
BACHELOR THESIS

Towards a Common Destination
Perspective

A Study Among the Major Stakeholders of Luleå

Emma  Johansson
Rebecca Stenberg

2016

Bachelor of Science in Business and Economics
Business Administration

Luleå University of Technology
Department of Business, Administration, Technology and Social Sciences



 

i 

 

BACHELOR THESIS 
 

 

Towards a Common Destination Perspective 
A Study Among the Major Stakeholders of Luleå 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Rebecca Stenberg 

Emma Johansson 

M0031N 

June 27, 2016 

 

 



 

ii 

 

Acknowledgements 
As part of the Bachelors programme International Business Administration during the spring of 

2016, this thesis has been researched and written. During the ten weeks this study has been 

conducted the authors has been familiarised with concepts within the area of destination 

branding and gained knowledge about Luleå.  

First, we would like to send a big thank you to the participants in this study for answering our 

questions and letting us conduct our research. We would also like to thank our supervisor Joseph 

Vella for his guidance throughout this project. Thank you also to our peers who have helped us 

review our work and helped us improve it, where needed. Finally we would like to thank each 

other for the past ten weeks of work and great cooperation.  

Our sincere hope is that this study will present a contributing view of destination branding for 

Luleå city and possibly other cities of the same size. Also, for whoever is interested in learning 

more about the subject, we invite them to read our work.  

 

 

 

 

 

 

 

 

 
 

 
 



 

iii 

 

Abstract 
The branding of destinations is becoming increasingly important in today’s marketing climate. 

The reasons for this are many, but most significantly for cities, towns and regions to increase 

visitors, residents and attract businesses. But the process of branding a destination is more 

complex than branding a product. In destination marketing, there are several parties’ involved, 

called stakeholders. To successfully brand a destination, cooperation between stakeholders that 

can align their interests in the process is favorable. To be able to go through a branding process 

one must be aware of what the brand ought to include; the current perceptions and the desired 

perceptions of a destination.  

Luleå has been used as the sample for this study, which aims to find the major stakeholders 

interested in forming a strong brand around Luleå, and their perceptions of the city. This is to lay 

the foundation as to a possible future branding process. The four stakeholder groups included in 

this case study are residents of Luleå, visitors, hotel businesses and the municipality. Two major 

areas of concern were discovered alongside a few others, shared by these stakeholders. The first 

major one, which aligned the stakeholder’s opinions, was the natural resource of beautiful nature 

that Luleå has to offer. The second one was the current housing crisis that causes problems on 

many levels for all the stakeholders. Luleå needs to build on the fact that they have access to the 

nature and make it part of their brand as their greatest strength and find a satisfactory way of 

dealing with the housing crisis. The municipality stated that Luleå is a “sustainable coastal city in 

constant evolution” and the other stakeholders stated their appreciation for the nature and the 

possibilities that Luleå has to offer. 
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Sammanfattning 
Att skapa ett varumärke kring en destination är på väg att få ökad vikt i dagens 

marknadsföringsvärld. Anledningarna till det är många, men mest utmärkande är det för städer, 

platser och regioner att öka antalet besökare, invånare och att dra åt sig ny företagsamhet. Att 

marknadsföra en destination är mer komplext är att göra det samma med en produkt och det 

inkluderar flera parter, så kallade intressenter. För att lyckas skapa ett varumärke kring en 

destination krävs att dessa intressenter kan samarbeta och sammanföra deras gemensamma 

intressen. För att gå vidare in i arbetet med att bygga ett varumärke krävs också att man vet vad 

varumärket bör innehålla; de nuvarande uppfattningarna och de önskade uppfattningarna av en 

destination. 

För den här studien har Luleå använts som exempel, som önskar hitta de största intressenterna 

mest involverade i att skapa ett starkt varumärke kring Luleå, samt deras uppfattning om staden. 

Detta för att framöver kunna lägga grunden för det som skulle kunna bli arbetet med att bygga 

själva varumärket. De fyra stora intressentgrupperna i den här studien är invånarna i Luleå, 

besökare, hotellägare och kommunen. Två utmärkande områden, som delades av alla 

intressenter, identifierades tillsammans med några andra. Det första utmärkande området var den 

naturresurs som naturen själv utgör och Luleå har att erbjuda. Det andra utmärkande området var 

den för närvarande rådande bostadsbristen, som orsakar problem på flera nivåer för alla 

intressenter. Luleå behöver bygga vidare kring det faktum att man har en fantastisk natur att 

tillgå och göra det till den största styrkan i sitt varumärke. Man behöver också hitta ett effektivt 

sätta att hantera bostadsbristen på. Kommunen ansåg att Luleå är en ”hållbar kuststad i ständig 

utveckling” och de andra intressenterna påpekade naturen och Luleås möjlighet för utveckling.  
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1. Introduction 
In this part of the thesis, we will introduce our area of interest, and a background of the topic 

will be discussed. This will then land in a problem discussion, and finally, the overall purpose of 

the thesis will be disclosed together with a research problem. 

1.1. Background 
The word branding has its origin in England during the medieval times, where it was referred to 

as "the practice of marketing a product with the hot iron". Meaning that the individual or 

individuals doing this proved ownership over the product in question. Branding can be defined as 

a name, a term, a symbol or the design of a product, place, service or person. It can also be a 

combination of two or more of the options mentioned above. It is intended to identify a service 

or a good of one or more sellers to differentiate themselves from the competition. (Manhas & 

Dogra, 2013) However, Klijn, Eshuis & Braun (2012) state that a brand is not the actual product, 

but what gives the product its value and meaning, defining its identity. 

Similar to products and organizations, locations can as well be branded with the point of creating 

awareness of the location and a desire for the destination, not only for tourists. Usually, the 

interests of companies and local governments are similar ultimately wanting prosperity and a 

stable foundation. However, it is important not to treat a location as a normal product since they 

cannot be changed, relocated, withdrawn or replaced from the market. It can only create benefits. 

(Baker & Cameron, 2008) Destination branding involves both private and public parties (Klijn, 

Eshuis, & Braun, 2012). And more, only one owner has the legal rights to a brand or a product, 

when areas are owned by any actor who wants to use the image or location. Another difference is 

that products have targeted segments when the audience of the location are more diverse. (Baker 

& Cameron, 2008) A positioning strategy that has become necessary for the marketing of 

destinations is the use of slogans. The substitution possibilities of places are increasing as 

differentiation is becoming more difficult for places and destinations, and the use of a slogan can 

provide a connection between the identity destination marketing organizations are striving for 

and the actual image of the destination. However, the sole use of slogans is unlikely to 

differentiate a destination in a long term perspective. (Pike, 2005) 

The use of brands and branding in order to influence the target markets is highly developed in 

the corporate world. For many corporations, it is not the product, but the brand that is more 

important (Klijn, Eshuis, & Braun, 2012). Branding is also associated with the quality of a 

destination. Brand building in combination with management and competent leadership is 

essential to successfully brand a destination. It is not just the name of a place, but what it stands 

for and has to offer, that makes a place attractive to visitors. (Manhas & Dogra, 2013) 

The level of quality when discussing destination branding can be measured in customer 

satisfaction. The higher the quality, the happier the customers, or in this case, the visitors or 

residents of a place. By applying a high level of quality, competitive advantage within the 
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industry and toward competitors can be obtained. The quality of the service received or the 

products used, in this case, the visits to a place can be measured. Asking the customer about their 

perceived experience, but not until after the visit has taken place. (ibid.) 

Destination branding means to market an area in order to compete with other similar 

destinations. Destination branding is not only about how the organization or local government 

perceives the area of interest, but it is also about the perception of the residents, to name a few, 

that need to be taken into account when marketing a destination. (Blichfeldt & Halkier, 2014) 

Also, the image of a destination, meaning the perception that people have of the destination in 

question, is something acting as a basis for destination branding. This is relevant for a handful of 

reasons. Such as attracting highly skilled employees, tourist and encouraging governmental 

investment in the area. But also to create a self-confidence and pride among the local residents. 

