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Abstract 

This thesis is about how exchange students perceive Luleå’s city branding but also to see how 

much Luleå municipality is visible towards students. By connecting the decision-making-process 

that the exchange students have had before arriving in Luleå, it is possible to see if the exchange 

students choose a location for educational purposes or tourism attractions. Luleå municipality 

has during a period of time focused on city branding through different media to reach a broader 

crowd. By connecting to exchange students it was interesting to see if the city branding has 

affected the exchange students in their decision-making-process to study in Luleå and at LUT. 

Glover (2011) used a framework that describes students’ process of deciding to go abroad, either 

for educational purposes or for tourism attractions. The Glover model (2011) also added 

Mazzarol and Soutar’s push- and pull strategy (2002) that consists of different factors that can 

affect a student decision-making-process. 

 

This thesis main foundation lies in the Glover model (2011) and the push and pulls factors that 

Mazzarol and Soutar (2002) state. Therefore, the results of this research are that it is a mixture of 

educational and tourism attractions which make the exchange students choose Luleå and LUT 

for their period abroad. The main reason why the exchange students choose Luleå and LUT was 

because of the friendship deal between the universities. This indicates, together with the fact that 

students who decide to study abroad usually decides this prior to gathering information, that the 

model can be improved since it does not show the reality properly. Additionally, the city 

branding that Luleå has worked with for a period of time has not reached exchange students. 

This can be because Luleå municipality has not targeted exchange students as a group in their 

marketing strategy. 

  



 

 

Sammanfattning 

Denna uppsats handlar om hur utbytesstudenter har upplevt Luleå kommuns marknadsföring av 

staden men också för att se hur synlig kommunen är gentemot studenter. Genom att utforska hur 

utbytesstudenters beslutstagarprocess såg ut innan de kom till Luleå och Luleå Tekniska 

Universitet, så är det möjligt att ta reda på om platsen de väljer är för studier eller för turism. 

Luleå kommun har under en tid fokuserat på att marknadsföra staden genom olika medier för att 

nå en bredare grupp människor. Genom att anknyta till utbytesstudenter så har det varit intressant 

att utforska om det påverkar deras process, för att ta beslutet att studera i Luleå och på LTU. 

Glover (2011) använder ett ramverk som beskriver studenters beslutsprocess av att åka 

utomlands för studier eller för turistattraktioner. Modellen inkluderar även Mazzarol och Soutars 

push- och pull strategi (2002) som består av olika faktorer som kan påverka en students process 

för att ta beslut. 

 

Uppsatsens viktigaste grundsten består i Glovers modell (2011) samt push- och pull strategin 

som Mazzarol och Soutar (2002) nämner. Genom dessa har resultatet av denna forskning funnit 

att det är en mix utav studier och turistattraktioner som bidrar till utbytesstudenters val att 

komma till Luleå och LTU för deras utbytesperiod. Den huvudsakliga anledningen till varför 

utbytesstudenter väljer Luleå och LTU är på grund av de samarbetskontrakt som universiteten 

har med varandra.  Det indikerar, tillsammans med faktumet att de studenter som väljer att 

studera utomlands bestämmer det innan de börjar söka efter information, att modellen kan 

förbättras eftersom den inte tillräckligt reflekterar verkligheten. Utöver det, den marknadsföring 

som Luleå kommun har jobbat med under en tid har inte nått ut till utbytesstudenter. Det kan 

bero på att Luleå kommun inte har pekat ut utbytesstudenter som en viktig grupp för deras 

marknadsföringsstrategi. 
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1. Introduction 

In this chapter the background of the thesis will be presented, where the background of city 

branding will be introduced. Thereafter, the problem discussion, where Luleå and Luleå 

University of Technology will be introduced followed by the overall purpose together with the 

research questions of this thesis will be explicated. Finally, the delimitations made for this thesis 

will be provided. 

1.1 Background 

“A successful brand is a name, symbol, design, or some combination, which identifies the 

‘product’ of a particular organization as having a sustainable differential advantage.” 

Definition of a successful brand by Peter Doyle (1992) 

 

Branding has become a necessity for companies and even institutions to differentiate themselves 

from each other. Brands are a help for customers in their decision-making-process (Doyle, 1992) 

and a strong brand results in competitive advantages (Cubillo, Sánchez & Cerviño 2006). Doyle 

(1992) points out a few different factors that influence the decision-making-process such as 

habits, perceptions, experience, characteristics and brand image. Therefore, every marketer has 

to know the elements and factors that influence the customer to make a purchase, this relates 

even to services such as education.  

 

Additionally, it is essential to understand the relationship between the influencing factors of the 

decision-making-process. However, it is also important to have the knowledge of customers’ 

interpretations of brand image, image of country and university, as well as competitive 

advantages is important for marketers. (Cubillo et al. 2006) According to Kavaratzis and 

Ashworth (2005), branding is a communication tool that is a two way process. Their model is 

shown in the following figure. 
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Figure 1.1: Brand identity, brand positioning and brand image 

SOURCE: Kavaratzis & Ashworth (2005) 

 

The Kavaratzis and Ashworth model (2005) shows that a successful brand has one identity, one 

positioning and one image. The central side, the consumer’s side, is where the brand image and 

perceptions of quality and values, as well as emotional connection are built. Whereas the brand 

identity is built inside the company or institution by how the owners want the brand to be 

perceived.  

Branding is not only used for marketing services and products but also countries, regions and 

cities have started to use branding to differentiate themselves from others. Places have felt an 

urge, for some time, to differentiate themselves from one another to display their own 

individuality and further characteristics to gain economic, political or social objectives 

(Kavaratzis & Ashworth, 2005). Therefore, the need of city branding has become a concept 

which recently has been discussed frequently by scholars (Gertner, 2010). It is also something 

which cities today are making use of in their marketing approach to gain competitive advantages 

(Cubillo et al. 2006). 
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1.2 Problem Discussion 

Cities have, as mentioned above, started to brand their individuality to gain competitive 

advantage by showing the rest of the world what they have to offer. It is mainly to allure tourists 

to visit but also to create an emotional connection between the people and the city (Kavaratzis & 

Ashworth, 2005) in order to add value to the city brand. Furthermore, the city of Luleå has 

increasingly become aware of city branding and is beginning to use it for their goals of attracting 

people to stay but also to move to Luleå. Considering that Luleå is the location for the Luleå 

University of Technology (LUT), it appeared that it would be important to find out how Luleå’s 

city branding is targeting exchange students at LUT and how exchange students perceive it. 

 

Luleå, the city by the sea, has during a period of time focused on branding the city by 

collaborating with companies and the citizens to make Luleå a more attractive place to live in. 

By investing in city branding, Luleå municipality has tried to allure more people into moving to 

Luleå, visit the city for a period of time and to make current inhabitants to stay in Luleå. With its 

75.000 citizens, Luleå has been marketing themselves by connecting to the nature, the cultural 

experiences and the quiet atmosphere. During 2012 there were close to 3.830 people that moved 

to Luleå but still 3.360 moved out from the municipality. (lulea.se)
1
 Luleå University of 

Technology is the most northern university in Sweden, where approximately 19.000 students 

from all over the world comes to for their choice of education (ltu.se)
2
. Among these students 

there are 400-450 exchange students per year that comes to LUT for a period of time, mainly 

from France, Spain and Germany (statistics from International Office at LUT).  

 

Both Luleå as a city with its brand together with Luleå University of Technology and its brand 

have a strong connection to each other. This connection among university students may be the 

climate, the culture, the prestige of the university and the fun aspect of studying at LUT. 

However, this connection between the city and the university cannot be ignored, even though 

there are many other factors when it comes to deciding which university to study at. According 

to Srikatanyoo & Gnoth (2002), country image may create positive or negative associations and 

                                                           

1
 Retrieved April 15 2013 from: http://www.lulea.se/kommun--politik/kommunfakta/befolkningsstatistik.html 

2
 Retrieved April 15 2013 from: http://www.ltu.se/ltu/Organisation/LTU-i-siffror/Omsattning-1.90568  

 

http://www.lulea.se/kommun--politik/kommunfakta/befolkningsstatistik.html
http://www.ltu.se/ltu/Organisation/LTU-i-siffror/Omsattning-1.90568
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beliefs regarding an institutions image. The student may be influenced by the standard of the 

institution, in their choice of location for their education. Furthermore, country image as well as 

institution image may affect student’s attitude towards the quality of the programme that is given 

at the institution (ibid).  

 

Therefore, this report main focus lies in investigating how Luleå’s city branding is targeting 

exchange students at LUT and how exchange students perceive it. This is where the questions of 

Luleå’s city branding arise. Because of this connection between the city and the university, the 

report will conclude with suggestions to improve Luleå’s city branding towards exchange 

students.   

1.3 Overall Purpose 

The overall purpose of this thesis is to explore how Luleå’s city branding is targeting exchange 

students at LUT and how exchange students perceive it. The focus will lie on exchange students’ 

perceptions. Therefore, the thesis will be founded on two research questions to get an overview 

of Luleå’s city branding and the connection to Luleå University of Technology. 

 

RQ 1: How is Luleå’s city branding targeting exchange students studying at LUT and  

  how do exchange students perceive it? 

RQ 2: How has Luleå’s city branding influenced the exchange students’ decision of 

 choosing LUT as their university? 

1.4 Delimitation 

For this thesis, it was necessary to delimitate the research which would be conducted and the essential 

reason for that was due to time constraints. The authors of this thesis have decided to explore city 

branding in Luleå and to make a connection to the local university. Additionally, a requirement of having 

an international aspect of the research made it interesting to focus only on exchange students currently 

studying at Luleå University of Technology. Finally, it ended up with a connection between Luleå 

municipality’s city branding efforts and exchange students at LUT. As presented previously, an overall 

purpose was derived from the delimitations and two research questions were created in order to reach the 

purpose of this research which has a focus on exchange students.  
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2. Literature Review 

This chapter will present previous studies that have been done, in order to support the research 

questions that are introduced in this report. In the end the conceptual framework will be featured 

by explaining which previous studies this report will use for collecting and analysing the data. 

2.1 Introduction 

Cities has a need to distinguish themselves from other cities, to address their individuality in 

various factors such as political, economic and peoples emotional connection towards the city 

(Kavaratzis & Ashworth, 2005). Therefore, the increased marketing by cities but also by 

countries and even regions has spread widely around the globe, to differentiate themselves. 

Many marketers assume that marketing a place is the same as marketing a product because the 

knowledge about consumer orientation is a foundation stone. However, consumer orientation, 

when marketing places, focuses on how the consumer encounters the city with physical, cultural, 

symbolical or other factors in order for the consumer to evaluate the city. These factors are 

connected to the place identity and image of the city. It is therefore crucial to do research and to 

segment the market. Furthermore, it is important to select a vision for the place to have the 

ultimate marketing strategy. Many marketers have the problem of not using city branding all the 

way, therefore many cities have to adopt only a part of the whole branding strategy, where 

slogans or logos is promoted. (Kavaratzis & Ashworth, 2005; 2008) However, Kavaratzis and 

Ashworth (2005) have also mentioned in their research the importance of relevant stakeholders 

and building a relationship between the city and the consumer. 

 

The increased opportunities for businesses have made the exportation of their products and 

services around the world possible because of the globalisation in today’s society. Even though 

the amount of competitors increases, businesses need to be able to provide customers around the 

world with their product or service. Therefore, the need of differentiation is needed to eliminate 

the competition active on the same market. Branding is a way to do this. (Srikatanyoo & Gnoth, 

2002) Universities around the globe struggles with building a strong brand name that can build 

an emotional connection to students and strong associations to high quality service and unique 

communication (Iqbal, Rasli, & Hassan, 2012). Therefore, universities have to use branding 
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strategies in order to strengthen the university brand (Iqbal et al. 2012) to attract students and 

differentiate them from the competition around the world. 

