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SUMMARY  
 
According to the latest UNWTO World Tourism Barometer the first six months of 2007 have 
again shown an unexpected growth in the global tourism with the increase of 6 % in Europe 
compared with the year before. Swedish politicians have started to see tourism as an 
opportunity and in an investigation made 2006 showed that eighty percent of the Swedish 
municipalities gave priority to tourism as an industry. This priority is rather logical since 
investing in tourism development is profitable since each hundred-krona note an international 
tourists spends in Sweden 45-48 SEK returns to the state in the form of taxes and fees. There 
are many rather small tourism actors in Sweden who often cooperate in common activities 
such as marketing because of equally small financial resources. “Market segmentation is one 
of the most crucial long-term strategic marketing decisions a destination or organization 
makes, therefore it is crucial that it is performed in a proper manner since it affects the total 
planning and a destinations success. I wanted to understand the relationships between various 
tourism actors in the County of Västerbotten when it came to efficient marketing management 
and tourism development. This study was performed from the public tourism organisation’s 

perspective. The research question of the study was:  
 

To what extent and how are the tools of cooperation and segmentation used when tourism 

actors communicate with the market with the aim of increasing the number of visitors?  
 
In attempt of answering the research question the main purpose of this study was to 
understand, reason and evaluate the tourism framework in Västerbotten, to understand the 
way of thinking behind the cooperation and segmentation processes in practice. By doing this 
the objective is that the results of the study will be interpreted, coordinated and categorized so 
that they will be useful for decision making for tourism actors and further research in the 
subject. In order to form a theoretical frame various secondary sources have been used that 
were found to be suitable for the research area. The qualitative method of semi-structured 
interviews was selected in order to fulfil the purpose of the study; where eight respondents 
were interviewed. Five respondents were tourism actors in the Västerbotten County and three 
were external experts who broadened the study’s perspective. 
 
In the analysis the empirical data was analysed with some references drawn to the theoretical 
frame. I used the abductive or the “golden middle way” approach parting from having 
hermeneutics as the scientific ideal. In the analysis important issues were discovered for 
tourism actors to concentrate on like for instance: broader perspective; demand adaptation; 
coordination and adaptation; total cooperation; segmentation adaptation and target 
communication. My study showed that the tools of cooperation were used to a small extent 
and that they should be developed for the benefit of Västerbotten and its ten destinations. The 
tools of segmentation instead were widely used by tourism actors in Västerbotten County but 
even here I believed that there would be a greater impact with a co-operational approach. In 
that case the segmentation and communication campaigns would have greater impact and in 
result more potential tourists could be reached and attracted to the area. 
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1. INTRODUCTION 
 

What is this study about? Why does Sweden have to invest in tourism? Is it important to 

cooperate or compete? Why is segmentation a central issue in tourism development? What 

are the purpose and the research question of this study? What do the rest of the chapters 

cover? Continue reading and find out… 

 
1.1 Introduction to problem 
 

“Tourism is usually described as a highly decentralised industry consisting of enterprises 
different in size, location, functions, type of organisation, range of services provided and 
methods used to market and sell them”1. According to the latest UNWTO World Tourism 
Barometer the first six months of 2007 have again shown an unexpected growth in the global 
tourism, in Europe an increase of 6 % compared with the year before2. Global tourism is 
today a very important industry which provides employment for millions of people all around 
the world. The global warming and the increased amount of carbon dioxide discharge is often 
seen as a disadvantage for tourism development from the ecological perspective but climate 
changes bring several opportunities for tourism where it can increase visitations in shoulder 
seasons, or in warmer winter periods; it can also divert tourists to more in-land and higher 
altitude coastal areas with cooler temperatures3 which may be of great importance for a 
country like Sweden. So the climate changes together with the boom in the tourism industry 
may lead to increase the tourism demand for colder climates like the Swedish one. In the 
Swedish economy tourism industry is the industry that grows the strongest4. According to 
Nutek’s report Sweden has during 2005 increased its market share from 27 % (1995) to 32,7 
% (2005)5 compared to its Nordic neighbours. Although having such a positive report there is 
a need for political actions that will render possible this development to continue. Sweden 
invests only 11 SEK per capita on tourism compared with Norway 47 SEK, and Denmark and 
Finland around 30 SEK6. Many of the major Swedish tourism actors were worried for these 
strategically weak investment policies and the 15 of June 2007 they wrote a public letter7 to 
the minister of economic policies, Maud Olofsson, with the request to increase the budget for 
the coming years with 200 million SEK per year making it a total of 300 SEK per year in 
tourism budget. The tourism industry is growing and if Sweden wants to be competitive as a 
destination there are investments to be made.  
 
In the north of Sweden depopulation has successively become a serious and complicated 
problem over the past 50 years8. Demographical problems and out-migrations lead to higher 
unemployment in the rural areas. This development in the Swedish society has lead to the fact 
that politicians have started to see tourism as an opportunity and an investigation made 2006 
showed that eighty percent of the Swedish municipalities gave priority to tourism as an 
industry9. Västerbotten County, which is in focus for this study, is Sweden’s second largest 

                                                 
1 Björk Peter, Virtanen Henrik, What Tourism Project Managers Need to Know about Cooperation Facilitators, 
p. 213 
2 http://www.world-tourism.org/media/news/en/features_det.php?id=1091&idioma=E (31.07.2007; 11:46) 
3 http://www.world-tourism.org/newsroom/Releases/2007/march/globa_climate.htm (03.29.2007; 14:59) 
4 http://svenskturism.se/asm/default.asp?ID=201&type=1&cat=2 (31.07.2007; 10:41) 
5 http://www.nutek.se/content/1/c4/33/50/FaktaTurism20060320.pdf (31.07.2007; 11:06) 
6 http://svenskturism.se/asm/default.asp?ID=247&cat= (31.07.2007; 11:15) 
7 http://svenskturism.se/asm/default.asp?ID=247&cat= (31.07.2007; 11:25) 
8 Lundmark Linda, Economic Restructuring into Tourism in the Swedish Mountain Range Scandinavian Journal 
of Hospitality & Tourism; May2005, Vol. 5 Issue 1, p. 25  
9 http://www.turism.se/media/Undersokningar%20av%20varde/Ökad%20turism=%20tillväxt%20och% 
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county by area where Umeå is the County’s largest town10. The positive trend in tourism in 
general has also been influencing the tourists flow in the north of Sweden and Västerbotten 
during the last few years; where the number of guests stays has been increasing. 
 