(Stylidis, Sit, & Biran, 2014) 

City- and place branding is seen all over the world by the use of slogans such as “I Amsterdam” 

and “Basel beats differently”, and is used to attract attention. By hearing a slogan and /or seeing 

a logo a person is supposed to be intrigued to find out more about the place. This technique is 

part of place branding, which is defined as “the practice of applying brand strategy and other 

marketing techniques and disciplines to the economic, political and cultural development of 

cities, regions and countries”. (Ashworth & Kavaratzis, 2009, p. 521) 

The issue of destination branding is the praise and the use of city branding is becoming more and 

more current and is seen increasingly around the world. By using a slogan or a logo to draw 

attention to a city, one can narrow down the thought about it and find a clear profile. By building 

around an existing strength associated with a city, one can up the profile even more. Examples of 

this are Sydney using the iconic opera house and the Sydney Harbor Bridge, using William 

Shakespeare's name when talking about Stratford-upon-Avon, association Ystad with the 

fictional detective Kurt Wallander and tying Oxford to academia and science via the old and 

prestigious university. By using this method as a strategy, a city can profile themselves and stand 

out from other places. (Brown, Pierre, & Shultz II, 2013) 

Not only a slogan, a logo or a specific person or landmark add to the brand of a city, so can an 

event do. The bigger event, the more publicity and the chance of using that event as a strategy to 

profile the city. The Olympics is such an event, and the host cities of the Olympics use the game 

to define, or re-define their image and/or profile. (Smith, 2006) The profile gained from such an 

event can be used to boost tourism and sales, but also to establish a positive perception of the 

city to attract people.  

 

1.2. Problem discussion 
There are more stakeholders involved with a place or a city than with a product, perhaps not 

investors in the same way, but larger organizations and municipal authorities making decisions 



 

3 

 

that may influence not only a few people but all of the inhabitants of that city. Instead of 

managing a brand separately for reasons such as financial incapability, today we see more 

partnerships between stakeholders, working together to make a stronger brand with financial 

muscles behind them. This makes them more competitive in comparison to their competitors. 

(Hankinson, 2009) Also limited budgets, political pressure and lack of product control have 

slowed down the development of place branding (Quintal, Phau, & Polczynski, 2014). This 

increases the need for cooperation.  

When one or more of the stakeholders are invested in place branding or connected to the 

government, the chances of creating a stronger brand increases. Stakeholders tend to make the 

branding process smoother and more efficient, and that in turn leads to a stronger brand. (Klijn, 

Eshuis, & Braun, 2012) Not only governmental or municipal involvement in place branding 

matter, so does the involvement of the citizens of that place. They may be considered as 

stakeholders as well, and acts as an integral part of a city. This means that the citizens of a city 

not only is a target with place branding, but they are also involved in the branding when it is 

directed to people from other places. (Braun, Kavaratzis, & Zenker, 2013)  

By creating a strong brand, a place can experience advantages when it comes to revenue, 

political power, and economic growth and prosperity. The more a place is successful in creating 

a strong brand and image for itself, the bigger the chance of experiencing all of the previously 

mentioned advantages. This because a brand is used not only to create an image but to make 

people associate certain things with that brand and that place. (Klijn, Eshuis, & Braun, 2012) 

The branding of a place is a public activity that needs the public's approval and involvement. The 

support from the people of a city is essential due to social and political reasons and goes to the 

fact that it is actually the people that live and works in that city. They are becoming a part of the 

lace, its image and ultimately the place brand. (Kravatzis, 2012) Previous research has, however, 

mainly focused on the perception held by tourists. This most likely because they are generating 

the livelihood in tourist places. But other stakeholders are equally important when developing 

marketing activities. This is however not researched as widely. For example, the support of the 

residents is a key factor for successful marketing initiatives. Also, grasping the perception held 

by residents is important. When they also can act as the ambassadors of the destination, being 

able to influence the perception held by tourists. (Stylidis, Sit, & Biran, 2014) 

Timur & Getz (2008) identifies three clusters of stakeholders; these are industries, the 

government, and the community, and the lack of cooperation between these three groups in 

destination branding. They also establish that the ones with most influence in the branding 

process are the local government or council, and different destination marketing/managing 

organizations, DMOs. The almost non-existent interaction between destinations between the 

stakeholders seems to hurt more than help the branding process and the perceived image of a 

city.  
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Destinations require a special kind of marketing, different from the marketing activates used 

when marketing a good or service, after turning into a brand (Hankinson, 2009). For a city stand 

out, the managerial activates behind a brand is not only what matters. Bayliss (2007) points out 

the importance of culture as well. By deciding to use culture as a driving force in a branding 

campaign, that is branding a destination; the marketers can speak to a specific target group. The 

example used by Bayliss (2007) is Copenhagen. By pushing the cultural and creative angel the 

idea is to attract young talent and creativity, both to stay and move there. They have gone from 

being seen as an industrialized “old-school” city to an innovative and modern one by investing in 

new design, architecture, infrastructure, and creativity. And by focusing their marketing 

activities, they managed to profile themselves as desired.  

 

1.3. Overall purpose 
The overall propose of this thesis is to find out how Luleå is perceived by different stakeholders 

in the branding process. This means finding out how service providers and visitors differ in their 

opinion of Luleå and how those opinions may be brought together in a branding process that 

would follow.  

The research questions derived from this, and what will be foundation for this are as follows: 

RQ 1: What are the differences that separate the stakeholders’ perception of Luleå as a 

city? 

RQ 2: How can the different perceptions be brought together so that a branding process 

may take place? 

There will now follow an outlay of how the rest of our thesis will be constructed and what it is 

intended to include.  

 

Figure 1: Outline of Thesis 

The first chapter has included the introduction to the thesis, background, problem discussion, 

overall purpose, and this outline. The second chapter consists of the literature review where 

previous research in the area is presented. Chapter three describes the methods we are planning 

to use when writing our thesis and in chapter four we present our empirical data. In the following 

chapter five, we analyze what is presented in chapter four. Finally, in the sixth chapter, we will 

present our findings and draw a conclusion from the research in this thesis. 
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2. Literature review 
In this chapter, we will present the theories which are of importance for our research questions 

starting with the first research question and followed by the second. Last we will bring it all 

together in a conceptual framework. 

Hankison (2009) identifies five critical grounds for successful destination branding. They are; (1) 

stakeholder partnership, (2) brand leadership, (3) departmental coordination, (4) brand 

communications, and (5) brand culture. By analyzing all of these activities, identifying strengths 

and weaknesses and bringing them together, a successful destination branding may be achieved. 

Pike (2005) lists six different challenges faced when marketing a destination rather than that of a 

product or a service. 

1. Most significant is that destinations are much more diverse that normal consumer goods. 

2. The interest is heterogeneous between the stakeholder groups, each of them wanting 

different things. 

3. The politics of decision-making can result in even the best of theories becoming 

irrelevant. 

4. The balance between brand theory and community consensus is likely to fail due to a top-

down approach to marketing a destination. 

5. Brand loyalty, which is one of the cornerstones when marketing a normal consumer 

good, can be implemented to some extent but not the same. 

6. Funding is a continuous problem when marketing a destination, both regarding 

consistency and scale.  

As the issue of destination, branding is a fairly recent science, the development throughout the 

part twenty years or so has been fast. That in combination with the extended internet usage, the 

importance of bringing all of the above criteria together has grown significantly more important. 

And as Timur & Getz (2008) point out, the importance of internal interaction between 

stakeholders is the most important key to getting all of the relevant information from each 

stakeholder, and every other possible angle together. 

