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Abstract 
 
The increased competition between cities, regions and countries has led to the development of 

a relatively new concept known as territorial marketing. These territories compete for 

investments, resources, labour, residents and tourists etc. In the process of territorial 

marketing, local activities are coordinated to meet the demand of target customers.  

In order to sustain the current business and public support as well as attracting new 

investment, business, tourism or new residents, the territory may need to invest in appealing 

sub products, such as special events, to help the enhancement of the overall territory as a 

product. 

 

The purpose of this thesis has been to gain a deeper understanding on how special events can 

be used to constitute a part of territorial marketing. In order to achieve this purpose, a 

qualitative, single-case study was made on an event management company based in Luleå, 

Sweden. Data was collected by conducting a face-to-face interview with the project manager 

of this company. 

 

The findings of the study indicate that the hosting of special events can be a way of making 

the territorial marketing more successful, as the marketing efforts can reach out to a national 

as well as an international audience. Also, special events bring a direct as well as indirect 

impact on the local economy.   
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1. Introduction 
 
In this opening chapter, the background of the study will be introduced. There will also be a 

brief discussion regarding the topics special events and territorial marketing, followed by a 

problem discussion as well as the overall research purpose. This will lead to the research 

questions that the study is based on, as well as the necessary limitations. Finally the chapter 

will conclude with the general outline of the study. 

 

1.1 Background 
Since the 19th century, marketing of urban places has been practiced and during the last three 

decades cities have become increasingly reliant on marketing methods due to the intense 

competition for investment, tourism revenues and residents. Today, it is not only those who 

benefit from development who promote a city, also public planning agencies have adapted 

this promotion strategy and uses the place management philosophy in their marketing 

approach. (Kavaratzis, 2004)  

 

The ongoing globalization has resulted in a new use of marketing to enhance both the image 

of the city and its competitiveness (Xiong, 2010). The image, identity and brand value of 

cities have become increasingly important topics, which is why city authorities are realizing 

that investments in infrastructure, cultural facilities etc., is not always enough when 

competing for inhabitants, companies, students and visitors. In the long run, a poor image can 

negatively affect the attractiveness and economic performance of the city. (Hospers, 2010) 

 

Smith (2005) argues that cities can reinforce their image by using slogans, logos and 

promotional literature in their marketing strategies, but also through the construction of iconic 

buildings, implementation of public relations strategies and staging of events. According to 

Della Lucia (2010), events are not only used for tourism marketing, they can also be utilized 

as a tool for territorial marketing. Simeon & Buonincontri (2011) consider event-based 

tourism to have a particularly strong impact on the appeal of a specific region.
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1.1.1 Territorial marketing 

Sucháček (2008) describes territorial marketing as a relatively new concept which also refers 

to other names such as place-, regional-, local- or city-marketing. The purpose of this concept 

is to integrate the marketing tools in order to fit the needs of different territories (Sucháček, 

2008). This area of marketing has become increasingly important over recent years due to 

inequalities in economic development, resulting in attractive and developed urban areas while 

the rural areas experience a decrease in population. (Dinis, 2004) 

Territorial marketing has developed naturally as an effect of the competition between cities, 

regions and countries, as these territories compete for investments, resources, labour, residents 

and tourists etc. The challenge of territorial marketing is consequently to strengthen the 

capacity, adapt to changing marketplaces and seize opportunities in order to enhance the 

vitality of the region (Florek, 2003). Dinis (2004) describes the marketers of territorial 

products as actors interested in the promotion of the development of a territory. This involves 

socioeconomic actors such as citizens, politicians, firms, as well as other economic, social and 

political institutions. 

 

The process of territorial marketing includes coordination of local activities to meet the 

demand of target customers with the intention of maximizing social and economic operations 

in a specific area. It can also be seen as the marketing activities that are used within the 

process of the strategic planning framework of territorial communities and organizations 

(Florek, 2003). According to Simeon & Buonincontri (2011), means of communication and 

promotion of a territory include web sites, advertising, establishing a tourism brand as well as 

the creation of special events.  

 

1.1.2 Special events 
 
“a celebration or display of some theme to which the public is invited for a limited time only, 

annually or less frequently” (Getz 1989) 

 

The above definition of special events has been established in order to distinguish the term 

from other happenings such as religious holidays, community leisure or cultural celebrations. 
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The following criteria has also been developed for this purpose: special events are open to the 

public, the main purpose is celebration or display of some theme, they occur once a year or 

less frequently, opening and closing dates are predetermined, the program consists of one or 

more separate activities and these take place in the same community or tourist region. (Getz, 

1989) 

 

Within the tourism sector, the impact of such planned events has become increasingly 

important in order for a destination to maintain its competitiveness. Della Lucia (2010) argues 

that if a special event can create a spontaneous association with a specific destination among 

tourists or intermediaries, it can become an important factor of positioning on the market. It 

will consequently create an instant recognition that distinguishes the destination from its 

competitors. However, there are a significant amount of events that occur without any tourism 

appeal or potential taken into consideration. Reasons for this could be because the organizer 

has other specific aims for it, or simply due to a lack of an established relationship between 

events and tourism. Special events can also play an important part for society in other ways 

than as a mean for tourism; it can engage the citizens in activities for community-building as 

well as urban renewal and cultural development. (Getz, 2008)  

 

Special events that are held with the ambition of reaching a particular goal, can also present a 

way for broader goals to be reached. For example, there might be events which have no 

touristic approach at all, but as they are being advertised, promoted and packaged tourism 

may become a subsequent factor (Getz, 1989). The definition of events includes a wide range 

with of examples with events involving business (often abbreviated as MICE – Meetings, 

Incentives, Conventions, Exhibitions) to sports events of different sizes. Cultural and art 

events involve concerts, exhibitions/museums and festivals. There are also so called mega 

events, in particular the Olympic Games and world fairs. As the name suggest, these type of 

events will have a significant impact on the city where they are being hosted and leave its 

mark on the region for a long time, but on the other hand they are rare and occur quite 

infrequently.  (Getz, 2008) 
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Each event is unique in itself due to the differences in setting, people and management 

systems interacting throughout the course of the event, forming a sort of dynamic that would 

be practically impossible to recreate. This is an experience that only takes place at a certain 

moment in time, meaning it would be a lost opportunity for any potential visitor who fails to 

attend. This, however, represents a lot of the appeal of creating a special event. (Getz, 2007) 

 