In order to develop tourism industry in general strategic planning is very important and 
investing in tourism pays off since each hundred-krona note an international tourists spends in 
Sweden 45-48 SEK returns to the state in the form of taxes and fees11. “The success of a 
tourism destination is often measured in terms of growth in the visitor numbers and their 
expenditures”12. Therefore usually the efficiency of a destination’s marketing management is 
measured annually by these sorts of evaluations. Due to usually small tourism budgets 
different actors in a destination have to cooperate with each other in common activities where 
all contribute with their financial resources. ”The development of long-term, proactive 
strategies which are designed to develop the local area positively has to be the goal of 
marketing”13. Every place around the world is usually considered to be beautiful to its locals 
but there has to be specific reasons for an outsider that makes him or her motivated to visit 
that particular place. “When firms have tried to do similar things, they realize that there is a 
shortage of customers”14 and the same works for tourism destinations if they do not try to 
differentiate themselves from the rest of the world. Tourism providers need to understand the 
markets and develop products specifically for them15. People are all different thus their 
different needs and preferences cannot be generalized and tourism actors have to identify 
attractions which tourists would find appealing. “Management and marketing of tourism often 
requires a community effort because of the nature of tourism: the community as a whole and 
its image must be marketed, not just one attraction”16. This often means that local actors have 
to cooperate on different levels in the process of developing the tourism experience. The 
interesting part is to see how this tourism framework and tourism actors’ relationship looks 
like in reality then it comes to cooperation and competition.  
 
“For the 21st Century city to be competitive means standing apart from the crowd”17. Thanks 
to globalization and better communication systems it is much easier for people to travel 
compared to twenty-thirty years ago. The highly competitive tourism industry has forced 
tourism marketers to create creative solutions to cut through all the noise on the market 
created by other destinations’ promotional campaigns and attract the tourists to their 
destination. One of the effects is that now there is a need to differentiate yourself, your 
individuality and your place in order to attract new tourists18. A lot of marketers nowadays are 
using less mass marketing that aims at selling a product or a service to everybody and more of 

                                                                                                                                                         
20sysselsättning.pdf (19.10.2007;11:45) 
10 http://www.regionfakta.com/templates/Page.aspx?id=17551 (19:01:2008) 
11 http://www.turism.se/media/Undersokningar%20av%20varde/Ökad%20turism=%20tillväxt%20och% 
20sysselsättning.pdf (18.10.2007;11:29) 
12 Lew Alan A., Hall Colin Michael, Williams Allan M.,  A companion to tourism, (Malden, Mass: Blackwell 
Pub., 2004), p. 569 
13 Page, Stephen J., Getz, Donald, The business of rural tourism: international perspectives 

(London: International Thomson Business Press, 1997),  p. 49 
14 Björk Peter, Virtanen Henrik, What Tourism Project Managers Need to Know about Cooperation Facilitators, 
p. 219 
15 Roberts Lesley, Hall Derek, Consuming the countryside: Marketing for 'rural tourism', Journal of Vacation 
Marketing; Jun2004, Vol. 10 Issue 3, p. 253 
16 Wilson, Suzanne, Fesenmaier, Daniel R., Fesenmaier, Julie, van Es, John C., Factors for Success in Rural 
Tourism Development, Journal of Travel Research; Nov2001, Vol. 40 Issue 2, p132, 7p, p. 137 
17 Murray, Chris, Making sense of place: new approaches to place marketing, (Leicester: Comedia, 2001),  
p. 82 
18 Ibid., p. 81 
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customisation where the products are adjusted after the special needs and preferences of a 
customer group – a segment. UNWTO (World Tourism Organisation) has recently, 2007, 
published a “Handbook on Tourist Market Segmentation – Maximising Marketing 

Effectiveness” that explains the importance of segmentation and shows that segmentation in 
tourism is a central issue since everything tourism actors do revolves around the chosen 
segments. Market segmentation in general means dividing a market into distinct groups which 
might require separate products and/or marketing mixes19. Magnus Söderlund who is a senior 
lecturer and director at the centre for consumer marketing (CCM) in Stockholm has written 
the book “Segmentation”. Söderlund is constantly getting job offers from all kinds of 
companies to help them with segmentation “This shows a clear scarcity in how many 

companies work with segmentation”
20, says Söderlund. “Market segmentation is one of the 

most crucial long-term strategic marketing decisions a destination or organization makes”21, 
therefore it is crucial that it is performed in a proper manner since it affects the total planning 
and a destinations success. In general this process requires a lot of time, financial recourses, 
marketing surveys and collective efforts but is essential in order to move forward with 
communication mixes and other operational marketing.  
 
When dealing with segmentation tourism actors have to decide what tourists want, what 
message should the destination have and how can this message be transmitted to customers? 
Who are our tourists today and who do we want to attract in the future? How can we make 
money and are our chosen target groups profitable22? These are only some examples of the 
questions a destination faces under its development. In order to succeed one must decide 
which target groups one should commit one to and develop and is it really possible to do it 
alone? With all these questions in mind I decided to perform a study that would help me 
understand the tourism framework in a geographically demarked area, understand where 
decision making took place and who was in charge of strategical tools such as cooperation 
and segmentation. This lead to the creation of the research question of the study; which is 
stated in the part 1.2 below. 

 
 

1.2 Research problem  
 

To what extent and how are the tools of cooperation and segmentation used when tourism 

actors communicate with the market with the aim of increasing the number of visitors? 
 

 

1.3  Main purpose 
 

The main purposes of this study was to understand, reason and evaluate the tourism 
framework in Västerbotten, to understand the way of thinking behind the cooperation and 
segmentation processes in practice. By doing this the objective is that the results of the study 
will be interpreted, coordinated and categorized so that they will be useful for decision 
making for tourism actors and further research in the subject. 
 
 
 

                                                 
19 Kotler Philip., Bowen T. John, Makens C. James, Marketing for Hospitality and tourism, (Upper Saddle River, 
NJ : Pearson Education, 2006), p. 262 
20 Söderlund Magnus, Segmentering: om marknadsföring på fragmenterade marknader (Malmö: Liber 
ekonomi, 1998), back cover of the book  
21 Sara Dolnicar, Beyond "Commonsense Segmentation": A Systematics of Segmentation Approaches in Tourism, 
Journal of Travel Research; Feb2004, Vol. 42 Issue 3, p. 248 
22 Söderlund Magnus, Segmentering: om marknadsföring på fragmenterade marknader, p. 19 
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1.4 Demarcations  
 

Demarcations are supposed to tell what issues will not be treated in the scientific study23 . The 
investigation was performed in the north of Sweden in the County of Västerbotten, please see 
appendix A.1. I chose to use primary the Västerbotten County in order to limit the research 
area and to study the subject with a more focused approach. In a broader study surrounding 
counties like Norrbotten, Jämtland, Lapland and Västernorrland could have been included but 
in that case it would require both more time and it would take away the focus of examining 
Västerbotten’s county and its potential on the Swedish market as a northern destination. There 
are many similarities between Counties in Sweden and I could have chosen any County for 
this project. I chose to concentrate on one since it enabled me as a researcher to perform a 
deeper and more focused study where a better understanding of the research area could be 
reached.  
 