Bringing all the stakeholders, activities and opinions together usually is a task for destination 

marketing/managing organization, a so-called DMO. A DMO is an organization that promotes a 

town, city, or region in order to increase the number of visitors. Usually, it is a committee or 

specially assigned group within the local council or tourist board for that city or region. These 

organizations use every tool and opportunity possible to brand and market a city in order to make 

people perceive it as a good destination. (Sant, Mason, & Hinch, 2010) 
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2.1. Stakeholder perceptions 
In order to achieve positive perceptions and ultimately a successful destination branding using 

the different stakeholders, the stakeholders must be able to cooperate and interact. As mentioned 

in the problem discussion, three major clusters of stakeholders have been identified; industries, 

the government, and the community. And amongst these, the government is considered the most 

influential one, by the others. Also, a fourth category of stakeholders, large enough to get their 

own group and powerful enough to be considered a major player is a hospitality. (Timur & Getz, 

2008) 

The DMOs are the ones that develop the branding strategies for a city and having considerable 

insight into the tourism industry. The hotels, second to the local government, is perceived to have 

the most influence in the branding process. Also, the hotels are the single most important 

contributor to a city’s product, the destination. (Timur & Getz, 2008) 

It has been found that even though the stakeholders involved and/or benefitting from destination 

branding are often easily identified, the interaction and input from them are negligible. It is the 

responsibility of the DMOs to coordinate suggestions from the stakeholders and make them work 

together. It has been found that the success of destination development, branding and perception 

lies in the hands of all stakeholders’ comments, and the ability to collect them all into a map of 

the city in question. As information is becoming more and more accessible to the broader public, 

it is essential to bring as much input together to form a brand that enables the visitor or tourist to 

perceive the city in question positively. (Timur & Getz, 2008) 

After having identified the different stakeholders, using the example of Copenhagen, perceptions 

come next. Copenhagen has, as stated in the background managed to go from being perceived as 

a city of workers and industry, to a city of modern innovation and culture and art. They have 

done so, by involving the businesses connected to the latter, asking them what Copenhagen is to 

them, and what potential may be found in the city. (Bayliss, 2007) 

The relationship between branding and places seems to be complicated and involves the 

perceived quality and identity of a nation, region or city. All of these falls into the category of 

destination branding and faces the same challenges, although on different scales. Destination 

branding seems to rely on intangible methods such as word of mouth and attracting visitors rely 

much on repeat visitors. (Knott, Fyall, & Jones, 2013) Knott, Fyall & Jones (2012) studied the 

perceptions of destinations during the 2010 FIFA World Cup in South Africa and its legacy. A 

country or city that has hosted a large sports event seems to derive positive response regarding 

perception. An event such as the FIFA World Cup draws attention to the host, which increases 

the interest from outside stakeholders. 

From a tourism perspective, it has been found that what a place has to offer, apart from 

accommodation and food plays a major role in a person's desire to visit. The Swedish city of 

Gothenburg has been defined as "friendly, clean and with an internationally competitive visitor 

service tourism" by asking tourists what their interest in the city is, as well as their perceptions of 
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it before visiting. (Chen & Funk, 2010) From a tourists' point of view, a destination brand is the 

perception of the location as a reflection of the associations the tourist holds. On the other hand, 

the destination brand from marketer's point of view the destination brand is compounded by the 

marketing activities taken. All brands independent of stakeholders have a social, emotional and 

an identity value to the users. Identifying the perceived utility, quality, and desirability of each 

stakeholder a connection to the destination will be created for them. (Quintal, Phau, & 

Polczynski, 2014) 

Cooperation between different stakeholders is important. Research into the difference between 

the perceptions held by the stakeholders shows a range of differences between the two. One 

showed that the residents had a more positive perception of the place than the tourists had. 

Another study revealed that residents were more favorable towards manufactured attractions 

while tourists were more positive regarding cultural attractions. This shows that what residents 

are proud of might not be in line with what tourists are visiting for. (Stylidis, Sit, & Biran, 2014) 

A negative perception can devalue the city’s image, enhancing the likelihood of future 

investment into the city to be reduced. These negative perceptions may also undermine the 

activities of the business community. Also, in the long run, affecting the number of tourists 

negatively. (Trueman, Klemm, & Giroud, 2009) 

 

2.2. Branding perceptions 
The point of branding is to steer the public into getting particular impressions about something, 

in the case of destination branding, impressions of the destination. However, before this can 

happen the current perceptions of a place needs to be investigated and evaluated. To be able to 

redirect the focus of perception, one needs to know the current ones and how to change in what 

direction those perceptions should go. (Wæraas, Bjørnå, & Moldenæs, 2015) 

An issue with city branding is what can be called “place branding bias.” If the DMO is not 

independent enough and aware of the possible bias from the city, the bias might be severe. 

Meaning that the perception of the brand could be perceived as inferior. With that said, the 

perceptions before a branding process can begin is equally important to know as what to include 

in the brand. (Wæraas, Bjørnå, & Moldenæs, 2015) 

A city’s key attributes are what creates the perceived image of a city. The better image, the more 

competitive a city becomes. Attractiveness constitutes competitive advantage, and just as in other 

businesses competitive advantage is what determines the success of failure. (Jetter & Chen, 

2011) Jetter & Chen (2011) also speaks about the most specific attributes that make for a 

successful destination and creates positive perceptions. Competitiveness is measured in cultural, 

historical, physical and recreational resources and event aspect is what makes the perception of a 

city. It is the overall image and not the individual interests of one person that makes the image, 

but everything within the city’s range of activities.  
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2.3. Conceptual framework 
A conceptual framework is either a graphical or narrative (preferably graphical) explanation of 

what is to be researched. Simply, it is the version of the researcher’s map of the theory that is 

being researched. A conceptual framework’s main function is to specify what and who will, and 

will not, be researched. The conceptual framework is the first analytical display of the research. 

A visual representation of the primary conceptual ideas about the research, and how the ideas 

interact with each other. (Miles, Huberman, & Saldaña, 2014) Both of this thesis research 

questions will be discussed and at the end, a graphical framework will be included.  

 

2.3.1. Conceptualization of research question one: the differences between 

stakeholder perception 
The first research question of this thesis focuses on what the differences between the perceptions 

held by the stakeholders of Luleå are. The purpose of this research question is to identify 

conflicting perceptions between the different stakeholders, as well as the similarities possible to 

use when branding Luleå. Previously in the literature review, different studies have been 

presented. These will be an aid towards answering this question.  

In answering this research question, we will use the study made by Timur & Getz (2008) where 

they discuss the importance of collecting the different stakeholder’s perceptions and assembling 

them. We will also rely on the study done by Bayliss (2007) describing how Copenhagen 

changed its image through the involvement and input of the business connected with culture and 

art. Also, the research done by Stylidis, Sit & Biran (2014), where they discuss the difference 

between what the residents are proud of and why tourists actually visit the location, will be used 

answering the first research question. The article by Timur & Getz (2008) is chosen because of 

their discussion about the importance of finding similarities in the perceptions held by the 

stakeholders of a destination. In turn, the study made by Bayliss (2007) is chosen since it 

discloses a successful attempt by a city to change its image through the use of stakeholder 

perceptions. Finally, Stlidis, Sit & Biran (2014) was chosen because of the discussion about the 

differences between residents and tourists perceptions.  

 

2.3.2. Conceptualization of research question two: bringing together the 

different perceptions  
The second and final, research question of this thesis focus on how the different perceptions, that 

answers research question one, can be brought together. The reasons for this question is to find 

the essence of Luleå, something that all stakeholders can agree on. And finally, something that 

can be implemented in the branding of Luleå. With the aim of creating a stronger brand that all 

stakeholders can support.  
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Here we will rely on studies made by Hankinson (2009) and the findings made regarding the 

importance of partnership between different stakeholders. How this makes the brand more 

competitive when comparing with competitors. Also to be used is the study by Klijn, Eshuis & 

Braun (2012) to identify the different images held by the stakeholders, and study what is the 

strongest association and image held by the stakeholders as a whole group. The study by Braun, 

Kavaratzis & Zenker (2013) will also be used since they point out the importance of the 

importance of the residents of the place in focus. The study made by Hankinson (2009) has been 

chosen since the author points out the importance of stakeholder partnerships in his findings, also 

pointing out the importance of coordination between the different parts. The research made by 

Klijn, Eshuis & Braun (2012) has been chosen since the study made by them is similar to what 

we intend to do with our thesis.  Finally, the study done by Braun, Kavaratzis & Zenker (2013) is 

chosen since they discuss the different roles of the residents of a city and the importance of 

integrating them in the branding process. 