 

The process that students goes through when choosing a university can vary from student to 

student. According to Srikatanyoo & Gnoth (2002), the first level for a student when choosing a 

university is that they start by choosing a country and thereafter select an institution. This can be 

argued because there are other types of decision-making-processes which will be mentioned later 

in this chapter. The country image and reputation play an important role when it comes to 

choosing a university for international education (Srikatanyoo & Gnoth, 2002). They also state 

that “when customers believe that a country is able to produce high-quality products, they may 

perceive that the products produced in the country will generally be of high quality”. This also 

regards to services even though the tangible as well as intangible elements can implicate higher 

standards of quality attributes. According to Iqbal et al. (2012) image is important when it comes 

to the decision making process for students and key factors are quality, prestige, financial 

incentives and acceptance.  

 

On the other hand, Gertner (2010) states that it is the flow of information that affects students to 

choose a country and a university and this is also supported by Bourke (2000). According to 

Bourke (2000), students tend to consider countries which are information rich and up to date that 

is provided through the most effective communication way, where technology is an important 

element. Gertner (2010) mentions a few different factors such as media, family and friends 

related to word of mouth, travel guide books, movies and promotional literature that influence 

students. These factors can be related to geography, culture, history, famous people (Gertner, 

2010) but also country image that can either strengthen or weaken a brand (Srikatanyoo & 

Gnoth, 2002). While Cubillo et al. (2006) states that safety, cultural activities, university 

environment and quality of life are the main factors for students to consider. Some of these 

factors are supported by Mazzarol and Soutar (2002) state that knowledge, personal 

recommendation, environment, and social links as well as geographic proximity are what 

influence students when it comes to selecting a country to study in. 
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Every marketer has to know the factors that influence the customer to make a purchase, this 

relates to education as a service. Therefore, it is crucial for marketers to understand the 

relationship between those factors but also the knowledge of customers’ interpretation of brand 

image, image of country and university, as well as competitive advantages. (Cubillo et al. 2006) 

de Chernatony and Riley (1998) based their research on the model “Double vortex brand model” 

that is a functional model for managers to build and sustain their brand and is shown in the 

following figure. The left vortex focuses on the elements that managers can use to identify their 

brand inside the firm while the right vortex considers the consumer evaluation of the brand on a 

rational and emotional stage.     

 

 

Figure 2.1: Double vortex brand model 

SOURCE: de Chernatony et al. (1998) 

 

The model starts by explaining the elements, in the left vortex, that the manager has to take in 

consideration when creating a brand such as name, heritage, values, mission and vision, inside 

the firm. These elements can be of different importance and therefore be further apart from each 

other to mark their importance. The brand that is created in the left vortex is then evaluated by 

the consumer in the right vortex. In the right vortex the consumer give their perceptions that give 

the brand confidence that is focusing on the rational and emotional factors of the brand. The 
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rational factors describe the price and social benefits while the emotional describes the 

psychological positioning and personality trades. This confidence evaluation is an important part 

of the model when it comes to customer segmenting, product field and consumption situations. 

The vortex is spinning around the brand strategy as well as the consumers experience and 

perception of the brand changes. However, as the consumer gain more experience the rational 

and emotional factors will increase and after a while the consumer has built a relationship with 

the product or service. The result of the double vortex is to improve the brand value for all 

stakeholders. (de Chernatony et al. 1998)  

 

Bennett & Ali-Choudhury (2009) did modify the de Chernatony et al. model (1998) for their 

research where they argued that the vision, mission and internal values were elements which the 

students were uninterested in when choosing an institution. The model is shown in the figure 

below. 

 

Figure 2.2: A suggested model 

SOURCE: Bennett & Ali-Choudhury (2009) 

 

However, elements such as the social environment, the institution’s learning environment 

connected to student support, and the person’s prospects on graduation were highly valued by the 

students. Their research is based on three components that form the university brand; covenant, 
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quiddity, symbolic and external representation, that are based on other factors and indicators. In 

the end the university brand results in consequences that are cognitive-, conative-, affective 

responses and reputational consequences. (Bennett & Ali-Choudhury, 2009) 

 

According to Glover (2011), international students link education and travel no matter for how 

long of a period of time they stay. Glover (2011) assumes that tourism activities, information and 

destination imagery is important factors when it comes to deciding educational destination. 

Students already have an imagery of the countries they want to study in, already before deciding 

to study abroad. (Glover, 2011)  

 

By connecting the push- and pull strategy, Glover (2011) states that there are different factors 

that pushes and pulls the student to choose the host country, in other words, different factors that 

influences the student. The push and pull factors which Glover (2011) use is based on Mazzarol 

and Soutar’s (2002) research states that push factors function within the source country and 

causes the student to decide to study abroad. While pull factors take place within the host 

country to make the country as attractive for international students as possible. Several of these 

factors are based in the source- and host country, as well as the student such as language, the 

availability and quality of programmes and the geographic proximity.  

 

Mazzarol & Soutar (2002) states that the decision making process has three stages. In the first 

stage the student have to decide if education should be international or locally. This stage 

influences the student with the push factors. After the student has decided to study abroad the 

next stage is indicated by the pull factors to make the host country more attractive than other 

countries. Stage three is when the student makes the decision on which institution to study at; 

where different pull factors are defined. Factors based on the institution’s reputation such as 

quality, technological factors, the variety of programmes and courses to name a few. Glover 

(2011) has during her research found a framework that, combine the influences of education, 

tourism and general destination image, which is based on information sources. This framework is 

supported by different scholars who have found different factors that have resulted in the model 

presented in figure 2.3 below. 
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Figure 2.3: Conceptual framework of the combined influences of study, tourism, and general 

destination image on study and travel decisions 

SOURCE: Glover (2011) 

 

In the first stage, information source, tourism and educational marketing as well as media, word 

of mouth and previous visits influence the students to decide which country they want to visit for 

a period of time; this is connected to the country image. The destination image step connects the 

general country awareness; the educational views and perception refer to travel. By connecting 

the information and the decisions made in the first two steps the student make the final decision 

if the country is a place to visit as a tourist or for educational reasons. It is crucial to know that 

the decision making process is not a three stage figure because information is constantly 

collected and changing. (Glover, 2011) 

2.2 Conceptual Framework 

In this section, the theories that this report is based on is explained for both research questions. 

The theories that are presented below are the basis for this research. 

2.2.1 Framework 

There are a lot of theories which are applicable for the overall purpose and the research questions 

that this report focuses on. Examples of such models are about branding, student’s decision-

making-process and which factors influences students or customers to make a decision or a 

purchase. Both the de Chernatony et al. model (1998) as well as the Bennett and Ali-

Choudhury’s model (2009) is applicable for this research. The de Chernatony et al. model (1998) 
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is useful when it comes to identifying the different elements when it comes to consumers’ 

perceptions of products and services that in the end add value to all stakeholders. The Bennett 

and Ali-Choudhury model (2009) gives an overview of other elements that can be indicators for 

students when it comes to the decision-making-process. However, the de Chernatony et al. model 

(1998) is rather complex for the research and is focusing on a response relationship between the 

brand and the consumers’ perception. Even though the Bennett and Ali-Choudhury’s model 

(2009) is useful for this research it has been found that the model is more focused on what 

factors make a strong university brand instead of looking from the students’ perspective where 

the location also is important. 

 

The theory which then was found as the most relevant for this research is the Glover (2011) 

model that focuses on a student’s decision-making-process which is displayed with three stages – 

information source, destination image and decision. Why this model is applicable for this 

research is because both Luleå municipality as well as exchange students can be involved in the 

model. By using the Glover model (2011) it is possible to focus the research on if Luleå’s city 

branding influences the process of making a decision for students to study abroad, where both 

perspectives are implemented in the model. The Glover model (2011) is also a model that does 

not have to be modified for this research. 

 

The table below explains the Glover model’s (2011) different stages and the factors that are 

included, as well as the definitions for the Mazzarol and Soutar’s (2002) push- and pull strategy. 

The table also show how it will be applied in relation to the municipality of Luleå and exchange 

students at LUT. 

Table 2.1: Application of the framework 

Glover Model (2011) Definition Applicability 

Information Source Gathering of Information  

Tourism Marketing Nature and Climate. Municipality and exchange 

students. 

Education Marketing Prestige of the university. 

Available programmes and 

courses. 

Municipality and exchange 

students. 

Media Newspapers, Internet, TV. Municipality and exchange 

students. 

Word of Mouth Perceptions from family and Exchange students only. 
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friends. 

Previous Visits Perceptions founded by 

previous visits. 

Exchange students only. 

Destination Image Perceptions of the destination  

Tourism Tourism attractions. Municipality and exchange 

students. 

Study Educational views. Municipality and exchange 

students. 

General Country and destination 

awareness. 

Municipality and exchange 

students. 

Decision Making the final decision. Only exchange students. 

Tourism First/Tourism Only  Not applicable in this study 

Education First/Education Only  Applicable in this study. 

Mazzarol and Soutar (2002)   

Push- and Pull Strategy   

Push Factors within the source 

country that causes the student 

to decide to study abroad. 

Exchange students only. 

Pull Factors within the host country 

to make the country a more 

attractive country to study in. 

Municipality and exchange 

students. 

SOURCE: Authors’ own construction 

 

The framework that Glover (2011) has presented will be this report’s main foundation stone 

because it can be applicable for this study. As the table indicates, the model’s first two steps will 

be analysed together with the information collected from Luleå municipality. It will not be 

analysed with the final step of the model because it is decisions made by exchange students and 

the municipality can only influence this decision. Moreover, the data gathered from exchange 

students will be analysed together with all three steps of the model. Finally, the push- and pull 

strategy which was mentioned will also be included into the analysis.  

  



3. METHODOLOGY 

13 

3. Methodology 

The methodology chapter will present how the data will be collected so that the research 

questions can be answered properly and so that the overall purpose of the research can be 

reached. The sections in this chapter will be introduced and discussed in the following manner. 

Firstly, the purpose of research, the research approach and the research strategy will be 

described. Secondly, data collection and sample selection will be explained. Finally, data 

analysis and quality standards will be presented. 

3.1 Purpose of Research 

Research can follow three different purposes which are exploratory, descriptive or explanatory or 

by combining them. (Saunders, Lewis & Thornhill, 2012, p. 170) The overall purpose of this 

study is to explore how Luleå’s city branding is targeting exchange students at LUT and how 

exchange students perceive it. Two research questions have therefore been developed for this 

study: 

 

RQ 1: How is Luleå’s city branding targeting exchange students at LUT and how do 

exchange students perceive it? 

 RQ 2: How has Luleå’s city branding influenced the exchange students’ decision of  

 choosing LUT as their university? 

 

It is important to note that the first research question will be explored from two perspectives, 

Luleå municipality and exchange students at LUT. This is because it is what makes the study 

interesting as well as explorative and will make it possible to find any gaps, which might exist 

between what is done and what is perceived. However, the second question can only be 

answered by exchange students and is therefore only aimed towards them. Additionally, 

information provided by the municipality will help to understand the answer to it better. For the 

last chapter covering final conclusion and recommendations, it will be possible to provide Luleå 

municipality with suggestions on how they can improve their efforts of branding the city when 

targeting exchange students at LUT. 
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Based on this study’s research questions and overall purpose, it will be mainly exploratory 

because the area of research has to be explored and because of the answer to the first research 

question will be explorative in nature. However, the answers to the research questions need to be 

described and therefore a descriptive aspect will also be present. Both of the purposes will 

therefore be explained more in detail below. 