It was interesting to study Västerbotten County due to several factors. “A region needs to 
attract a sufficient number of visitors to provide markets for supporting goods and services”24. 
The level of unemployment in the north of Sweden is often seen to be higher compared to the 
southern regions. Thus the north would benefit from developing tourism since it would give 
job opportunities even for the inland where the unemployment rate is usually higher than in 
the coastal areas. If the amount of visitors would increase in the inland there would be more 
need for tourism services and the region in result would be further economically developed 
and the unemployment rate would as an effect - decrease.  
 
As Västerbotten is situated in the north; the weather conditions and nature are more 
characteristic for a Nordic country like Sweden. Västerbotten is found in the “middle north” 
meaning that it is even more important that this County positions itself efficiently since both 
the Norrbotten and Lapland Counties are even more characteristic due to their strategically 
Nordic position. Therefore it was an interesting County to examine. 
 
 

1.5 Explanations 
 

“Tourism denotes temporary short-term movements of people to destinations outside the 
places they normally live and work”25. 
 

“A Network consist of actors that control resources and perform activities, by actors is meant 
individuals, groups of individuals, organizations or firms26.” 
 

By tourism actors I mean people who work in public institutions such as Västerbotten’s 
Tourism, tourism bureaus and some partly public institutions like Visit Sweden which have 
been publicly assigned to manage tourism in the region. 
 

“Cooperation is a voluntarily arrangement in which two or more entities engage in a mutually 
beneficial exchange instead of competing”27. 
 

                                                 
23 Johansson-Lindfors, M-B. Att utveckla kunskap - Om metodologiska och andra vägval vid 
samhälls vetenskaplig kunskapsbildning (Lund: Studentlitteratur, 1993), p. 31 
24 Roberts Lesley, Hall Derek, Consuming the countryside: Marketing for 'rural tourism', p. 260 
25 Meidan Arthur, The Marketing of Tourism, p. 166 
26 Björk Peter, Virtanen Henrik, What Tourism Project Managers Need to Know about Cooperation Facilitators, 
p. 212 
27 http://www.businessdictionary.com/definition/cooperation.html (09.12.2007; 18:51) 
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Segmentation means dividing a market into distinct groups who might require separate 
products and/or marketing mixes28. 
 

“Communication is an interactive dialogue between the company and its customers29”. 
 

1.6 Outline of the study 
 

 Chapter 2 In this chapter I describe my theoretical initial reaction as a researcher. By 
reading this the reader will see what my scientific ideals were and what scientific approach I 
have used in this study. It is explained why this topic was chosen and why it is interesting as a 
research area. My preconceptions are important to know before starting this research since in 
hermeneutic research they are very important. Finally the reader will discover how and where 
I found the information for the theoretical frame which I judged to be useful and relevant for 
this study. 

 Chapter 3 is the first theoretic chapter that deals with tourism management in general. I 
believe that it is very relevant to understand how this industry works in order to analyse it in a 
proper way. Here the reader can see the relationships between national, regional and local 
levels. It is important to understand if various tourism actors do compete or cooperate with 
each other and what is preferred in the tourism industry since it may affect the outcome. 

 Chapter 4 is the second and major theoretical chapter that includes segmentation and 
communication theories. If chapter three served more to get the overall picture of the tourism 
industry and networks, chapter four intends to be the focus of the segmentation and 
communication processes. Different ways of segmenting the market are presented, a 
discussion whether tourism is a product or an experience shows the reader that there are 
different views to look on tourism. Some communication theories are mentioned in the second 
part of the chapter since I believe that market segmentation which leads to market 
communication are two issues that are closely connected and are both indicators of the quality 
of tourism market management. This chapter is concluded with a summary of the theoretical 
frame which gives the reader an easier transition to the practical part of this study. 

 Chapter 5 is the chapter where I explain how I conducted the interviews using the 
qualitative method. The reader can see how I reasoned while choosing the participants for the 
study; how I collected the empirical data and evaluated it before the analysis. It is highly 
significant to demonstrate the practical approach since it is here that the hermeneutical 
researcher gathers the key data for the study that will serve later for the analysis, 
interpretation and conclusions. 

 Chapter 6 is a chapter that presents the empirical data from the study – the interviews. I 
have included both the context and my own reflections in each interview order to facilitate the 
comprehension of the interview situation. In this chapter the empirical data is presented in the 
same order as the interviews were performed and acts as the foundation for the later analysis 
and conclusions in the two last chapters. 

 Chapter 7 is a very important chapter where the analysis is performed. The analysis 
consists of three parts A; B and C. Here I performed a “between-case” analysis first in order 
to compare the different tourism actors in Västerbotten County. In the B part I chose to 
include external experts and the theoretical frame to intensify the analysis. Finally my own 
suggestions and conclusions are presented in the last part together with a concluding model.  

                                                 
28 Kotler Philip., Bowen T. John, Makens C. James, Marketing for Hospitality and tourism, p. 262 
29 Ibid., p. 541 



INTRODUCTION 

 

 6 

 Chapter 8 is the concluding chapter that has a short summary of the study and presents 
my research conclusions. Being the final part of the thesis the research question and the 
purpose are once again repeated. Proposals and advices to the tourism actors are presented in 
a future research suggestions; where I present other aspects of this research area that are 
interesting to investigate. The chapter is concluded by a veracity discussion.



              THEORETICAL INITIAL POSITION 

 

 7 

2. THEORETICAL INITIAL POSITION 
 

Why was this subject chosen and what were the researcher’s preconceptions? What is the 
researcher’s starting point and views on knowledge? How are the scientific ideals connected 

to the scientific approach of the study? What sources were used in the study and how were 

they evaluated? Continue reading and find out… 
 

 
 

2.1 Choice of subject 
 

As the author for this thesis I have based the choice of the subject on my interest, my curiosity 
my previous experience and my knowledge about the subject. First of all I am a student of 
marketing and after various marketing courses at different Universities in Europe the interest 
for marketing has just been growing. This thesis brings up the essential part of marketing, 
communication with the market through efficient segmentation, which I believe both to be 
fundamental and interesting issues to explore. Through this study I wanted to understand the 
current situation in the tourist business as well as and how the different tourist actors work 
with the market in practice. I wanted to deepen my knowledge about efficient market 
segmentation and communication. Why? Because after talking to important actors in the 
tourism business I got the impression that the tourism in Västerbotten County was 
underdeveloped. I instead thought that there were a lot of potential for developing tourism in 
the north based on various issues like for example the climate changes and the global 
warming. Therefore I wanted to investigate how the situation was in reality and if there were 
factors that could be developed in order to increase the number of visitors in Västerbotten. 
 