 

Figure 2: Conceptual Framework 

 

 

 

 

• What are the 
differences and 
similarities?

RQ 1

• How can the 
percpetions be 
brought together?

RQ 2
• What are Luleå to 

promote?

• What are Luleå to 
work on/improve?

Branding 
Strategy



 

10 

 

3. Methodology 
In this chapter, we will be introducing the methodology, the research methods used in our thesis. 

We will be discussing different methods, and our chosen methods will be presented and 

explained why we chose them. 

3.1. Research purpose 
Generally speaking, there are three types of different research purposes that may be applied to 

thesis writing. They are explanatory, descriptive and exploratory. The explanatory studies aim to 

explain casual relationships, the descriptive studies to explain and describe certain situations or 

issues and finally, the exploratory studies mean to find out something that is previously 

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

This study aims to do the latter, explore what the perceptions of Luleå are, and then use those 

observations to lay the foundation for a future branding process. However, there will be short 

sections that will include both descriptive and explanatory research as there most certainly will 

be issues that need explaining.  

 

3.2. Research Approach 
When conducting a study, there are two types of research approaches; quantitative and 

qualitative. Having chosen to do this particular research, the approach that will be used in this 

thesis is the qualitative research approach. Unlike the quantitative method where the research 

results are presented in numerical answers, a qualitative study uses words to explain a 

significantly less number of answers. The study will be carried out by conducting interviews 

with different stakeholders in Luleå, attempting to find the perceptions that Luleå generates. 

Interviews can give a deeper insight into the issues and opens up to follow-ups and deeper 

studies compared to quantitative research approach. (Saunders, Lewis, & Thornhill, 2009) 

When asking a complex question, the answer most likely will be equally complex, and so the 

qualitative research approach seems to be more appropriate as it has the potential to explore the 

deeper issues. Also, in management and business the structures of the organizations are 

becoming more complicated and in order to find a more accurate answer to the issues, the 

qualitative study is preferable. (Singh, 2015) 

 

3.3. Research strategy 
The need to formulate a clear strategy of a research field is vital, as it helps structure and 

formulates the research (Saunders, Lewis, & Thornhill, 2009). Depending on the nature of the 

research in question, there are different strategies that can be used. Those five are the survey, 

experiment, archival analysis, cases study and history (Yin, 1994). Sounders, Lewis & Thornhill 
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(2009) adds to that two more strategies; action research and grounded theory. Yin (1994) also 

determines that there are three different aspects to consider when deciding what type of strategy 

that ought to be used for a research approach. They, in turn, are (1) the type of the research 

question, (2) control over behavioral events and (3) focus on contemporary events. A case study 

usually attempts to answer the questions beginning with how and why. And even though one of 

the two research questions for this thesis is a "what"-question, it goes to answer the second that is 

a "how"-question, and the one that will be in focus for the final conclusion of this thesis (Yin, 

1994).  

Saunders, Lewis & Thornhill (2009) argue that a case study is a good way of examining already 

existing theories. But also to examine the different opinions and perceptions of people involved 

in the study. This is why we found that a case study would be the most fitting strategy to this 

particular area of study. 

Based on the criterion above, the strategy of this thesis point in the direction of a case study. This 

thesis will be a case study, where Luleå is the case seen from two different perspectives; already 

established Luleå citizens and businesses, the internal view, and visitors and tourists, the external 

view. The point is to research the foundation on which a branding process of Luleå may take 

place, simply to find the areas of interest and points that is the most relevant, important and 

significant to people from and outside of Luleå. To turn the perceptions, whether they may be 

negative or positive into only positive ones, seen from potential visitors and/or inhabitants.  

 

3.4. Data collection 
There are different ways to collect data when conducting a qualitative study and from different 

sources. This study will rely on interviews and observations of the interviewees as they answer 

the questions. There are different ways of conducting interviews, and the main method used in 

this study will be what is referred to as structured interviews. This means that the interviews with 

the respondents are predetermined, and they follow the same structure, no matter who is being 

interviewed. This is to avoid bias in the questions and answers and even though this interview 

method is a qualitative way of collecting data, it is often used as a method in quantitative 

research as well. (Saunders, Lewis, & Thornhill, 2009) 

However, there are always room for interpretation when conducting an interview if an answer 

requires follow-up questions or explanation. And so it is the attention of this study to explore 

those potential holes, by also using semi-structured interviews, where the interviewer and 

interviewee have a more open conversation based on the theme of the conversations. But with a 

freer range of questions and discussions. (Saunders, Lewis, & Thornhill, 2009) 

The weaknesses with interviews are the potential risk of bias, and so it is utterly important to 

construct the predetermined questions in a way that avoid bias. (Yin, 1994) Therefore, this study 

will not rely solely on structured questions but more in-depth discussions. However, it is the 
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intention of the research to keep it as simple and uncomplicated as possible. The interviews will 

be both face-to-face and over the phone, in the case of when the interviewee may not be 

available for a face-to-face interview. Also, to decrease the risk of misinterpretation and bias, the 

interviews, with permission from the interviewees, will be recorded.  

As it is close to impossible to standardize people and the answers were given, direct observations 

are also key to the interpretation of the answers given. In the case of the face-to-face interviews, 

this is simple, but the issue with bias and misinterpretation is greater over the phone, and must be 

taken into consideration when conducting the interviews. (Yin, 1994) 

 

3.5. Sample selection 
Sampling is a useful tool when conducting research for a thesis. In many cases, it is not possible 

to sample the entirety of the population in question due to factors such as cost, time and the mere 

size of the population. Also, some researchers argue that the use of sampling gives a more 

accurate picture of the research problem than using the census. This, as one can go more in-depth 

and analyze the issues more carefully and deeper as there would not be enough time to examine 

the whole population properly. And, when the size of a population is unknown, sampling is vital. 

(Saunders, Lewis, & Thornhill, 2009) 

Due to the nature of the research of this thesis, there is no possible way to sample the entire 

population, as it is both too big, too diverse and there is no way to determine the size of the 

population either. Therefore, it is necessary to find a suitable sample to test; that will represent 

the population as a whole. Finding a suitable sample group depends on the nature of the research 

purpose. (Saunders, Lewis, & Thornhill, 2009) This study intends to examine stakeholders’ 

perception of Luleå, and so the first step is to identify the different stakeholders. After that find 

appropriate representatives of these stakeholder groups to interview.   

The sample has been broken down into the categories depicted in Figure 3.  
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Figure 3: Stakeholders 

As this thesis is written from a domestic as well as an international perspective, the intention is to 

interview people from outside of the country’s borders, which is why the exchange students play 

a major part in this study. 

 

3.6. Data analysis 
All non-numeric data is referred to as qualitative data, and this thesis uses exclusively this kind 

of data. The point of data analysis is to develop theory from the material collected. Qualitative 

data is based on meanings that are expressed through some sort of conceptualization. Another 

distinctive characteristic of the qualitative research is that the analysis of the data often is an 

ongoing process that starts already during the interviews. On the contrary, the data analysis from 

a quantitative study begins not until after all the data has been collected. (Saunders, Lewis, & 

Thornhill, 2009) 

In preparation of data analysis, having, with permission, recorded the interviews, they will be 

transcribed word for word to minimize the risk of misinterpretation. The biggest issue with this 

will be time management as transcribing is undoubtedly a time-consuming process. The answers 

of the different interviews will then be sorted into categories, and the focus will be to find a 

common denominator amongst the answers. From this, a possible red thread may present itself 

and so formulating theory from this will be the final step in the data analysis process. 

Data analysis can be conducted from two different approaches; inductive and deductive. Where 

the inductive approach tends to be more uncertain as it focuses on finding a theory that has not 
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been outlined beforehand and gives a completely new view of a problem. The latter approach, 

the one intended to be used in this theses takes its bases in existing theory and builds upon the 

ground set previously. (Saunders, Lewis, & Thornhill, 2009) In this thesis, chapter 2, the 

literature review is on which the theory presented from the data analysis will be based. The more 

formalized and structured the data collection is, the more deductive will the study tend to be 

(Saunders, Lewis, & Thornhill, 2009). 