3.1.1 Exploratory 

When the purpose of research is to comprehend an area of interest, distinguish what is happening 

and to straighten out ones understanding of a problem, an exploratory study is a beneficial 

method. Saunders et al. (2012, p. 171) specify four examples on the ways of conveying an 

exploratory research and those are: search of the literature, interviewing experts, in-depth 

individual interviews or conducting focus groups. Exploratory research has the benefit of being 

flexible, and it is therefore important that the researcher is prepared to change direction as it is 

deemed necessary. (ibid) 

3.1.2 Descriptive 

As the title suggests, a descriptive research purpose is to get a precise “profile of events, persons 

or situations and is often a piece of an exploratory study or an explanatory, where the later one is 

more common”. (Saunders, et al. 2012, p.171) Descripto-explanatory studies are research 

projects which has a descriptive purpose but as a precedent to an explanatory purpose. (ibid) 

3.2 Research Approach 

When deducting research, there are different research approaches which can be taken. There are 

the mono methods, which are either the qualitative or the quantitative method, or there are the 

multiple methods. (Saunders et al. 2012, p. 160) Furthermore, a quantitative study according to 

Saunders et al. (2012, p. 161) is for when the data collection technique and analysis procedure 

create or apply numerical data. Questionnaires and statistics are two examples of what can be 

used in a quantitative study. A qualitative study is, in a sense, the opposite. It instead produces 

and applies data which are words, images or video clips but they are non-numerical. Interviews 

and categorisation of data can be used for a qualitative study. Table 3.1 below will further 

distinguish between quantitative and qualitative data.  
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Table 3.1: Differentiating between quantitative and qualitative data 

Quantitative data Qualitative data 

Based on meanings derived from numbers Based on meanings expressed through words 

Collection results in numerical and standardised 

data 

Collection results in non-standardised data 

requiring classification into categories 

Analysis conducted through the use of diagrams 

and statistics 

Analysis conducted through the use of 

conceptualisation 

SOURCE: Adapted from Saunders et al. (2012, p. 547) 

 

The table presents what kind of data most common when using either a quantitative or 

qualitative method. It is shown that quantitative data is more related to numbers, statistics and 

diagrams as well as standardisations is essential here. Whereas, qualitative data is more focused 

on words and meanings, classification, organisation and conceptualisation, and is non-

standardised in nature. It is also possible to use multiple methods which are made up of different 

combinations of quantitative and qualitative studies. (Saunders, et al. 2012, p. 161) However, for 

this study a qualitative approach will be used since the aim is to gain understanding of Luleå 

municipality’s efforts within city branding and how this has an impact on exchange students both 

before and during their stay here in Luleå and at LUT. An interview with the municipality and a 

focus group interview made up of exchange students will be conducted to answer the research 

questions and then the words will need to be analysed, categorised and classified, and it will be 

described and explained later in this chapter. 

3.2.1 Qualitative Research 

A qualitative research approach is according to Saunders et al. (2012, p.163) associated with the 

interpretive research philosophy. This means that the researcher aims to understand “the 

subjective and socially constructed meaning expressed about the phenomenon being studied”. 

Furthermore, it is argued that it is important for the researchers within this approach and 

philosophy to create trust, participation and understanding by operating in a natural setting or 

research context. (ibid) In addition, the research can be either inductive or deductive in its 

approach. Inductive means here that the phenomena is explored by first collecting data and then 

create or build theory. A deductive approach would be the opposite of inductive, where the 

theory is developed by reading academic journals and literature and thereafter commence the 

strategy for researching in order to test the theory. (Saunders et al. 2012, p. 144-145) Strategies 
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common in a qualitative approach are: action research, case studies, ethnography and narrative 

research. (Saunders, et al. 2012, p. 163-164) 

 

For this report, a deductive approach will be used since theory is reviewed and then the data is 

collected and analysed with the framework presented in chapter 2. It will be important to be in a 

natural setting which in this case will be at LUT, since exchange students are the focus for this 

research. A case study is the strategy which will be used to collect data and will be explained 

later in this chapter. Additionally, an interview with Luleå municipality will be conducted in 

order to gain understanding of the municipality’s efforts within city branding. The interview, 

which will be explained below, will then help as a support for when conducting the focus group 

made up of exchange students. 

3.2.2 Interview with Luleå Municipality 

For this study, an interview with the municipality of Luleå will be conducted before the focus 

group interview. This is because it is important to gain insights and understanding into Luleå 

municipality and their branding efforts of the city of Luleå. Another reason for conducting this 

interview in advance is that the authors have access to a representative of Luleå municipality 

who is willing to be interviewed of the topic which is being explored. Additionally, the insights 

and understanding which will be gained from the interview will be of significant help when 

conducting the focus group interview which will be made up of exchange students. The help is 

referred to what questions will be the most appropriate to ask. Then it will be possible to analyse 

the information from both interviews and find out if there is any gap of what is done and what is 

perceived between Luleå municipality and exchange students at LUT. The gap will be found by 

comparing the two interviews and its findings with each other. 

 

One reason for the personal interview was due to access, since after contacting Luleå 

municipality the authors gained access to a person who was willing to be interviewed, as 

mentioned earlier. The representative from Luleå municipality have given the green light to 

contact her if there are any further questions after the interview which is valuable for the 

research. Finally, the interview will be semi-structured. This is mainly because it will help the 

interviewers to have some key topics which needs to be addressed and also because it will leave 

room for adding follow-up questions which has not been thought of in advance. The choice of 
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using interviews is explained more in detail under section 3.4 Data Collection Method and the 

qualities of both interviews are discussed last in this chapter under section 3.7 Quality Standards.  

3.3 Research Strategy 

A research strategy is the course of action a researcher is undertaking in order to answer the 

research question(s). The research questions are the key to choosing what the course of action 

should be since the question(s) are working as a guide. It is also important to have a coherent 

research design so that all aspects of the methodology is connected and guided by the research 

questions and the overall objective of the research so that the questions can be answered. 

(Saunders et al. 2012, p. 173) 

 

The research questions which have been developed for this study are: 

RQ 1: How is Luleå’s city branding targeting exchange students studying at LUT and 

how do exchange students perceive it? 

RQ 2: How has Luleå’s city branding influenced exchange students’ decision of choosing 

LUT as their university? 

 

When deciding on what method to use there are three conditions which have to be evaluated 

according to Yin (2009, p. 8) These conditions are; the type of research question posed, the 

extent of control over actual behavioural events and the degree of focus on contemporary events. 

Within the social sciences, Yin (ibid) argues that there are five methods which can be used and 

they are presented in the table below. 

 

Table 3.2: Three conditions evaluated for different research methods 

Research Method Form of research 

question 

Requires control over 

behavioural events 

Focuses on 

contemporary events 

Experiment How, why Yes Yes 

Survey Who, what, where, 

how many, how much 

No Yes 

Archival analysis Who, what, where, 

how many, how much 

No Yes/No 

History How, why No No 

Case study How, why No Yes 

SOURCE: Adapted from Yin (2009, p. 8) 
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The table shows the different methods in connection with the research question(s), control over 

behavioural events and focus on contemporary events. By evaluating these conditions, it is 

apparent that a case study is the most appropriate method for this study. This is because the 

questions asked are formed with “how” there is no need for control of behavioural events and the 

focus is on contemporary events. 

3.4 Data Collection Method 

Yin (2009, p. 101) describes six of the most common sources of evidence used in case studies. 

These six sources are: documentation, archival records, interviews, direct observations, and 

participant-observation and physical artefacts. Furthermore, Yin (ibid) emphasizes on the 

importance of three principles which are very important for conducting high-quality case studies. 

These three principles are; (i) using multiple sources of evidence, (ii) creating a case study 

database and (iii) maintaining a chain of evidence. The principles will be described in more 

detail in the section for quality standards. The six sources of evidence are explained with the help 

of table 3.3 presented below.  

Table 3.3: Strengths and weaknesses for six sources of evidence 

Source of Evidence Strengths Weaknesses 

Documentation  Stable: can be reviewed 

repeatedly 

 Unobtrusive: not created as 

a result of the case 

 Exact: contains exact 

names, references and 

details of an event 

 Broad coverage: long span 

of time, many events and 

many settings 

 Retrievability: can be low 

 Biased selectivity: if 

collection is incomplete 

 Reporting bias: reflects 

(unknown) bias of author 

 Access: may be deliberately 

blocked 

Archival records  (Same as above for 

documentation) 

 Precise and quantitative 

 (Same as above for 

documentation) 

 Accessibility due to privacy 

reasons 

Interviews  Targeted: focuses directly 

on case study topic 

 Insightful: provides 

perceived casual inferences 

 Bias due to poorly 

constructed questionnaires 

 Response bias 

 Inaccuracies due to poor 
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recall  

 Reflexivity: interviewee 

gives what interviewer 

wants to hear 

Direct observation  Reality: covers events in 

real time 

 Contextual: covers context 

of event 

 Time consuming 

 Selectivity: unless broad 

coverage 

 Reflexivity: event may 

proceed differently because 

it is being observed 

 Cost: hours needed by 

human observers 

Participant observation  (Same as for direct 

observations) 

 Insightful into inter-

personal behaviour and 

motives 

 (Same as for direct 

observations) 

 Bias due to investigator’s 

manipulation of events 

Physical Artefacts  Insightful into cultural 

features 

 Insightful into technical 

operations 

 Selectivity 

 Availability 

SOURCE: Adapted from Yin (2009, p. 102) 

 

Another important thing to remember is that none of the different sources has an advantage over 

the others. Instead all of them have their pros and cons, and can complement one another and 

therefore a good case study would use multiple sources of evidence. (Yin, 2009, p. 101) 

However, due to time constraints for this thesis using multiple methods for gathering evidence 

becomes highly restricted. Therefore, it has been decided for this particular study to use 

interviews. Interviews are also one of the most important ones of the available sources of 

evidence (Yin, 2009, p. 106). There are also different ways which interviews can be carried out 

and in figure 3.1 different forms of interviews, based on the interaction between the researcher 

and the interviewee’s, are shown below in order to help clarify the choices made for this thesis. 

(Saunders, et al. 2012, p. 375) 
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Figure 3.1: Different forms of interviews based on interviewer and interviewee interaction 

SOURCE: Adapted from Saunders et al. (2012, p. 375) 

 

As the figure shows, the first decision which has to be made is whether to have standardised or 

non-standardised interviews. Standardised means that the questions asked are predetermined and 

identical and a questionnaire is commonly used for this. Non-standardised are interviews which 

are more commonly connected to qualitative research, and there the questions can follow themes 

with some key questions. The questions can vary depending on situation, the flow of the 

conversation or who is being interviewed. (Saunders et al. 2012, p. 374)  

 

For this research the design of the interviews will be non-standardised because a qualitative 

research approach is used and the time constraint is another factor as to why a questionnaire is 

not motivated for this thesis. Furthermore, there will both be a one to one interview which will 

be face-to-face and one to many interview which will be in a group designed as a focus group. 

The reason for this is because it will be possible to have both types of interviews face to face.  

 

Standardised 

Interviewer-administered 

questionnaires 

Interviews 

Non-standardised 

One to one One too many 

Group 

interviews 
Internet- and 

intranet-mediated 

(electronic) group 

interviews 

Internet- and 

intranet-mediated 

(electronic) 

interviews Focus 

groups 

Focus 

groups 

Telephone 

interviews 

Face-to-face 

interviews 
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In order to gain a more in-depth understanding of the research topic as well as providing insight 

into the area of research before the focus group interview, one interviewee will be from the 

marketing department from the municipality of Luleå. The reason for this interview was 

explained earlier in this chapter. The focus group, made up of exchange students, will help to 

answer the research questions since they are aimed towards exchange students. Furthermore, the 

structure of the interviews will be covered in the next section. In addition, it is important to 

mention that since only one source of evidence will be used, the validity of this research will be 

affected and this will be discussed under the section quality standards presented last in this 

chapter.  

3.4.1 Structure of the Interview 

Interviews can, according to Saunders et al. (2012, p. 376-377), be structured, semi-structured or 

unstructured. What type of interview structure which would be the most appropriate is based on 

the purpose of research and the research strategy and are presented in table 3.4 below. 

Table 3.4: Type of interview structure in relation to research purpose 

 Exploratory Descriptive Explanatory 

Structured  ◊ ◊ ◊ 

Semi-structured ◊  ◊ ◊ 

Unstructured ◊ ◊   

◊ ◊ = more frequent, ◊ = less frequent 

SOURCE: Adapted from Saunders et al. (2012, p. 377) 

 

Referring back to the section where the research purpose and strategy was discussed, it was 

motivated that the exploratory purpose is the dominant one for this research. In addition, a 

qualitative research strategy will be used to collect and analyse data. With that in mind as well as 

what kind of interview which will be conducted, the figure indicates that a semi-structured 

and/or an unstructured (in-depth) interview would be preferred.  