World Tourism Organization (UNWTO) forecasts that the amount of international stays over 
the whole world are going to increase from 693 millions in 2003 to 1,5 milliards in 2010. The 
major reason for this increase is the growing welfare in countries like Brazil, Russia, India 
and China30. The competition in the tourism industry is tough and therefore there is a need for 
more efficient marketing management from national, regional and local tourist actors in order 
to increase the inflow of capital into the country; develop regions; create job opportunities; 
etc., which can be done by attracting more tourists to the destination. This subject is fruitful to 
explore because of its current interest since if Västerbotten wants to be a part of this game it is 
better to be prepared. By choosing this subject I hope to develop my analysing skills and build 
on a knowledge base about tourism marketing management that hopefully will be useful in 
my future career. 
 
 

2.2 Preconceptions 
 

Preconceptions are based on the researcher’s social background, education, practical 
experiences and other31 and are of great importance to acknowledge in research. As a 

                                                 
30 http://www.turism.se/media/Undersokningar%20av%20varde/Ökad%20turism=%20tillväxt 
%20och%20sysselsättning.pdf 
31 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 25 
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researcher I realise that different parts of the study will in some ways be influenced by my 
own preconceptions. In order to reach a high trustworthiness in this study one must 
acknowledge that it is impossible to be absolutely objective whatever scientific ideal you may 
choose. It is important to realise that in some way we all are influenced by our previous 
knowledge and experiences. But through my study I tried to be aware of my preconceptions 
and in that way control their influence so that the research would not be directed in the 
“wanted” direction. In research it is important to be able to change or create new perspectives 
hence knowledge since without it we would just state the same things over and over again. 
Therefore it is essential to put the preconceptions aside at times in order to look at the reality 
with clear eyes in the search of new truths. How a researcher looks into a research problem 
depend a lot of his or hers values, outlook and experiences32 and therefore I below mention 
some of the most relevant ones for this study. 
 
Having travelled a lot myself I often find that the choice of vacation destination is often 
selected after a process of information gathering. The travelling motivation can be triggered 
by a sort of image of an interesting and intriguing place that has to be visited and is preferred 
before other similar places and destinations. During my trips in countries like Italy, Spain and 
Russia I have met a lot of people with great interest and curiosity for the north of Sweden and 
a great wish to visit the place. This preconception that everyone wants to come to the north 
could just be a coincidence and therefore throughout the thesis I tried to keep this in mind. I 
also have always been interested in people and their behaviour. Through my working 
experience as a travel guide and place manager for Ice Hockey World Championship two 
years in a row I have gained a better understanding about tourists’ needs and behaviour on a 
destination. I saw that different kinds of tourists had a great variance in their needs like the 
choice of hotel standards; restaurants; service and so on. I also got to experience that in order 
to create a good tourism experience one has to think about a lot of different factors and small 
details like good communication services like busses and a place to go to then in need for 
information. I believe that this experience gave me a greater understanding of the overall 
picture and details that have to be included in a successful trip which I consider will help me 
to understand the creation of a successful destination and how vital it is to adapt the product 
and service accordingly to the customer’s need. From my bachelor thesis that treated older 
consumers shopping behaviour, I have learnt that there are factors in human behaviour that 
cannot be controlled, but with the creation for example of a right atmosphere in a store one 
can increase the selling. I believe that in tourism there have to be certain underlying factors 
that can be managed by tourism actors and affect the tourist demand.  
 
I have never worked with tourism in Västerbotten which would have given me a greater 
knowledge base to start with, but I have lived in Umeå for sixteen years and know this County 
rather well. The fact of not having worked with tourism in Västerbotten I see as a great 
strength since it enabled me to have the possibility to investigate as an outsider and identify 
issues which would not be as clear for a person who is used with the situation. So I did avoid 
a sort of “home blindness” and this has an important impact on the study. When it comes to 
previously gathered knowledge; I have studied various marketing courses at three universities 
in Europe in Sweden, Italy and France which I see as a resource for having a more 
international perspective which fits perfectly then studying tourism. I have also studied a 
travel guide course in Spain which has given me both theoretical and practical knowledge 
about tourism and its management. The theoretical frame and the selection of its theories may 
have been influenced by previously studied books and material. The two tourism courses 
                                                 
32 Tebelius Ulla, Patel Runa, Grundbok i forskningsmetodik : kvalitativt och kvantitativt (Lund: 
Studentlitteratur, 1987) p. 41 
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studied at the University of Umeå gave me the opportunity to get to know more about tourism 
in Västerbotten and meet teachers that in a way have partly formed my understanding of local 
tourism. All these facts have influenced this study unconsciously were the choices of theories 
for example depend a lot on the formation of keywords for the literature search33 which start 
from a researcher’s understanding of what is important and relevant, where previous 
knowledge and experiences formed my preconceptions34 and thus influenced the study. I have 
deliberately tried to control these preconceptions during the study by constantly rereading 
already written parts and critically evaluating the argumentation behind research choices.  
 
 

2.3 Perspectives 
 

What one sees depend a lot on what perspective one possesses. A chosen perspective can 
include larger or smaller parts of the reality that give different knowledge about it.35 This 
study could have been performed from different kinds of perspectives that would in turn use 
different approaches and provide different results. I could have performed this study from a 
strictly political perspective or private entrepreneur perspective which are both very 
interesting perspectives in this context but still are left to be investigated in further research. 
In a strictly political context my focus would be dealing much more with regional 
development, interviewing politicians and maybe investigating what business environment is 
created by the politicians, etc. Another interesting perspective would have been the 
entrepreneurial one where local tourism entrepreneurs and their businesses would have been 
investigated. Here the focus would have lied on cooperation and competition between 
entrepreneurs and their relationship to each other and again the political climate. The majority 
of tourism entrepreneurs in the north have small businesses started out as a hobby and 
therefore there is a thin balance between cooperation and competition between them and it 
would have been very interesting to perform this study from their perspective. Still there was 
another perspective that I found to be the most appealing, the public tourism organisation’s 
one which for me seemed to be a natural way to go since they were in charge of tourism 
management as well as they often had direct contact with tourists. 
  