By summarizing and categorizing the data, after having prepared it will help to derive theory 

from the material and to type it up. So that conclusion can be drawn, and advice for further 

research can be stated. (Saunders, Lewis, & Thornhill, 2009) 

 

3.7. Quality standards 
To properly ensure the truth of a study the two basic quality standards must be properly 

controlled and corrected. They are validity and reliability. The validity of a study ensures the 

accuracy of the information gathered and the reliability of study means how trustworthy the 

information really is. When conducting a qualitative study with the use of interviews, the control 

of these two elements is a process that needs to be kept up throughout the entire writing process. 

(Waugh, 1956) To ensure the accuracy of the information and its relevance for this particular 

study, the construction of the question about the research field is key. 

Yin, 1994 breaks validity down into three subcategories; construct validity, internal validity, and 

external validity. And talks about reliability in the sense of accurately proving the content of the 

collected data, the validity. 

 

3.7.1. Construct validity 
This kind of validity concerns the accuracy of the operational method in the study. In this case, 

the interviews and how they are being carried out. To ensure the accuracy of this, the suggestion 

is to use multiple sources, establish a chain of evidence and letting peers and supervisors review 

the answers. Using a conceptual framework to establish that the variation of the interviews will 

be limited and also that the data analysis follows the right guidelines. (Yin, 1994) 

 

3.7.2. Internal validity 
This part of the validity process examines the causal relationship between links in an explanatory 

study, and as this is no such study, the relevance of internal validity is small, possibly non-

existent. This study does not try to examine whether a phenomenon; A leads to another 

phenomenon; B and the link therebetween. But even though it may not apply to this study, the 

knowledge of internal validity could still prove useful. (Yin, 1994) 
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3.7.3. External validity 
Finally, the external validity makes sure that the findings in a study are sufficient enough to be 

compared and tested by already existing theory. This study is a small study that is dedicated to 

Luleå in particular, but the use of the theory derived from it could be used when studying other 

cities or places that bare resemblance to Luleå. By comparing and interpreting the collected data 

from this small study, with existing theory, its validity and overall relevance will be ensured. 

(Saunders, Lewis, & Thornhill, 2009) 

 

3.7.4. Reliability 
The reliability of the study will be ensured by carefully observing the interviewees, possible fact-

checking and follow-up questions as the data analysis takes place (Waugh, 1956). The issue with 

reliability in a qualitative study using interviews is the possibility of bias, diverting 

interpretations and misunderstandings. Both between the intention of a question and an answer, 

and the difference between interviewees answering the same question. By avoiding this, the 

intention is to as broadly and meticulously as possible, cover the topic from all different aspects 

and limit the room for misinterpretation of a question. Also, to consider the professional, 

personal and loyal position of the person being interviewed. (Saunders, Lewis, & Thornhill, 

2009) 

Some of the interviews will be conducted in Swedish, even though the study and thesis are 

written entirely in English, and so the risk of mistranslation has to be taken into consideration. 

The process of translating into a secondary language of the authors must be checked and double-

checked, to minimize the risks. The issue here is that viral information, words or phrases could 

come to change, disappear or even changed into a different meaning. 
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4. Empirical data presentation 
In this chapter, the empirical data collected during this study will be presented. The data comes 

from six different interviews categorized into four groups of stakeholders: citizens, visitors, the 

municipality, and businesses. The question asked helped to answer the two research questions 

that are the basis for this thesis. It is a summary of the answers that was given by the 

participants. 

4.1. Research question one: The difference that separates the 

stakeholder’s perception of Luleå 
Table 1: Summary of Answers 

Questions Visitor Businesses 

(Hotels) 

Municipality Citizens 

What people 

think of upon 

hearing 

“Luleå.” 

Winter & cold, ice 

hockey, the sea & 

the river 

Business, leisure 

& shopping 

Calm, natural & 

innovative 

thinking 

Home & sunset 

over Notviken 

Positive 

associations 

The climate, the 

nature & 

infrastructure 

Close to 

everything & 

walking distance 

to much 

A calm & natural 

environment 

Large small town, 

the temp & the 

infrastructure as 

well as job 

opportunities 

Negative 

associations 

Dirty & messy 

during the spring. 

A lot of 

construction that 

confuses 

Opening hours 

during the 

summer months 

Accommodation & 

housing crisis 

Accommodation 

& the local 

government 

Most significant 

associations 

Nature & the 

water 

Possibility of 

getting around 

easily 

The current 

housing crisis that 

causes trouble 

Job opportunities 

& a place to call 

home 

Improvements 

and why visiting 

Luleå 

Family ties to the 

region & a natural 

stop on the way 

north 

Opening hours & 

more thing to do 

in the evenings 

Separate marketing 

committee; Visit 

Luleå 

A home to return 

to always 

Reasons for 

visiting/staying 

in Luleå 

Visiting relatives 80 % business & 

20 % leisure 

Not just Luleå but 

the entire region 

Homely & the 

closeness to 

nature 

Luleå in a single 

word 

Beautiful, 

Accessible 

Sport City “Sustainable 

coastal city in 

constant 

evolution.” 

Summer nights 
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With this question, the intention is to find out what the present perceptions of Luleå are and how 

they differ from stakeholder to stakeholder. The questions were put to the four most significant 

stakeholder groups identified. The first group is citizens, people that have lived in Luleå for 

longer than five years and had somewhat a deeper knowledge of the city and what it has to offer. 

The second group of stakeholders is visitors, tourists and people that are in Luleå for a short 

period for whatever reason. The third group is businesses with a focus on hotels and in this one 

study hotel in particular; Elite, as we have concluded that they are in a superior position to see 

the development of the destination over time, and also know why people come to Luleå. The 

final stakeholder group is the municipality, which in this municipality is represented by the 

division called Tillväxtenheten (The Growth Development department).  

When the question of what is the most significant for Luleå the answers varied between the 

stakeholder groups. While visitors and citizens in this question agreed that Luleå is synonymous 

with winter, summer, nature, the sea and sports, the hotel pointed out the opportunities for 

shopping and leisure and the fact that Luleå is the central hub for one of the largest regions in 

Sweden. The municipality had three leading keywords, that differ slightly from the other 

opinions, to describe Luleå; calm, natural and innovative thinking. 

We asked next about the positive associations that the stakeholder groups associated with Luleå 

where the answers were more coherent. The infrastructure and how Luleå is designed, planned 

and built came up in some way in all the answers. The fact that even though it is a widespread 

municipality the city center is well structured, the selection of activities is big, and that one can 

invoke walking distance to most places. And to the places within the part nearest to the centrum, 

buses are well available. 

The climate and the nature are something that seems to run like a red thread through all of the 

participant’s answers and is portrayed as a major part of the identity of Luleå. It is a city in the 

very northern parts of the country of Sweden and the world and is often prejudiced with being 

cold and too dark. But the mention of the climate was mentioned in a less favorable meaning was 

when the person answering was in the process of moving to Luleå before the participant knew 

anything about its location. The person concerned then thought it would be hard to live 

somewhere so cold and dark, but was positively surprised after coming here.  

The closeness to nature, the forest and the water, in particular, is something that is mentioned in 

every interview and seems to be a very strong part of the identity of Luleå and what the city has 

to offer. To the citizens of Luleå, the nature is also a strong incentive for staying and returning to 

Luleå. The environment and the nature surrounding Luleå has become an integrated part of the 

architectural structure, and the different neighborhoods are what can be called “islands in the 

forest.” Instead of densifying Luleå when building more homes, new neighborhoods are created. 

And even though the city is not larger than 76,088 people the geographical area on which Luleå 

lies are greater than many other towns with the same amount of residents. (Luleå, 2016) 
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Therefore, the nature is present wherever one would choose to live within the borders of the 

municipality. In the city center, there may not be any forest but the water that surrounds the city 

is a constant presence. 