According to Getz (1989), visitor’s reasons for attending a special event can be classified into 

four categories, by the factors that motivate them. These factors can be either physical, 

cultural, interpersonal or prestige/status. Physical needs are for example exercise, sports 

competitions or entertainment at music festivals. Cultural factors involve ethnic celebrations 

or dance, music and art festivals. Those who have an interpersonal motivator seek social 

interaction, preferably in large audiences, and therefore attend sociable events such as family 

get-togethers. Finally, people who wish to take part of a prestigious event have the 

prestige/status need as a motivator.  (Getz, 1989 ) 

 

1.2 Problem discussion 

The way that people perceive a certain place, as well as the impressions they obtain from it, 

can be described as a projected place image. When marketing a place or territory, it is vital to 

reinforce a positive image for it as people’s perceptions may influence their behaviour and 

choices (Bramwell et al., 1996). If their perceptions are poor, it can have a damaging effect on 

the image of the overall territory which in turn will have a negative impact on its future 

prosperity. Further, Bramwell et al., (1996) argues that such negative associations can lead to 

an urban decline. Lang (2005) describes decline at an urban level as a situation where there is 

a continuous decline in job opportunities combined with a decreasing population in an urban 

area. These processes will undoubtedly bring about a negative reflection on the region (Lang, 

2005). If the inward investment is lowered, it weakens the business community activities and 

eventually reduces the number of visitors. (Trueman et al, 2004)  

In order to sustain the current business and public support as well as attracting new 

investment, business, tourism or new residents for a region or territory, investments may need 

to be made in appealing sub products such as special events, in order to help the enhancement 
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of the overall territory as a product. The success of territorial development depends on the 

expertise and synergy effects that might be activated together with enhancement of the natural 

resources. However, since the natural and cultural resources are non-reproducible and non-

imitable, many destinations tend to rely on these instead of investing in the created resources 

such as special events and other forms of entertainment. (Pilotti et al., 2011) 

 

Simeon & Buonincontri (2011) consider the fundamental issue regarding territorial 

development to be the place’s ability to exploit its internal assets, and not only its capacity to 

attract new resources. Commercial markets generally aim towards financial profit for the 

organization; territorial marketing on the other hand uses profit as a term for results in social 

benefits (Florek, 2003). However, this is difficult to measure and because territories are more 

complex than enterprises, the definition of satisfaction becomes more complicated. (Sucháček, 

2008) 

 

According to Getz (2007), the importance of events and the strategic goals that they fulfil is 

too high for it to be left in the hands of amateurs. This is why there is an area of professional 

practice devoted to the planning, production and management of planned events, referred to as 

Event management (Getz, 2007). The marketing process of events also includes the 

assessment of any impact that the event may have on the surrounding territory. The purpose 

of this impact analysis is to provide a type of support for public authorities and managers 

making investment decisions. (Della Lucia et al., 2010) 

 

1.3 Purpose and research questions 

The purpose of this thesis is to gain a deeper understanding on how special events can be used 

to constitute a part of territorial marketing.  

 

The following research questions were developed as means of achieving the purpose:  

RQ 1: How can special events contribute to the territorial marketing of a community, city or 

town?  

RQ 2: How can the benefits from hosting special events as part of territorial marketing be 

described? 



6 
 

1.4 Limitations  
Due to the limited time given for this study, we have demarcated our research to examine the 

research questions from the producer’s perspective, which in this case is the marketer of 

special events. By focusing on the marketer’s perspective we will be able to retrieve 

professional opinions and insights about the use of special events in the overall territorial 

marketing. 

1.5 Outline of the study 
This thesis consists of six chapters, as seen in figure 1 below. Each chapter will be introduced 

with a brief text explanation. Chapter one provides the reader with the background of the 

study, with a following problem discussion which will lead to the purpose of the thesis, as 

well as the two research questions on which the study is based. Chapter two will then present 

previous studies related to each specific research question, followed by an illustration of the 

conceptual framework of the thesis. The methodology of the study, as well as its validity and 

reliability, will be discussed throughout chapter three. The empirical data collected will be 

presented in chapter four. Chapter five will use this data to analyse it thoroughly. Finally, 

chapter six concludes the thesis with its findings and conclusions, and also provides the 

implications for further research within the area. 

 

Chapter 1 2 3 4 5 6 

  
Background 

 
Literature 

review 
Methodology 

 
Empirical 

data 
Data 

analysis 
Findings & 

Conclusions 

  
Problem 

discussion 
Frame of 
reference       

Implications 
 

  Purpose           
 

Figure 1: Thesis outline 
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2. Literature review 
 
This chapter will provide a background of previous studies in the chosen area of special 

events and territorial marketing. The literature review follows the order of the stated research 

questions and will begin by presenting theories regarding how cities can use special events as 

a part of territorial marketing, followed by a selection of theories regarding the outcome of 

special events and how such events can benefit the cities and territories hosting them. 

 

2.1 Special events and territorial marketing 
The essence of territorial marketing is about creating a better communication of the city’s 

values, concerning improvements that are beyond the short-term perspective. It also relates to 

the understanding of potentials and relationships within the territory, with the goal to increase 

its perceived value and visibility on a global level (Jašic´, 2007). Special events can motivate 

visits to the territory as well as having a positive effect on the destination image. Furthermore 

it can contribute to attracting enterprises, capitals, human resources and residents. There is a 

clear positive correlation between the strength of tourist attraction that an event can bring, 

along with its capacity of value creation, which creates as form of positive multiplier effect 

for the local economy. (Della Lucia et al., 2010) 

 

According to Pilotti et al., (2011) previous studies have confirmed the importance of social 

characteristics and territorial integration in the special event. Axelsen (2006) argues that 

special events do not only rely on physical development in the area. Instead, the success 

preferably depends on the enthusiasm of the event organizers and the local community. When 

a community hires a professional special events-organizer, they are giving away the power to 

the organizer to communicate their own beliefs and values to the local community and its 

residents. If these beliefs do not have a clear correspondence with the pre-determined 

perceptions, the event might end up a lot more different compared to the original plans of the 

community. Consequently, it is essential to understand the organizers purpose, beliefs, and 

views before handing over the institutional power to an external event management company. 

(Axelsen, 2006) 
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Masucci & Raviola (2005) mean that there is a strong correlation between the positive 

impacts of special events, and the degree of connection between the special event and the 

local area in which the event takes place. There are also territorial resources available, which 

provide a form of assessment regarding to which extent the event is embedded in the local 

area. It refers to the amount of local resources involved in the event organization and these 

can be divided into the following:  

• Cultural: heritage promoted by the event;  

• Economic: local funders and local employees;  

• Tourist: integrated promotion of the event in the local tourist and territorial policy;  

• Accessibility: availability of internal transport within the local area.  

