum, and fresh 

ideas when they are integrated in a strategic marketing plan. A good slogan provides a 

platform from which the place’s image can be further developed. Another approach is to spell 

out a theme to specific marketing programs that is addressed to a defined target group. An 

effective theme is versatile and flexible yet grounded in reality. Image positioning is a tool 

that is used to position a place in regional, national or international terms as the place for a 

certain activity or as a viable alternative location to another place that may have a more well-

known or stronger position. One problem for place marketers when developing an image 

position is to find an image that emphasizes unique attributes and benefits that make their 

place stand out among other places. 

Visual symbols have been used prominently when marketing places. The visual symbols, such 

as a logo or a famous land mark, are used systematic in brochures, videos, pins, official 

stationary to mention a few. The visual symbol must reinforce the image of the place; if the 

visual symbol is inconsistent from the slogan, theme, or position it will undermine the 

credibility of the place. Inconsistency between slogans and visual symbols often occurs due to 

a non-existing or inconclusive place marketing strategy. The authors have identified four 

commonly used visual image strategies. The first strategy is the diverse visual, where the 

audience is given a wide range of visual images about the place. The second strategy is the 

consistent visual, which is the opposite of the diverse visual. In consistent visual the 

marketers uses the same visual symbols in order to emphasize a clear and positive image. 

However, when different target groups are approached with the same visual symbol problems 

may occur since not all groups are attracted by the same visual. The third strategy for visual 

images is the humorous visual, where the place is being visualized in a witty way. The fourth 

strategy is the denying visual, where the place overwhelms their target audience with positive 

images about the place and denying the negative images. One of the risks with this strategy is 

that the place might not live up to the expectations given by the images. 

Events and deeds can also be used to communicate a place’s image. A successful event or 

deed, such as a festival, can brand a place and its image permanently. The events can either be 

of the quiet kind influencing the audience subtly over time or they can be of a more bold and 

loud sort. 

2.1.3 Images of Tourism Destinations 

Hankinson (2004a) studied the image development for destinations and found eleven clusters 

of images, each cluster having its own set of possible attributes, for a manager to use. The 

cluster and the attributes are shown in table 2.2. Furthermore, Hankinson found that the image 

of a destination is likely to be built around the activities and facilities as well as the cultural 

and historical heritage of a destination.  



 

8 
  

TABLE 2.2. Image Clusters for Destinations 

SOURCE: Adapted from Hankinson (2004a) 

Hankinson states that the image of a destination can be described as organic and not starting 

from a zero base. If this image is positive, for example having an interesting history, this 

image needs care to be maintained and developed; if the image is negative, for example 

having a long period of economic recession, marketing communication alone cannot be 

effective (ibid). Hankinson argue that if the image is negative, the destination product offer 

must be changed; a change which may require investments in tourism infrastructure. These 

investments could for example be hotels, restaurants and leisure activities (ibid). A further 

conclusion from the author is that the organic nature, meaning that it is under constant change, 

of the destination image leads to that repositioning has to be done through public relations 

since advertising is not as effective. 

2.1.4 Destination Marketing Collaboration 

Wang (2008) argues that collaborations within the tourism sector can be positive for 

destinations. He recognizes the importance of trust, commitment and mutual understanding 

when it comes to partnership building. Wang identified five general stages in which the 

marketing collaboration process for destinations can be described: 

The first stage is the assembling stage where managers from different tourism businesses 

come together in meetings. In these meetings, the managers brainstorm ideas for projects as 

well as choosing suitable partners. An important partner selection criterion is the amount of 

time and effort the potential partner is willing to put into the project. The most important is 

however the level of influence the partner has on the community. The ideas for programs 

generally come from smaller businesses and were based on past experiences from other 

partnerships. In this phase, destination managers often look on how similar collaborations 

have been working.  

Cluster Typical Attributes 

Activities & Facilities Good shopping, things to do, accommodation 

History, Heritage, Culture Culture vs. industrial, historical vs. modern 

Ambience/Environment Attractive, vibrant, sleepy, cosmopolitan 

Main Economic Activity Financial, commercial centre 

External Profile Well-known, high profile, hitting the news 

Accessibility Easy access, close to airport/motorway 

Business Tourism Large conference facilities, large venues 

People Characteristics Youth oriented, for older people, mixed 

International Reputation 
Known internationally, popular with 

foreigners 

Economic Development Recent expansion, high investment, growth 

Industrial Environment Industrial, industrial associations 

Other  
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The assembling stage is followed by the ordering stage. Here, the partners look at ideas 

brought up in the brainstorming meetings and evaluate the opportunities and feasibility of the 

ideas; it is here that the collaboration is formalized. 

In the next stage, implementation, the plans are put into effective use. Much effort is directed 

to ensuring that all partners work towards the best for the project as a whole, rather than the 

single manager’s own destination. It is important that all partners are aware of the specific 

roles that they play in the collaboration.  

The fourth stage is evaluation, where the business owners look at the project in hindsight. The 

evaluation process is much more likely to be formalized in a larger business, while small 

destinations business owners were found to prefer having informal discussions around the 

project.  

The last stage is the transformation, where the collaboration can lead to five basic outcomes: 

1. Evolve into stronger partnerships 

2. Spawn other projects 

3. Continue the same 

4. Continue in different form 

5. Finish completely 

Wang (2008) mentions that evolving into stronger partnerships is the most common outcome 

from a collaboration. He further states that only a small number of the projects lead to no 

further collaboration. The most cited reasons for the discontinuation of a partnership are 

changes in management and organizational structure, as well as different goals (ibid). Wang 

developed the below model, figure 2.1, in order to better describe how a partnership evolves 

during the course of a project. Important to note is that the level of involvement, the y-axis, is 

the level of involvement from each participant. 

 

 

 

 

 

 

 

 

FIGURE 2.1. Stages of Collaboration in Collaborative Destination Marketing 

SOURCE: Adapted from Wang (2008) 



 

10 
  

2.1.5 Tourism Area Life Cycle 

Brooker and Burgess (2008) describe the Tourism Area Life Cycle (TALC); a model that 

helps explaining how increasing number of tourists and improved tourism infrastructure, such 

as hotels, restaurants and activities, affect each other. They describe the five stages which a 

destination goes through according to the TALC and mention that the TALC has an S-shaped 

curve, making it similar to the Product Life Cycle. These stages are: 

1. Exploration/Discovery: In this stage, the area is discovered. Visitors are few, but 

adventurous. These visitors are motivated by breaking new ground and to be able to 

say that they were the first to go there. 

2. Discovery/Development: In the second stage, destinations see a wave of more 

conventional tourists arrive as well as entrepreneurs who build facilitates for the 

visitors. The adventurers have moved on to find new unbroken territory. 

3. Development: Mass-tourism commences in the third stage when media starts to 

report about the destination and make it better known to the general population. The 

infrastructure is improved to meet the demand of the larger number of visitors. 

4. Consolidation/Stagnation: In this stage, the destination has peaked and sees only 

marginal profits, if not declining. A large number of hotels, restaurants and other 

types of facilities targeted towards tourists have been built by this stage, but this leads 

to making the destination substitutable as it becomes similar to any other tourism 

destination. 

5. Decline: The number of visitors and profits are declining in this stage. The tourists 

stay less time and spend less money while there. 

According to Brooker and Burgess (2008) the explanations for why destinations start to 

decline can be summarized in the changing tastes of the tourists and the inflexibility of 

destinations to respond to these changes, due to large capital investments already made and 

future investments to make. The authors also mention that it is also due to the unwillingness 

to change concepts that used to work before. Furthermore, Brooker and Burgess state that to a 

lesser degree, external factors such as fuel prices affect the number of visitors. 

2.2 How do municipalities work with marketing themselves in order 

to attract businesses? 
Several studies have pointed out that an important aspect of place marketing is to attract new 

businesses to the municipality (for example: Ek & Hultman, 2007, p. 28; Hankinson, 2004b; 

& Ward, 1998, p. 144). Hackler (2003) found that one effective way of doing this was to 

make sure to develop and maintain a good infrastructure within the municipality; without a 

functional infrastructure, conducting business will be harder.  

2.2.1 Levels of Marketing 

The theory regarding the levels of marketing activity model that was explained in section 

2.1.1 is highly applicable not only in municipalities’ work to attract tourists, but also in their 
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work to attract businesses. Therefore this theory will be used in order to develop an answer 

for the second research question as well as the first. 

2.2.2 Tools for Communicating an Image 
The theory regarding what tools that can be used for communicating an image that was 

explained in section 2.1.2 is highly applicable not only in municipalities’ work to attract 

tourists, but also in their work to attract businesses. Therefore this theory will be used in order 

to develop an answer for the second research question as well as the first. 

2.2.3 Measuring a Place’s Entrepreneurial Climate 
Kotler, Asplund, Rein and Haider (1999, pp. 239-240) discuss the importance of promoting 

small businesses and fostering new business start-ups. They mention that during the 1990’s 

small to medium-sized enterprises (SMEs) were a priority. In Europe there are for example 

ambitious EU programs, national policies and regional strategies (ibid). Kotler et al. argue 

that the combination of these at a local level is often unique and depends on the local 

leadership at that place. They further discuss that a good mix of these strategies is essential in 

order to maintain a healthy entrepreneurial climate. In order to measure if the municipalities 

are on the right track, Kotler et al. show ten example questions that every municipality should 

ask themselves in order to determine whether or not they need to change this strategy mix. 

TABLE 2.3. Business climate test: measuring your place’s entrepreneurial climate. 

Business climate test: measuring your place’s entrepreneurial climate 

1. When local civic leaders meet business 

leaders, are there as many chief executive 

officers of SMEs as bankers and corporate 

executives? 

2. Are SME chief executive officers invited to 

join important events within the community? 

3. Do local newspapers follow the fortunes of 

start-ups and growth of SMEs with the same 

intensity as they do large corporations? 

4. Are innovative SMEs able to recruit nearly 

all their professional workforce from the local 

arena? 

5. Do SME representatives often refer to easy 

access of venture capital? 

6. Does the local college encourage its teachers 

and students to participate in entrepreneurial 

spin-off? 

7. Do CEOs from local SMEs hold even one-

quarter of the seats on the boards of the three 

largest banks? 

8. Does the city’s economic development 

department spend more time helping local 

companies grow than it does chasing after 

branch facilities for out-of-the-region 

corporations? 

9. Is there decent, affordable office and factory 

space available for businesses in the central 

business district? 

10. Can you think of ten recent spin-offs – 

SMEs started by entrepreneurs – which have 

left larger companies? 

 SOURCE: Kotler, Asplund, Rein and Haider (1999, p. 240). 
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Kotler et al. (1999, pp. 239-240) argue that anything less than a passing score, something 

which is defined as a favorable answer on six out of ten questions, indicates that a place 

should reassess its commitment to new business development.  

2.2.4 Four Important Factors when Attracting Businesses 

Hackler (2003) found a positive relationship between a developed infrastructure and the 

amount of new businesses that are attracted to a municipality. Moeller, Mitton, Manning and 

Anderson (2008) mention the example of the town of Burley, Idaho; a town that was in a 

downwards spiral until they invested money in their infrastructure. The developed 

infrastructure made the town more attractive for businesses and entrepreneurs, stimulating the 

town to flourish (ibid).  

Greenberg (1996) found four important factors for municipalities to consider when attracting 

businesses: 

1. Modern infrastructure: Municipalities need to have an infrastructure that provides 

easy access to urban areas. Since business communities often stretch beyond town 

limits, efficient transportation is critical. Also, quality airports are important. 