 

For the personal interview and the focus group interview, the structure will be semi-structured 

because mainly it will be a help for the interviewers to have some key topics which needs to be 

covered during the interviews when asking questions. Additionally, it is good to be able to have 
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the possibility to ask questions which have not been thought of before the interview, and it is also 

valuable when trying to find out more by asking a follow-up question not originally in the 

interview guide. Before the interview starts, the participant(s) will be briefed about the research 

topic so that they can understand what the focus is on. Furthermore, the focus group will be made 

up of exchange students as mentioned earlier and the sample selected is presented in section 

3.5.3 Focus Group Sample. The aim is that there will be about 6 to 8 participants in the group. 

Since the group will be rather homogenous, differences that might exist between genders, origin 

or age will be analysed. However, it will only be included in the analysis of data in chapter 5 if 

there are such differences. 

 

Moreover, the interviews will be audio-taped if the interviewee’s agrees to it. The reason why 

the interviews will be audio-taped is that it will be made easier for the authors to always be able 

to go back to the interview so that nothing important is left out or misunderstood when 

transcribing and analysing the data. For both the personal interview and the focus group 

interview there will be two interviewers because then it will be easier to handle the interviews 

when referring to asking questions, keeping the focus on the topic and on recording. If the 

interviewee’s do not agree to audio-taping, taking notes will be the main tool for keeping the 

data. It will also be important for the interviewers to meet up afterwards in order to write down 

the data so that nothing is forgotten.  

3.5 Sample Selection 

According to Saunders et al. (2012, p. 258-259), sampling is necessary because it is often 

impossible to collect and analyse all data relevant to the research because of restriction of time, 

money and access. Sampling is taken from a population of cases or elements, and the result is a 

sample of cases which represents the population. (ibid) Sampling is necessary when (i) it is 

impractical to survey the entire population, (ii) there are budget constraints which prevent 

surveying the entire population and (iii) there is a time constraint which also prevents surveying 

the entire population. This is valid no matter what data collection method that will be used. 

(Saunders et al. 2012, p. 260)  

 

In addition, there are two ways of sampling; probability and non-probability sampling. 

Probability sampling, Saunders et al. (2012, p. 258, 26-262) argue, is when the chance of every 
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case being chosen from the population is equal. It is usually connected to survey research 

strategies and is therefore not appropriate for this research. That is also because the intention is 

not to make generalisations on statistical grounds for the entire population. Non-probability 

sampling is when the chance of each case being chosen from the entire population is unknown. It 

is therefore not possible to make generalisations based on statistics in order to answer the 

research questions. Although, it is possible to answer questions formed with “what” and “how” 

with both sampling techniques. (Saunders et al. 2012, p. 262) Additionally, non-probability 

sampling will be used to answer the research questions and to reach the objectives of this 

research and will be explained more in detail. 

3.5.1 Non-probability Sampling 

The sample size when using non-probability sampling is vague and there are not any rules, 

compared to when using probability sampling. What is more important is the relation between 

the sample selection technique and the purpose of the research. The research questions and 

objectives is what the sample size is dependent on. (Saunders et al. 2012, p. 283) According to 

Saunders et al. (2012, p. 283) the minimum sample size needed, for when conducting semi-

structured or in-depth interviews, is 5 to 25 participants. This has been taken into consideration 

when the sample size for the focus group has been chosen. The sampling technique that was 

identified as the most suitable for the research was purposive sampling or judgmental sampling 

as it is also known, and was therefore chosen and will be explained further below (Saunders et al, 

2012, p. 287).  

3.5.2 Judgmental Sampling 

In judgmental sampling, it is the judgment of the researcher who selects cases which are the most 

suitable for the research in connection to being able to answer the research questions the best so 

that the overall purpose of the research can be reached. It is most commonly used when the 

samples in a case study are very small. Therefore, it becomes increasingly important to select 

cases which can provide the necessary information for the research. Additionally, the samples 

selected through judgmental sampling cannot be statistically generalised to an entire population. 

The selected cases are only based on the research questions and the overall purpose of the 

research. (Saunders et al. 2012, p. 287) 
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3.5.3 Focus Group Sample 

As was mentioned before, the sample technique which was chosen was judgmental sampling. It 

was conducted by contacting the exchange students which the authors already had a relation to, 

and asked them to ask friends or to direct to other exchange students. The authors gained access 

to a Facebook group where all exchange students at LUT is included provided that they have a 

Facebook account. There the authors posted information of the thesis and advertised that they 

were looking for participants who would be willing to participate. From these efforts, the sample 

selected for this thesis is presented in the table below. 

Table 3.5: Focus group participants 

Participant Origin Age 

Male South Korea 21 

Male Germany 24 

Male Spain 22 

Female Spain 23 

Female South Korea 21 

Female France 22 

 

As table 3.5 shows, the sample selected for the thesis consisted of 6 participants, half of them 

men and half of them women. They were from a variety of countries and of different ages. Most 

of the exchange students, who participated, arrived in Luleå in January 2013 and were staying 

for one semester. One of the participants had been here since September 2012 and was therefore 

staying for one year. Furthermore, most of the participants were studying within the technical 

sciences area along with some other courses such as Swedish for exchange students. It was taken 

into consideration that Saunders et al. (2012) suggested that unstructured or semi-structured 

interviews have 5 to 25 participants. In this case, 6 to 8 participants were searched for and in the 

focus group interview there were 6 participants as mentioned earlier. Due to time constraints and 

the limited knowledge of the interviewers, it was motivated to have a group of no more than 8 

participants but no less than 6 in order to make the research more valid.  

3.6 Analysis of Data 

Yin (2009, p. 127) emphasizes on the fact that the analysis of data when conducting case studies 

is the most difficult aspect because the area is not as developed as the other sections discussed in 

this chapter. By choosing a general analytical strategy, Yin (2009, p. 130) argues that that will 
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make the analysis of data less difficult and instead become more effective and efficient. There 

are four general strategies: relying on theoretical propositions, developing a case description, 

using both qualitative and quantitative data and finally examining rival explanations. These 

strategies will be briefly explained below. (ibid, p. 130-133)  

3.6.1 Relying on Theoretical Propositions 

As the most preferred strategy, relying on theoretical propositions mean that the objectives and 

design of the case study is based on propositions. These propositions reflect the research 

questions, the literature which has been reviewed and then possibly new hypotheses or 

propositions. Additionally, propositions help to know what data to focus on and which data that 

should be ignored. (Yin, 2009, p. 130) Questions formed with “how” or “why” and which the 

theoretical propositions are based on can be very valuable in directing the case study analysis. 

(ibid, p. 131) 

3.6.2 Developing a Case Description 

This second analytical strategy is less favourable according to Yin (2009, p. 131), because it can 

lead to disadvantages when the case study reaches the analytical phase. Developing a case 

description is to create a framework for organising the case study in a descriptive manner. This is 

common when a lot of data has been collected which have neither research questions nor 

propositions.  

3.6.3 Using both Qualitative and Quantitative Data 

Using both qualitative and quantitative data is probably more appealing to scholars or students at 

an advanced level. It requires knowledge of not only the case study itself but also of statistical 

techniques since both kinds of data are used to explain the key propositions of the case study. 

(Yin, 2009, p. 132-133) 

3.6.4 Examining Rival Explanations 

This analytical strategy works well with the three other strategies described earlier. The strategy 

is trying to identify and test rival explanations. (Yin, 2009, p. 133-134) 

3.6.5 Data Analysis Strategy 

For this research, the most suitable analytical strategy is the theoretical propositions, which as 

mentioned before is the most favourable one. The reason for this is because the case study design 

is based on theory and the collection of data has been formed by theory and the data itself will be 
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compared to theory. Additionally, the research questions are formed with “how”, and therefore, 

relying on theoretical propositions is the most beneficial analytical strategy for this thesis. 

3.6.6 Three Flows of Activity 

Additionally, Miles and Huberman (1994, p. 10-11) describes the analysis of qualitative data as 

being expressed by “three current flows of activity: data reduction, data display and conclusion 

drawing and verification”. Data reduction is the process of: selecting, focusing, simplifying, 

abstracting and transforming data. Deciding on the rows and columns and what data to put where 

and in what form is what data display is, or “you know what you display” as Miles and 

Huberman (1994) puts it. Conclusion drawing and verification is present from the very start of 

data collection as the researcher starts to note regularities, patterns, explanations, and begin to 

decide what things mean but is still keeping an open mind until the final conclusion is made. 

 

These three flows of activity will be implemented in the following chapters of this report so that 

the data is presented in the best possible way. The data reduction is made by analysing the two 

interviews, the personal interview and the focus group, with each other and with theory from the 

conceptual framework. Data display will be implemented by presenting carefully chosen data in 

tables and will be analysed so that conclusions can be drawn. 

3.7 Quality Standards 

The quality standard of research is very important since it is what makes the research credible by 

others. (Saunders et al. 2012, p. 194) In order to test the quality there are four tests which are 

commonly used. The tests are: construct validity, internal validity, external validity and 

reliability which will be briefly explained below. (Yin, 2009, p. 40) 

3.7.1 Construct Validity 

Construct validity is according to Saunders et al. (2012, p. 193) “the extent to which your 

research measures actually measure what you intend them to assess”. Furthermore, Yin (2009, p. 

41-42) points out that it is particularly challenging for case studies. However, there are three 

tactics to increase construct validity: (a) using multiple sources of evidence, (b) establish a chain 

of evidence, and (c) let key informants review the draft of the case study report.  
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By using multiple sources of evidence by triangulation, construct validity can be improved. This 

is because using multiple sources of evidence will automatically make any findings and 

conclusion more convincing. (Yin, 2009, p. 114-116) However, one challenge with using 

multiple sources of evidence is that it is more expensive and that the researcher(s) needs the 

know-how of many different ways on how to carry out different research methods (Yin, 2009, p. 

117). In this particular case, the researchers of this thesis find that their know-how is limited to 

interviews, but by having both a personal interview with the municipality of Luleå and a focus 

group makes the requirement for validity. Another important factor is time, which there is not 

enough of to gain the know-how of other research methods.  

 

Chain of evidence is, according to Yin (2009, p.122-124), to allow a reader of the research paper 

to be able to follow as well as go back and forth in the paper and be able to trace the steps. This 

is handled throughout the report by the different sections and subsections. These have all been 

discussed and then motivated for as well as connected between sections in order to follow a red 

thread which will work both ways, from the start to the end, and from the end to the start. Chain 

of evidence is in a sense more attached to reliability and will be described more in depth in that 

subsection. When it comes to letting key informants to read the draft of the case study report, the 

supervisor of this thesis will have read and supervised it from beginning to end. Fellow students 

conducted an opposition of the thesis as well, so that it could be revised and improved before it 

would be accepted and e-published. 

3.7.2 Internal Validity 

Internal validity is mainly for explanatory research, where case studies try to explain the relation 

between x and y (Yin, 2009, p. 42). Saunders et al. (2012, p. 193) states that internal validity is 

not applicable to studies which are exploratory or descriptive. Since this research is exactly that, 

internal validity will not be assessed further. 

3.7.3 External Validity 

External validity is related to generalisation. It refers to whether a case study and its findings can 

be generalised to other relevant groups. (Saunders et al. 2012, p. 194) Moreover, it is necessary 

to differentiate between statistical generalisation and analytical generalisation. Statistical 

generalisation is concerned with surveys which can be generalised to for example an entire 

population and is not for when conducting case studies. Analytical generalisation is when “trying 
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to generalise a particular set of results to some broader theory”. (Yin, 2009, p.43) For this thesis, 

the conceptual framework will be used together with the collected data in order to improve the 

external validity.  

 

Replication is another way on how to evaluate and increase external validity. By replicating it 

means to conduct a second or third case study where theory claims would provide the same 

results. This is common when using multiple-case designs, which is not being conducted for this 

research. (Yin, 2009, p. 44) 

3.7.4 Reliability 

Reliability is fulfilled if an investigator followed the same procedures as mentioned in this thesis, 

she or he would find out the same result and reach to the same conclusion by doing the very 

same case and not a replication as was mentioned in the previous section. The objective is to 

eliminate or reduce errors and biases in a study. (Yin, 2009, p. 45) According to Saunders et al. 