(Masucci & Raviola, 2005) 

 

The competitive features of a district include its comparative advantages (natural, cultural and 

human resources) and competitive advantages (financial, informational and relational 

resources). These resources can be separated into endowed resources which include nature, 

heritage, culture and created resources including tourism infrastructure, special events, 

entertainment and shopping (Pilotti et al., 2011). Dwyer & Kim (2010) writes that although 

the endowed resources create a strong attraction towards the destination for prospective 

visitors, the created resources are also highly important when determining the competitiveness 

of a destination. As for the special events, they intend to seize the moments where visitors are 

highly involved as attendants. There are also events where visitors are pleased by just being 

present at the location e.g. royal weddings, coronations, Tennis tournaments etc. Figure 2 

displays how the created and endowed resources are integrated in the territorial marketing. 
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Figure 2. Territorial marketing basic components 

Source: Adapted from Dinis (2004) 

 

Dinis (2004) refers to figure 2 as the basic component of territorial marketing presented in a 

simplified scheme. In terms of marketing decisions, this scheme does not consider other 

competition, territories and social trends, etc.  

 

Masucci & Raviola (2005) explains how earlier studies of special events focuses on the 

economic benefits of hosting a special event, but there are sociological studies that suggest 

that the main purpose of an event is to enhance relationships within the community.  This is 

done by demonstrating and presenting the main values of the community by using symbolic 

forms. According to Manning (1981), symbolic forms can be described as a mean for people 

to discover and learn about their culture as well as a reflexive interpretation of social life. By 

using these forms it will appear as the community is celebrating itself during the course of the 

event, which also strengthens the community spirit. (Masucci & Raviola, 2005) 
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2.2 Benefits achieved from special events 
Special events are often shaped to fit a variety of needs such as entertainment and educational, 

and there are often some sort of exhibition included in the event (Axelsen, 2006). Participants 

of the event should always be provided with some personal benefits, regardless of the purpose 

and nature of the event. (Taylor et al, 2008) 

 

In many countries, cities and regions; special events are known to increase the economic 

activities and create new job opportunities. (Dwyer et al., 2005) Special events can improve 

the quality of life together with the image of the territory, while it encourages cultural 

exchange and promotes local traditions. Special events also have a strong public good effect, 

as members of the event-hosting city or territory show their commitment and develop 

relationships with other people by participating. (Masucci & Raviola, 2005)  

 

Della Lucia et al., (2010) discuss various ways through which the outcome and benefits of 

special events can be measured. Through analyzing the economic impact of an event, for 

example measuring the average daily expenditure per capita of its participants, both 

managerial and methodological implications can be evaluated further. As for the managerial 

results, this analysis provides for an assessment of the strategic role that the planned events 

have. Although, Della Lucia et al., (2010) also state that it is would be unfeasible to control all 

the objectives of event planning and marketing solely based on the economic impact, as it 

does not provide all the information necessary to sustain the process of decision-making. 

Nonetheless, it does enable the measurement of highly important variables such as the 

attraction force of tourist flows as well as the economic sustainability of the event.  

 

For an event to be economically sustainable, it needs to be able to generate economic 

revenues on the local economy that are larger than the costs for organizing it. Revenues 

include both direct effects (including expenditure) of the event and the multiplicative indirect 

and induced effects that the expenditure will bring about for the local economy. According to 

Hall (1989), even before a special event takes place the local economy might experience an 

increase due to a higher demand for services such as accommodation, food, transport and 

entertainment. However, even if an event is economically sustainable, it does not provide the 
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necessary information on whether the objective of successful territorial marketing has been 

achieved. (Della Lucia et al., 2010)  

 

The flows of visitors generated by the event will enable its force of attraction to be measured. 

The visitor flows can be divided as to show the loyalty of visitors (e.g. those who return 

annually for a specific event) as well as the ability of the special event to attract new tourists 

and visitors. This could be the result of a program or activity that raises a specific interest, 

also strengthened by word of mouth and/or strong advertising campaigns. In monetary terms, 

the force of attraction can be measured by the daily overall expenditure per capita, of the 

participants of the event. Della Lucia et al., (2010) emphasize the difference in expenditure 

between the expenditures of tourist and excursionists. Their consumer behaviors may be 

similar, but as the tourists are the only ones who avail of the services of overnight 

accommodation, the total value of their expenditure could be up to three times higher, 

according to Della Lucia et al., (2010). 

 

Beyond the number of visitors and direct economic impacts of an event, there are several 

other indirect effects such as: the impact on local economy, impact on knowledge of local 

managers and operators and finally impact on local heritage, meaning possible restorations 

and promotion of minor sites (Masucci & Raviola, 2005). Walo et al., (1996) also recognizes 

that there are intangible benefits of an event such as growth in community spirit and co-

operation. This is due to involvement of the host community in the event planning and 

production. Many special events rely on volunteers for planning and organizing. These 

activities can contribute to the development of the local community.  

 

According to Dwyer & Forsyth (2009), special events can enhance the image of a city or 

region, facilitate business networking and civic pride as well as provide social and cultural 

benefits, forums for education and facilitate technology transfer. Getz (1989) recognizes the 

importance of special events for stimulating leadership, organizational development, higher 

self-esteem and financial benefits for the community. 
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Mega events such as the Olympic Games can greatly enhance or even develop new territories 

as the event brings both strong intangible and tangible products and legacies. The result for 

the territory after an event of this size can be, for example, renewal of facilities for hospitality 

and accommodation, improved infrastructure, improved skills in tourism business and 

improvement in the international visibility. (Dansero et al., 2010) 

 

Special events provide potential revenue from the attendees, leisure activities, social 

interaction and entertainment, together with the potential of increasing the rate of return in 

raising funds (Taylor et al., 2008). Other studies argue that special events turn out as a very 

small source of revenues in local funds. The attraction of new funds from other regions turns 

out as the major benefits of a special event (Hall, 1989). Finally, there might be other benefits 

from the event such as putting the city on the map, i.e. making it more recognizable on a large 

scale. (Dwyer et al., 2005) 

2.3 Conceptual framework 
Based on the literature reviewed previously in the chapter, we will present a conceptual 

framework for data collection. Here, the elements of theory that we consider most relevant for 

our study will be used in order to conceptualize the research questions stated in chapter one. 

This will lead to a frame of reference with the purpose of guiding the study’s data collection, 

and will also be illustrated graphically in order to show how the two research questions are 

connected. 