 

2. Proximity to universities: This helps the municipalities with educated labor force for 

the growing industries and it fuels innovation. 

 

3. Quality of life: There needs to be affordable housing, good infrastructure, 

opportunities for recreation as well as wide variety of entertainment and cultural 

happenings. This is essential because the top-quality workers are going to want a top-

quality living environment.  

 

4. Cooperation between levels of government: Local and national government needs to 

work tightly together to target industries and locations for development. There could 

for example be tax cuts for research and development businesses or environmentally 

friendly businesses, or perhaps help businesses economically with their local 

investments. 

Greenberg (1996) further mentions the importance of those four factors coming as a total 

package in order to attract businesses and residents. For example: without quality of life, there 

will be no suitable work force; without suitable work force or an existing infrastructure, there 

will be no businesses creating work opportunities (ibid). 
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3. METHODOLOGY 

In this section of the thesis, the choices regarding research method are presented. First the 

literature search is described, and then the research strategy chosen is presented and what 

specific cases this thesis’ research is conducted on. Furthermore, the way of how the data 

collection was conducted is presented, and how this data was analyzed and the work towards 

minimizing the method problems that appeared. 

3.1 Literature Search 

After choosing the subject area for this thesis, searching for scientific articles and relevant 

books begun. Databases such as Emerald Insight, Google Scholar and the search engine of 

Luleå University of Technology, Lucia, were used. The referenced literature was also found 

through reading the reference lists of the scientific articles we already found. The search 

words that gave us the best results were the following words or combinations of those: place 

marketing, destination marketing, marketing a city, attracting businesses and attracting 

tourists. 

Important to note is that the literature search as well as some parts of the theoretical section of 

this thesis has been conducted and co-written in a close collaboration with Axelsson (2009). 

3.2 Research Strategy 

Due to the nature of our thesis’ purpose and research questions we have chosen to conduct a 

case study as our research strategy. According to Denscombe (2000, p. 43) a case study 

should be chosen for strategy when the researchers want to study one or a few research units 

in order to gain a in dept understanding of events, relationships, experiences and processes 

connected to the case object. Since the purpose of the thesis is to gain a deeper understanding 

in how municipalities work with place marketing in order to establish economical growth 

within the municipality we found that a case study was the most suitable for our thesis.  

3.3 Case Selection 

In order to make a case study researchers must chose one or more cases to research 

(Denscombe, 2000, p. 44). We have chosen three cases for our study in order to be able to 

compare how different municipalities work with place marketing. This is according to 

Denscombe (2000, p. 49) one of the main purposes with a case study; to find factors which 

provide a platform for comparison with other cases in the same category. The cases we have 

chosen are located in the regions of Norrbotten and Västerbotten, in the north of Sweden. 

Those areas were chosen due to time and financial constraints; with the cases being situated in 

the north of Sweden makes it possible for us to meet representatives from each municipality 

in person which we think is important for our study. The three municipalities we have chosen 

are: Umeå, Boden, and Åsele. These three municipalities are similar in the aspect of their 

geographical whereabouts; they are located in the northern part of Sweden. However, they 

differ in another aspect as they are in different stages of development; Umeå is growing, 

Boden is stagnant, and Åsele is declining in size.  
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3.3.1 Umeå – Growing 
The municipality of Umeå is located at the coast in Västerbotten. With its 2,331 square 

kilometers, it is the 38
th

 largest municipality in Sweden (Statistics Sweden, 2009). As of the 

31
th

 of December 2008, the municipality had a total of 112,728 residents; to be compared with 

46,282 in 1950 (ibid). In percentage the growth between 1950 and 2008 was 143.57, and 

between 2005 and 2008 the yearly average growth was 0.75 percent (Statistics Sweden, 

2009). These numbers are presented below in table 3.1. 

TABLE 3.1. Change in Population in Umeå. 

Change in population Total Total (%) Yearly (%) 

1950-2008 +58,230 +143.57% +1.75% 

2005-2008 +1,950 +3.02% +0.75% 

SOURCE: Statistics Sweden (2009). 

3.3.2 Boden – Stagnant 
The municipality Boden is located near the coast in Norrbotten. With its 4,043 square 

kilometers, it is the 24
th

 largest municipality in Sweden (Statistics Sweden). As of the 31
th

 of 

December 2008, the municipality had a total of 27,535 residents; to be compared with 28,079 

in 1950 (ibid). The conclusion that the population of Boden seems to be more or less stagnant 

can be drawn from this, and as seen in table 3.2, in percentage the population between 1950 

and 2008 was lowered with 2.14;  and between 2005 and 2008 the population declined with a 

yearly average of 0.67 percent. 

TABLE 3.2. Change in Population in Boden. 

Change in population Total Total (%) Yearly (%) 

1950-2008 -544 -2.14% -0.04% 

2005-2008 -641 -2.64% -0.67% 

SOURCE: Statistics Sweden (2009). 

3.3.3 Åsele – Declining 
The municipality Åsele is located in the inland of Västerbotten. With its 4,276 square 

kilometers, it is the 21
th

 largest municipality in Sweden (Statistics Sweden, 2009). As of the 

31
th

 of December 2008, the municipality had a total of 3,180 residents; to be compared with 

7,664 in 1950 (ibid). As seen in table 3.3, the population between 1950 and 2008 was lowered 

with 52.71 percent; a decline that over the last four years, between 2005 and 2008, has 

averaged 1.50 percent a year. 

TABLE 3.3. Change in Population in Åsele. 

Change in population Total Total (%) Yearly (%) 

1950-2008 -4,484 -52.71% -1.49% 

2005-2008 -142 -5.89% -1.50% 

SOURCE: Statistics Sweden (2009). 
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3.4 Data Collection 
Through conducting a case study we wanted to gain a deeper understanding about our cases. 

Our way of collecting data in order to gain this understanding was to conduct interviews with 

suitable representatives from each of our case. This is a choice that is supported by 

Denscombe (2000, p. 132) who states that interviews are a suitable data collection method for 

case studies. The interviews were of a semi-structured nature, which allowed the respondent 

to speak freely about the subjects handled. We prepared for the interview by developing an 

interview guide with questions based entirely on the theoretical frame of reference presented 

in section two of this thesis. This helped by providing us guidelines when conducting the 

interview. The English version of the interview guide can be found in appendix A and the 

Swedish translation which was used during the interview can be found in appendix B. The 

respondents were chosen according to their ability to answer our questions; we explained our 

thesis’ purpose and asked for the most suitable respondents. In Boden one respondent felt as if 

he could answer all questions himself, while in Umeå two respondents were needed and in 

Åsele it was found most suitable to interview three respondents. 

The respondents from Umeå were Anna Olofsson and Erja Back. Olofsson works as 

marketing executive for Umeå, a job she has been doing since September 2008. She is the 

first to work specifically with marketing Umeå as a place, and she also has experiences from 

place marketing from earlier jobs. Back works as project leader and marketer for Umeå 

Tourism Agency and they work to market the region Umeå. She has held this position since 

1990, and she also has experiences in marketing from previous jobs. 

The respondent from Boden, Nils Sundberg, works as information officer and his job is to 

promote Boden for tourists, businesses and residents. He has held that position since 1993 and 

prior to that he worked with marketing destinations. 

The respondents in Åsele were Bert-Rune Dahlberg, Stig-Anders Hansson and Ove Nordin. 

Dahlberg is the head of Åsele’s municipal executive board and has been since 2002. Hansson 

is the chief of culture and leisure in Åsele, and has been at that position since 1994. The final 

respondent from Åsele, Nordin, is the head of Åsele Enterprise, and has been since 1985. 

We chose to conduct all of the interviews but one face-to-face at the respondent’s location in 

order to make it more convenient and less time consuming for them. In the interview in Åsele 

all three respondents attended the same interview. The interview that was not conducted face-

to-face, but instead by telephone, was the interview made with Erja Back. The reason why 

this interview was not conducted face-to-face is due to the time and financial constraints. 

Primarily we were only going to interview Anna Olofsson from Umeå, but she did not feel as 

if she could answer the questions regarding Umeå’s work to attract tourists. Therefore we had 

to schedule an interview with Erja Back in order to get all the empirical data needed for this 

thesis. 

When needed during the interview we provided the respondents with examples and explained 

the theories behind the questions. The interviews were held in Swedish to make the 

respondents more comfortable since it is their native language. We took notes during the 
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interviews, but recordings were also made in order for us to be able to go through the 

interviews to ensure that nothing said was missed or misinterpreted. Afterwards we sent the 

respondents the empirical data that we had compiled based on their interview answers, this 

was made in order to make sure that our analysis would not be based upon misinterpretations. 

This also made it possible for them to supplement the data with any missing information.  

3.5 Data Analysis 
In section five of this thesis, the analysis of the data collected is conducted. In the analysis 

section comparisons between the theory and the collected empiric data are made. After this, in 

section six, the research questions are answered based on the empirical data that was obtained. 

Furthermore, suggestions for further research, this thesis’ contribution, and concluding 

remarks are discussed as well.  

3.6 Method Problems 
One problem for this thesis and its theoretical and empirical data is the fact that most 

theoretical data discusses a place as either a town or a region, where in the case of this thesis’ 

empirical data the place is a municipality; something that has earlier been mentioned not 

belonging totally to either a town or region, but rather a mix of the two. However, as also has 

been mentioned before, the municipality can be considered a town with surrounding 

complementing sub-areas, and therefore the comparisons between a municipality and a town 

are quite accurate. 

The two definitions place marketing and destination marketing hold many similarities, but 

some authors define destination marketing as something that is focused on attracting tourists 

to a destination. However, when choosing the theories they were looked over in order to 

ensure that they could be applied to businesses as well. By doing this, we consider the risk to 

have been minimized. 

The fact that this was the first time the authors of this thesis conducted interviews may have 

influenced the data collected. Furthermore, due to that the interviews were conducted in 

Swedish and this thesis is written in English, there is a risk of that misinterpretation occurred 

during the translation process. However, by sending the empirical data to the respondents for 

their validation after it was translated and compiled minimized this risk. 

In Åsele all three respondents attended the same interview. This could be seen as a problem as 

some of the respondents may take more place than the others. Another problem would be if a 

superior attended the interview, as the answers from the other respondents may be held back. 

However, we do not consider this a problem as all respondents were able to contribute with 

information within their area of expertise. Furthermore, no one of the respondents was 

overlooked and none of the respondents were superior to the others. Rather than this being a 

weakness we find it to be a strength as they complemented each other in a good way. 
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4. EMPIRICAL DATA 

In this section of the thesis the empirical data that was collected from the interviews with 

respondents from Umeå, Boden and Åsele is presented. The empirical data is divided 

according to the thesis’ research questions and each municipality is discussed separately; the 

municipality of Umeå in 4.1, the municipality of Boden in 4.2 and the municipality of Åsele in 

4.3. 

4.1 The Municipality of Umeå 

4.1.1 Umeå’s Work to Attract Tourists 

4.1.1.1 Levels of Marketing 

According to Erja Back, project leader and marketer of Umeå Tourist Agency, Umeå does not 

invest much in marketing as it is a public, tax-financed organization. However, there are still 

some distinct target groups that the marketing is aimed toward. The first target group consists 

of Norwegians coming from the northern parts of Norway to Umeå for cheaper shopping and 

to enjoy the nature surrounding Umeå. The second target group consists of Germans that 

come to Umeå in order to enjoy the area surrounding Umeå. They are more interested of the 

entire region in the north of Sweden than the specific town of Umeå. The third target group 

consists of students coming to Umeå to study at the local university; they are interested in the 

activities and cultural happenings around Umeå. The last target group of interest for Umeå is 

the people coming from nearby towns and villages, interested in the shopping and the cultural 

happenings that are hosted around Umeå. 