(2012, p. 192-193) it is essential to have thought through and assessed the research process so 

that it is clear and transparent.  

 

Yin (2009, p. 45) elaborates that by documenting the procedures through the use of a case study 

protocol and/or creating a case study database will improve reliability. The case study protocol 

for this thesis is in the form of the interview guides which are attached as appendices. By 

providing the interview guides it will increase the reliability so that a different investigator can 

conduct the same case study and come to the same findings and conclusions. Generally, 

reliability is dealt with by making as many steps as functional as possible which has been done 

by clearly and thoroughly explaining the procedures in this chapter as much as possible. 

3.7.5 Quality of the Interviews 

As with all methods for gathering data, there are always some quality issues which need to be 

addressed when preparing and conducting interviews. According to Saunders et al. (2012, p. 

380-381) there are four issues which need to be assessed and they are related to: reliability, 

forms of bias, generalizability and validity. These will be discussed one by one in the same 

order.  
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In connection with reliability which was discussed before, the lack of standardisation when 

conducting semi-structured or unstructured interviews is the main concern because it makes it 

more difficult for other researchers to gather the same results. It is also connected to bias, where 

there are three different forms of: interviewer bias, interviewee (or response) bias and 

participation bias which will be explained below. 

3.7.5.1 Different Forms of Bias 

Interviewer bias is related to the interviewers’ non-verbal behaviour, tone and comments to 

interviewee’s answers to different questions. This is based on that the interviewer tries to impose 

his or hers own beliefs and frame of reference. If the interviewer is not seen as credible or 

trustworthy, the information given might become limited, which affects the reliability and 

validity of the research. The perceptions about the interviewer are what can cause interviewee or 

response bias. However, it might also be related to the topic being discussed. If it is of sensitive 

nature, the interviewee might not want to or cannot discuss certain aspects of an area being 

explored, which will make the whole picture distorted in the interviewee’s favour. (Saunders et 

al. 2012, p. 381) 

 

Participation bias is according to Saunders et al. (2012, p. 382) related to “reduction in 

willingness to take part” because of the amount of time which is required for the interview 

process. This will affect the data collection, and needs to be addressed when sampling. 

Generalizability is whether the data produced can be applied to different settings. This is usually 

questioned when conducting qualitative research since the sample is small compared to a 

quantitative study. Validity in turn relates to what extent the researcher can gain access to the 

participants knowledge and experience and understands the meanings of the language used and 

intended by the participant. (Saunders et al. 2012, p. 382) 

3.7.5.2 Overcoming Data Quality Issues 

There are ways on how to overcome these data quality issues, and those will therefore be 

discussed. In connection with reliability, Saunders et al. (2012, p. 382) states that semi-structured 

or unstructured may not be intended for replication because they show the reality at the time it 

was collected, and it might change for when the research is conducted again. This is valid in this 

case since the topic being explored can change over time depending on for example Luleå 
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municipality’s efforts towards exchange students in the future and will then affect exchange 

students perception of city branding in Luleå. Although, as was mentioned earlier under the 

section for reliability, by providing the interview guides and making as many steps as possible 

clear, it is considered that the reliability of this research is still good because other researchers 

can refer to the guides and the process conducted for this thesis. 

 

Concerning interviewer and interviewee bias, Saunders et al. (2012, p. 382-383) provides a list of 

measures to overcome and these are presented in the figure below. 

 

 Your level of knowledge about the context of 

the organisation or culture of the group within 

which research interviews will be conducted 

 Appropriate use of open, probing, specific and 

closed questions and avoidance of leading 

questions 

 The level of information supplied by you to 

each interviewee 

 The impact of your behaviour during the 

interview 

 The appropriateness of the interview location  Your ability to demonstrate attentive listening 

skills 

 The appropriateness of your appearance at the 

interview 

 Your scope to summarise and test your 

understanding 

 The nature of your opening comments at the 

interview 

 Your ability to recognise and deal with difficult 

participants, where this becomes appropriate 

 Your approach to questioning  Your ability to record data accurately and fully 

Figure 3.2: Measures to overcome interviewer and interviewee bias 

SOURCE: Adapted from Saunders et al. (2012, p. 383) 

 

All of these measures will be assessed and discussed between the interviewers so that bias can be 

prevented. The interview guides will also help to prevent bias. The generalizability of this 

research is not applicable to an entire population, perhaps not even to all exchange students in 

Luleå. However, the study might provide Luleå municipality with some insights into how 

exchange students perceive their city branding at this point in time. This may help to improve the 

city branding towards exchange students in the future, and perhaps even to students in general to 

some extent. Validity of the interviews will be increased by carefully clarifying questions; asking 

for meanings of respondents answers and explores the responses from several angles. (Saunders 

et al. 2012, p. 383-384) 
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Moreover, the personal interview will be conducted in Swedish. This might indicate bias when 

translating the interview guide and the answers provided by Luleå municipality. However, both 

authors are fluent in both English and Swedish and the level of knowledge of the two languages 

is considered high. Therefore, bias can be prevented even though the translation between the two 

languages is conducted. 
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4. Data Presentation 

In this chapter the data that has been collected will be presented. The data presentation includes 

the data from the interview with Anneli Nilsson and from the focus group. To begin with, the 

data from the personal interview will be presented according to the interview guide, which is 

available as an appendix. After that, the data from focus group interview will be introduced in 

accordance with its interview guide, which is also available as an appendix.   

4.1 Interview with Anneli Nilsson 

In this section the data from Luleå municipality will be presented. It will be transcribed in the 

following manner. First, two different approaches of branding regarding Luleå city and Luleå’s 

image is introduced. Secondly, Luleå municipality’s connection to exchange students will be 

provided. Finally, the future plans which Luleå municipality has will be presented and will 

conclude this section. 

4.1.1 Luleå City Branding  

On the 7th of May 2013, Anneli Nilsson was interviewed, who are working with Luleå’s city 

branding and marketing questions at the municipality. By conducting this interview it was found 

that Luleå as a city has chosen to work with two different approaches regarding branding; Luleå 

as a safe and friendly working place, and Luleå as a city. Luleå’s city branding consists not only 

of the municipality but of many other organisations and businesses such as Luleå Hockey, 

Svedavia (the airport) and Luleå University of Technology. This can be presented as an umbrella 

brand where Luleå as a city is the foundation and there are organizations and companies that 

together build Luleå as a brand. However, the brand can also be seen as a platform where Luleå 

city is the base and then the other stakeholders are built from that. The strongest brands that are 

connected to the brand are Luleå Hockey and LUT.  

4.1.2 Branding Luleå’s Image 

Luleå’s image as a city is founded on three words: natural, relaxed and innovative. Natural 

focuses on the inhabitants’ way of being and the surrounding nature. Relaxed connects to the 

closeness to a quiet place close to the city, however it is also possible to enjoy the pulsating city 

atmosphere. Innovative is connected to high-quality research, economic growth and 

entrepreneurship. The group that the municipality brand themselves towards is mainly the 

inhabitants, who the municipality wants to feel that they are proud of being citizens of Luleå. 
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Towards students the municipality wants to mediate the innovative factor that the image of Luleå 

is founded upon but as well as the natural factor since some might not have experienced winter 

of the kind which is available in the north of Sweden. 

4.1.3 Luleå Municipality and Exchange Students 

Luleå municipality has pointed out students in general as a group of people that the city need to 

market themselves towards. Therefore, the municipality has divided the population into groups 

where they have pointed out students in general and not exchange students as one separate group. 

During the first week, the orientation period, when exchange students first arrive, they do receive 

folders with information and small useful items from the municipality. Additionally, regular 

students also receive this during the orientation period.  

 

The municipality has, as mentioned above, not pointed out exchange students as an important 

group for them to market themselves towards. However, the municipality is collaborating with 

LUT to spread the word of events and activities towards students. They market what students can 

do on their spare time such as visiting the culture house in central Luleå, Gammelstad Church 

town and the archipelago. The municipality also market what is unique with Luleå and where 

students can get an apartment. Together with the student union, the student city group and other 

organisations, they try to participate in different activities which are available for students. The 

municipality has not focused their branding that much towards students and especially not 

towards exchange students. However, they reach students by hanging up posters and through e-

mails that the student union sends out to students. These media are mainly in Swedish.  

4.1.4 Future Marketing Plans 

Future plans include a magazine which the municipality will print in both Swedish and in 

English. The magazine is included in the future plans of building a stronger connection towards 

students and exchange students. However, it takes time to establish these relationships between 

the municipality and students. The municipality has just started build these kinds of connections 

with students and they are still in the pre-phase of their branding strategy. However, Luleå 

municipality also has some work to do on flaws such as insufficient information and lack of 

apartments and student housing. There are also plans on becoming more involved in the 

activities provided during the orientation period, where Luleå municipality might plan some of 

those activities so that their presence is noticed by all students. Luleå municipality also 
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collaborates with the local church at Porsön where the university is located. There they are 

planning to have non-alcoholic events of different kinds starting this autumn. These are just a 

few examples of the plans which Luleå municipality has at this stage of their branding strategy. 

4.2 Focus Group Interview 

In this part, the transcribed interview from the focus group discussion made up of exchange 

students will be presented. It will be shown in the following way. Firstly, the decision-making-

process will be elaborated. Secondly, exchange students’ experience of living in Luleå and 

studying at LUT will be introduced. Finally, exchange students were asked if they would 

recommend Luleå, what they would improve and how they would describe the city and it will 

conclude this chapter. 

4.2.1 The Decision-Making-Process 

The focus group interview was conducted on Monday 20th of May. After a short introduction of 

the thesis and between the participants, the interview began by asking about their decision-

making-process for studying abroad and at LUT in Luleå. All group members agreed that their 

decision for studying abroad was their own decision but that the opportunity to do so was 

connected to their university’s friendship with other universities. Depending on what countries 

and universities was available through the friendship deal and on their personal preferences; 

those were the main factors for picking Luleå and LUT. One participant stated that LUT was the 

best university in Sweden which he had the possibility to choose from and it also fitted his major 

the best. He added that since he was from a country located close to the conveyor belt and then 

travelling to a country close to the North Pole, for him it was exciting to experience two different 

extremes. Another participant said that he wanted to go somewhere different, and his university 

only had friendship with one university in Sweden so the choice was not hard to make since 

there were no options.  

 

They all agreed that another reason for studying abroad in general was to improve their English, 

to travel within Sweden and to countries nearby and to experience different cultures. Most of the 

participants of the focus group said that their stay in Luleå for their exchange period was both for 

studying and for leisure. However, it was added that their grades from the courses at LUT did not 

matter as long as they passed them which for some would lead to leisure time being the dominant 
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reason for being abroad. Some added that since they are used to studying competitively, and 

because of certain courses with a lot of group projects it became important to study as well as 

having a good time. 

 

Before taking the final decision the participants gathered information in various ways. Internet 

was the number one source of information that was used by all the participants. Some had a 

personal contact with the International Office at LUT as well. Word of mouth was also 

mentioned, where one participant said she had been in contact with seniors who had been in 

Sweden for their exchange period and had received good reviews that way. The focus group all 

agreed that the information provided and the design of LUT’s website had been good and useful 

for finding the information which they needed. All those factors which have been mentioned so 

far are the factors which the focus group mentioned as important for their decision-making-

process. 

4.2.2 Exchange Students and Luleå 

The discussion then continued by talking about Luleå in more detail and the experiences of their 

stay so far. Some of the questions have already been covered above in regard to factors for 

studying in Luleå. However, the participants agreed that the nature was one factor which was 

especially attractive with studying in Luleå and in the north of Sweden because of the 

possibilities to travel to destinations such as Kiruna and the Ice Hotel. One added that he thought 

the experience of the midnight sun, the bright nights during spring and summer in contrast to 

extreme darkness in the winter period was fascinating. In Luleå and north of Sweden it is dark 

almost 24 hours a day during winter, but light then during spring and summer almost 24/7. 