There were not only positive associations but several negative as well. One of them is the current 

housing crisis that can be noticed throughout Swedish cities and Luleå as well. In the 

conversation with the municipality, this issue was what caused the most worry. During the past 

few years, this issue has become more and more apparent and has now reached the point where 

the municipality is not something that affects the number of visitors or the tourism business. 

However, it does affect residents, other businesses and people looking to move to Luleå. 

There are plans to build new houses and apartments, but as in many other Swedish urban areas 

the supply just does not meet the demand at the moment. Luleå is keen to grow and position 

themselves as a strong, large city, a Capital of the North and it is also home to much innovation 

and business, and so the need for a new workforce is big, much bigger than the supply of houses. 

This study has been conducted during the months of April and May, just as spring is about to 

take hold of the region and just after the snowmelt. This contributes to explain the next negative 

association with Luleå. The visitors interviewed both thoughts, independently of each other, that 

the outside environment was dirty and messy. They thought there were a lot of garbage lying 

around outside on the streets and also pointed out the issue of dog feces in public walkways. The 

participants had both been to Luleå before and called it a seasonal issue. During summer, autumn 

and winter they had not experienced the same problems but still thought it unattractive and 

noticeable.  

Another seasonal issue brought to light by the visitors was the many construction sites 

throughout the city, from buildings to roads and walkways. This is another contributor to the 

messiness of the city. This is a seasonal issue, as the season for construction work is far more 

preferable during the summer months due to the climatic challenges in the north.  

Something that was pointed out by the hotel was the opening hours in the city, particularly 

during the summer months. The bright summer evenings with the sun that never sets makes it 

more attractive for people to stay out longer in the evenings. The stores and businesses close 

early which limits the things to do drastically. 

When it comes to the most significant associations associated with Luleå, the positive ones 

weigh heavier than the negative ones. The nature, the sea and the beauty of the city are most 

significant to most of the participants in the study. Also the possibility of getting around, within 

the city and the fact that there are plenty of good job opportunities. Luleå is a middle-sized 

Swedish city with most essential facilities but still has the feeling of being a smaller town. The 

only stakeholder that pointed out the most significant as a negative one, currently anyway, was 

the municipality that emphasized the housing crisis and the struggle it entails. 
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The next question the participants touched upon the reasons as to why they were visiting, staying 

or moving to Luleå. They all stated their love for the nature and the fact they considered Luleå to 

be a beautiful place to come to. The visitors were here this time to visit relatives and friends in 

Luleå, Kalix, and Skellefteå. They were using Luleå as their point of departure and drove to the 

respective cities. The municipalities view of tourism is aligned with the type of visit the 

participants had. The tourism issues in Luleå has been delegated to a destination marketing 

organization; DMO called Visit Luleå that is half in the regime of the municipality and half in 

the regime of the tourism board. Their goal is to get visitors to visit not only Luleå but the entire 

region. 

The general reason, throughout the year, for visiting Luleå are established to be 80 % business 

related and 20 % leisure and tourism. One of the keywords that the municipality has stated for 

Luleå is innovative thinking. There are many industries, old and new, in Luleå and so there is a 

big entrepreneurial talent as well. Many new companies and businesses have been set up over the 

past few years, and the conditions for production seems to be favorable.  

The resident stakeholder emphasized that Luleå is the equivalent of home and that it has a 

homely feeling. Luleå is a place to come home to, to return to forever and always. It has a beauty 

seldom seen in other places and the closeness to nature is a strength beyond doubt. 

Finally, the participants were asked to describe Luleå with one word and the answers were 

“beautiful”, “accessible”, “sports city” and “summer nights.” The municipality did not want to 

give one single word, but stated their considered opinion as voted on by the Council as a 

“sustainable coastal city in constant evolution.” This statement embodies all the other keywords 

and sums up the positive perceptions in a neat and tidy way. What is clear is that the keywords 

that describe Luleå all have a very positive tone to them. They are different from stakeholder to 

stakeholder, but still describe positive features that prove Luleå is doing something right in the 

sense of sending out positive perceptions.  

 

4.2. Research question two: perceptions of stakeholders brought 

together to create common ground 
When summarizing the answers given by the participants in this study, apart from the two above 

mentioned big areas, four more distinctive areas can be found. Areas that are both positive and 

negative according to the stakeholders is part of how Luleå is perceived. Figure 4, below, shows 

these areas from the most positive one at the top to the most negative one at the bottom. At the 

top and the bottom of the figure all of the stakeholders had an opinion and towards the middle, 

fewer than all of them had something to offer. All of the topics illustrated in figure 4 was 

mentioned by more than one stakeholder group and depending on the area different combinations 

of stakeholders had the same opinion. 
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When presenting the data, it has become clear that all the stakeholders have at least some 

perceptions in common. This makes it simpler to answer research question two as it aims to find 

the common ground that the stakeholders share. The common ground that will be the basis for 

the further recommendations presented in Chapter 6, findings and conclusions.  

 

Figure 4: Common Ground between Stakeholders 

As illustrated by Figure 4 two central areas emerged from the answers given by the participants’ 

in this study. The first, mentioned by all the stakeholders in a positive context is the nature and 

the proximity to water, the forest, and wildlife. The second to stand out, but in a negative 

context, is the current housing crisis that holds Luleå in a tight grip. All of the stakeholders also 

mentioned this issue in some context during the interviews.  

The nature is a natural resource that ought to be used as a strong ingredient in a branding 

process. The nature is something constant that is part of the identity of the northern region, and if 

properly preserved, one can use it for many decades to come. The nature surrounding has many 

features and invites to activities in water, the archipelago, the forest and in the mountains.  

The housing crisis, in turn, is a strong negative issue that causes problems for Luleå and its 

inhabitants. At the moment, it prevents Luleå municipality from marketing Luleå as a place to 

live in and move to. They are not actively encouraging people to move to Luleå. The marketing 

of Luleå is currently focusing on marketing the Luleå region with surrounding cities; Kalix, 

Boden, Piteå, and Älvsbyn. Apart from temporary visitors and tourists, all the stakeholder groups 

have a strong incentive to engage in the issue of housing. Businesses that need labor wants 

people to move to Luleå, people that find employment in the region need a place to live, and the 

municipality has a vision of making Luleå grow with 1000 people. It is also in their best interest 

The Nature

Capital of a Region

Business & Innovation

Infrastructure

Polishing of Rough Image

Housing Crisis
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of keeping businesses and companies in Luleå as it gains economic advantages and keeps the 

region attractive.  

The difference that separates the housing crisis from the nature is that the housing crisis is 

something that can be fixed and influenced by human involvement. The nature is a constant and 

the only human involvement in this matter is the way it is marketed, used and preserved. 

That Luleå is the Capital of a region was something that both the municipality, the hotels and the 

visitors pointed out. The 20 % of visitors that come to Luleå with the sole purpose of being 

tourists often explore the entire Luleå region or at least part of it. The visitors in this study also 

spent a couple of days outside of Luleå, and the municipality is actively seeking to promote not 

only Luleå but the entire region. Therefore, all of the municipalities in the region have decided to 

cooperate in this matter.  

The next big areas the stakeholders perceived about Luleå was the fact that it is home to a lot of 

businesses and innovation technology. The North has a rich and long tradition of hard labor and 

industrial jobs tied to the natural resources, iron ore in particular, that is mined and refined in the 

north (SSAB, 2016). Today, in close connection with the University, Luleå has become more and 

more a city of innovation, entrepreneurship, and technology. There are many new companies and 

on the latest, Facebook has selected Luleå for part of their business. This surge of innovation is 

part of the municipality’s keywords, and the residents of Luleå has noticed it as well. This 

development of Luleå is similar to what Bayliss (2007) described happened to Copenhagen.  

Infrastructure was mentioned in some context by all of the stakeholder groups. But the opinions 

on the subject were split into both positive and negative reflections. All of the stakeholders were 

united in the perception that local buses within the city center are well distributed and with many 

available lines and departure times. But transportation throughout the region is in serious need of 

refurbishment. There are buses, but they are perceived not to be sufficient enough and when it 

comes to the railroad and possible travel with the train there is currently a serious problem.  