Back states that different strategies are used for the different groups, but to some extent 

shopping and nature is lifted out to all four groups. However, for students and people coming 

from nearby towns and villages, the events and the shopping are the most important features 

to display. The events and cultural happenings are often marketed in packages through the 

web page www.seosov.nu, which translated into English means See and Sleep. The idea 

behind this concept is to make it easier for the tourists to come to Umeå by for example 

combining hotel nights and tickets to an event; if everything is in a package, they can focus on 

having fun instead of organizing. The main web page for the touristic side of Umeå is 

www.visitumea.se, where the region Umeå is marketed and tips for where to go and how to 

get there is advertised. On the Visit Umeå web page the competitive advantages of Umeå such 

as the good shopping, culture and nature life is advertised. 

When it comes to what kind of media that is used to reach out to the groups, Back mentions 

that Umeå mainly advertises through local newspapers and the Internet. This is motivated by 

two factors; the high cost for other types of advertising such as TV, and that the target groups 

to a large extent read the newspapers. Back further mentions that it is hard to measure the 

effectiveness of the marketing. Two ways of getting a general view of the effectiveness is to 

count the amount of hotel nights and to ask the tourist businesses for their opinion. 

http://www.seosov.nu/
http://www.visitumea.se/
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Competitors is something that Back does not consider Umeå to have when it comes to 

attracting tourists; visitors of Umeå want to see the entire region and not just the town. 

Therefore collaboration with other municipalities is something that Umeå uses to attract 

tourists, rather than competing with other towns for them. However, even though Back rather 

sees other places as partners, if she has to point out competitors she mentions that Byske and 

Skellefteå compete with Umeå over the tourists from northern Norway. 

4.1.1.2 Tools for Communicating an Image 

When it comes to slogans and logos, Back mentions that Umeå does not use slogans or logos 

much when marketing Umeå. The only thing she can think of is the use of visitumea.se, which 

can be seen below, when marketing the town or the activities. She further states that there is 

no building or symbol that is used consistently in the marketing of Umeå, but sometimes in 

advertisements the town house can be seen in the background with the river flowing through 

below. Events are however something that Back claims is very important for Umeå. She 

mentions several musical events and other cultural events, together with campaigns such as 

the See and Sleep that was mentioned earlier. 

 

4.1.1.3 Images of Tourism Destinations 

Back finds that it is hard to determine what specific image Umeå has and states that she rather 

discusses the image of the Umeå region than the one of the town. However, she mentions that 

the nature is one important part of the image; 150km coast, an untouched river, beautiful 

landscape and a lot of activities to do in the nature. At the same time they are applying to 

become the cultural capitol of Europe in 2014; culture is very important in Umeå. Another 

part of the wanted image is that Umeå is a vibrant town and that lots of things happen in a 

town full of students and young people. Back states that even though it seems like a cliché she 

wants to point out that Umeå is a town of diversity. However, she recognizes the need to 

niche the municipality in order to stand out more from other municipalities. 

Placing Umeå in a single cluster of the eleven clusters mentioned in table 2.2 is according to 

Back difficult as she considers Umeå to belong more or less to all of them. However, she 

mentions that for example the industrial environment is something that is not displayed as a 

feature of Umeå, even if she believes that they belong to that cluster as well. Furthermore she 

discusses that the accessibility is good for a municipality in the north of Sweden. However, 

compared with towns in a more densely populated region such as the south of Sweden, which 

is also closer to Europe, Umeå can be considered inaccessible. 

4.1.1.4 Destination Marketing Collaboration 

Collaboration is important according to Back; without collaboration it is hard to market the 

municipality as a lot of the offering is based on private businesses. Umeå mainly collaborates 
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with hotels and shopping businesses in their marketing, but Umeå also collaborates with 

activity-based businesses. The latter do not help with the marketing cost, but parts of the 

money earned from the bookings go to Umeå. One specific example of collaboration is how 

Umeå collaborates with Umeå Convention Bureau to together with around forty businesses 

market Umeå as a conference town. Back mentions that Umeå tries to evaluate the 

collaborations, but that it is more important to focus on setting good guidelines when the 

collaboration is formed rather than evaluating things in hindsight. She further states that it can 

be hard to ensure that everybody works toward the same goal, but that the guidelines should 

be set in a way that all parts work toward what is best for everybody. She additionally 

discusses that it is for everybody’s best that the collaboration is fair, else it is bound to fail. 

4.1.1.5 Tourism Area Life Cycle 

According to Back, the amount of visitors has grown with about 30-40 percent over the last 

ten years. This is a consequent of a larger amount of attractions, at the same time as it has 

spurred the establishment of even more attractions. Back states that the growth is likely to 

continue, but that the financial crisis could slow it down. Further Back is under the impression 

that the type of visitor has changed; from visitors coming in organized bus loads to more 

independent visitors. This is something that Back thinks will not be changing; she rather sees 

the amount of independent and adventurous visitors rising, partly because of the Internet 

making the planning easier for the visitor. Based on these thoughts, Back considers Umeå to 

be in the second stage of the Tourism Area Life Cycle model; discovery/development. 

4.1.2 Umeå’s Work to Attract Businesses 

4.1.2.1 Levels of Marketing 

Anna Olofsson, the marketing executive for Umeå, states that Umeå works in close 

connection with different trade organizations in order to market Umeå to businesses. Umeå 

provides these organizations with information and presenting material about the place, which 

the trade organizations use when trying to attract investors and businesses to Umeå. She 

further states that their responsibility is to build the brand of Umeå and communicate this 

brand to the trade organizations that spread this to potential new investors. Olofsson sees her 

department as a marketing department that works to build an attractive brand for the sales 

department to sell. Two of the trade organizations she mentions are BioTech Umeå that works 

to attract bio energy businesses and InfoTech that work to attract information technology 

businesses to Umeå. However she states that they work to attract more than just these specific 

areas of trade. Her department is fairly new and the focus in these early stages is to generate 

basic information about why Umeå is attractive for businesses and investors, in their specific 

area of trade, and make sure that this information is easy accessible for different stakeholders. 

Olofsson mentions the importance of providing the right information. Therefore Umeå has 

spent a lot of time listening to businesses and organizations about what information they 

wanted. This research showed that the presentation material available was too general, the 

businesses wanted material about their specific areas of trade. This resulted in that Umeå now 

works to provide area-of-trade specific material for presenting Umeå.  
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Umeå uses their web page, www.umea.se, as their main media of communication. 

Traditionally municipalities’ web pages start with traditional information about the 

municipality. However, Umeå’s web page starts with information about the place of Umeå 

rather than the municipality. To get to the information about the municipality you have to 

click through. Olofsson claims that Umeå is the first municipality to have their start web page 

dedicated to place marketing. On their web page they work to make information about Umeå 

easily available. Olofsson stated that the web page is under development and they are working 

to launch new services to make the web page even more usable in their work in promoting the 

place Umeå. Olofsson also emphasizes the importance of public relations and the power of the 

residents of Umeå. She argues that word-of-mouth communication is the best promotion and 

therefore people living in Umeå are the best promoters. When it comes to evaluating the place 

marketing she mentions that since Umeå has not worked much with place marketing before, 

there is not a lot to evaluate yet. Another problem, according to Olofsson, is that it is 

extremely hard to find tools to measure the effectiveness of the marketing.  

According to Olofsson Umeå’s three main competitive advantages are growth, openness and 

new thinking. She mentions that the municipality’s population has increased by 1,000-1,500 

persons per year the last 30 years and the work opportunities have followed that trend. 

Furthermore the residents of Umeå are not afraid of creative thinking and they are often open 

to try new ways of doing things. 

Olofsson states that Umeå does not consider other municipalities as their competition, she 

argues that it is not good in the bigger picture to “steal” businesses from other municipalities; 

the nation will suffer if parts of the country have no businesses. However, Umeå uses other 

municipalities as benchmarks. They look at what other do well and what Umeå can do to 

improve, but she underlines that other municipalities are not seen as role models. Umeå has 

no role models; Umeå is the best. She further argues that the global growth in the future will 

come from low-cost countries in Asia and other developing markets, the low cost of labor in 

these countries poses as a threat when business chooses to move there instead of to Umeå. 

4.1.2.2 Tools for Communicating an Image 

Olofsson states that it is important to understand the difference between identity, profile, and 

image. Identity is how they are, profile is what they want to show, and image is how they are 

perceived. She argues that the municipality cannot create an image; it is in the eyes of the 

beholder. The profile is what Umeå can create and change. According to Olofsson Umeå’s 

profile consists of four core values; these are new thinking, opportunities, openness, and 

closeness. One example she mentions is how Umeå is new-thinking in the way the 

municipality is allocating training facilities between the men’s sports teams and the women’s 

sports teams. Traditionally the men get to choose what times they want first and the women 

teams get the left-over times. This system is used in all municipalities in Sweden except in 

Umeå. In Umeå men and women teams take turn in choosing times first, something that has 

lead to an even distribution between the amount of male and female players; an equality 

between men and women. Olofsson also claims that there is a do-it-yourself spirit in Umeå, 

the people and businesses in Umeå sees opportunities and makes them happen and in order to 

make these opportunities happen people help each other, hence the closeness.   

http://www.umea.se/
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According to Olofsson the spirit of Umeå has its foundation in the 18
th

 century, when the 

people were educated in order to be able to read and interpret the bible. In the 19
th

 and 20
th

 

century Umeå became a center for education and the university was built. Olofsson 

emphasizes that there is a highly educated labor force and a large amount of new ideas in 

Umeå, when trying to attract businesses. Another method that Umeå uses to attract businesses 

is by corporate storytelling, they are telling success stories about businesses and people in 

Umeå on their web page and in presentation material. An additional factor that according to 

Olofsson has formed the spirit in Umeå is the constant migration of people; the population of 

Umeå changes every seven years. She argues that a result of the constant change of 

population is that there are no families or business networks with more power than others.  

Umeå’s main slogan is UMEÅ. VILL MER., it is also used as a logotype and can be seen 

below. The slogan translates into UMEÅ. WANTS MORE, where the emphasis lies on the 

word MORE. This slogan is very versatile and allows Umeå to use it in many situations with 

small modifications. To mention a few it could be transformed into: UMEÅ. MORE 

GROWTH,; UMEÅ. MORE FOOTBALL.; and UMEÅ. MORE MUSIC. This slogan/logo is 

spread in as many places as possible, mainly in material that their cooperation partners 

develop. It might be in brochures, on web pages, or on the local football team’s clubhouse. 

Other than this slogan/logo Olofsson states that Umeå is lacking a special landmark that is 

connected to Umeå. To some extent a bridge named Kolbäcksbron acts as a landmark, but 

Olofsson wishes that Umeå would get a more famous landmark. 

 

Olofsson claims that events are a big part of their marketing; Umeå hosts a wide range of 

events. To mention one, they hosted one part competition of the Swedish selection for 

Eurovision Song Contest in 2004. This event was estimated to have generated nine million 

SEK worth of publicity for Umeå. Some events that are hosted in Umeå are; Umeå Open, 

which is an annual music festival; and Nolia, which is a large trade fair, hosted every second 

year. Umeå is constantly working to develop the local event scene and Umeå currently works 

on getting a new arena where music, sports and other events can be hosted for an audience of 

up to 10,000 persons.  