 

Then the discussion continued by talking about their first week in Luleå when they had the 

orientation period at LUT which is during one week in January compared to two weeks in 

September. When the question about whether they had been greeted by Luleå municipality, the 

participants did not really know. However, when the interviewers mentioned the folders which 

they should receive with information such as a map and a timetable for the local buses, they 

understood better. Unfortunately, this information was for them from the LUT organisation 

LURC (Luleå University Reception Committee) and the International Office which takes care of 

exchange students. None of the participants saw the folders as coming from Luleå municipality. 
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After that the interviewers brought up the dinner at “Kulturens Hus”, the house of culture, in 

central Luleå which the municipality arranges. An entirely different response was received then. 

The focus group said that the dinner had been really good and fun. They thought it was really 

nice that the mayor, Karl Petersen, had a speech and one participant found it very impressive that 

he could say several sentences in Chinese. Overall, the group agreed that they all had received a 

very warm welcome. 

 

Earlier this winter, Luleå municipality had arranged to make the biggest Facebook thumb on the 

ice made up of Luleå citizens in order to break a Guinness record. The interviewers asked 

whether they had received information about this event, and if they had participated in this or 

not. One said that he had found the information about it on Facebook in the group created for 

exchange students. However, since he had something else to do that day he could not participate. 

Otherwise, a few others of the group did participate and all of them had gotten the information 

through the Facebook group. This is how they generally receive information about events 

happening in Luleå and it is most likely provided by Swedish students who are active in the 

organisation LURC. 

4.2.3 Recommending, Improving and Describing Luleå 

Reaching the end of the interview with the focus group, one of the last questions asked was if 

they would recommend Luleå to their friends and family.  Most of the group would recommend 

Luleå. One participant said that because it is a place that one needs to experience for oneself she 

would suggest it to her friends and family both as a place to visit and a place to study. Another 

participant said that he would recommend Luleå as a city, but not as a place to study because he 

had problems catching up to the same level in Physics here at LUT since it was different from his 

university at home. Furthermore, he would also have wanted to see more courses available in 

English.  

 

When the participants were asked what they would have wanted to improve it was those two 

things mentioned previously and more buses, especially from Björkskatan, where many 

exchange students live, during winter and to increase the amount of buses which goes at night. 

Most of them felt that they would be more likely to travel into the centre of Luleå more often 

then. Another important thing that the group would like to improve is that more information 
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would be provided in English. This is in regard to events at LUT but also information about other 

events around Luleå. One participant said that because information was not provided in English 

and she did not understand the information in Swedish so she did not feel safe to participate in 

those events. 

 

Before the interview ended, the last question asked to the group was how they would describe 

Luleå with three words of their own choice. The words which were used the most were natural, 

cold, and friendly. Natural was chosen because of the environment, cold because of the 

temperature during winter which is also very long and then friendly about the citizens in Luleå. 

However, one participant said that people are friendly but he has to take the first step to start a 

conversation.  
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5. Data Analysis 

This chapter will analyse the presented data in the previous chapter together with a short 

introduction of the conceptual framework,, and explain how aspects of theoretical propositions, 

data reduction and data display will be used. The data collected from the personal interview and 

from the focus group will then be analysed with the conceptual framework and will then be 

compared to each other in an analysis as well. 

5.1 Introduction 

Glover (2011) states that international students link education and travel and tourism activities, 

information and destination imagery are factors which are very important when it comes to 

deciding where to study. By connecting the interview with Anneli Nilsson with Glover’s 

framework it can be seen that Luleå municipality is involved in the information source state and 

destination image state. The exchange students from the focus group are connected to all steps in 

the model. The information source state is factors that influence the exchange student to choose a 

country or a university by tourism marketing, education marketing, media, word of mouth or 

previous visits or a mix of these factors. Destination image is connected to general country 

awareness, educational views and perceptions of a country. When the student is in the decision 

stage the decision is made. Mazzarol and Soutar (2002) connect to different factors that push and 

pull the student to make a decision. The push factors are within the source country and that 

causes the student to decide to study abroad, while pull factors are within the host country to 

make the country a more attractive country to study in.  

5.1.1 Analysing the Data 

In the methodology chapter it was mentioned that when the data will be analysed, theoretical 

propositions will be used. This is implemented by analysing the data with the conceptual 

framework which initially also formed the collection of data as mentioned in chapter 3 and is 

also based on the research questions which are formed with “how”. It was also mentioned that 

data reduction, data display and conclusion drawing and verification would be used when 

analysing the collected data. In this chapter, the two first flows of activity will be used and the 

last one, conclusion drawing and verification will be in the last chapter of this report. Data 

reduction is implemented by selecting the most essential data in connection with the conceptual 

framework. The way which this data is presented is how the data display has been used. It is in 
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the form of using italics on important parts of the model mentioned in the following text for both 

analyses and by presenting data in a table in the comparison of Luleå municipality and exchange 

students.  

5.2 Analysis of the Personal Interview 

The previously presented data from the personal interview, where Anneli Nilsson from Luleå 

municipality was interviewed, will in this section be analysed together with the framework which 

was presented in chapter 2. 

5.2.1 First Step of the Model: Information Source 

By conducting this interview with Anneli Nilsson it was found that Luleå municipality mostly 

connects to the tourism and education marketing factors when it comes to the information source 

stage, more than the other factors presented. When connecting tourism marketing, Luleå 

municipality uses two brands whereas Luleå municipality displays a friendly working place and 

then Luleå as a city where the municipality, together with other organizations and businesses, 

work side by side to present Luleå as a city. When it comes to branding Luleå as a city towards 

tourism, the municipality connects to another organization, Visit Luleå. Additionally, the 

municipality displays the uniqueness with Luleå, apartments, activities, and the archipelago and 

the winter towards the groups that the municipality have chosen to focus their branding on. The 

municipality has three words that is connecting to Luleå’s city image; natural, relaxed and 

innovative. Towards students in general the tourism marketing that Luleå municipality focuses 

on is weak and towards exchange students even weaker since the municipality has not pointed 

them out as a group for their marketing plan. 

 

When it comes to educational marketing, the municipality collaborates with LUT in different 

projects but the university handles the marketing towards educational choices, this is not 

something the municipality helps LUT with. Even though, the municipality together with the 

student union compose weekly e-mails towards students, use posters about different events, and 

participate in different projects and activities, the language that is used is mainly Swedish. 

Therefore, the municipality has thoughts of doing a magazine that is written in both Swedish and 

English to reach more students. The media which is used is mainly within education marketing 

which has already been covered. Other aspects of the first step in the model, word of mouth and 
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previous visits, are not included here because their applicability does not add to this research. 

Word of mouth is not something which the municipality uses themselves, but something the 

citizens and students are responsible for. The municipality can only hope that their influence has 

made the word of mouth to be of their advantage. Previous visits are also related to individuals 

and not the municipality itself. 

5.2.2 Second Step of the Model: Destination Image 

When it comes to the destination image, Luleå municipality wants Luleå to be perceived as 

natural, relaxed and innovative. It is natural because of the natural environment. Relaxed because 

of the closeness to nature and that the inhabitants are relaxed in their way of being. Innovative 

connects to entrepreneurship and LUT. However, Luleå has many tourist attractions that can be 

found in Luleå or close by, such as the Culture’s House, Gammelstad Church Town and the 

archipelago to name a few. By not only marketing the tourist attractions, Luleå municipality 

wants to connect to the shopping aspect and to LUT. 

5.2.3 The Push- and Pull Strategy 

By reconnecting to Mazzarol and Soutar’s (2002) push- and pull factors, it is mainly the climate 

and the location that is the two large factors that pushes students to study in Sweden and at LUT 

and which the municipality can use as a pull strategy. These two factors but also the innovative 

aspect are factors that Luleå municipality can use as pull factors towards students. Another pull 

factor which could be used by the municipality is the good reputation and prestige which LUT 

has. Push factors are not included because it is the home country and home university of the 

exchange student which is responsible for that. 

5.3 Analysis of the Focus Group 

Similar to the previous section, the data presented in the previous chapter from the focus group 

made up of exchange students, will now be analysed together with the framework presented in 

chapter 2. 

5.3.1 First Step of the Model: Information Source 

By conducting a focus group with exchange students it was found that the information source 

stage in Glover’s model (2011) did not depend on the large amount of information they found 

but instead on the universities friendship deals with each other. The focus group main source of 

information was from the Internet about both the country and the university, where Google and 



5. DATA ANALYSIS 

41 

LUT’s homepage were the two main sources of information. Moreover, news such as 

Facebook’s establishment in Luleå made some think about Sweden and Luleå as a place to study 

for a while. However, their own personal perceptions of the country were a foundation stone in 

their decision-making-process. Some of the participants had personal contact with the 

International Office at LUT, others had heard about Sweden and LUT from friends and seniors 

that had studied at LUT before. Therefore, the word of mouth is a factor that can be included. 

Though, none of the participants had visited Sweden or Luleå previously to their study period. 

5.3.2 Second Step of the Model: Destination Image 

Information source is closely connected to the next step in the model which is destination image 

which consists of three aspects; tourism, study and general. It is important to note that 

information is constantly changing during the decision-making-process. These three aspects are 

covered by the different factors which the exchange students in the focus group have of Luleå. 

The exchange students’ image of Luleå as a destination is mainly connected to the nature, the 

climate and the location which is part of the general aspect. Tourism is also essential and here it 

is included that there are the good possibilities for traveling in Sweden to locations such as 

Kiruna, the Ice Hotel and Lofoten. However, many in the focus group also grabbed the 

opportunity to travel to other countries in Europe such as to Oulu in Finland. Additionally, the 

reputation and prestige of the university is an important factor of the study aspect for some in the 

group while others wanted to go somewhere different than what might be common in their home 

country and university. It was also mentioned that experiencing a different culture at the 

destination as another factor included in tourism. The images the exchange students have of 

Luleå as a destination are based on three words which were: natural, cold and friendly which 

would be part of the general aspect of Luleå.  

5.3.3 Final Step of the Model: Decision 

After covering the two first steps of the model, the exchange students would make their decision 

of whether to visit Luleå as a tourist or for educational purposes which is the last step of the 

model. In this case, the exchange students had their own choice if they wanted to study abroad or 

not, and some had it as a part of their programme at their home university. So in that sense, the 

decision to study was already taken prior to information source and destination image. What had 

not been decided was where to study since most of the exchange students in the group had 

several universities to choose from.  
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According to the model, it shows the decision part as either tourism only or tourism first and 

education only or education first. For this scenario of exchange students, it might not be 

interesting to visit Luleå as a tourist first because it might be too expensive and other destinations 

might be more appealing for tourism. Tourism only is not an option either since the decision to 

study abroad has already been made. When it comes to education, it is more likely that education 

only is the main option for most exchange students in general since many are going back home 

to finish their degrees as an example. However, education first might become an option for some 

exchange students later on, perhaps during their studies or afterwards because of job offers or 

similar. Overall, education only is the aspect which is most likely for exchange students as their 

final decision. 

5.3.4 The Push and Pull-Strategy 

Regarding the push- and pull strategy, the main push factor is the friendship deals which the 

universities have or when being an exchange student is part of the programme they are attending 

at their home university. Pull factors are the factors which are found attractive within the host 

country. In this case it is mainly related to Sweden being a pleasant country, the university 

having a good reputation and then the nature, climate and location of the university and Luleå. 

5.4 Comparison Analysis 

In this section, the data from the two interviews will be compared since the research questions 

are connected to both Luleå municipality and exchange students. Here the analysis will show the 

possible gap between what Luleå municipality is doing in regard to city branding towards 

exchange students and how exchange students actually perceives it. This is shown in table 5.1 

below. 

Table 5.1: Comparison 

Luleå Municipality Branding Exchange Students’ Perceptions 

Luleå’s image: natural, relaxed and 

innovative 

Natural, cold and friendly 

Folders with information during orientation 

period 

Thought the folders came from LURC and 

International Office and not the municipality 

Dinner at the culture house in central Luleå 

with the mayor of the city present 

Nice and very enjoyable dinner, impressed by 

the mayor 



5. DATA ANALYSIS 

43 

Information about happenings in Luleå with 

the help of posters and e-mails 

Information is mostly available in Swedish 

and therefore not confident to attend events 

where they do not understand the information. 