There is another aspect to the perception of infrastructure in Luleå. It is that of how the city is 

built and planned. Luleå is built with water and the forest influencing the architectural structure. 

Here the nature again plays a major part in the urban planning of Luleå. The city center is 

surrounded by water, which puts limitations where there can be built. To travel from one end to 

another in Luleå, one almost always passes through the city center, which makes people that live 

outside the core of the city part of it as well. The bridges, Begnäsbron, and Gäddviksbron (the 

E4) has made it possible to cross the river and easier to travel from one end to another.  

Another layer to the infrastructure is the one keyword that one visitor chose to describe Luleå; 

accessible. Even though Luleå is a city in the north, far from the other big cities and urbanized 

areas it is easy and convenient to fly to Luleå. From the Capital, there are up to sixteen flights 

per day. Once at the airport one of the city buses takes less than 15 minutes to the city center and 

the bus station for further travel.  
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Within the city center, most places and activities are within walking distance from each other. 

Culture, nature, sports, and shopping is centered on a relatively small area, easily accessible by 

car, by bike and by walking. The limitations start if one does not have a car and want to get 

around. That is the problem throughout the region combined with the distance between places.  

To the infrastructure category, we can also add the hotels opinion on opening hours during the 

summer months, that according to this stakeholder group ought to be longer. This is to encourage 

visitors to stay out and enjoy Luleå longer during the long, bright summer evenings.  

The perception that this study has caught from the participants, the visitors, in particular, is that 

even though Luleå is surrounded by beauty, the perceived image is that it has somewhat a dirty, 

rough and messy surface. As previously mentioned, what the participants meant by this 

statement is that they noticed a lot of rubbish lying around in the streets and by the side of the 

road. This in combination with the construction works happening the perceived image becomes 

less attractive. However, this seems to be a seasonal problem that can be fixed. 

To summarize, the stakeholders have a lot in common in their perceptions. Two issues stand out, 

the lovely nature and the proximity to it, and the current housing crisis. Moreover, there are four 

other issues that has been brought to light by two or more stakeholders, two in a very positive 

light; Capital of the region and business and innovation, one that is both; infrastructure and one 

that leans toward the negative; the rough surface.  
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5. Data analysis 
In this chapter the empirical data presented in chapter four will be compared to the conceptual 

framework disclosed previously in chapter two. Here pattern-matching will be implemented to 

find patterns between the stakeholders. Then the conclusions drawn in this chapter will then be 

further discussed in chapter six.  

When analyzing case studies the strategies possible to use is to either rely on theoretical 

propositions or developing a case description (Yin, 1994). Since we in this part of the thesis are 

comparing the empirical data collected to previous theory in the field, we are relying on the 

theoretical proposition. Yin (1994) also describe the idea of pattern-matching, where different 

pieces of information from each case might be related to the theoretical proposition.  

 

5.1. Research question one: The difference that separates the 

stakeholder’s Perception of Luleå 
The first research question is based on theory from Timur & Getz (2008), Bayliss (2007) and 

research from Stylidis, Sit & Biran (2014). Which we discussed in the conceptual framework, 

displayed in chapter two.  

The empirical data supports the need of a working DMO as described by Timur & Getz (2008). 

Since the organization Visit Luleå is an organization partly owned by the municipality and partly 

owned by the tourist board. Contributing to the need for cooperation between the two biggest 

stakeholders in the city.  It also receives the support from Bayliss (2007) as the perception of the 

city has been changed from and industrial city to a city primarily considered to be connected to 

the nature and believed to be a city of innovative thinking. Similar to what Bayliss (2007) 

describes has happened to the Danish capital Copenhagen, changing the overall perception of the 

capital using the perception of businesses.  

The data collected through the interviews supports the statement made by Timur & Getz (2008) 

the importance of a DMO working at bringing together the perceptions of the stakeholders. As 

well as the point made by Bayliss (2007), the involvement of different stakeholders can improve 

the perception of a city as a whole. Also, the statement made by Stylidis, Sit & Biran (2014) is 

supported by the empirical data collected in this thesis. That there is a need to take into 

consideration both tourists and residents perceptions regarding a city, and use the similarities in 

order to create an image for the destination. 

The participants in this study that represented the different stakeholders had, as presented in 

chapter four, several opinions in common and several that differed. There are six main areas that 

emerged from this study. Two of these areas the stakeholders agreed on, only a few mentioned 

two of them, and in two of them, the perceptions were split between positive and negative. The 
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nature and the housing crisis, the two that created common ground will be analyzed in the next 

section.  

Luleå is the Capital of a region, which naturally links it to the infrastructure. The municipality, 

the hotels, and the visitors all pointed out that Luleå is not alone but part of a whole. However, 

the infrastructure, well-liked by some, were criticized, especially the regional communications. 

The residents praised the roads bypasses the city center but were not satisfied with how the 

regional buses operated. Traveling from one part to another outside of the absolute city center 

without a car is considered to be time-consuming and costly. The contradiction between these 

two areas of concern is regretfully an issue. For the two to go hand in hand, the differences 

between the municipality and the residents must be considered and solved. This in order to be 

able to use the full potential of the fact that it is a region with much to offer.  

The infrastructure infringes on another area in this study as well. Luleå is perceived to be a place 

of business opportunities and innovation by the municipality and the residents. The visitors that 

come to Luleå are 80 % business, yet the communications are less sufficient than necessary. 

Especially when there is a need to get outside of the Luleå city center and its immediate 

surroundings, to other municipalities for example. Since Luleå often is held, both by business 

tourists and leisure tourists, as the base from which travel within the region is done.  

 

5.2. Research question two: Perceptions of stakeholders brought 

together to create common ground 
This research question is based on the research done by Hankinson (2009), Klijn, Eshuis & 

Braun (2012) and Braun, Kavaratzis & Zenker (2013). The perceptions gathered throughout the 

interviews created six areas in which all stakeholders agreed. These are the nature, capital of the 

region, business and innovation, polishing of rough image, and housing crisis.  

The findings here support the statements made by Hankinson (2009) that there is a need to build 

strong partnerships between all of the stakeholders, in other words, find common ground. The 

empirical data also support his statements of strong support for DMOs. The empirical data also 

support what Klijn, Eshuis & Braun (2012) that a strong correlation between stakeholder groups 

create a stronger image for the city. Also, the research by Braun, Kavaratzis & Zenker (2013) 

gets some support by the empirical data as it shows the importance of involving residents since 

they in some ways work as bridge builders.  

The two main areas where all stakeholders had an opinion was, the nature as a positive part of 

Luleå, and the housing crisis as something to work on. In this two areas, all the stakeholders are 

in agreement, as shown in figure 4. There in between there is a need for more cooperation in 

order to make all involved parties to pull, in unison, towards one common goal. The cooperation 

between public and private sectors, like what Bayliss (2007) described took place in 
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Copenhagen, is something that can be and has been to some extent, implemented in Luleå as 

well. 

The nature, what all stakeholders perceive as the most positive part of Luleå, is something to take 

good care of. Making it very important to incorporate the aspect of nature in all things done both 

in the public and the private sector. The nature in Luleå is very diverse, in the summer, there is 

the option to go out in the archipelago to one of the many islands, or out in the forest hiking. In 

the winter, it is possible to go ice fishing or skiing. Luleå has options for all people that are 

interested in activates concerning the nature. The nature also impacts the image of Luleå since 

the closeness of it creates a calmer atmosphere. Which is why the nature should be used to 

Luleå’s advantage and it is very important to preserve it, but also to enhance it in any possible 

way. Because of the role the nature has for each of the stakeholder groups, it is very important to 

work with the polishing of the rough image, even if it is a very seasonal problem.  