4.1.2.3 Measuring a Place’s Entrepreneurial Climate 

When asked the ten questions regarding entrepreneurial environment, Olofsson answered a 

clear yes on five of them. These questions and their answers can be seen in appendix C. 

Regarding the local newspapers coverage of small and medium-sized enterprises (SMEs), the 

respondent thinks that the focus currently is on the large corporations due to the fact that they 

are more affected by the current financial crisis, otherwise she finds it evenly distributed. 

However, she wishes that the coverage about local businesses in general would be larger. In 

the question about the SMEs presence in the local banks the respondent did not have enough 

knowledge to give a certain answer to this question. However she knows that at least one bank 

qualifies for a yes answer. When it comes to affordable decent facilities in central part 

Olofsson claims that the availability depends on what kind of business you are conducting. 
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4.1.2.4 Four Important Factors when Attracting Businesses 

Umeå dedicates a lot of time and money to cooperate with the local university in order to 

attract students and also to get the students to stay in Umeå after they have graduated. 

Olofsson states that one problem they have in communicating with the students is that it is 

hard to find the right channels to use in order to reach them. 

Umeå is constantly working to offer good living standards for the residents and visitors. One 

way of doing this is to offer a wide range of cultural activities. For example, as mentioned 

earlier Umeå is applying to become the cultural capital of Europe in 2014. Another way to 

keep a good living standard is to provide diversified living arrangements. Olofsson states that 

by building luxurious housing a chain of moving is developed as people are looking to 

upgrade their housing. An effect of this chain is that the more affordable housing becomes 

available. She further states that solely building luxurious housing is not the right way to go; 

there is a need to build diversified. 

4.2 The Municipality of Boden 

4.2.1 Boden’s Work to Attract Tourists 

4.2.1.1 Levels of Marketing 

According to Nils Sundberg, information officer for Boden, the municipality cooperates with 

the local tourism organization Boden Tourism in their work to market Boden to tourists. 

Sundberg further states that the municipality is currently working on developing an 

information video about the Boden where a section will be about tourism. This segment will 

be used to attract new visitors to Boden. Other than the video Boden communicates with 

potential tourists through brochures, magazines, and the Internet. Sundberg emphasizes the 

importance of personal relations and word-of-mouth. He also claims that Boden helps tour 

agencies and the media by providing them with information about Boden and pictures that 

they can use in their work. Sundberg however claims that even if Boden works to evaluate 

their marketing efforts, it hard to measure its effectiveness.  

Sundberg states that one large issue Boden has to struggle with when marketing itself is 

prejudices about northern Sweden. Traditionally people from other parts of Sweden thinks 

that the north of Sweden is a cold, dark, underdeveloped place where the people are narrow 

minded. Boden is now working to prove these preconceptions wrong, to show that northern 

Sweden and Boden in particular is a place worth visiting. 

Sundberg states that Boden’s main target group is camping tourists from the northern parts of 

Norway. He claims that it is an attractive group because of the high spending power and the 

attraction to Sweden because of that the strong Norwegian currency makes their travelling in 

Sweden cheaper. Sundberg further claims that it is not only tourist business that gains from 

the Norwegian visitors; because of their strong currency they take the opportunity to repair 

their cars cheaper than what it would be at home. Another group Sundberg points out as a 

target group for Boden is “returners”, people who used to live or those who did their military 
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service in Boden. He further claims that a possible future target group could be eco-tourists 

who come to Boden to study their prominent work with garbage disposal and biogas.  

According to Sundberg, Boden’s main competitive advantages are the size and closeness to 

service and attractions. He argues that tourists find it convenient to be in Boden because they 

can walk while in town and there are a lot of tourist attractions in the surrounding area. He 

expresses that Boden is a good starting point with plenty of attractions within a short distance.  

Boden does not consider other municipalities as competition when it comes to attracting 

tourists. Sundberg states that other municipalities are a complement rather than a competitor. 

As mentioned earlier Sundberg considers one of Boden’s competitive advantages to be the 

closeness to a wide variety of attractions, therefore other municipalities is an important part in 

Boden’s product offering. 

4.2.1.2 Tools for Communicating an Image 

The slogan used by Boden is UPPLEV BODEN, which translates EXPERIENCE BODEN in 

English in its work to attract tourists. Sundberg states that they want to communicate that 

there are experiences in Boden that are worth visiting. This slogan is featured in their 

marketing in magazines, brochures and videos to mention a few. According to Sundberg the 

most famous landmark in Boden is Boden Fortress, which in reality actually consists out of 

six forts surrounding the town. However, Sundberg claims that Boden do not use these 

fortresses in their marketing; in fact, Boden do not use the presence of the military at all in the 

marketing. 

Sundberg states that Boden hosts a wide variety of events. Some of the events that are 

mentioned are: Boden Alive, which is the only free music festival in the region; the harvest 

festival and the environment’s day, which was founded to promote regional produced food 

and later included environmental friendly thinking; and regional, national and international 

sporting events, which Sundberg claims is one of Boden’s strengths.  

4.2.1.3 Images of Tourism Destinations 

The image that Boden wants people to have of them is that Boden is a place that is close, safe 

and with good service. Being close has more than one meaning; it is both closeness to other 

attractions and that it is close to everything within Boden as tourists have all they need within 

walking distance. Sundberg claims that this profile was developed “backwards”, meaning that 

Boden has listened to what the tourists want and worked towards being able to offer this. 

Sundberg states that it is important to keep in mind that Boden as tourism destination is fairly 

young; it used to be a closed town due to the military presence. This made it impossible to 

market Boden as a tourist destination. When the town was opened for tourists the municipality 

started the work to attract tourists and later founded Boden Tourism to handle the marketing 

of Boden for tourists.  

When asked what clusters from table 2.2 Sundberg considers Boden to be in he mentions 

four: Activities and facilities, because of the wide range of activities; External profile, 

Sundberg argues that Boden is well-known, nearly 400 000 people has made their military 
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service in Boden; Accessibility, again he refers to the short distances to attractions and other 

towns; and Economic Development, he claims that Boden has a low unemployment rate and is 

attractive for investors. 

4.2.1.4 Destination Marketing Collaboration  

According to Sundberg Boden cooperates with both private sector organizations through 

Boden Tourism and other public sector organizations. Boden is currently working together 

with the neighboring municipality Luleå. He further states that the municipality itself does not 

look for any specific kind of partnerships but Boden Tourism is constantly working to find 

adequate collaborations with other organizations. Sundberg thinks that the collaborations are 

evaluated to some extent, but that the economic aspects of the collaboration are not 

necessarily evaluated. However, other parts of the collaborations are evaluated in order to see 

if it is suitable to continue to build on the collaboration. In general Sundberg considers the 

results to be better the more people that are involved in the thinking process.   

4.2.1.5 Tourism Area Life Cycle 

Sundberg claims that the development curve for tourism in Boden is and has been pointing 

upwards for some time. Boden has seen an increasing number of new tourism businesses and 

attractions establish, within the municipality, the last couple of years. He further states that 

this development has lead to a wider spectrum of tourists that are visiting Boden. Sundberg 

claims that the future is uncertain but there are factors that point in the direction of a 

continuing positive development. He states that there are plans for new attractions in Boden 

that will attract more tourists. However, there are factors in play that is out of Bodens hands 

according to Sundberg, for example the risk of fluctuations in the Norwegian currency, which 

is a very important factor for the tourism in Boden. In the tourism area life cycle Sundberg 

places Boden in the stage discovery/development.  

4.2.2 Boden’s Work to Attract Businesses 

4.2.2.1 Levels of Marketing 

According to Sundberg Boden has been successful in the work to attract businesses to the 

municipality. He claims that parts of the success are due to the fact that the municipality has 

been working actively in different ways with this. For example, Boden arranges theme days 

for female business owners and lunches for entrepreneurs. Boden is working to make it easy 

for businesses to establish within the municipality. One example of how Boden works 

towards this is the “one point of entry” policy, meaning that businesses have one contact from 

the municipality that handles all their questions regarding their establishment in Boden. 

Sundberg states that Boden’s work to attract businesses is characterized by openness and 

simplicity. He considers these two things to be Boden’s main competitive advantages when 

attracting businesses. According to Sundberg there are no specific types of businesses that 

Boden is looking to attract, he claims that all businesses are welcome.   

Sundberg emphasizes the importance of good personal relations with politicians as it is 

Boden’s main channel of communication with existing businesses. He claims that the business 

owners find it important that the politicians take interest in their business and listen to their 
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problems. In the work to attract new businesses Sundberg claims that personal connections is 

extremely important and that word-of-mouth has a large power in the selection of destinations 

for businesses. Boden conducted a survey among people that has moved out of Boden and 

asked them why they moved and if they were interested in getting information about what is 

happening in Boden. The result showed that one third of the respondents were interested in 

getting updates about Boden. Updates are being sent to approximately 500 former residents of 

Boden today. The reason for this is because Boden wants the former residents to have a 

positive image of Boden that they will communicate to others. 

Boden consider other municipalities as competition to some extent according to Sundberg. He 

argues that a business generate both tax incomes from the employees and the business itself. 

Therefore it is important that the business is located in Boden. These taxes and spending from 

the businesses generates more income for the municipality than the tourists does. Therefore 

Boden considers other municipalities as competition when it comes to attracting businesses 

and not when it comes to attracting tourists.   

4.2.2.2 Tools for Communicating an Image 

The image Boden wants businesses to have about them is again the openness and simplicity.  

Sundberg states that one of Boden’s largest competitive advantages is that businesses are able 

to keep their expenses low in Boden. He argues that it is cheaper with office space and 

cheaper living costs in Boden than it is in other larger towns. Sundberg claims that the main 

channel of distribution of this image is through personal connections. He argues that the 

people of Boden are the best ambassadors.   

As mentioned earlier Boden has one slogan, displayed below, which is used in the work with 

attracting businesses; Fördel Boden!, which translates to Advantage Boden! in English. 

According to Sundberg this slogan, which is also used as a logotype, has been used for some 

20 years. It was created in order to communicate a positive image of Boden for both 

businesses and potential residents. Sundberg claims that this slogan is versatile and can be 

used in different situations. The slogan is inspired by the tennis term advantage. 

 

Sundberg states that Boden does not make use of any special symbols or buildings when 

marketing Boden toward businesses. Neither does Boden arrange any particular events in 

order to attract businesses to the municipality. However, he claims that Boden markets itself 

at trade fairs, where for example the municipality or local businesses are represented. 

4.2.2.3 Measuring a Place’s Entrepreneurial Climate 

When asked the ten questions that evaluates a places entrepreneurial environment Sundberg 

gave five yes answers, two no answers and he considered his knowledge not enough for three 

of the questions. The answers and questions can be seen in appendix C. The questions 

Sundberg gave a no answer to was regarding: whether local media had the same coverage of 

small businesses as they have for large businesses, Sundberg claims that the municipality is 

working to get the media to report more about small local businesses; and whether innovative 
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businesses can find nearly all their professional workforce from the local arena. The questions 

Sundberg felt he did not have enough knowledge to answer were: if local businesses finds it 

hard to get in contact with venture capital; whether the municipality spends more time helping 

local businesses than they do trying to attract new ones; and whether he could think of a 

handful entrepreneurs that has left larger businesses to start their own business.  

4.2.2.4 Four Important Factors when Attracting Businesses 

Sundberg states that Boden has put a lot of effort in developing a good, working information 

technology infrastructure in order to make the municipality attractive for businesses and 

residents. Boden has also been active in discussions about the railway in the north of Sweden 

making sure that it runs through Boden. He further claims that there have been discussions 

about starting a commuter train to the neighboring town Luleå. 