This study was performed from the public tourism organisation’s perspective. By this, I 
partly took the political perspective since there were public institutions such as Västerbotten’s 
Tourism, tourism bureaus and some partly public institutions like Visit Sweden. I wanted to 
investigate how institutions, that had been publicly assigned to manage tourism, were 
operating and to what extent they used marketing techniques such as segmentation. By 
choosing this perspective I believe that I would better understand how marketing techniques 
were used in practice since I for the most part have only theoretical knowledge about it; as 
well as I could come up with suggestions for tourism operational framework in Västerbotten 
on how to attract more tourists trough efficient segmentation and communication. 
 
 

2.4 Scientific ideals 
 

When one generally talks about scientific ideals as a rule one intends the researcher’s 
understanding of reality and view on knowledge36. The scientific ideals of the researcher will 
later influence how the data collection and the analyses are performed. The main purpose of 

                                                 
33 Winter Jenny, Edgardh Margareta, Problemformulering, undersökning och rapport, (Stockholm: Almqvist & 
Wiksell, 1992),  p. 10 
34 Tebelius Ulla, Patel Runa, Grundbok i forskningsmetodik : kvalitativt och kvantitativt,  p. 44 
35 Ibid., p. 24-25 
36 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 10 
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this study was to; understand reason and evaluate the tourism framework in Västerbotten as 
well as see what customer groups or segments tourism actors choose to concentrate on and 
why. An epistemological approach that is adapted to this study is hermeneutic. Hermeneutics 
do not strive for universality but for interpretation and overall understanding37. A hermeneutic 
researcher cannot place himself “outside” his own research when observing, investigating and 
studying the reality38. The reality is constructed by social actors and in this case the social 
actors can be both people working with tourism as well as the actual tourists. By having the 
hermeneutic ideal I investigated what kind of input the tourism actors put into the creation of 
a well working tourism management and thus an attractive destination for outsiders.  
 
In the tourism industry people often rely and measure the success of tourism activities by the 
amount of stays on a destination. These statistical results are then often compared with 
previous years and in that way the tourism management knows if there has been any negative 
or positive development. An epistemological ideal has a great confidence in statistics is 
positivism. Positivism has a natural scientific base there statistics represents the structure in 
the most social scientific examinations39. According to the positivistic approach interpretation 
and comprehension are not valid to be seen and categorized as knowledge. The basic 
condition to reach the general knowledge is to disregard the specifics and particularities of a 
certain phenomenon40. If I would have had a positivistic ideal as a starting point of this thesis 
a matter of great importance for me would have been to be able to generalise my results at the 
end of the study. I could have investigated the same research question with for example 
questionnaires and would after the analysis be able to tell the percentage of people who felt in 
a certain way but not why and the reasons behind that choice. For me figures were not as 
importance as for a positivist. Of course it is important in the end to somehow measure the 
marketing activities in order to know if they have been successful or not, but that was not my 
purpose with the study - instead I wanted to understand and interpret. The interpretation in 
hermeneutic is often based on some profound studies or cases and thus is not suited for 
generalisation like positivistic studies are. The researcher wants to find if there is some kind 
of relationship between different variables41 and what the underlying mechanisms that can 
explain certain issues.  
 
A researcher according to the hermeneutical approach cannot set himself to zero if he or she 
wants to understand something of what he is studying42. I do not believe that I can erase all 
my previous knowledge and experiences when I am conducting this study. The information 
will still subconsciously always be filtered through my preconceptions and values. I can learn 
to somehow control them and be aware of them in order to raise the trustworthiness but I 
cannot pretend that they do not affect me or my choice of theories and my reasoning which 
would have been required if I would have been a positivist. The requirement on impartiality is 
probably the most important criteria on science in the positivistic approach43. Thus, 
investigating, the researcher must strive after being as impartial as possible. If the goal of this 
study was to investigate tourism based on figures – a positivistic approach would be better 
suited with the demand on being impartial as a researcher. Instead the hermeneutic approach 

                                                 
37 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 47 
38 Ödman Per-Johan, Tolkning förståelse vetande – hermeneutik i teori och praktik (Stockholm: Norstedts 
akademiska förlag, 2007) , p. 10 
39 Andersson Sten, Positivism kontra hermeneutik (Göteborg; Bokförlaget Korpen, 1979), p. 15 
40 Ibid., p. 39 
41 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 46 
42 Andersson Sten, Positivism kontra hermeneutik., p. 83  
43 Ibid., p. 79 
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gives all required tools for this investigation and this need for understanding and interpreting 
would be impossible to perform having positivism my scientific ideal. 
 
 

2.5 Scientific approach 
 

Different approaches could be possible in a study depending on the research problem. In order 
to answer the research question of my study “To what extent and how are the tools of 

cooperation and segmentation used when tourism actors communicate with the market with 

the aim of increasing the number of visitors?” it is important to part from a scientific 
approach that is the most suitable one. Since my epistemological ideal was hermeneutic a 
natural way to continue would have been to choose the inductive approach where the 
intention is to start with examining the “real world” in order to then generate theories. Being a 
hermeneutic researcher I was subjective in my research and my preconceptions were very 
important which would not have been accepted if I would have chosen the deductive approach 
where it is as a rule connected to the objective reality approach and the induction with the 
subjective one44. Usually if the chosen approach is deduction; the researcher starts with the 
certain theories and tests them empirically, in the induction is the other way around. Another 
important issue in the hermeneutic approach is to reach theoretical saturation45; thus this study 
strives after fulfilling this requirement. The scientific approach in this study is of abductive 
character and is described in detail in figure 2.1 below.  
 
Abductive research or a “constant comparing” method are closely related with hermeneutical 
scientific ideals; where the research process is not fully planned from the beginning but 
growths and develops during the ongoing research46. Johansson-Lindfors talks about the 
“golden middle way” method which means that the researcher’s starting point is found in his 
scientific ideal; but during the research there is a constant movement between the theoretical 
frame and the empirical data collection. From the beginning I was planning to have an 
inductive approach but found that at the starting point the knowledge base needed to be 
updated and therefore it would have been difficult to start with interviewing persons straight 
away. Different hypothesis arose during the research and I collected and found support in both 
theoretical and empirical materials on the way of a greater understanding in the subject. A 
researcher constantly receives new knowledge and gathers new experiences that leads the fact 
that the researcher review and reassess his or hers decisions and standpoints47. In abductive 
research this process is build when I am moving between empirical data and theories. I 
consider that with an abductive research one performs a deeper study and evaluate the 
research area to a greater extent. Hopefully the reader will find that I have succeeded with this 
task throughout the thesis. A disadvantage with this scientific approach is that it requires a lot 
more time than an inductive approach would have required. On the next page in figure 2.1 the 
reader can find a detailed description of my scientific approach. 
 