 

2.3.1 Uses of special events in territorial marketing 

As for research question number one, it aims to provide information on how special events 

and territorial marketing can be connected. For this, we will be using theories presented by 

Masucci & Raviola (2005) as well as Pilotti et al., (2011).  

 

Regarding the enhancement of relationships within the community, Masuccia & Raviola 

(2005) explain how an event could take form as a celebration with emphasis on local values 

and symbols. We will also rely on their theory about the importance of local area connection 

in the special event in order for it to be successful. This is also confirmed by Pilotti et al.’s 

(2011) theory regarding territorial integration in special events. 
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In order to discover whether the territorial competitive advantages are being promoted 

through the course of the event, we will rely on Pilotti et al.’s (2011) theory that declares the 

existing advantages of a region as either endowed or created resources. These advantages are 

comprised by the following:  

 

 Endowed resources: nature, heritage and culture. 

 Created resources: tourism, infrastructure, special events, entertainment and shopping 

etc. 

 

2.3.2 Benefits gained in territorial marketing from hosting special events 

Research question number two is concerned with identifying the various benefits that can be 

gained from hosting special events, and we have therefore selected previous studies that 

present relevant theory for this. Masucci & Raviola’s (2005) theory of direct and indirect 

impacts will be used, in which they discuss how special events have impacts beyond direct 

economic impacts and the numbers of visitors for a specific community. The theory can be 

briefly explained as followed: 

 

 Direct impacts: Economic impacts & number of visitors 

 Indirect impacts: Impact on local economy, knowledge of local managers/operators 

and impact on local heritage and possible restorations and promotions. 

 

We will be relying on the study by Della Lucia et al., (2010) in order to conceptualize the 

ways for the achieved benefits to be measured. This includes the measurement of economic 

impact, as well as the visitor flows, in order to be able to measure the force of attraction of the 

event. This is comprised of the loyalty of visitors as well as the ability to attract new tourists 

and visitors.  

2.3.3 Frame of reference 

The conceptual framework of this thesis can be summarized, as seen in figure 3, based on the 

above supplied information. The figure illustrates how both the special event as well as the 

benefits achieved from it, is embedded in the overall territorial marketing.  
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Figure 3: Frame of reference 
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3. Methodology 
 
This chapter will present an explanation and motivation of our chosen research methods in 

order to answer the research questions made for this study, and through this achieve the 

stated purpose. Figure 4 provides an overview of the components of the methodology. 

 
Figure 4: Schematic presentation of the methodology 

Source: Adapted from Foster, 1998, p. 81. 

3.1 Research purpose 
There are three different purposes to consider for research methods: exploratory, descriptive 

and explanatory (Yin, 2009). According to Saunders (2009), an explanatory research methods 

aims to establish causal relationships between variables. Descriptive research is about 

establishing an accurate profile on events or situations.  

 

The purpose of this research is to present a description of special events and territorial 

marketing but also to explain the relationship between these two. This study has therefore 

both descriptive and explanatory influences.   

3.2 Research approach 
According to Yin (2009), there are two different approaches to use when conducting research 

within a social science area, either a qualitative or quantitative method. We determine the 

research approach of this study to be qualitative, as this involves a use of qualitative data 

retrieved from interviews, documents or observations with the purpose of understanding and 
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explain a social phenomenon (Myers, 1997). Qualitative methods enables the researcher to 

look at problems from the perspective of the actors involved, and follow processes leading to 

result, instead of the significance of the result itself. Finally, it enables investigation to be 

conducted where little research has been done before. (Gillham, 2000) 

 

The choice of a qualitative approach is based on the aim of gaining a deeper understanding of 

uses and outcomes of special events. A qualitative research approach will allow us to explore 

the perspective of the actor we have chosen to observe.  

3.3 Research strategy 
According to Yin (2009), there are three main conditions on which the choice of research 

strategy should be based: 

1) The type of research question posed. 

2) The extent of control an investigator has over actual behavioural events. 

3) The degree of focus on contemporary as opposed to historical events. 

 

Based on these conditions, we have come to the decision that a case study is the most 

appropriate research strategy for this thesis. This is partly due to the formulation of our 

research questions, since Yin (2009) states that a case study primarily asks how and why 

questions and requires no control from the investigator over the behavioural events. In this 

case, the task of the researcher is to observe and interview. A case study also focuses on 

contemporary events, which is what this thesis is based on. 

3.4 Data collection 
For this study, the majority of data will be collected using interviews, as Yin (2009) considers 

the use of interviews as a form a data collection to be one of the most important sources for 

case studies. There are also different types of interviews that are suitable, such as in-depth 

interviews and focused interviews. Using an in-depth interview enables the researcher to use 

the interviewee as an “informant” rather than a respondent, as questions can be asked about 

facts of a matter as well as their opinions about events, and sometimes even gain his or hers 

own professional insight into certain occurrences. The success of a case study can often rely 

on finding such key informants that are available not just for a single sitting but for an 

extended period of time (Yin, 2009). However, for this thesis it will also be necessary to 
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conduct more focused interviews that, according to Yin (2009), are likely to follow a certain 

set of questions from the case study protocol.  

 

Possible documentation available from the interview objects will be used as a complementing 

source of data. Yin (2009) highlights the importance of systematic searches for relevant 

documents for any collection of data. 

 3.5 Sample selection 
This part of the study will explain how our chosen sample company was selected, including a 

description of possible respondents. Due to the limitations presented in chapter one, a 

responding agent would have to be a producer of special events, i.e., responsible for the 

planning, marketing and evaluation. Based on this information we established the criteria for 

our sample selection to be respondent within an event management company.  

 

Since both of the researchers are residing in Luleå, the decision was made to carry out this 

case study on a local basis. This enables face-to-face interviews to be conducted even though 

there is a limited time frame. The local event management company Luleå Expo was selected 

based on the above mentioned criteria as well as the demand of locality. In Luleå Expo, we 

will conduct interviews with the project manager, as he is responsible for a broad range of 

events arranged in Luleå throughout the year and thereby has a complete overview of the 

different steps of the event management process. 