What needs more work from all involved is the housing crisis. Even though this is a very big 

issue throughout the country of Sweden, the cooperation between the private parties and the 

public sector in this area is very important. But here the nature can create a problem since the 

need for new apartments primarily needs to be compared with the importance of the nature. And 

where the need for compromises are best implemented, and where it is not. This creates a dire 

need for communication between all invested parties. Where to build so that it does not infer 

with the importance of maintaining the nature. And how to build, so it does not infer with the 

image of the city as a whole. Everyone are agreed that this is a problem needing to be fixed, but 

at the same time, there are many ideas on how it should be fixed, primarily regarding location of 

where to start building.  

The conflict between retaining the nature as much as possible, and thee need for more housing 

opportunities is the biggest obstacle in the development of Luleå. In order to precerve the image 

as the capital of the region, and a city of business and innovations there is a need for more 

housing. But, this is not to be done on the expence of the nature, as it in the empirical data, has 

been discovered to be the most positive part of Luleå.  
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6. Findings and conclusions 
In this final chapter of the thesis, the findings, and conclusion that has emerged from the study 

will be presented. The purpose of this study has been to provide a current picture of the 

perceptions of Luleå among the stakeholders of destination branding. In this chapter, we will 

answer each research question and provide recommendations for further research.  

It may not be that the perceptions of the different stakeholders are all too different apart from a 

few issues. They have far more in common with each other than they disagree. However, the 

perceptions that have been brought to light during this study tend to contradict each other more 

than expected. The potential for a smooth and cooperative branding process can be found among 

the perceptions of the stakeholders. They all seem to swear by the nature, quarrel and be 

concerned over the housing crisis and see the contradiction between being the Capital of a region 

and at the same time having issues with the regional communications.  

 

6.1. Implications for a branding process 

 

Figure 5: Summary of Answers to Research Questions 

 

Figure 5 uses the conceptual framework to summarize the answers to the research questions. 

They start with the differences and similarities that separate and join the stakeholder’s opinions. 

Moving into a common ground that links them all together. From there these perceptions are put 

into what to promote and what to improve in Luleå.   

•Similarities: The nature & 
the housing crisis

•Differences: 
Infrastructure, Capital of a 
region & rough image

RQ 1

•Create common ground: 
Infrastructure + Capital af 
a region, business & 
innovation + the nature + 
the housing crisis

RQ 2
•Promotion: The nature, 

business & innovation & 
Capital of a region

•Improvements: Clean up 
the city & the housing 
crisis

Branding 
Strategy
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The major stakeholders in Luleå are more of less agreed. There are two main areas to work with, 

and they are of essential importance to a successful branding process. 

 Take advantage, use and exhaust everything possible from the nature that surrounds and 

embodies Luleå. It is the single most important resource and is considered to have 

endless possibilities.  

 

 Deal with the single most important issue that has the potential to ruin the attraction of 

Luleå; the housing crisis 

Furthermore, the following suggestions, based on the findings of this study, are being put 

forward as how to use the perceptions best in a branding process. 

 Find a way to unite the infrastructure with the fact that Luleå is considered to be the 

Capital of a region and does not actively try to solicit residents and tourist to Luleå alone.  

 

 Make the negative perception that Luleå is a dirty and messy city during the spring and 

early summer months disappear, by working with the relevant authorities to prioritize the 

cleaning of the streets.  

 

6.2. Branding Strategy 
 What are Luleå to promote? 

The biggest advantage Luleå has the surrounding nature and the closeness to the nature. 

Secondly the fact that Luleå is seen as the Capital of this region as well as a city of business and 

innovation is something worth promoting. These three facts can be brought together in a 

branding strategy that touches on the most positively perceived aspects of Luleå. The importance 

of the positive aspects must outweigh the importance of the negative. However, the issues 

concerning the housing crisis and the image of the city can not be put aside as unsolved problems 

tend to come back twice as big, if not dealt with.  

 What are Luleå to work on/improve? 

The biggest disadvantage Luleå has is the current housing crisis, and together with the 

infrastructure and the need for polishing the rough image, the city has several things to work 

with. These three things belong to the negative side of the spectrum concerning Luleå’s 

perceived image by the stakeholders. These are all things that have the potential to be fixed, as 

they are “manmade”.  

o Cleaning up the city: add more litter boxes, promote recycling and tend to the 

streets as soon as possible after the snow has melted.  
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o The infrastructure: add more bus lines outside the city center, make the current 

lines more frequent and spread out during the day. Try to promote the extension of 

the railroad.  

 

o The housing crisis: the most difficult problem to fix. Developments are being made, 

but the issue is many years in the making and cannot be solved quickly. Build houses 

all over the city and the suburbs and other places within the municipality.  

 

6.3. Implications for further research 
Throughout the research process for this study, we have come across a few areas that couldn’t be 

covered in this thesis. And so, we wish to state a few topics that can be covered by possible 

future research in this area; matters that concern Luleå, issues connected to branding, 

stakeholders, and perceptions. Also, matters that concern the main research topic collected from 

the theory in chapter one and two. For example, the implications of a major event or the 

importance of involving stakeholders in the branding process.  

 The branding process itself. Turing the perceptions in this thesis into an actual brand for 

Luleå. 

 

 Continuously keeping track of the developments of the issues, such as the housing crisis. 

It is more than possible that in a few years the housing crisis, for example, does not exist 

anymore.  

 

 Study the perceptions of other stakeholders, not covered in this study, for instance, larger 

businesses such as SSAB and/or Facebook, the local and regional buses and students. 

 

 Involve the local residents more in the branding process and in the marketing of the Luleå 

brand, using for instance word-of-mouth and social media.  

 

 Compare Luleå to other cities of the same size and population, domestically and 

internationally.  

 

 Study the implications and legacy that comes from housing a larger event, such as a 

festival or a major sports event.  

 

6.4 Limitations of the research 
When conducting this study, there are some limitations that ought to be mentioned. The study is 

conducted on one single case, one single city that is Luleå. A comparison with another city of the 
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same size would mean a more extensive study with comparable results. The sample selection 

chosen for this study is the four stakeholder groups. However, we recognize that there are several 

other stakeholders that has an interest in Luleå and its band. The four that was chosen was the 

ones we found to have the most invested in a successful Luleå brand.  

Originally, the plan was to interview two participants from each stakeholders group but due to 

the limit of time and that the municipality was difficult to get in touch with, and the hotels were 

reluctant to participate. This bachelor’s thesis has a time frame of ten weeks, which makes it 

more complicated to find the time for collecting data. 
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Appendix 1 – Interview Guide 
QUESTIONS TO MUNICIPALITY 

1. What is the most important thing you want people to know about Luleå? 

2. What do you promote the most in your marketing activities? 

3. How do you attempt to entice people to visit Luleå? 

4. How do you go about enticing people to move to Luleå? 

5. How would you intend to make Luleå look more attractive for people to settle in or visit? 

6. How would you describe Luleå in a single word? 

QUESTIONS TO VISITORS  

1. What is the first thing that comes to mind when somebody mentions “Luleå”? 

2. What are the positive associations that you associate with Luleå? 

3. What are the negative associations that you associate with Luleå? 

4. Which of these associations are most significant to you? 

5. How was your decision to visit Luleå affected by these perceptions? 

6. What were the reasons for visiting Luleå? 

7. How would you describe Luleå in a single word? 

QUESTIONS TO RESIDENTS 

1. What is the first thing that comes to mind when somebody mentions “Luleå”? 

2. What are the positive associations that you associate with Luleå? 

3. What are the negative associations that you associate with Luleå? 

4. Which of these associations are most significant to you? 

5. How do these perceptions influence your decisions to live in Luleå? 

6. What is the reason you moved to/stayed in Luleå? 

7. How would you describe Luleå in a single word? 

QUESTIONS TO BUSINESSES – HOTEL 

1. What is the main reason people come to Luleå? 

2.  What do you primarily recommend to do in Luleå to your guests? 

3. What are the positive associations that you associate with Luleå? 

4. What are the negative associations that you associate with Luleå? 
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5. What of these associations are most significant to you? 

6. What do you think Luleå needs to be more attractive? 

7. How would you describe Luleå in a single word? 

 