2.5.1 Model creation 
As the reader will note I have included rather many self-made models in the study. Often 
during the research I have been able to express myself better with the help of models given 
that a model’s task is to present a simplified image of the reality48. During the on-going 
research process a researcher may get confused with the amount of theoretical or empirical 

                                                 
44 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 55 
45 Ibid., p. 58 
46 Ibid., p. 58 
47 Tebelius Ulla, Patel Runa, Grundbok i forskningsmetodik: kvalitativt och kvantitativt, p. 40-45 
48 Ibid., p. 16 
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data and other information that has to be organised. So what I did was to arrange my thoughts 
in the form of a model and afterwards to try to explain the model with words. The aim with 
my models is to simplify the readiness for the reader and to transmit messages both in the 
form of drawings and diagrams as well as with words. In hermeneutic research the reality is 
created by social actors and my reality was illustrated in model form49. By creation of these 
models I could unravel often some complicated issues which were difficult to describe with 
just words. In the analyses models often helped me to understand how the different 
mechanisms and issues were connected with each other and thus I could say that the creation 
of models really facilitated the process of elaboration of new theories and better 
understanding of the research area. 
  

 
 
1. Figure 2.1 Scientific Approach    Own Model 
 
nique of semi-structured interview. 4. A need for more theories was discovered after that 
these interviews were performed thus the theoretical frame was again developed. New, deeper 
questions were developed as a continuation in the research process and more participants were 
chosen who were considered to be expert in their areas in order to deepen the empirical 
material. 5. The theoretical and empirical data was analysed together in an empirical analysis 
which gave a better and deeper understanding of the research area, an answer on the research 
question through elaboration of new theories, identification of underlying mechanisms and 
suggestions for both tourism actors and further research. Please notice that the figures within 
the frame are getting larger each step which symbolises that both empirical and theoretical 
frames were constantly growing during the whole research period. 
 

  

2.6 Collection of secondary sources 
 

After that the research problem for this study was chosen a collection of the relevant 
information was initiated. A researcher must choose the method of information collection 
accordingly on the basis of the research question and that gives him a possibility answering 
it50. It is important to get an overview of relevant and available information in the subject51 

                                                 
49 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 45 
50 Tebelius Ulla, Patel Runa, Grundbok i forskningsmetodik : kvalitativt och kvantitativt,  p. 68 

1. My starting point was 
to have some general 
discussions with people 
who worked in tourism 
industry and with 
marketing. There I got a 
lot of ideas which 
helped me to choose 
direction for my study.  
2. Later a theoretical 
base was gathered as a 
preparation for the 
empirical study.  
3. Then some empirical 
data was collected 
through a couple of 
interviews with the tech- 
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because it later will help one to formulate suitable and efficient key words. An information 
search was performed on diverse internet sites in order to get an overall picture of the subject. 
A difficulty with today’s social sciences is that no subject field is an independent problem 
area, but all are connected to each other52. Thus it becomes a dilemma to know when the 
theoretical frame is “saturated” and when to stop the collection of secondary sources. Later 
various books in tourism and marketing were revised in search for relevant theories. I soon 
realised that I had to use some kind of sorting mechanism and chose to follow some criteria 
such as reading the title, then read the abstract and read the table of contents53. I found it 
problematical to choose suitable segmentation theories since there is an enormous amount of 
theories and books written about the subject. In the end I decided to present some general and 
most common segmentation theories with some focus on tourism because I was really 
interested of how they segmented the market in Västerbotten and would discover this 
information through empirical research. The search of secondary sources was initiated by 
search in the University database ALBUM. The information found in these books was both 
general and specific and gave this study a rather good theoretical base. LIBRIS database was 
used for some books that were ordered from other libraries in Sweden.  
 
For the updated information and debates on the subject of tourism I used different secondary 
sources in the electronic form for example sites like www.nutek.se  and www.svenskturism.se 
which. This was not considered to be a disadvantage since these sites are public partly 
governmental sites where the information is seen as reliable. Of course one has always to be 
cautious with statistics and figures where it is often very difficult to gather exact information 

because the statistical results depend heavily on the measuring method and this method is 
often not published together with the results.     
 
Business Source Premier (BSP) was frequently used in search of scientific articles that were 
related to the topic and that could answer the research question. There were several 
difficulties with choosing usable scientific articles since there was a great amount to choose 
from. In some areas of the subject like segmentation there were too many search results and 
one had to limit the search in various ways and thus maybe miss some relevant information. 
In cases when I got many search results I chose to reassess my search techniques, keywords 
and their combinations. The ideal result of information search includes all the relevant 
information that treats the research area and excludes the irrelevant ones54. Some of the really 
good articles were unfortunately available for a fee and I did not always choose to pay for 
them. The hermeneutic approach intends to build further on already gained knowledge. 
Therefore I have tried to include scientific articles like “Beyond “commonsense 

segmentation” by Deniker which is a review of 15 years of segmentation studies and “Market 

segmentation no longer a sequential process” by T. Bowen. In this way I’ve got a better 
understanding through this summary of the research process in the field of segmentation.  
 
I used rural tourism as a search word because I believed that in Västerbotten there are great 
rural parts. During the research I used different combinations of all the search words. Search 
words that were used were for example: “TOURISM”; “RURAL TOURISM”; “TRAVEL”; 
“SEGMENTATION”; “COMMUNICATION”; “MANAGEMENT”; “COOPERATION”; 
“COMPETITION”; “CO-OPETITION”; “PLACE MARKETING”; “DESTINATION 

                                                                                                                                                         
51 Holme. I. M, Solvang B. K., Forskningsmetodik- om kvalitativa och kvantitativa metoder, 
(Lund: Studentlitteratur, 1997), p. 130 
52 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 87 
53 Winter Jenny, Edgardh Margareta, Problemformulering, undersökning och rapport, p. 28 
54 Ibid., p. 26 
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MARKETING”; “CUSTOMER SELECTION”; “MARKETING MANAGEMENT”; 
“MARKET COMMUNICATION”; “SWEDEN”; “SCANDINAVIA”; “SEGMENTATION 
SYSTEMATIC”; etc. Each search I got a lot of articles that had to be classified in some way. 
I continued to narrow my search using a combination of keywords until I got about 50 hits or 
less which I then evaluated manually by looking at the titles and reading the abstracts. My 
research would benefit a great deal from an access to another database called “Leisure 
Tourism Database” but throughout my research period there were constant problems with the 
access to it. I contacted the libraries personnel many times in order to adjust the access but 
still founded it to be blocked each time I wanted to use it.  
 