If they get information about events which 

they can understand it is on the Facebook 

group for exchange students 

SOURCE: Authors’ own construction 

 

As the table shows, there are some things which correlate but the majority of the data presented 

in the table indicates that there is a gap between Luleå municipality’s efforts within city branding 

and how exchange students perceive these efforts. These will be analysed further in the sections 

below. 

5.4.1 Luleå’s Image 

Firstly, Luleå municipality are trying to brand the city’s image with three words: natural, relaxed 

and innovative. These words have been explained previously. Exchange students agree that 

Luleå city is a natural place, but then that it is cold and friendly, not relaxed and innovative. This 

might be understandable because many exchange students are not familiar with the climate 

which Luleå has. Friendly is as mentioned before, connected to how citizens of Luleå are 

perceived. It might not fit in with what Luleå municipality want to get across, however it is not a 

negative result either. 

5.4.2 Welcoming New Exchange Students 

Secondly, Luleå municipality helps LUT, by providing folders with information, to all students 

on their first arrival here at LUT during the orientation period. However, the exchange students 

did not connect the information in the form of timetables for buses and a map as coming from the 

municipality. Instead, it was connected to LURC and the International Office at LUT which 

provided them with the folders. This indicates that the municipality has to increase its efforts to 

show that the information provided by them is shown properly so that it is understood by 

exchange students and possibly other students that it is from the municipality. 

 

Thirdly, during the orientation period, Luleå municipality invites new exchange students to 

attend a dinner at the culture house in central Luleå. This event was perceived positively by the 

focus group, and they were impressed by the mayor who could say several sentences in Chinese. 
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For the municipality this is a valuable dinner which is worth proceeding with in the future since 

it is received in such a good manner. 

5.4.3 Provided Information 

Finally, Luleå municipality are using posters and e-mails sent out with the help of the student 

union at LUT. This information is mainly in Swedish, which is proving to be a great difficulty 

for exchange students to understand which leads to them not feeling confident enough to 

participate in these events and happenings in Luleå and at LUT. Most exchange students are part 

of a Facebook group where Swedish students from the organisation LURC are active in. They 

can provide information about events in Luleå and translate it for the exchange students. This 

was proven with the event Luleå had on the ice to make a thumb’s up made up of citizens of 

Luleå. Exchange students got information about these events through the Facebook group and 

many did participate in it because the information could be understood. As a conclusion of this 

comparison, it is found that there is a gap to some extent which indicates that there are things 

which could be improved in regard to Luleå municipality’s city branding. 
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6. Findings and Conclusions 

In this final chapter, the findings and conclusion will be explicated and explained, which are 

based on the two previous chapters where the data was presented and later analysed. This 

chapter will start by answering the two research questions which was introduced in the first 

chapter and continuously throughout the report. It then continues by presenting implications and 

recommendations for theory and practitioners. Finally, limitations of this research and 

implications for future research will be discussed and will conclude this report. 

6.1 Research Question 1 

The first research question; how Luleå’s city branding targets exchange students at LUT and how 

exchange students perceive it, is covered in this section. By conducting an interview with Anneli 

Nilsson she was able to answer what Luleå municipality does when it comes to market Luleå as a 

city towards exchange students. The interview resulted in a deeper understanding of what the 

municipality does when it comes to branding Luleå as a city towards exchange students. 

Additionally, the focus group with the exchange students who participated, it was possible to 

understand their perceptions of the city branding which the municipality is using. With the two 

views of the city branding, it made it possible to compare and analyse the municipality’s efforts 

within city branding with how exchange students actually perceive it. 

6.1.1 Luleå Municipality 

By conducting this research it was found that Luleå’s city branding do not target exchange 

students explicitly. The municipality has targeted students as a group where exchange students 

are included. There is no international marketing to visit or live in Luleå and therefore the 

information does not reach out to a broader crowd internationally. Even though, Luleå 

municipality do not target exchange students as a group for their marketing strategy they do 

participate in different activities and events that is for exchange students such as the welcome 

dinner with the city major and activities during the orientation period. However, they mainly 

target students in general and therefore their way of market themselves connects to the Swedish 

language and towards Swedish students. 

 

However, the municipality do brand themselves towards students in general by collaborating 

with LUT and the student union to participate in different projects, activities and events. With 
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the student union the municipality is involved in the weekly e-mails that are sent out to students 

studying at LUT and by hanging up poster about different events, the knowledge of the 

municipality is awoken. There are plans about doing a magazine that will be both in Swedish and 

in English to reach a broader crowd of students. 

 

Luleå municipality wants to be perceived as natural, relaxed and innovative and these three 

words are the core of the organization. Even if Luleå as a city and Luleå as a friendly working 

place are two different brands the three words are implemented in the wholeness of Luleå. 

Furthermore, the uniqueness about Luleå, the number of apartments, different activities and the 

nature are also factors that the municipality use in their city branding strategy.  

6.1.2 Exchange Students 

The exchange students who participated in the focus group provided this research with valuable 

insights into how Luleå municipality’s city branding is actually perceived. The information 

provided from the municipality did to some extent correlate with the information provided by the 

exchange students. Through a comparison and analysis between the two entities, which was 

provided in the previous chapter, it was visible that Luleå city branding does not influence 

exchange students decision-making-process. However, there were some positive aspects of the 

city branding which was received positively by exchange students. The dinner at the culture 

house with the major was a pleasant event for the exchange students. The information provided 

in the folders was not connected with the municipality, which indicates that it is necessary for 

Luleå to increase awareness about their presence.  

 

Moreover, the information which the municipality of Luleå provides is generally only available 

in Swedish and this was something which the exchange students felt really affected by in a 

negative way. Since they did not understand the information, they did not feel confident about 

participating in events that the municipality was marketing. This shows that by not having 

information in English as well, it makes the exchange students become secluded from the society 

as a whole but also at the university itself. 

6.1.3 Connecting to Theory 

The first research question relates to both the municipality and the exchange students and covers 

the three steps in the Glover model (2011). This is where Luleå municipality can influence the 
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students’ decision-making-process through city branding. It is also where it has been possible to 

see exchange students perception of it.  

 

The first step, information source, is where the municipality market themselves towards students 

through the aspects mentioned in the model; tourism marketing, education marketing, media, 

word of mouth and previous visits. The municipality has a weak marketing strategy towards 

students but it is even weaker when it comes to marketing themselves towards exchange 

students. This is perceived by exchange students as well as weak and there are improvements 

which can be made to improve it. 

 

Tourism marketing is connected to the two brands which the municipality wants to get across, 

Luleå as a friendly working place and Luleå as a city. It is branded with the three keywords; 

natural, relaxed and innovative. Additionally, the municipality markets the uniqueness with 

Luleå, apartments and activities. Otherwise, it is the organisation Visit Luleå which is 

responsible for the tourism activities in Luleå. The exchange students perceive Luleå as natural, 

cold and friendly where the first word correlates with what the municipality want to get across. 

However, it is understandable that exchange students find the climate to be cold since many of 

them are not used to it. Additionally, they thought that the people who live in Luleå are friendly 

and even though it does not match the key words which Luleå municipality have, it is not a 

negative perception. 

 

The educational marketing by the municipality is together with the student union, which are 

marketing Luleå by sending out e-mails, participate in different events at LUT, handing out 

information for example about buses, and hanging up posters. This is connected to the media 

aspect of the model. However, the main flaw is that the information provided is mainly in 

Swedish, which exchange students do not understand and this indicates a large gap which could 

be filled by increasing the use of English when providing information about events, happenings 

and general information. Because the main information source for exchange students is from the 

Internet, the municipality should improve their homepage by using English more to reach a 

broader crowd. As mentioned earlier, word of mouth and previous visits are not applicable to the 

municipality and are therefore not covered here but will be in relation to exchange students for 
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the second research question. Moreover, exchange students do not see the municipality as the 

sender of information, but only sees the organisation LURC and the International Office. 

 

Stage two, destination image, where study, general and tourism are included and are parts of the 

general country awareness and perceptions. Here the cultural house, the archipelago and the 

church town are displayed as tourism attractions and LUT as the study image by the 

municipality. For exchange students it is more focused on the prestige and reputation of the 

university but also on the good possibilities of traveling within Sweden and to nearby countries 

in Europe. 

 

When connecting the Mazzarol and Soutar’s (2002) push- and pull strategy, the main pull factors 

that were mentioned for the municipality was the climate and location but also the reputation and 

prestige of the university. The push factors which were identified for exchange students was the 

friendship deal between universities and if going for an exchange period abroad for studies was 

included into their programme at their home university. The pull factors were the perception of 

Luleå and of Sweden for the exchange students, where the climate and location, as well as the 

prestige of LUT were included.    

6.1.4 Conclusion of Research Question 1 

The conclusion of this research question that can be drawn is that there is no city branding 

strategy explicitly towards exchange students that Luleå municipality does. This is because 

exchange students are included in students in general, and therefore the municipality city 

branding is towards students as a group instead. Another conclusion that can be drawn is that the 

information and branding efforts has been insufficient to some extent in regard to exchange 

students. Additional conclusions which can be made is that the information which is mostly 

provided in Swedish is affecting exchange students negatively and exchange students do not see 

Luleå municipality as the sender of information. 

6.2 Research Question 2 

The second research question asked how Luleå’s city branding has influenced the exchange 

students’ decision of choosing LUT as their university. By conducting a focus group with 

exchange students it was found that Luleå’s city branding has not contributed when it comes to 
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helping the students in their decision-making-process. The main reason why the students have 

chosen to study in Luleå and at LUT is because of the universities friendship deal with each 

other. Therefore, we can state that Luleå’s city branding do not affect the student in their 

decision-making-process. A reason for this may be that since Luleå municipality does not have 

an international branding strategy of the city right now, and therefore it cannot influence 

exchange students. 

6.2.1 Connecting to Theory 

Research question two also connects to all the steps in the Glover model (2011) but only from 

exchange students’ point of view, where the student decision-making-process is given by the 

focus group. Unfortunately, the city branding of Luleå do not affect the students in their process 

of reaching a decision. It is the friendship deal between universities that is the main influence for 

the exchange student. However, the first stage of the model, the information source, is mainly 

connected to the Internet where the student gathers information of both tourism attractions and 

educational information. Factors such as word of mouth and previous visits are not often used 

and sometimes not at all included in the decision-making-process. The second stage, destination 

image, is where the student has a general awareness and perceptions of Luleå; this stage was a bit 

weaker because of the friendship deal being the main guide for some exchange students to study 

at LUT. Then the decision was made in the third and last step if the model was followed. 

However, the decision was in a sense made prior to the other two steps of the model when it 

comes to making the decision. The one thing which was not decided was where to go and to 

what university, and the final decision of this was guided with the help of the decision making 

process and especially by the friendship deals between universities. 

6.2.2 Conclusion of Research Question 2 

The conclusion which can be drawn from this is that because Luleå municipality does not have 

an international city branding strategy, exchange students are not influenced by it when they 

decide to study in Luleå and at LUT. Another conclusion which can be drawn is that after 

students has made the choice of studying abroad, it is mainly the university’s friendship deals 

which influences exchange students in their decision-making-process. 
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6.3 Implications for Theory 

The overall purpose of this thesis was to explore how Luleå’s city branding is targeting exchange 

students and how exchange students perceive it. This was explored through an interview with the 

municipality of Luleå in order to gain a deeper understanding of Luleå’s city branding. Then 

exchange students were asked about their perceptions of it. It has then been possible to reach the 

overall purpose by answering the two research questions asked in this research paper and by 

analysing it with the conceptual framework as well as comparing the two interviews. The 

answers to the research questions have been explorative and descriptive in nature. 

6.3.1 Implications of the Framework 

As the analysis was conducted, it was found that the model in the framework which is used for 

this research does not match the reality in this case. There were several aspects of the Glover 

model (2011) which could be improved by either changing it or by adding aspects to it. It will be 

discussed below. 

6.3.1.1 Order of the Model 

It was seen early on during the interview with the focus group that the decision of studying 

abroad was made prior to information source. This was because the exchange students had it as 

part of their programme or they decided for studying abroad for other reasons such as improving 

their English. However, in the model, the decision is made last which does not reflect reality in 

this case. A suggestion for improving the model would either be changing the order of it, or 

describe it as a cycle so that it can begin in different places depending on students and their 

situation. 