According to Sundberg, Boden cooperates with universities to get in touch with students in 

order to attract them when they have finished their studies. Internships are offered to students 

and the municipality is present on different activities hosted by the universities.  

Sundberg states that Boden works to keep their residents satisfied by offering cheap living 

costs, as mentioned earlier. One way of doing this is the decision that the municipality should 

own the local energy distributor. Another way to keep the residents satisfied is by providing a 

rich cultural life and a wide variety of activities. He further states that there is a big musical 

tradition that was founded by the military and the public music school. Sundberg also states 

that by living in Boden people get all the benefits of living in a small town but at the same 

time they are close to a bigger town, meaning Luleå.  

4.3 The Municipality of Åsele 

4.3.1 Åsele’s Work to Attract Tourists 

4.3.1.1 Levels of Marketing 

According to Stig-Anders Hansson, chief of culture and leisure in Åsele, the marketing of 

Åsele has to be niched towards specific target groups; if the marketing is aimed towards 

reaching everybody, no one will come. Four main target groups have been identified: 

Hansson states that people interested in hunting and fishing belong to the first target group. 

They generally come from southern Sweden or mid-Europe and they have increased 

substantially over the last decade. Their growth started with local businesses realizing the 

importance of niching themselves away from the whole nature and wildlife concept that they 

used earlier to more focused activities such as fishing northern pike. A lot of the promotion 

for the hunting and fishing is done through the Internet in order to better reach the potential 

customers, but the customers have often heard about the events through word-of-mouth. 

The second group, consisting of mainly Netherlanders and Germans, has also developed a lot 

over the last years; mostly thanks to local enthusiasts that worked hard to arrange Sled-dog 

World Cup in the year of 2007. Hansson states that the world cup provided Åsele with good 
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PR and there’s been a rise of sled-dog tourists ever since, as well as new residents moving to 

Åsele because of it. Primarily the marketing of the sled-dog events are done through sled-dog 

sites over the Internet; once again in order to better reach the potential, niched, customers. 

The third group is, generally, south-east Asians who come to visit the site where a Buddhist 

temple is to be built and where a statue of Buddha currently stands. Bert-Rune Dahlberg, head 

of Åsele’s municipal executive board, states that during the course of two months in the 

summer of 2008 there were 20,000 visitors to the statue of Buddha. He further mentions that 

an investigation estimated that once the Buddhist temple is finished, there will be a yearly 

stream of 100,000 visitors to it. This might seem like a lot to handle for a municipality of 

between 3,000 and 3,500 residents, but Dahlberg states that there is a plan for how to take 

care of the tourists. The marketing of the Buddhist temple has mainly been done through the 

massive PR that it has caused, but also through Dahlberg’s travels to south-east Asia to 

promote the site while discussing the matter with the people who have planned the temple. 

The fourth group consists mostly of people visiting the large local markets from nearby 

municipalities. For example, Hansson mentions that the summer market has a total of 150,000 

visitors over the span of four days; quite a lot for a small municipality such as Åsele. In order 

to best reach out to the potential market visitors, Åsele advertises a lot in the regional 

newspapers as well as on the Internet through for example web pages popular amongst youth. 

Hansson mentions that measuring the media used to advertise is important; Åsele evaluates 

for example the local market through asking the visitors not only about the quality of the 

market, but also how they heard about it and why they were motivated to come. 

According to Hansson there is a strategy being developed that will be used for the first three 

groups; product packages. On the web page www.sodralappland.se, that is shared with 

neighboring municipalities Dorotea and Vilhelmina, product packages are supposed to be 

advertised. The product packages can for example consist of plane tickets, taxi ride, 

accommodation, and arranged activities such as for example fishing northern pike or skiing. 

Hansson mentions that the product packages will be arranged by Vilhelmina Airport in order 

to offer product guarantees. This is something that the smaller businesses, offering the niched 

services, cannot provide. Furthermore, the businesses involved in these product packages has 

to be quality checked before they are to be advertised on the web page since if they fail to 

deliver, they will hurt the brand Åsele. 

When it comes to competitive advantages, Dahlberg focuses on the strategic location of Åsele 

as it lies between the larger towns along the coastline and the mountain world; people pass by 

on their way north. This together with the nature and the niched parts of the nature in 

particular, is what Hansson considers the main competitive advantages and therefore tries to 

display in the marketing. 

4.3.1.2 Tools for Communicating an Image 

Hansson states that the main slogan used in Åsele’s marketing is Åsele - Dit vägarna bär, 

which translated to English is Åsele – Where the roads lead. This slogan has historically been 

used in the marketing of Åsele, but a more recent development is the term Södra Lappland 

http://www.sodralappland.se/
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which translates to Southern Lappland and is used in the marketing of the region as a whole. 

Southern Lappland is featured on all the material produced for marketing the region, and 

often also featured when Åsele, Dorotea or Vilhelmina market their own municipalities. 

When it comes to logos used by Åsele, Hansson points out two logos in particular: the 

municipal arms and the logo for Southern Lappland. The two logos are displayed below, and 

you can see that the municipal arms logo contains the crown of a reindeer, something that is 

also displayed in the Southern Lappland logo. The crown is used since it is often associated 

with northern Sweden. 

                                    

A recent symbol associated with Åsele is the Buddhist temple being built in the municipality, 

but other than that, neither of the three being interviewed could identify a particular symbol of 

Åsele. However, there is one event that is highly associated with Åsele, and that is the annual 

summer market in Åsele which attracts around 150,000 visitors. The goal of this particular 

event is to attract people living in the nearby region, but there are other events that are more 

global in terms of target audience; for example the wind power seminary held in Åsele, 

attracting people from more than just Sweden.  

4.3.1.3 Images of Tourism Destinations 

According to Hansson, the image that Åsele wants to display is the image of a municipality 

that is easy to reach and that it has a beautiful nature that provides opportunities for hunting 

and fishing. Dahlberg mentions that Åsele earlier tried to market everything and nothing, 

something that lead to a failure and very few tourists. Only after Åsele started to place itself in 

certain niches the marketing was successful. 

When asked what clusters from table 2.2 that Hansson, Dahlberg, and Ove Nordin, head of 

Åsele Enterprise, considered Åsele to be in, they mentioned five clusters: activities & 

facilities, Dahlberg states that Åsele has good shopping for such a small town and a lot of club 

activies; main economic activity, Nordin pointed out the summer market as the primary 

component here; accessibility, Dahlberg mentions the nearby airports and more importantly 

how close everything within Åsele is; international reputation, Dahlberg noted that the niched 

parts of Åsele is popular among Germans and Netherlanders, and that there has been a large 

inflow of refugees into Åsele over the past two-three years; economic development, Dahlberg 

argues that there has been recent expansion in Åsele, for example the building of a 15 million 

SEK industry premises. 
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4.3.1.4 Destination Marketing Collaboration 

Hansson discusses that while Dorotea and Vilhemina are Åsele’s biggest competitors, they are 

at the same time the municipalities Åsele collaborates the most with. The main cooperation is 

regarding the marketing of the region southern Lappland as a whole, instead of every 

municipality marketing itself. Through this cooperation the web page mentioned earlier, 

www.sodralappland.se, was created together with brochures and other material in order to 

create awareness over the brand Southern Lappland. Hansson further states that it is of the 

uttermost importance that all three municipalities remember to include the web page address 

when they market itself, in order to more thoroughly inculcate the name Southern Lappland 

on people’s mind. 

Other collaborations that Hansson mentions is the partnerships with businesses of the private 

sector that Åsele helped launch product packages. Hansson emphasizes that the quality check 

of these product packages is of great importance; if one of the parts of the product package 

fails or disappoints, the customer will blame the entire package and thus also Åsele. Therefore 

the evaluations are rather made before the collaborations than after. 

4.3.1.5 Tourism Area Life Cycle 

Hansson states that the income from tourists has risen from 65 million SEK in 1992 to 110 

million SEK in 2007. Not only has the amount of tourists and how much they spend seen a 

substantial rise, but Nordin states that there is a larger amount of attractions now. Nordin 

explains that it is only recently that Åsele and the tourist businesses realized the importance of 

niching oneself in order to better attract tourists. The niched businesses attract a variety of 

customers with shared specific interests. Dahlberg, Hansson and Nordin consider the future 

for Åsele in a touristic perspective to be bright. In the Tourism Area Life Cycle model they 

place Åsele in the second stage; discovery/development. 

4.3.2 Åsele’s Work to Attract Businesses 

4.3.2.1 Levels of Marketing 

Dahlberg mentions that something important for a municipality is to have specialist 

businesses; something that could attract visitors to the municipality and benefit other 

businesses as well. An example would be the eye specialist that used to visit Åsele on 

Thursdays, attracting enough visitors to Åsele that the local confectionery had to employ one 

person more on Thursdays. However, Dahlberg also realizes that is difficult to maintain a 

specialist business in a small town. Another example is attracting wind power businesses; the 

wind seminary being held in Åsele is part of a strategy of attracting businesses that 

manufacture parts of a wind power station to the region. Furthermore, Åsele is close to several 

windy locations meaning that the distribution would be quite short. Aside from the wind 

power segment and the hunting and fishing segment that has been mentioned earlier, 

Dahlberg indentifies another segment; the refining segment. Recently a business handling the 

refinement of berries started up in Åsele. This made Dahlberg realize the potential in refining 

the products of Åsele such as wood and berries, instead of as earlier when they just collected 

the product and sent it somewhere else for the next step in the refinement chain. One last 

http://www.sodralappland.se/
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example is how Åsele tries to use the competitive advantage of having businesses that can 

handle galvanization, something that is attractive since it is not very common. 

According to Nordin the usual media used to communicate the competitive advantages toward 

businesses is word-of-mouth. Another media used is the Internet, where for example the 

central location of Åsele is communicated; from Åsele one can easily reach both the coast 

towns and the inland, more mountain-near, towns. 

When it comes to competitors within the field of attracting businesses, Nordin states once 

again that while still being competitors, nearby municipalities Dorotea and Vilhelmina are 

rather seen as partners. Of course the preferred is that the business ends up in Åsele, but if it is 

launched in any of the nearby municipalities, people will be able to live in Åsele and 

commute to their job as the distance is relatively short. 

4.3.2.2 Tools for Communicating an Image 

Nordin claims that Åsele wants businesses to view the municipality as a municipality that 

helps them with everything from gaining contacts to filling applications; the goal is to ensure 

that being a business in Åsele is easy. However, Nordin mentions the recent study on the 

entrepreneurial climate of Swedish municipalities showed that Åsele was ranked as the 

municipality with the worst entrepreneurial climate. Even though neither Nordin nor Dahlberg 

can agree with this, they understand that there must be at least some truth in the ranking, and 

they state that it is important to evaluate and find what Åsele is doing wrong. Therefore, Åsele 

works hard on trying to improve the service in order to better help businesses. 

The old slogan for attracting businesses to Åsele was Carpe Diem, which is Latin for Seize the 

day. However, Dahlberg, Hansson and Nordin all agree that the old slogan was a poor one, 

and Nordin recently developed a new slogan for Åsele saying Om du har en idé så vill vi va’ 

me’!, or translated to English If you have an idea we want in!. Important to note is that it 

rhymes in Swedish and thus has a better flow. Dahlberg states that while there are no special 

logos or symbols for Åsele when it comes to attracting businesses, there are events such as the 

wind power seminaries that are held in Åsele. Furthermore, Åsele markets itself on trade fairs 

both in Sweden and outside of Sweden, for example in Denmark. 