 

2.7 Criticism of secondary sources  
 

It is important to have a generally critical approach when gathering second source 
information. As a researcher it is important to investigate origin, the empirical base and if the 
source is topical55. These criteria were used as the standard tool for investigation of the 
sources in this study. When I was writing my bachelor thesis I took a course about how to 
search information at the library of Umeå University that has served me a lot during theory 
collection and selection of this study. Origin, empirical basis and actuality

56 are three criteria 
used by Johansson-Lindfors and I tried to follow these criteria to increase the credibility of 
this study.  
 
Many of the used secondary sources were not primary shaped after the problem of the study, 
which can have given biased results. In some cases, specific parts have been selected from 
scientific articles instead of telling its whole context. To decrease the probability of missing 
something important, all used articles has been read carefully. A researcher should strive after 
using newly performed research in the subject area. Some general theories used in this study 
are dated some time back, but since they are rather general this is not seen as a problem. 
Sometimes there are new versions of certain theories but often they are only supplements of 
the older ones and not newly found theories.  
 
Philip Kotler’s books were sometimes used for general information. Sometimes these books 
are seen to be collections of many different theories made by other researchers that the 
authors. An attempt was always made to find the primary sources used in this study since 
using secondary sources can lead to wide distortions of the original author’s standpoint57. The 
primary sources; by the original author were often unavailable and therefore Philip Kotler’s 
books were used instead.  
 
When I searched for scientific articles in BSP I always chose the option were the articles were 
read by other researchers; “peer reviewed”. By doing this I wanted to increase the quality of 
the research process since the articles then were considered to be more reliable. With a high 
number of “peer-reviewed” scientific articles the credibility and trustworthiness of data 
collection of this study increased. Information gathered from different internet websites has 
always to be met with a critical approach. But I did not always consider that using internet 
sources was a disadvantage; on the contrary I believed that in many occasions in this way I 
gathered new and updated information from the websites focused on tourism. In most cases 
official sites were used for that sort of information like for example Universities. I made an 
aware choice of including the date and time on the internet sources since some internet sites 
                                                 
55 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 88 
56 Ibid., p. 88 
57 Ibid., p. 88 
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are updated rather often; some even daily. Different statistical information has sometimes 
been gathered from websites like SCB. “Statistics Sweden is a central government authority 
for official statistics and other government statistics and in this capacity also has the 
responsibility for coordinating and supporting the Swedish system for official statistics”58. 
SCB’s statistics is usually seen as reliable source of information. In all cases one must always 
critically analyze all statistical information. 

                                                 
58 http://www.scb.se/templates/Listning1____44032.asp (15.12.2006; 19:25) 



                             TOURISM MANAGEMENT 

 

 16 

3. TOURISM MANAGEMENT 
 

How were the theories selected for this study? What is planning in tourism and how does it 

work between different levels? Do tourism actors cooperate or compete? Continue reading 

and find out… 
 

 
 

3.1 Overview of the theoretical frame 
 

When I thought about what theories to include I parted from the research question and tried 
through brainstorming to come up with needed information and here I present the final result. 
The first theoretical chapter, tourist management, treats the issues concerning the Swedish 
tourism industry. In order to be able to understand the segmentation process in reality it is 
important first to understand how the tourism network works and where and who makes the 
decisions about segmentation and communication. Therefore this part of the national, regional 
and local tourism actors is included in order to increase the overall understanding about the 
real situation. As can be seen in the figure 3.1 below, in this chapter the reader can get 
informed about the network system in tourism, the planning of tourism and follow the 
discussion about cooperation and competition in the industry. The county of Västerbotten 
consists of fifteen municipalities and therefore some theories about cooperation and 
competition were necessary since they may have had an overall effect on the tourism 
marketing management in the region. I believe that this information is essential in this study 
partially because it is a part of the research question but also because it gives a deeper 
understanding about the issue before moving on to the strategic marketing section in the next 
chapter. Chapter three is smaller that chapter four. The thought behind this was to collect 
proper cooperation information in the empirical investigation. Chapter four is concentrated on 
theories about segmentation, communication and ends with a summary of both chapters 
before moving on to the practical method.  
 

 
2. Figure 3.1 Theoretical overview  

The figure 3.1 to the left intends 
to explain my thoughts as the 
researcher behind the choice of 
relevant theories for the study. 
The theoretical frame and its 
theories is what a destination can 
use as an input and this is seen by 
the market. The market’s 
feedback to all these efforts is 
later seen in the quantity and the 
increase of tourism to the area. By 
organising the chapters in this 
way I hoped to lighten the 
reader’s comprehension of how 
everything is connected in the 
tourism framework and this 
thesis. 
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3.2 National, Regional and Local Tourism Planning 
 

One way of measuring the development of tourism within a country is to measure the number 
of “stays” at the hotels, cottages and other sleeping accommodations in the country. As for the 
international “stays” Sweden has had a better development compared to the rest of the world 
during 200659.  Sweden has the potential to handle many more tourists that it is handling at 
the moment60. The international stays have a good chance to increase if more potential buyers 
are reached with the means of marketing and communication. “Marketing means working 
with markets to bring about exchange for satisfying human needs and wants”61. These needs 
have to be found and created in order to bring around exchange as well as communicated in 
an efficient way. In rural tourism, which includes great areas of Västerbotten, for example the 
marketing principles appear to be under-utilized62.  

 
“For tourism development and planning to work, coordination and cooperation between local 
government and businesspersons is crucial”63. Activities as marketing and strategic planning 
are only two examples of the issues of high importance for tourism development. Planning as 
a concept can be very different and there are many possible definitions, one that is often used 
in tourism states that “Planning is concerned with anticipating and regulating change in a 
system, to promote orderly development so as to increase the social, economic, and 
environmental benefits of the development process”64. The planning and decision making 
processes may be performed on different levels where parting from the international level, in 
this case the European Union, the national level, Sweden, the regional level, Västerbotten, the 
local level consisting of all the municipalities within a region or a county and ending with all 
the different entrepreneurs in each municipality. “The role of planning hierarchy is to allow 
higher tiers to provide a framework for lower ones”65. This may be an opportunity as well as a 
problematic issue since actors on different levels may have different objectives and plans. 
Relations between Regional tourism organizations, RTO’s, and local tourism organisations, 
LTO’s, are often complex where there have been attempts in regional tourism policies to 
produce conceptual categorizations of the roles and planning approaches66. For both RTOs 
and LTOs it is important to have an organised approach towards the budget of various 
marketing activities. The focus in these programmes has to lye on evaluating their objective in 
order to enable regional development. I believe that in Sweden people working in public 
institutions or organisations are rather good on doing it and therefore should later apply the 
same methods when it comes to evaluating marketing processes as well. Regional tourism 
organisations usually have a plan for the region as a whole and therefore being the major actor 
in setting the objectives and goals. “Regional tourism organizations (RTO’s) can play a vital 
role in the promotion of a region’s attractions, both in the home country and overseas67” 
because they have the advantage to collect all the regional forces and market the destination 