3.6 Data analysis 
Regarding case studies, Yin (2009) states that following of theoretical propositions is the most 

preferred strategy for data analysis. Our research pursues this type of strategy as we will be 

relying on the theoretical propositions that led to this case study, that were presented in the 

first two chapters. By using a within-case analysis, our collected data will be compared to the 

selected theories for this study. Miles & Huberman (1994), highlight that a qualitative data 

analysis mainly consists of data in the form of words. In this study, the qualitative data will be 

the words collected in the interviews, and will be analysed as such. Miles & Huberman (1994) 

also point out that data analyses consist of three consecutive activities, where the first step is 

data reduction. Here, data is narrowed down and organized in order to draw and verify 
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conclusions from the remaining data, which is focused and provides the most accurate 

information. The second activity is data display, where the researcher organizes the reduced 

data and displays it in a way that facilitates the conclusion drawing. The third and final 

activity will then be devoted to the conclusion drawing and verification, which is where the 

researcher can begin to decide what the findings actually mean. This can be achieved by 

looking at the different patterns, explanations and propositions and causal flows in the data. 

 

3.7 Validity & Reliability 
Validity is a vital aspect when conducting research, as it determines whether the eventual 

findings actually deal with what they were intended to be about (Saunders, 2009). 

Consequently, it will confirm the quality of empirical research. 

 

Yin (2009) has identified different types of validity tests, of which we will be using the 

following:  

 Construct validity: identifying correct operational measures for the concepts being 

studied. 

 External validity: defining the domain to which the findings of a study can be 

generalized.   

 Reliability: Demonstrating that the operations of a study - such as the data collection 

procedures - can be repeated, with the same results.  

 

Construct validity concerns the importance of developing a sufficiently operational set of 

measures in order to avoid subjective judgements as data (Yin 2009). As we mostly rely on the 

project manager for the event management company, chances are that we might receive 

subjective data regarding their contribution to the territorial marketing. This is mainly due to 

the fact that it is a profit oriented company. Also, having only one interview object may result 

in a decrease of construct validity of the study. 

 

External validity is achieved when there is a possibility of generalizing the study’s findings 

beyond the immediate case study (Yin 2009). As we apply this case study on an event 
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management company in a city with approximately 74 000 inhabitants, the question remains 

if our findings will apply to communities of larger or smaller size.  

  

The reliability of a research refers to the degree of which the collected data will lead to 

consistent findings (Saunders, 2009). We aim to collect our respondents’ main opinions 

through interview-questions that are open for discussions. Our belief is consequently that the 

data will be consistent even if it is collected on different occasions or by other observers. 
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4. Empirical data 
 

In this chapter, the empirical data will be presented. The data was collected from the 

interview with the project manager of the local event-management company Luleå expo, as 

well as complementary information provided by the company in the form of fact sheets and 

statistics. Additional data is also provided from the official Luleå website1.  

 

4.1 Case presentation 
Luleå, founded in 1621, is located in the north of Sweden approximately 100 km north of the 

capital Stockholm. It is the capital of Norrbotten and seat of the county government. The city 

has approximately 74 000 inhabitants (as of 2010-12-31), and is currently experiencing a 

positive growth. It is a large port of export with one of the largest harbours in Sweden and the 

country’s fifth largest airport. Luleå takes pride in its successful sports teams, in particular the 

ice-hockey and basketball teams who are playing in the highest national leagues. It also 

claims to be one of the municipalities making the most investments in culture in all of 

Sweden.   

 

In 2003, the company Luleå Expo was founded, a company dedicated to the planning, 

performing and managing of events. From the very beginning, it was important to highlight 

the name Luleå in the events due to the close collaboration with the municipality. An example 

of this is LuleåKalaset, the annual city festival taking place throughout downtown Luleå 

during a few days in summer. This event originated from a survey by Luleå municipality for 

its citizens, where the demand for such a celebration was discovered. The municipality 

recognized the need and contracted the new event management company for this in the early 

years of the 21st century.  

 

Today, Luleå Expo has six employees and manages approximately six to seven of their own 

events every year. In addition to this, they sell their services and occasionally work for 

principals such as production companies, examples including Live Nation, Luger and TV4. 

All of the events are still taking place within the rural district of Luleå, mostly in the local 
                                                 
1 http://lulea.se/meromlulea.4.1b3cca0010971c286d280005543.html 
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arenas in the city. As mentioned above, Luleå Expo manages a number of projects of their 

own throughout the year. In addition to the previously mentioned summer city festival, there 

are also trade fairs and events connected to MICE (Meetings, Incentives, Conventions, 

Exhibitions). 2011 will also see the launch of two new large-scale events with the ambition to 

become annually recurring. During the first weekend of July, Luleå Midnight Swim will take 

place. This is an open water swimming competition which is unique in its kind as the 

contestants will commence the race shortly before midnight to continue on to the next day. 

The track will stretch around downtown Luleå, from its north harbour to the south harbour on 

the other side. Competing swimmers are local as well as national and even international. As 

for the other large event, there are existing plans of launching a Luleå Winter Fashion Week. 

Luleå Expo owns this project but is collaborating with a local trend and design bureau. Its 

goal is to become an international phenomenon to be compared with the likes of the already 

established Stockholm Fashion Week that attracts attention and journalists from all over 

Europe.  

4.1.1 Empirical Data RQ1: Special events and territorial marketing 

The organizing of events is the main element of Luleå Expo’s business idea, and it is therefore 

also necessary for the events in question to be profitable. There are however different types of 

demand among the visitors, which need to be met in order for the event to be considered 

successful. To clarify this, below is a comparison between LuleåKalaset and the annual spring 

fair “Vårmässan”, with local and national exhibitors.  

 

LuleåKalaset    Vårmässan 

 

 

 

 

 

 

 

 

 

Demand:  
Discovered through an extensive 
survey that revealed a need for this 
type of event among the citizens. It is a 
local celebration, and follow-up 
surveys have shown that the visitors do 
not always consider the supply of 
entertainment (i.e. the performing 
artists) to be the most important. 
Instead, they value the company of 
friends and family the highest.

Demand:  
Occasionally needs to be created in order 
to attract visitors. For this, the contents 
in addition to the exhibitors need to vary, 
for example through different themes 
every year as well as “celebrity” 
appearances that create media attention. 
Visitors demand varying activities such 
as lecturers and fashion parades etc. If 
they do not feel excited about the supply, 
they may not attend the fair from one 
year to another. 
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The company has a strong local connection; this does not only appear in their name but also in 

their close collaboration with the municipality of Luleå, as it is of prime concern for both 

parties to have a thriving city and region. Up until recently, the external marketing of Luleå 

has mainly involved the promotion of its natural resources and beautiful scenery as well as 

other endowed features. However, as a recent survey revealed for Luleå Kommun, this may 

have led to the fact that the inhabitants now consider the main feature of their city to be 

“outdoorsy”, while they find adjectives such as “cool” or trendy not to be fitting at all. Action 

has been taken with new promotional photos to express the more glamorous side of Luleå as 

well. 