4.3.2.3 Measuring a Place’s Entrepreneurial Climate 

When asked the ten questions regarding entrepreneurial environment, Dahlberg, Hansson and 

Nordin answered yes on eight out of ten. The questions and the answers to them can be found 

in appendix C. The two no-answers came when they were asked whether or not innovative 

businesses can recruit almost all the personnel locally and if they have easy access to venture 

capital. Nordin commented that when it comes to the key persons in an innovative business, 

they often need to recruit outside of Åsele. Dahlberg stated that the businesses not easily 

being able to find venture capital is a problem that is hard to overcome; Åsele is determined to 

find an answer to it however.  
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4.3.2.4 Four Important Factors when Attracting Businesses 

One important measure taken regarding having a modern and functional infrastructure is 

according to Dahlberg the focus on developing the internet connection within Åsele through 

installing fiber network to all the industry premises and most households. Internet 

accessibility has always been important in Åsele; over the last eight years 15-20 million SEK 

has been invested in developing its accessibility. 

Nordin states that the collaborations with universities, Umeå University in particular, have 

functioned better than expected. One of the services that Åsele offers is help with distance 

studying through for example providing with locales and exam supervision. Additionally 

Åsele helps the local businesses through finding courses that the businesses’ employees can 

study in order to advance themselves and enhance their professional competences. 

Maintaining a rich culture life is important according to Hansson; Åsele spends the most 

money per capita on culture in the region. He further argues that the club activities is very 

important to maintain as one invested SEK there equals ten invested SEK on culture 

elsewhere, since there is much volunteer work within club activities. Furthermore, there are 

also several yearly cultural events that are important. Nordin conclusively states that Åsele 

can be seen as a miniature metropolis due to its rich club activities and cultural activities. 

Dahlberg mentions that not only culture is important but so is keeping cheap and decent living 

standards for the residents. One example of Åsele’s work on that matter is that Åsele 

subsidizes for example water in order to keep the duties low for the residents. 

When it comes to cooperation with the region or the state, Nordin mentions that there exists 

close to no cooperation. The only thing he can think of is that the government owns one third 

of the stocks in the business Norrlandscentrum that markets the region and term Southern 

Lappland.  
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5. ANALYSIS 

In this section of the thesis a comparison between the theoretical data studied and the 

empirical data collected is conducted. The three municipalities are compared with each other 

in order to find similarities and differences. The respondents are not named; instead each 

case is referred to by their municipality name, all in order to make the section easier to read. 

The analysis has been divided accordingly with the thesis’ two research questions. 

5.1 How do municipalities work with marketing themselves in order 

to attract tourists? 

5.1.1 Levels of Marketing 
Jones, Kupiec-Teahan, Moriarty and Rowley (2008) claim that there are four different levels 

of marketing activities; non-marketing, inexpert marketing, implicit marketing and 

sophisticated marketing. Some characteristics that need to be met to be placed within the 

implicit marketing level are that municipality: conducts targeted marketing; understands the 

value of their competitive advantages; and uses several promotion efforts. All three of the 

municipalities in our study, Boden, Umeå, and Åsele, fulfill these criterions in their work to 

market their municipality to tourists. However, another criterion for implicit marketing, 

according to Jones et al., is to have an in-depth knowledge about the competitors. Neither of 

our studied municipalities have defined any competitors when attracting tourists, they all state 

that they collaborate with other municipalities and do not consider them competitors. Even 

though Boden, Umeå and Åsele do not fulfill all the criterions to be placed in the implicit 

marketing level, it is the most suitable level to place them in because more characteristics 

point to that level rather than the inexpert marketing level, which is the closest option. They 

do not fit in the inexpert marketing level since there in this level is no targeting, competitive 

advantage can be described but there is no knowledge on how to use it, and there is no 

knowledge regarding what the most suitable methods for promotion are. 

5.1.2 Tools for Communicating an Image 
According to Kotler, Asplund, Rein and Haider (1999, pp. 169-172) slogans should be 

versatile and flexible while still grounded in reality. The slogan Boden uses to attract tourists 

is Experience Boden! and this slogan matches all three requirements for a slogan set by Kotler 

et al.; it can be used on all the attractions in Boden, it can be adapted to for example 

Experience Western Farm!, and it is grounded in reality. Åsele’s slogan, Åsele – Where the 

roads lead. can be considered versatile but perhaps not flexible. It is grounded in reality if it is 

looked upon from a regional perspective; many roads lead to Åsele and when driving between 

many of the surrounding towns as well as toward the mountains, the road leads through Åsele. 

Umeå does not use a specific slogan in order to attract tourists. 

Kotler et al. further state that the logo or visual symbol of a place reinforces the image of the 

place; if there is any inconsistency between a place’s slogan and its symbol or logo the 

credibility of the place will be undermined. Neither Boden nor Umeå make use of any logo in 
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order to attract tourists. However, symbols such as Boden Fortress and Umeå’s town house 

are not really inconsistent or untrue of the municipalities’ images. Åsele’s two logos, the 

municipal arms and the logo for Southern Lappland, are not inconsistent with the place’s 

slogan nor do they not function with the image of the place; they might not fit perfectly 

together, but they act as complements of each other. 

One additional important aspect of a place’s image is according to Kotler et al. the use of 

events; they argue that an event can brand a place and its image permanently. They further 

state that an event can be of either the quiet kind, influencing the audience subtly over time, or 

they can be of a more bold and loud sort. All three municipalities mainly host events of the 

bold and loud sort as they argue that they are the ones that attract the larger amount of visitors 

to their municipalities. 

5.1.3 Images of Tourism Destinations 
According to Hankinson (2004a) the image of a destination is likely to be built around the 

activities and facilities or the cultural and historical heritage of a destination. The 

municipalities that were interviewed for this thesis could not point out any single cluster as 

the most important; they rather chose a mix of the clusters. Umeå wanted to choose all of the 

clusters, but more specifically Umeå’s image often revolves around activities and facilities, 

culture, and the variety and diversity of the people characteristics in Umeå. Boden pointed 

out activities and facilities as something that Boden stands for, furthermore external profile, 

accessibility and economic development were pointed out as traits of Boden. Åsele mentioned 

four clusters; activities and facilities, main economic activity, international reputation and 

economic development. However, even if their current perceived image might be wide, all 

three municipalities understand the importance of being able to stand out from other 

municipalities. They all want to focus on the activities and facilities, but with somehow 

different niches; Åsele wants to promote hunting and fishing, Umeå wants to promote the 

landscape and areas surrounding Umeå together with the cultural happenings and shopping in 

the town, and Boden wants to promote the facilities and attractions within Boden and its 

surroundings. Further Hankinson found that the image of a destination never starts from zero. 

As the images of Boden, Umeå and Åsele are built on a wide set of attributes, this makes 

changing the municipalities’ images harder, especially combined with the fact that none of the 

municipalities wish to lose their diversity that allows them to receive a multiplicity of visitors. 

However, important to note is that Åsele has come a long way in changing their image; before 

everything in Åsele was marketed to everybody, now only selected parts are marketed to 

interested people.  

5.1.4 Destination Marketing Collaboration 
According to Wang (2008) there are five stages in the marketing collaboration process: 

assembling, ordering, implementation, evaluation and transformation. Boden, Umeå and 

Åsele all use different collaborations as important tools when marketing themselves. These 

collaborations all go through, to some extent, the five stages identified by Wang. However, 

the municipalities state that the stages might not be clearly defined and they often overlap 

each other.  
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Wang states that in the implementation stage much effort is dedicated to ensuring that all parts 

of the collaboration work towards what is best for the project as a whole. This is something 

that the municipalities find hard to do. They find that it is easier to notice this later on when 

they are evaluating the collaboration. However, all three municipalities stated that it is hard to 

find tools to evaluate collaborations. Boden and Åsele state that most of their evaluation is 

made beforehand; they evaluate their collaboration partners before they form the 

collaboration. Wang argues that the evaluation stage can be either formal or informal; Umeå, 

Boden and Åsele all use more informal evaluation of their partners before they are to decide if 

a future exists for the collaboration and how to move forward with it if the potential exists. 

5.1.5 Tourism Area Life Cycle 
Brooker and Burgess (2008) describes the Tourism Area Life Cycle as an s-shaped curve with 

five stages depending on different factors such as number of tourists, type of tourists, number 

of attractions, and time spent in the place. 

The number of visitors in Umeå has increased much over the last ten years, as has the number 

of attractions. The attractions and types of visitors have changed from group travelers to more 

individual travelers. However, Umeå has not experienced any mass-tourism yet. In the last 

years the development in Boden has been similar to the one in Umeå; there has been a rising 

number of visitors, more tourism businesses and attractions, along with a wider spectrum of 

tourists. In Åsele there has been a substantial increase in incomes from tourism after they 

realized that they had to focus on niched markets. Due to this Åsele has seen a number of new 

tourism businesses established in the municipality as well as a larger number of visitors. Due 

to the mentioned factors, all three municipalities can be considered to belong to the second 

stage of the Tourism Area Life Cycle, discovery/development, as it is defined by Brooker and 

Burgess. 

Both Boden and Umeå mentioned external factors such as fuel prices, financial crisis and a 

declining Norwegian currency as potential factors for a decline in the tourism. Brooker and 

Burgess however claim that external factors affect the numbers of visitors less than a 

destinations’ inflexibility to respond to changes in what the tourists wants. Brooker and 

Burgess further state that another factor that is more likely to affect the number of visitors to a 

greater extent than the mentioned external factors, is the destinations’ unwillingness to change 

concepts that used to work.   

After the respondents answered the questions based on the Tourism Area Life Cycle theory 

they were shown the criterions of the different stages and asked to place their municipality in 

one of the stages. All respondents placed their municipality in the discovery/development 

stage. This was similar to what their answers to the previous questions lead to.  
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5.2 How do municipalities work with marketing themselves in order 

to attract businesses? 

5.2.1 Levels of Marketing 
In the studied municipalities’ work to attract tourists they all were placed in the same level of 

marketing. In their work to attract businesses however there are larger differences between the 

municipalities.   

Boden has no clear target of businesses it wants to attract; there is some knowledge about the 

competition, few tools are used to promote Boden order to attract businesses, there is a limited 

and informal approach to collection of market information, and Boden can describe its 

competitive advantages. When placing Boden in the levels of marketing activity model 

developed by Jones, Kupiec-Teahan, Moriarty and Rowley (2008), Boden fit best in the 

inexpert marketing level, but they have some elements of non-marketing.  

Åsele on the other hand can be placed between the inexpert marketing level and the implicit 

marketing level. Åsele can describe its competitive advantages and use several promotional 

tools, which would place Åsele in inexpert marketing. However, Åsele has defined targets 

that are interesting to attract. Furthermore, there is an understanding of the value of the 

competitive advantages, which would place Åsele in the implicit marketing level in the levels 

of marketing activity model.  

Umeå conducts targeting, use several promotional methods, understand the value of the 

competitive advantages of Umeå, and they collect information regarding what the businesses 

want in order to maintain these competitive advantages. This places Umeå in the implicit 

marketing level in the model developed by Jones et al.  

5.2.2 Tools for Communicating an Image 
Kotler, Asplund, Rein and Haider (1999, pp. 169-172) state that slogans should be versatile 

and flexible yet grounded in reality. The slogan of Umeå can be adapted to most situations, 

for example UMEÅ: MORE MUSIC., which makes it very versatile and flexible, at the same 

time as it is pragmatic. The slogan of Boden, Advantage Boden! might not be as flexible as 

Umeå’s, but it is versatile since it can be used when displaying all of Boden’s advantages. 