6.3.1.2 Information Source in the Model 

This part of the model could also be improved. When interviewing the exchange students it was 

revealed that the friendship deal which universities have among themselves is a huge factor when 

students decide to study abroad and where to study abroad. By adding this to the model it would 

reflect students’ situation in a better way. It is connected to the previous section as well which 

makes it rather important to implement into the model. 

 

It was also found that the word of mouth aspect did not have a huge influence on students’ 

decision of studying abroad. Some had heard a bit from friends or seniors, but it was mainly 
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other factors which influenced the decision more profoundly. Additionally, the authors would 

like to add “closeness to other countries” into the model. This is an important part of being an 

exchange student since many take the chance of travelling to nearby countries. For example, 

Sweden is close to other countries in Scandinavia, but it is also close to other countries in 

Europe. It was also found that tourism marketing did not have such an important role since 

exchange students pick location for their studies and because of that, education marketing should 

be shown as more essential in the model. 

 

Moreover, previous visits were non-existent in the focus group. This might indicate that 

exchange students go to countries which they have not visited before. It is a part of the 

information source which could be removed. Furthermore, Internet was used by all the exchange 

students to gather information. It is therefore advised that it get a bigger role in the model. When 

someone else conducts a similar research to this, when asking about information gathering, it 

will be important for the researcher to be aware of the importance of using Internet for 

information.  

6.4 Implications for Practitioners 

By conducting this research it has been found that Luleå municipality’s way of using their city 

branding strategy towards exchange students is insufficient. Therefore, suggestions of what the 

municipality can do to improve this are going to be explained. 

 

● The main improvement that Luleå municipality has to make is to improve current 

channels towards students, and explore the possibility of getting better channels, so that 

they become more visible and more present in the minds of exchange students 

● The information must be both in Swedish and in English to reach a broader crowd of 

people 

● By expanding the bus traffic during day and night both regular students and exchange 

students are able to visit the city more often and take advantage of the events and 

activities there 

● Luleå municipality can improve their branding by using more social medias such as 

Facebook and Twitter to reach students 
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● The municipality can by separating the exchange students and the regular students from 

each other build a better connection to the exchange students  

● By collaborating with LURC, the municipality can reach exchange students more 

efficiently 

● Even collaboration with LUT can improve the municipality’s marketing strategy by 

showing videos that the municipality has made at the cafeteria, STUK, and other places 

that students often visit at campus 

● Other opportunities by collaborating with the university is that the municipality can be 

included in the international marketing and therefore reach an international group of 

people 

6.5 Limitations 

In order to make this research possible, it was necessary to limit it. The scope of the research was 

explained in the first chapter of this thesis under the section delimitation. However, there were 

additional limitations made for the research in relation to the methodology. Firstly, only one 

focus group of exchange students and with only 6 participants from different countries and of 

different ages was included. Secondly, due to time constraints only interviews were used instead 

of multiple sources of evidence which is preferred when conducting case studies. Thirdly, 

reliability and validity is restricted because of the time constraint and the choices made in the 

methodology in connection with that. Finally, it was a qualitative study which limits its 

possibility of being generalised to a larger population of exchange students. In the next section, 

implications for future research will be provided in connection with these limitations. 

6.6 Implications for Future Research 

By conducting this study, other interesting topics appeared which this research paper does not 

cover because of the limitations mentioned in the previous section. Therefore, these topics will 

be introduced here as implications for future research within the area of city branding. 

 

● Compare both Swedish students’ with exchange students’ perception of a municipality’s 

city branding 

● Explore the possibility and impact of increasing information provided in English on 

exchange students 
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● Explore the possibility and impact of having international city branding on exchange 

students 

● Compare Swedish university students’ with Swedish secondary students’ perception of 

city branding 

● Compare two similar cities and their city branding efforts 

● Explore a city’s branding impact on other target groups, for example teachers, teenagers, 

the elderly or the middle-aged 

● Conduct a study similar to the one presented in this research paper, but with a 

quantitative research approach so that generalisations can be made 

● Conduct a study similar to the one presented in this research paper but with additional 

focus group in order to analyse differences between genders, age, origin and culture 

 

  



LIST OF REFERENCES 

54 

List of References 

Bennett, R., & Ali-Choudhury, R. (2009). Prospective students' perceptions of university brands: 

an empirical study. Journal of Marketing for Higher Education, 19(1), 85-107. 

 

Bourke, A. (2000). A model of the determinants of international trade in higher 

education. Service Industries Journal, 20(1), 110-138. 

 

de Chernatony, L., & Riley, F. D. O. (1998). Modelling the components of the brand. European 

Journal of Marketing, 32(11/12), 1074-1090. 

 

Doyle, P. (1992). Building successful brands: the strategic options. Journal of Product & Brand 

Management, 1(4), 5-20. 

 

Cubillo, J. M., Sánchez, J., & Cerviño, J. (2006). International students' decision-making 

process. International Journal of Educational Management,20(2), 101-115.  

 

Gertner, R. K. (2010). Similarities and differences of the effect of country images on tourist and 

study destinations. Journal of Travel & Tourism Marketing, 27(4), 383-395. 

 

Glover, P. (2011). International Students: Linking Education and Travel. Journal of Travel & 

Tourism Marketing, 28(2), 180-195. 

 

Iqbal, M. J., Rasli, A. B. M., & Hassan, I. (2012). University Branding: A Myth or a 

Reality. Pak. J. Commer. Soc. Sci, 6(1), 168-184. 

 

Kavaratzis, M., & Ashworth, G. J. (2005). City branding: an effective assertion of identity or a 

transitory marketing trick?. Tijdschrift voor economische en sociale geografie, 96(5), 506-514. 

 

Kavaratzis, M., & Ashworth, G. (2008). Place marketing: how did we get here and where are we 

going? Journal of Place Management and Development,1(2), 150-165. 

 



LIST OF REFERENCES 

55 

Mazzarol, T., & Soutar, G. N. (2002). “Push-pull” factors influencing international student 

destination choice. International Journal of Educational Management, 16(2), 82-90. 

 

Miles, M.B. & Huberman, A.M. (1994). Qualitative data analysis: an expanded sourcebook. (2. ed.) 

Thousand Oaks, CA: SAGE Publications, Inc. 

 

Saunders, M., Lewis P. & Thornhill, A. (2012). Research Methods for Business Students. (6. ed.) 

Essex: Pearson Education Limited. 

 

Srikatanyoo, N., & Gnoth, J. U. E. R. G. E. N. (2002). Country image and international tertiary 

education. The Journal of Brand Management, 10(2), 139-146. 

 

Yin, R.K. (2009). Case Study Research: Design and Methods. (4. ed.) Thousand Oaks, CA: SAGE 

Publications, Inc.



APPENDICES 

 

Appendices 

Appendix A: Personal Interview Guide (English) 

Before starting to interview Anneli Nilsson, the topic of the thesis will be introduced and then 

explain for her what will be done with the information that she provides during the interview. 

During the interview it will be possible to ask questions that are relevant for this research. The 

questions will not be leading questions and they will be motivated which is why it has been 

chosen to present the interview questions like this: 

 

1) How does Luleå municipality brand Luleå as a city? 

2) How does the municipality provide information to citizens? 

3) How does the municipality provide information to students and exchange students? 

4) What kind of marketing does the municipality use for these groups: 

a. Tourists 

b. Students 

c. Citizens 

d. New citizens 

5) How does the municipality use different kinds of media? 

6) What kind of marketing strategy does the municipality have? 

7) What image is it that the municipality present for Luleå as a city? 

8) What image does the municipality want that students and exchange students should have 

of Luleå? 

9) What factors, such as climate, nature and events, are marketed for Luleå as a city? 

10) Which is the largest target group which the municipality wants to reach? 

11) Does the municipality market Luleå as a city to reach students and exchange students? 

12) What does the municipality do when it comes to marketing Luleå towards students and 

exchange students? 

13) What factors are marketed towards students and exchange students? 

14) Is there any cooperation between the municipality and other companies (for example 

LUT) to market Luleå towards students and exchange students? 
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15) Are there any future plans of starting/continuing to market Luleå as a city towards 

students and exchange students? 

16) Is there any international marketing of Luleå, in general or aimed towards students and 

exchange students? 

17) Are the municipality and Luleå University of Technology in collaboration with each 

other? If yes, how is the marketing conducted and have it tried to reach students and 

exchange students? 
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Appendix B: Personal Interview Guide (Swedish) 

Innan intervjun med Anneli Nilsson påbörjas så presenteras C-uppsatsens ämne och förklarar 

vidare vad informationen som hon bidrar med kommer att användas till. Under intervjun så 

kommer det vara möjligt att ställa frågor som är relevanta för denna forskning. Frågorna 

kommer inte att vara ledande och de är motiverade för, och det är därför som frågorna har valts 

att presenteras på det här sättet: 

 

1) Hur marknadsför Luleå Kommun Luleå som en stad? 

2) Hur gör ni för att få ut information om Luleå till folk? 

3) Hur gör ni för att få ut information om Luleå till studenter samt utbytesstudenter? 

4) Vad för marknadsföring använder ni mot: 

a. Turister 

b. Studenter 

c. Invånare 

d. Nya Luleåbor 

5) Hur använder ni er av dagens olika typer av media? 

6) Vad har ni på Luleå Kommun för marknadsförningsstrategi? 

7) Vilken image är det ni presenterar för Luleå som stad? 

8) Vilken image vill ni att studenter samt utbytesstudenter ska ha av Luleå? 

9) Vilka faktorer såsom klimat, natur, event, marknadsförs för Luleå som stad? 

10) Vilka är den största målgruppen ni vill nå ut till? 

11) Marknadsför ni på Luleå Kommun Luleå som stad för att nå studenter/utbytesstudenter? 

12) Vad gör ni på Luleå Kommun när det kommer till att marknadsföra Luleå till 

studenter/utbytesstudenter? 

13) Vilka faktorer marknadsför ni mot studenter/utbytesstudenter? 

14) Finns det något sammarbete mellan kommunen och andra företag (till exempel LTU) för 

att marknadsföra Luleå mot studenter samt utbytesstudenter? 

15) Finns det några framtida planer på att börja/fortsätta marknadsföra Luleå som stad till 

studenter och utbytesstudenter? 

16) Sker det någon internationell marknadsförning av Luleå, generellt eller riktat mot 

studenter samt utbytesstudenter? 
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17) Är Luleå Kommun och Luleå Tekniska Universitet i samarbete med varandra? Om så är 

fallet; hur marknadsför ni er och har dessa försök nått studenter och utbytesstudenter? 
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Appendix C: Focus Group Interview Guide 

Before starting to interview the exchange students participating in the focus group, the thesis topic will be 

presented. Then it will be explained what will be done with the information that they provide during the 

focus group discussion. During the meeting it will be possible to ask questions that are relevant for this 

research. The questions will not be leading questions and they will be motivated for which is why it has 

been chosen to present the interview questions like this: 

 

1.) Age, Education, Nationality, Gender, how long they have been in Luleå and how long they are 

planning to stay. 

 

2.) Decision making process: 

- How did you come up with the idea of studying abroad? 

- Where did you get the information? (Information source, was the information enough or did it miss 

something, apartments) 

- Why did you decide to study at LUT? (Tourism, education, word of mouth, previous visits) 

- Factors that helped you in your decision making process. 

- Did you come here to study or to have a good time? 

 

3.) Luleå municipality: 

- Why did you decide that Luleå was the place for you? 

- Which factors did you find attractive when you looked up Luleå? 

- How did your first two weeks of being here affect your perceptions of Luleå? 

- Did the municipality greet you when you came here? 

- What image do you think Luleå has? 

 

4.) Did any of you attend the thumb up event in Luleå? 

- Where did you find the info? 

- Have you gotten similar information about similar events or occasions happening in Luleå municipality? 

 

5.) Do you recommend Luleå to your friends and family? 

 

6.) What can the municipality,  the city of Luleå and LUT improve? 