 

As Luleå Expo markets events, the company also contributes towards boosting the positive 

image of Luleå. Through the use of internet, this takes place on a national as well as 

international scale. A current and up-to-date example of this is the information provided on 

the official website for Luleå Midnight Swim2. Here, the main focus is on the endowed 

features such as the long bright evenings and the ability to swim in open water right outside 

the city, as these are the features that enable the event that is the competition to take place. It 

is also because these features are practically unique for Luleå and the north of Sweden. There 

are also video clips available that displays extensive footage of the city and surroundings, as 

well as interviews that expose the viewer to both the endowed and created resources of Luleå. 

Luleå Expo was very optimistic about the positive impact of the marketing campaign, as the 

company had already been contacted by interested parties from all over the world. What 

differentiates the advertising campaign of Luleå Midnight Swim compared to the company’s 

previous events is the use of the worldwide social network Facebook as one of the main 

channels of advertising. The event has a Facebook page of its own, which has been receiving 

on average 300 clicks daily, as of yet. This has contributed towards increasing the attention 

for the event, and entries for the competition have been sent in all the way from countries as 

far as Brazil.  

 

                                                 
2 
http://www.luleaexpo.se/arrangemang/luleamidnightswim/2011/luleamidnightswim.4.4872d7c8128f460e8cf800
02815.html 
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As emphasized by the project manager, Luleå Expo will market the resources of the city 

differently depending on the event in question. Events such as trade fairs and MICE do not 

highlight the features of Luleå very much in their advertising as they are more general events 

which therefor lack in the specific local connection. Luleå Midnight Swim, as previously 

discussed, is clearly a summer event but features a vast amount of Luleå’s features in its 

advertising as it is directed to a broad international audience who may not be familiar with 

Luleå at all to begin with. LuleåKalaset on the other hand, is currently one of Luleå Expo’s 

largest events, but its advertising is mostly conducted on a regional level, i.e., in Norrbotten.  

 

According to the survey that was conducted among visitors at LuleåKalaset 2010, 93% of the 

festival’s visitors came from Norrbotten. 55% of the total amount of visitors consisted of 

inhabitants of Luleå. This reflects on the advertising, although it is worth noticing that the 

slogan “från hamn till hamn” (from harbour to harbour) also puts some emphasis on the 

unique feature that Luleå city has with its north and south harbour – there is water 

surrounding the city centre. This resource also comes through in the vast amount of water 

activities available due to the close proximity to the sea. Although locally advertised, the 

event has recently gained some national publicity due to an artist choice. The internationally 

renowned singer Tom Jones will perform at the 2011 edition of LuleåKalaset and this has 

been mentioned in different newspapers across Sweden. Plenty of local acts also get the 

chance to perform during the festival, which lasts for three days. They do not however, in 

most cases, manage to create any attention on a national level. The project manager 

emphasizes how just about any mention of an event will reflect positively on both the 

company and Luleå in particular. Publicity is purely positive when it comes to raising interest 

and creating curiosity about a happening. In the words of the Luleå Expo project manager: 

“For us to get the opportunity to present a world-famous artist such as Tom Jones is not just a 

great honour for us, but for the entire municipality of Luleå.” 

4.1.2 Empirical Data RQ2: Benefits achieved from special events 

Events help contributing to Luleå becoming a more festive and active city where relationships 

are being created and/or strengthened, in particular during local celebrations such as 

LuleåKalaset. People in general value spending time with each other over food or beverages, 

which undoubtedly will increase the revenue for this sector. This applies to both local 
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residents going out to celebrate as well as visiting excursionists. The increased amount of 

excursionists that the event attracts will spend their money in the area while visiting and this 

will bring about a positive multiplier effect for the local trade. In addition to the visitors eating 

and drinking in the local restaurants, cafés and bars, they also spend money in the local shops 

and avail of services such as taxis. And if the visitors spend the night in the area, i.e. become 

tourists, they bring about a positive effect for the accommodation sector. In fact, it is quite 

common for all hotels in Luleå to be fully booked during LuleåKalaset, and Luleå Expo have 

the same hopes and expectations for the upcoming event Luleå Midnight Swim.  

 

Out of 408 respondents in the survey conducted by Luleå Expo in connection with 

LuleåKalaset 2010, 34.3% replied that their expenditure during the event exceeded 901 

Swedish kronor. This did not include the actual entrance fee for the evenings. 28.9% spent 

between 301-600 kronor, and 24.7% were reported to have spent less than 300 kronor. The 

remaining 12% had an average daily expenditure of 601-900 kronor.  

 

In order to get an understanding of the attraction of visitor flows surrounding an annual event, 

we were provided with information from the aforementioned survey conducted following the 

2010 edition of LuleåKalaset. Out of 439 respondents, an entire 85% had already visited 

LuleåKalaset before. Out of the repeat visitors, 60% had been to the event more than three 

times. 19% had visited three times while 13% had been to LuleåKalaset twice before. 8% of 

the repeat visitors had only experienced the event once before. The survey also aimed to find 

out the degree of satisfaction among the visitors by asking if the respondents would re-visit 

LuleåKalaset again. 79% answered this question with yes, while 18% per cent were 

undecided. 

 

As for further evaluation of the event  to reveal the perceived benefits from visitors as well as 

participants, Luleå Expo explain that even though there are existing methods for this, many of 

them are never fully completed. This is because of complexities due to a large number of 

visitors. The methods that the company has found to be the easiest to implement are 

interviews with exhibitors and some visitors as well as the use of surveys. However, they 

consider it to be difficult to achieve a substantial amount of respondents. The sample selection 
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for surveys can for example constitute of those who bought tickets for LuleåKalaset using 

their online ticket system, which for example in the case of the 2010 event were 71% of the 

respondents in the former survey. However, the project manager points out that there are 

existing difficulties for evaluation since there are about as many opinions about an event as 

there are number of visitors, not to mention the participators such as performers and 

exhibitors.  
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5. Data analysis 
 

In this chapter, the data collected will be analysed through comparing it to the theories 

presented in the conceptual framework in chapter two. The comparison will lead to a within-

case analysis, as the study is a single-case study. Here, patterns will be sought after in order 

to discover if the data fits the previous mentioned theories. As the data is being analysed, it 

will follow the three stages presented by Miles and Huberman (1994); data reduction, data 

display and drawing conclusions. A further presentation of the conclusions will take place 

ahead in chapter six. 