When it comes to Åsele’s slogan, If you have an idea, we want in!, it can be considered 

versatile since it works with both starting businesses and businesses moving in to the 

municipality. However, the flexibility can be discussed as it is not easily changed, but it is 

grounded in reality as the offer is something that Åsele works to fulfill.  

Kotler et al. argue that a place’s logo or visual symbol must reinforce the image of the place; 

inconsistency between a place’s slogan and its symbol or logo will undermine the credibility 

of the place. None of the three municipalities can be blamed for inconsistency or not 

reinforcing their image as they either use the slogan as their logo or as in Åsele’s case where 

they use the same logos as for attracting tourists. 

According to Kotler et al. an additional important aspect of a place’s image is the use of 

events. They state that an event can brand a place and affect its image permanently. They 
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further argue that the event can either be of the quiet kind or it can be of the bold and loud 

sort. When trying to reach out to businesses, all three municipalities host more quiet events 

than when they host touristic events. For example, the municipalities market themselves 

through either having the municipality or local businesses represented at trade fairs. Also, 

Åsele mentioned that wind power seminars are hosted within the municipality, educating and 

attracting potential businesses that work within the wind power industry. Additionally Umeå 

works with creating materials that are area-of-trade specific and can be used in presentations 

when trying to attract businesses. 

5.2.3 Measuring a Place’s Entrepreneurial Climate 
Kotler, Asplund, Rein and Haider (1999, pp. 239-240) state that promoting small businesses 

and fostering new business start-ups is very important. They argue that a good local 

leadership can maintain a healthy entrepreneurial climate through a good mix of for example 

EU programs, national policies and regional policies. Kotler et al. found that one way to 

measure whether or not the entrepreneurial climate is good is to answer favorably on six out 

of the ten questions listed in table 2.3. The answers the municipalities gave can be found in 

appendix C. Both Boden and Umeå gave a clear yes on five out of ten questions while Åsele 

gave a clear yes on eight out of ten questions. According to the requirements set by Kotler et 

al., yes on six out of ten, only Åsele passes as a municipality with a good entrepreneurial 

climate. However, since Umeå and Boden only lack one yes in order to pass, looking at the 

questions they did not answer yes on is interesting. For example, Umeå responded that at the 

moment, due to the financial crisis and the impact it has on Umeå’s biggest business, Volvo, 

the media focus is skewed toward focusing on the larger business. During normal 

circumstances Umeå considers the media coverage to be equally distributed. When it comes 

to Boden’s answers on the questions Boden could not answer a clear yes to, one can see that 

Boden felt as if there was not enough information on three of them to give a certain answer. 

Given these circumstances, five yes out of ten possible does not have to mean that the 

entrepreneurial climate in Umeå and Boden are bad. 

5.2.4 Four Important Factors when Attracting Businesses 
According to Greenberg (1996) there are four factors that are important for municipalities’ 

work to attract businesses. The first factor is to provide a modern infrastructure for businesses 

and its employees. Boden works to offer this by developing a good information technology 

infrastructure and to offer good and working public transportations. Åsele also emphasize the 

importance of information technology infrastructure, a lot of time and money has been spent 

on installing fiber optics for a good internet connection to both industry areas and the local 

residents. 

The second factor that Greenberg has identified is proximity to universities. He claims that 

municipalities need to collaborate with universities in order to attract educated labor force.  

Both Åsele and Boden collaborate with universities in their surroundings to get in touch with 

students and possible future residents. Boden for example offer internships to the students 

within the municipality. Åsele works to make distance studying from Åsele possible for 

students, even though there is no university in the municipality. Umeå has a large university 

located within the municipality, which makes it somewhat easier for the municipality to get in 
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touch with students and collaborate with the university. However, Umeå claims that it is hard 

to find the right channels of communication when trying to reach the students.   

Quality of life is the third of Greenberg’s identified factors. He claims that for businesses to 

establish in a place there needs to be good living conditions for the employees; top-quality 

workers want a top-quality living environment. All three municipalities in our study stress the 

importance of providing a rich cultural life as one way of increasing the quality of life; for 

example, the three municipalities host several events for their residents. Umeå further 

mentions that it is of importance to provide the residents diversified living conditions. Boden 

strives to offer cheap living costs in their municipality in order to keep its residents satisfied. 

Åsele also works toward keeping the living costs down; Åsele tries to maintain as low duties 

as possible for the residents and businesses. 

The fourth factor that Greenberg claims is important for municipalities when working to 

attract businesses is cooperation between levels of government. According to Greenberg local 

and national governments need to work tightly together. The municipalities in our study 

consider that such cooperation do not exist at all.   
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6. DISCUSSION 

In this last section of the thesis, a discussion on a more general level regarding the results of 

the study is conducted; the research questions are answered, the differences between this 

study and previous research are laid out and the results are connected to the thesis’ purpose. 

Furthermore, this thesis’ contribution is discussed and suggestions for future research are put 

forth. 

6.1 Research Question 1: How do municipalities work with marketing 

themselves in order to attract tourists? 
Our study has shown that municipalities segment their markets and have specific target 

groups when it comes to marketing themselves to tourists. Furthermore they are well aware of 

their competitive advantages and make use of several promotional methods in order to reach 

the target groups. Two common promotional methods used in order to reach the tourists are 

newspapers and the Internet. Something that distinguishes municipalities from what earlier 

research shows that destination marketing organizations do, is that municipalities rather 

consider their neighboring municipalities as potential partners than as competitors.  

Municipalities do not only collaborate with other municipalities when attracting tourists, but 

they also form partnerships with private actors in their municipality. Even if municipalities 

often have some sort of external organization that handle their marketing, a lot of the 

marketing responsibility is laid upon the private actors. One of the main reasons for this is that 

the municipalities consider marketing to come in second hand; the living conditions for the 

residents are more important. The municipalities also consider evaluating the partnerships to 

be too hard and costly. Therefore a lot of effort is put into finding the right actors to 

collaborate with and to set up good guidelines for the partnership beforehand. 

A further result from our study is that municipalities cannot easily place their municipalities 

in one specific niche; they state that their municipalities are too diversified. However, at the 

same time they realize the difficulties of attracting tourists if they do not stand out. Therefore 

they harbor a wish to niche themselves in order to better reach their target groups; 

municipalities consider niched activities and facilities as a key toward attracting tourists. 

Previous research has shown that slogans are important when marketing a place. However, 

not all municipalities make use of slogans in their marketing. Those who do make use of a 

slogan use one that is pragmatic and versatile; they do not want the tourists to form the wrong 

preconceptions since if these are not lived up to it most likely disappoint the tourists. 

Furthermore they want it to work with all their niched activities. According to previous 

research the municipalities’ slogan are missing one important factor though; flexibility. 

Logotypes are less frequent in municipalities’ marketing toward tourists, but the ones that use 

logos utilize ones that are consistent and that complement the slogan and image. Events are 

another tool used frequently by municipalities in order to attract tourists. Generally the events 

that are arranged to attract tourists are noisy, large events.  



 

39 
  

Municipalities have seen a growth of the amount of tourists and attractions over the last 

decade. The general view is that it will continue to rise, but that external factors such as fuel 

price, currency fluctuations, and the financial crisis, might affect the tourism. However, 

previous research does not consider external factors to influence the tourism much. 

Municipalities are well aware of what types of tourists they are attracting and how developed 

their municipality is as a tourist destination. One change that municipalities are expecting is 

that tourists will be more independent; a change that has been spurred by the Internet making 

it easier for tourists to plan their trips on their own. 

6.2 Research Question 2: How do municipalities work with marketing 

themselves in order to attract businesses? 
In contrary to municipalities’ work to market themselves for tourists we have found that their 

work to market themselves to businesses varies between municipalities. Our study has shown 

that municipalities that have a department that solely works to market the municipality as a 

place have a more developed marketing strategy than municipalities without a department 

dedicated to place marketing. It has also shown that municipalities generally have good 

knowledge about what their competitive advantages are. However, municipalities with a place 

marketing department have more knowledge of how to use these advantages in their 

marketing. Another aspect where municipalities differ is whether or not they have identified 

specific target groups that they aim for when working to attract businesses.    

Accordingly to what other researchers have found, our study has shown that municipalities 

use slogans that are versatile and pragmatic. Another attribute a slogan should have, according 

to previous research, is that it should be flexible. However, our study has shown that this 

attribute is something that municipalities find of less importance when developing a slogan. 

Municipalities generally do not use a specific logo when working to attract businesses. Our 

study has shown that they either use their slogan as a logo or use the same logo as when 

working to attract tourists. The slogans and logos used by municipalities correspond with the 

image they want to communicate to businesses. Furthermore, municipalities’ use of events 

has shown to be of less importance when attracting businesses than it has when attracting 

tourists. The events that are used to attract businesses are more subtle than the touristic events. 

A commonly used event by municipalities to get in contact with businesses is trade fairs.  

Municipalities generally foster their entrepreneurial environment in a good way. They work 

actively to assist young entrepreneurs and to build an entrepreneurial spirit within the 

municipality. Simplicity is another factor that municipalities consider to be important when 

attracting businesses; when starting up or establishing a business the process needs to be 

simple. Additionally, our research has shown that businesses have no problems to find 

attractive office space and industry premises. However they do find it difficult to get in touch 

with venture capital. In small municipalities without a local university innovative business has 

difficulties to recruit key personnel locally. Furthermore, our study shows that municipalities 

do not neglect small and medium sized enterprises on behalf of large corporations.   
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In our study it has come forth that municipalities work to provide a modern information 

technology infrastructure in order to attract new businesses and keep already established 

businesses satisfied. They also recognize and emphasize the importance of providing good 

living conditions to the people working for the businesses through diversified living 

arrangements and a rich cultural life.  

6.3 Concluding Remarks 
The purpose of this thesis was to study municipalities’ use of place marketing in order to 

establish economical growth within the municipality. Through studying previous research 

within the area and conducting case studies regarding how municipalities market themselves 

toward businesses and tourists this thesis contributes with more knowledge about how 

municipalities work with place marketing. One part of their place marketing that has not been 

touched explicitly is how they work to attract residents. However, as discussed in the problem 

discussion we consider this to have been discussed implicitly by discussing municipalities’ 

work to attract businesses. Therefore we feel that the purpose of this thesis has been achieved. 

We have concluded that some of the results of our study differ from previous research and 

that those differences can be seen as the thesis’ theoretical contribution. One difference is how 

municipalities see neighbouring municipalities as partners rather than competitors; something 

that our colleague Axelsson (2009) found to be true among destination marketing 

organizations as well. Another difference is that municipalities do not consider logos to be as 

important as the theories illustrates. Furthermore, the municipalities are unable to place 

themselves in one specific niche; it is hard as a municipality to just belong to one niche as 

they feel the need to be diversified in order to not miss out on the broader market. Also, 

evaluation of marketing is according to previous research important. Municipalities recognize 

this but they find it hard to evaluate their marketing in a cost-efficient way. Lastly, the 

theories presented in this thesis argue that collaboration between local and national 

government is important but our study has shown that these collaborations are non-existing. 

The possibility to generalize this thesis’ results is somewhat limited as the cases studied are 

all municipalities in the northern part of Sweden and the marketing efforts may differ in the 

southern part of Sweden. We consider the results to be applicable on the northern part of 

Sweden, but if the results are compared with other regions there is a need to be cautious. 

6.4 Suggestions for Future Research 
After studying how municipalities conduct place marketing we have concluded that 

improvements can be made. One problem the municipalities stated that they had was the fact 

that it was hard to focus on just one niche; they were afraid they would lose more tourists than 

they would gain due to the loss of a broader market. Another problem the municipalities 

identified was the difficulties of evaluating the effectiveness of their marketing. Therefore we 

have two suggestions for what further research should be conducted on: the consequences of 

municipalities niching themselves; and how to develop cost-efficient tools for evaluating the 

effect of place marketing.   
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Appendix A. Interview Guide (English Version). 
How do municipalities work with marketing themselves in order to attract tourists? 

Levels of marketing: 

How does your municipality market itself in order to attract tourists? 

 What are the target group/groups? 

 Do you use different strategies for different target groups? 

What channels of distribution does your municipality use to reach the targeted 

groups? 

What are your municipality’s competitive advantages? 

 What attributes do you stress in your marketing? 

Does your municipality evaluate the effectiveness of your marketing? 

Does your municipality consider other municipalities as your competitors? 

Who are your competitors? 

  

Image: 

What image does your municipality work to communicate to tourists? 

How was this image developed? 

Has your municipality worked to change their image? 

 How did you go about to do this? 

How does your municipality communicate this image to tourists? 

 Slogan? (one or more?) 

  What slogan/slogans? 

  What do you want to communicate with it? 

  Where do you use this slogan? 

Logotype? (One or more?) 

  What logo/logos? 

  Where do you use it? 

 Any other symbols? (Pictures, buildings…) 

  What symbol/symbols? 

  What do you want to communicate with it? 

  Where do you use it? 

 Events? 

  What kind of events? 

  For whom?  

What cluster/clusters do you consider your municipality to be in? (see table 2.2) 

 

 

 

 



 

 

Destination marketing collaboration process: 

Does your municipality collaborate with other in your marketing? (Public sector or private 

sector organizations) 

With what kind of organizations is your municipality looking to collaborate with? 

Does your municipality evaluate old collaborations when planning for new ones? 

How does your municipality ensure that all parts in the collaboration strive for the same 

goal? 

Does your municipality conduct any after collaboration evaluation? 

How? 

Tourism area life cycle: 

How does the touristic development look like in your municipality the last ten years? 

 Number of visitors? 

 Number of attractions? 

 Type of attractions? 

How do you think the future tourism will look like for your municipality? 

 Number of visitors? 

 Number of attractions? 

 Type of visitors? 

In what stage in the tourism area life cycle would you place your municipality? (See 

paragraph 2.1.5) 

How do municipalities work with branding themselves in order to attract businesses? 

Levels of marketing: 
How does your municipality market itself in order to attract businesses? 
 What kinds of businesses? 

 Do you use different strategies for different types of businesses? 

What channels of distribution does your municipality use to reach the businesses? 

What are your municipality’s competitive advantages? 

 What attributes do you stress in your marketing? 

Does your municipality evaluate the effectiveness of your marketing? 

Does your municipality consider other municipalities as competitors? 

Who are your competitors? 

 

Image: 
What image does your municipality work to communicate to businesses? 
What kind of businesses are you looking to attract with this image? 

How was this image developed? 

Has your municipality worked to change their image? 

 How did you go about to do this? 

How does your municipality communicate this image to businesses? 

 Slogan? (one or more?) 



 

 

  What slogan/slogans? 

  What do you want to communicate with it? 

  Where do you use this slogan? 

Logotype? (One or more?) 

  What logo/logos? 

  Where do you use it? 

 Any other symbols? (Pictures, buildings…) 

  What symbol/symbols? 

  What do you want to communicate with it? 

  Where do you use it? 

 Events? 

  What kind of events? 

  For whom?  

Entrepreneurial environment: 
1. When local civic leaders meet business leaders, are there as many chief executive 

officers of SMEs as bankers and corporate executives? 
2. Are SME chief executive officers invited to join important events within the 

community? 
3. Do local newspapers follow the fortunes of start-ups and growth of SMEs with the 

same intensity as they do large corporations? 
4. Are innovative SMEs able to recruit nearly all their professional workforce from the 

local arena? 
5. Do SME representatives often refer to easy access of venture capital? 
6. Does the local college encourage its teachers and students to participate in 

entrepreneurial spin-off? 
7. Do CEOs from local SMEs hold even one-quarter of the seats on the boards of the 

three largest banks? 
8. Does the city’s economic development department spend more time helping local 

companies grow than it does chasing after branch facilities for out-of-the-region 
corporations? 

9. Is there decent, affordable office and factory space available for businesses in the 
central business district? 

10. Can you think of ten recent spin-offs – SMEs started by entrepreneurs – which have 
left larger companies? 

Four important factors for attracting businesses: 

How does your municipality work to keep a modern and working infrastructure? 

Does your municipality collaborate with universities? 

How does your municipality work to offer a rich cultural life and good and cheap living 

standards? 

Does your municipality collaborate with the region and the government to attract 

businesses? 

  



 

 

Appendix B. Interview Guide (Swedish Translation). 

How do municipalities work with branding themselves in order to attract tourists? 

Levels of marketing: 

Hur marknadsför sig er kommun till turister? 

 Vilka målgrupper riktar ni er till? 

 Har ni olika strategier för olika målgrupper? 

 Vilka medier använder sig er kommun av i er marknadsföring? 

 Vad är er kommuns konkurrensfördelar? 

  Vilka egenskaper lyfter ni fram i er marknadsföring? 

 Utvärderar er kommun effektiviteten i er marknadsföring? 

 Ser ni andra kommuner som era konkurrenter? 

 Vilka är era konkurrenter? 

Image: 

Vilken image vill ni att er kommun ska förmedla till turister? 

Hur har denna image skapats? 

Har er kommun försökt att byta sin image? 

 Hur gick ni till väga? 

Hur förmedlar ni er image riktad mot turister? 

 Slogan? (en/flera?) 

  Vilken? 

  Vad vill ni förmedla med den? 

  Vart förekommer denna slogan 

Logotyp? (en/flera?) 

  Vilken/vilka? 

  Vart förekommer den? 

 Andra symboler? (bilder, byggnader) 

  Vilken/vilka? 

  Vad vill ni förmedla med dem? 

  Vart förekommer symbolerna? 

 Speciella event? 

  Vad för slags event? 

  Till vilka riktar sig eventet?  

Vilket kluster skulle ni placera er kommun i? (se table 2.2) 

 

 

 

 

 

 



 

 

Destination marketing collaboration process: 

Samarbetar er kommun med några i er marknadsföring? (privata sektorn, organisationer) 

Med vilka typer av partners vill er kommun samarbeta? 

Utvärderar ni gamla samarbeten när ni planerar för nya samarbeten? 

Hur arbetar ni för att säkerställa att alla inom samarbetet arbetar mot det 

gemensamma målet? 

Följer ni upp samarbetena och dess effekt? 

Hur? 

Tourism area life cycle: 

Hur har turismen i er kommun utvecklats över de senaste tio åren? 

 Antal besökare? 

 Antal attraktioner? 

 Typ av besökare? 

Hur spår ni framtiden kommer se ut för turism i er kommun? 

 Antal besökare? 

 Attraktioner? 

 Typ av besökare? 

I vilket stadium skulle ni placera eran kommun i? (se stycke 2.1.5) 

 

How do municipalities work with branding themselves in order to attract businesses? 

Levels of marketing: 

Hur marknadsför sig er kommun till företag? 

 Vilka typer av företag riktar ni er till? 

 Har ni olika strategier för olika företagstyper? 

 Vilka medier använder sig er kommun av i er marknadsföring? 

 Vad är er kommuns konkurrensfördelar? 

  Vilka egenskaper lyfter ni fram i er marknadsföring? 

 Utvärderar er kommun effektiviteten i er marknadsföring? 

 Ser ni andra kommuner som era konkurrenter? 

 Vilka är era konkurrenter? 

Image: 

Vilken image vill ni att er kommun ska förmedla till företag? 

Vilka företag vill er kommun attrahera med denna image? 

Hur har denna image skapats? 

Har er kommun försökt att byta sin image? 

 Hur gick ni till väga? 

Hur förmedlar ni er image riktad mot företag? 

  



 

 

Slogan? (en/flera?) 

  Vilken? 

  Vad vill ni förmedla med den? 

  Vart förekommer denna slogan 

Logotyp? (en/flera?) 

  Vilken/vilka? 

  Vart förekommer den? 

 Andra symboler? (bilder, byggnader) 

  Vilken/vilka? 

Vad vill ni förmedla med dem? 

  Vart förekommer symbolerna? 

 Speciella event? 

  Vad för slags event? 

  Till vilka riktar sig eventet?  

Entrepreneurial environment: 

1. När lokala politiker möter affärsledare, är det lika många små/mellanstora företagare 

närvarande som banker och stora företag? 

2. Är företagsledare, för både stora och små företag, inbjudna till aktiviteter i kommunen? 

3. Följer lokala medier små och mellanstora företag lika mycket som stora företag i sin 

nyhetsrapportering? 

4. Kan innovativa företag rekrytera nästan all sin personal lokalt? 

5. Finner lokala små och mellanstora företag det lätt att komma i kontakt med investerare? 

6. Uppmuntrar de lokala skolorna lärare och elever att delta i entreprenörskaps aktiviteter? 

7. Finns ledare för lokala, små och mellanstora företag, representerade i styrelsen för de 

största bankerna?  

8. Spenderar kommunen mer tid att hjälpa lokala företag växa, än att försöka locka till sig 

nya företag? 

9. Finns det överkomliga, lediga kontors- och industrilokaler i centrala delar av er kommun? 

10. Kan du komma på tio entreprenörer som har lämnat stora företag för att starta eget 

inom din kommun? 

Four important factors for attracting businesses: 

Hur jobbar ni för att ha en modern och fungerande infrastruktur? 

Har ni samarbeten med universitet? 

Hur jobbar ni för att ha ett rikt kulturliv och bra/billiga levnadsstandarder för invånarna? 

Samarbetar ni med (respektive län) och staten för att tillsammans försöka attrahera 

industrier? 

  



 

 

Appendix C. Entrepreneurial Environment. 
 

Questions Umeå Boden Åsele 

1. When local civic leaders meet business leaders, are there as many 

chief executive officers of SMEs as bankers and corporate 

executives? 

Yes Yes Yes 

2. Are SME chief executive officers invited to join important events 

within the community? 
Yes Yes Yes 

3. Do local newspapers follow the fortunes of start-ups and growth 

of SMEs with the same intensity as they do large corporations? 
Yes/No No Yes 

4. Are innovative SMEs able to recruit nearly all their professional 

workforce from the local arena? 
Yes No No 

5. Do SME representatives often refer to easy access of venture 

capital? 
No Don’t 

know 
No 

6. Does the local college encourage its teachers and students to 

participate in entrepreneurial spin-off? 
Yes Yes Yes 

7. Do CEOs from local SMEs hold even one-quarter of the seats on 

the boards of the three largest banks? 
Yes/No Yes Yes 

8. Does the city’s economic development department spend more 

time helping local companies grow than it does chasing after branch 

facilities for out-of-the-region corporations? 

No Don’t 
know 

Yes 

9. Is there decent, affordable office and factory space available for 

businesses in the central business district? 
Yes/No Yes Yes 

10. Can you think of ten recent spin-offs – SMEs started by 

entrepreneurs – which have left larger companies? 
Yes Don’t 

know 
Yes 

 