5.1 Analysis Research question 1: Special events and territorial marketing 
 

Table 5.1 displays a summary of the conceptual framework of research question one, in order 

to get a brief overview of whether the collected empirical data is supported by its preceded 

theories. 

 
Table 5.1 Special events and territorial marketing 

Masucci & Raviola (2005) Empirical Data Data supports theory 

1. Celebration with emphasis on local 
values and symbols 

Survey revealed the need 
for an annual local 

celebration, which is 
highly popular among the 

residents of the region. 

+ 

2. Importance of local area connection 

Collaboration with 
municipality and use of 
Luleå in both company 

name and events 

+ 

Pilotti et al., (2011) Empirical Data Data supports theory 

3. Promotion of created and endowed 
resources 

Main emphasis is on 
endowed resources which 

are displayed through 
videos and photos. 

Created resources are also 
used, but not as frequently 

? 

+ Agrees/fits/supports theory 
- Do not support theory 
? Fits/supports/agrees somewhat with theory 
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Overall, the theories presented for research question one somewhat fit when comparing them 

to the collected empirical data. As for theory 1 by Massuci & Raviola (2005), we find that a 

celebration with local values and symbols is highly relevant for Luleå, as the city has an 

annually recurring city festival in the summer, where local artists get to perform alongside 

with artist of national fame. It offers an opportunity for the residents in the local area to get 

together and celebrate for three consistent days, with emphasis on the positive spirit of the 

community. It is one of Luleå Expo’s biggest and most popular events with visitors coming 

from all over the Norrbotten region, however the local event has not managed to achieve a 

national breakthrough, with only 7% of the respondents in the LuleåKalaset 2010 survey 

coming from outside the region.  

 

The event management company recognizes the importance of the local area connection and 

this follows through in their consequent use of the city’s name in both the company name as 

well as in practically all of their own projects. The company has also recently developed 

collaboration with the municipality which allows for further local integration in the planning, 

marketing and accomplishment of events. Here, we find the data collected through the 

interview with Luleå Expo’s project manager to have a strong compliance with the selected 

theory. 

 

As for the use of the city’s competitive advantages in the form of created and endowed 

resources, Luleå Expo has no intentional strategy of using these as a part of territorial 

marketing for the city of Luleå when promoting their events. However, they provide videos 

and photos of Luleå online through event websites that reaches viewers from all over the 

world. For example, in the case of Luleå Midnight Swim, there are videos of the city during 

the summer months where the endowed resources such as the water surrounding the city and 

the archipelago are being emphasized. And the name Midnight swim promotes the bright 

nights of Luleå, which also can constitute as an endowed resource. These videos and photos 

etc. contribute to the territorial marketing since the event is promoted on an international 

level, and consequently informs viewers from all over the world about Luleå. The created 

resources of Luleå are also being highlighted but in a significantly smaller scale. Those who 

looks at videos and photos provided are being informed mostly about the nature of Luleå and 
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very little about shopping, nightlife, entertainment and so on.  Therefore, our collected 

empirical data fits somewhat to the theory. 

5.2 Analysis Research question 2: Benefits achieved from special events  
 

Table 5.2 below is laid out to present how the chosen theories regarding the impacts of special 

events coincide with the collected empirical data. 

 
Table 5.2 Benefits achieved from special events 

Masucci & Raviola (2005) Empirical data Data supports theory 

1. Direct and indirect impacts 

Events bring direct 
economic revenues to the 
event organizers as well 
as indirect impacts on 

both local economy and 
the city 

+ 

Della Lucia et al., (2010) Empirical data Data supports theory 

2.  Economic impacts and flows of visitors 
Follow up surveys are 

made to identify new and 
returning visitors as well 
as their buying behavior. 

+ 

 
+ Agrees/fits/supports theory 
- Do not support theory 
? Fits/supports/agrees somewhat with theory 

 
 
Masucci & Raviola (2005) provides theory which explains how an event can result in direct as 

well as indirect impacts on society. Luleå Expo agrees with this, as they are mainly a profit-

driven company they benefit from the direct impact in the form of economic impact and 

number of visitors. They also recognize that the execution of special events has positive 

indirect impacts on the local economy (increased revenue in food and accommodation sectors, 

among others) and the city itself (increased attention/marketing opportunities).  Here, we see a 

strong agreement between theory and empirical data. The theory presented by Della Lucia et 

al., (2010) focuses on how the economic impacts and visitor flows can be used as ways of 

measuring the benefits that can be obtained from the hosting of an event. Luleå Expo 
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measures and evaluates these benefits by conducting follow-up surveys in an attempt to reveal 

the expenditure of the visitors of the events. These surveys also aim to identify the visitor 

flows, i.e., separate them into new and returning visitors and find out what makes the event in 

question appealing to them.  

  



30 
 

6. Findings & Conclusions 
 
This following chapter will conclude the thesis, which has had the purpose of examining how 

special events can be used strategically to constitute a part of territorial marketing. We will 

present the answers to our research questions stated in chapter one and thereby also present 

the finding and conclusions of the study. At the end of the chapter we will provide 

implications for theory and practitioners as well as implications for further research. 

 

6.1 Research question 1: How can special events contribute to the territorial 
marketing of a community, city or town?  
 
The findings of our research have clarified the fact that special events can be a very helpful 

tool to use in the area of territorial marketing. The main objective of the sample company is to 

plan, market and manage events, but in doing so they also contribute to the marketing of the 

territory in which they operate. Special events held in a specific location create positive 

attention for the city and surrounding area in their marketing campaigns. However, we 

discovered it to be a significant difference in the marketing execution depending on if the 

event is aimed at a local, national or even international audience. When marketing an event 

with the possibility to create attention on a global scale, for example advertising on the 

internet, the endowed resources of the territory are emphasized in order to point out the 

unique features available. If these features are presented attractively, they bring about a 

positive setting for the event as well as creating interest and possibly even attracting visitors 

to the area. We discovered that territorial marketing of the city where our sample company 

operates has predominantly been accentuated by its endowed resources, but is now attempting 

to highlight their created resources as well, in order to promote a new modern image. This 

will widen the marketing concept of Luleå. 

 

The empirical data of the study did not reveal whether the aim of the annual summer festival 

LuleåKalaset is to remain a local festivity, or if the future aim of the event management 

company is to expand its audience by marketing the event on a national level in order to 

attract visitors from other regions in the country. As of today, the marketing is limited to the 

surrounding region of Norrbotten, and the distribution of visitor flows confirms that the local 
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visitors of the event are clearly predominant. It can be described as a local celebration and 

findings reveal that it is highly appreciated among the visitors. 

 

Overall, we find that the sample company has a strong local area connection, besides the fact 

that it is the only event management company of its kind in the city. It is consistent in the use 

of the city’s name in both company name and event titles. The company also has an on-going 

collaboration with the municipality which increases its embeddedness in the local area. 

 

We have reached the following conclusions regarding research question one: 

 

 Special events can be a highly useful contributor for territorial marketing. 

 The contribution towards territorial marketing can differ depending on if the event is 

marketed on a local, national or international scale. 

 In order to attract a wider segment of visitors, both endowed and created resources 

respectively need to be a part of the marketing.  

 

6.2 Research question 2: How can the benefits from hosting special events as 

part of territorial marketing be described? 
 

This study has clarified that special events can result in a variety of positive benefits, both 

direct and indirect, for the city of where our sample company operates. Beyond the direct 

economic impact that the event management company benefits from, the commercial and 

industrial life of the city indirectly experiences positive influences due to increased sales and 

revenue throughout several different business sectors. We also discovered that special events 

have other indirect impacts such as creating an atmosphere of celebration which may result in 

increased attention as well as the enhanced festive and lively image of the city.  

 

We found that there are existing complexities for evaluation if there is large number of 

visitors to the event, and the difficulties to follow through these evaluations are also 

noticeable. This applies even though statistic measures such as the amount of visitors, their

average expenditure and loyalty in visitor flows etc., can be discovered through surveys. We 
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consider there to be possibilities of improving the ways of evaluating the events. Measuring 

the impacts of an event should be of high interest for the event company, the municipality as 

well as the commercial and industrial life.  

 

The following conclusions for research question two have been made: 

 

 Visitors of special events bring a positive economic impact for event management 

companies as well as hosting cities. 

 Special events contribute to making the hosting city more festive and active which 

brings about a positive community feeling. 

 Special events can create a positive influence on the attention and marketing 

opportunities of the city. 

 

6.3 Implications 
The final section presents implications and recommendations for both theory and 

management. It also provides recommendations for further research in the area. 

 

6.3.1 Implications for Theory 

In this study, the purpose has been to gain a deeper understanding on how special events can 

be used as a part of territorial marketing, by answering two research questions on how special 

events can contribute to territorial marketing and how the achieved benefits from hosting 

special events can be described. In order to explore the stated research purpose, we have 

presented definitions of the concepts of special events and territorial marketing. By obtaining 

data to answer the stated research questions and draw conclusions from, we have begun to 

explain the relationship further.  

6.3.2 Implications for Practitioners  

The implications for practitioners presented here can be considered as suggestions to 

management, based on the data and findings of this study. As it involves one single company 

in the event management business, these recommendations specifically relate to the situation 

of this particular company.  
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The analysis of the empirical data leaves us convinced that the created resources of a territory, 

where applicable, should be marketed alongside with its endowed resources. By implementing 

this, it can help the region avoid being labelled either as a location that merely offers scenic 

features or that lack natural resources altogether. This will benefit both the event management 

company and the city itself.  

 

As for the identifying of achieved benefits brought by special events, we would recommend 

for more resources to be devoted towards the evaluation of these. After analysing the data, we 

find that more extensive evaluations will help identifying the direct and indirect benefits as 

well as providing a more efficient tool for measuring the force of attraction on tourist flows. 

 

6.3.3 Implications for Future Research 

Territorial marketing and special events are both relatively new areas of research, which 

means there is still a lot to be discovered. As our research was delimited to cover only a 

narrow field, we would like to suggest the following areas for future researchers to take into 

consideration when conducting further studies:  

 

 In the area of the contribution of special events for territorial marketing, it would be 

interesting to conduct a study from the visitors and/or resident’s perspective as it 

might discover additional benefits and impacts.  

  Since our research consists of a single-case study, we also recommend further 

research of other event management companies in order to see how their perceptions 

differ. 

 It would be interesting to explore whether the contribution and use of special events 

for territorial marketing differs between cities and regions on a smaller or larger scale.  

 In addition, we recommend more research do be conducted on how special events 

affect other areas such as local trade. 
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            Appendix 1 
Interview guide – Luleå Expo 
 

 Hur många event anordnar Luleå Expo/år? 
Sker alla företagets event inom Luleå-området? 
 

 Finns det återkommande event, och i så fall vilka?  
Varför återkommer dessa? På grund av specifik efterfrågan eller andra orsaker? 

 
 Gör ni event som uppdrag åt andra, och i så fall vilka?  

 
 
RQ 1: 
1) Vad anser ni är de viktigaste beståndsdelarna för ett lyckat event?  

 

2) Hur anser Luleå Expo att deras event bidrar med för Luleå som helhet?  

 

3) Hur marknadsförs staden Luleå under Expos event?  

 

4) ”Integreras” Luleå stad i Expos event, och i så fall vilka egenskaper och resurser 

(natur, kultur, shopping, nöje?). Etc.?  

 

5) Anser Du att det är viktigt att Luleå marknadsförs i samband med ett event, och i så 

fall varför? 

 
RQ 2: 
6) Från Expos perspektiv; vilken påverkan har event på staden (invånare, näringsliv,

företag) etc.?  

      Finns det olika direkta och indirekta effekter, och i sådana fall vilka?  

 

7) Hur utvärderar ni huruvida ett event har varit framgångsrikt?  

     Är detta främst ur ekonomisk synvinkel eller även baserat på kundnöjdhet?  

     Hur mäts detta?  
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      Appendix 2 

Interview guide – Luleå Expo 

 
 How many events are organized by Luleå Expo every year? 

Do all companies’ events take place in the region of Luleå? 
 

 Are there recurring events, and if so, which ones?  
Why these? Due to a specific demand or other existing reasons?  
 

 Does Luleå Expo organize events for other principals, and if so, which ones?  
 
 
RQ1:  

1) What do you consider to be the most vital components of a successful event?  

 

2) How does Luleå Expo see their events contributing to Luleå as a whole?  

 

3) How is the city of Luleå marketed during Luleå Expo’s special events?  

 

4) Is Luleå “integrated” in Luleå Expo’s special events, and if so which features and 

resources? 

 

5) Do you consider it important for Luleå to be marketed in connection with an event, 

and if so, why?   

 
RQ2:  
1) From your perspective; how do special events affect the city (in terms of both 

residents, commercial life and enterprises)?  

Is there separate direct or indirect effects, and if so, which ones?  

 

2) How do you evaluate whether an event has been successful?  

Do you consider this mainly from a financial point of view or customer 

satisfaction?  

How is this measured?  
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