                                                 
59 http://www.nutek.se/content/1/c4/25/66/Fakta20030312.pdf p. 9 (03.29.2007; 16:53) 
60 http://www.svenskturism.se/asm/default.asp?ID=220&cat= (02.08.07, 13:34) 
61 Philip Kotler, John Bowen, James Makens, Marketing for hospitality and tourism (Upper Saddle River, 
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as a whole. But unfortunately even brilliant plans will misfire if it is lost in competitive 
advertising clutter68. 
 
On the regional level in Sweden there exists so-called regional development strategy 
programmes (RUP) which draws guidelines for regional activities including tourism. This is 
again a highly political issue that is often organised by the municipalities. “Planning and 
decision making are complex processes involving both social and power relations”69. 
According to Muller when the planning of tourism is outsourced to public-private companies 
it often questionable to what extent the public influence and control are exercised70.  
 
Local politicians in Northern Sweden normally favour activities that are generating jobs71. 
This is of course something that can benefit the local community as a whole but there may be 
two ways of looking at it. The first one is to reason about what one can do to generate jobs 
and build different strategies parting from the local community and its inhabitant’s needs and 
preferences. The other way that I find more suiting would be to analyse the market first and 
see what tourists would like and prefer to find in Northern Sweden. This because it is more 
difficult to convince tourist about something different when they probably have already made 
up their mind about what to expect of Northern Sweden. “Planning can help to sustain the 
destination, support the local community and at the same time contribute to the achievement 
of customer satisfaction”72. But the customer satisfaction derives from the fact that they want 
to visit the destination in the first place and find it appealing. Often the people that plan the 
tourism development in the region part from what they think is marvellous and expect tourists 
to find it to be marvellous as well, a supply oriented approach73. Muller means that there may 
be a negative influence on the success in tourism development due to lack of both competence 
and networks in the region where tourism development is often seen as an easy and cheap 
solution to regional problems like for example the labour market74. To attract tourists to a 
place it is important to think like them and to understand them and their motivations. In 
general, as it has been said before probably everyone thinks that their place or destination is 
worth visiting but this kind of thinking may not be shared by tourists that have an enormous 
amount of destinations to choose from. Since a destination is not a company it is more 
difficult to transmit the same message to the market and therefore it is important for different 
tourism actors to cooperate in order to compete and differentiate themselves on both the 
geographical and mind maps. 
 
 

3.3 Competition or Cooperation? 
 

3.3.1 Why Compete? 
“Intense competition is argued to be a central driving element in pressuring and stimulating 
firms to innovate and upgrade their competitive advantage75.” This competitive advantage can 
then be about many different things like for example improvements in operations and creation 
of valuable market information. In some cases the growth of collaborative tourism 
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partnerships has also been accompanied by problematic competition between local 
governments76, where it has been more important to promote its own community instead of 
cooperation. “In the broad sense, all tourism activities are competing for tourist expenditure 
and are substitutable products”77. In the same region there are many characteristics that are 
more or less equal like for example nature and surroundings and therefore for a tourist that 
has chosen this destination it does not make such a huge difference to go hiking in this or the 
next municipality. Thus, “Tourism entrepreneurs can primary consider their competitors as 
threats to their own business and, thus, do not participate in common activities such as 
marketing”78.  
 
 “Competitors can co-operate in order to attract tourists to the region, but they compete for the 
single customer”79. I believe that a tourist will not travel a long distance just to see one 
attraction, or probability of that happening is not very high in general, instead a collection of 
activities would be to prefer.  Anders Svedberg, a business developer in Bohuslän region 
agrees with that statement saying that the visitor does not care about what municipality he or 
she is in and therefore are not municipalities in Bohuslän competing between each other, 
instead they put forward common regional interests80. In order to raise the rate a group of 
attraction should be promoted meaning that actors have to cooperate in order to make it worth 
making the journey. In this case the role of visitor bureaus is very important; “Visitor bureaus 
should act as a link between local government and entrepreneurs by facilitating cooperation 
and coordination between the two groups”81. That has been the case in many counties that 
annually try to include entrepreneurs in various partnerships. Visitor bureaus is the place’s 
where tourists go for information and therefore is also an important public place for direct 
communication with the visitors.  
 
In order to send out a clear message and position the destination in the mind of potential 
tourists, targets, it is necessary to work together. According to Göran Johansson, who is the 
chairman for Gothenburg’s municipality mono achievements does not work thus tourism 
industry and municipalities have to work together. They have together developed the concept 
“Gothenburg Plus”, which is a cooperation between the town of Gothenburg and contiguous 
municipalities, where tourists can travel and see other attractions in the region of Västra 
Götaland. This offers more value for the tourist and creates a win-win situation for the whole 
county. 82 Jan Lundgren that is the chairman of Gotland argues that the head responsibility of 
a municipality is to build a foundation from which tourism businesses can grow, where 
infrastructure is important83. If a whole region is to be involved and should benefit from 
tourism it is vital that the communications work. There is a fine line between cooperation and 
competition since in the end all do compete for the tourism income. But I consider that 
tourism actors that find themselves in characteristically in a similar area should cooperate for 
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the benefit of everyone. If there is to be any kind of cooperation between firms there is a need 
of a fine balance of interdependence, manage to generate synergy effects from scarce 
resources, personal chemistry and compatible goals84. The problem of cooperation can often 
arise if there are unclear divisions regarding responsibilities and power, which according to 
Muller partnerships often represent85. Tourism actors have to realise that they are dependent 
on each other and that they will never alone achieve what they can achieve if they cooperate. 
An excellent example is the “Boat and Sea project” that was started between five 
municipalities in Bohuslän, on the Swedish west coast.   
 

3.3.2 Why cooperate? 
According to Björk and Virtanen there are two levels in cooperation in tourism projects; 
cooperation on the project level embraces actors on all levels and cooperation on the firm 
level means cooperation between single firms. Often small actors have small resources and 
therefore should concentrate on their core competences and co-operate with other firms on 
other issues.86 According to Bengtsson and Kock cooperation is important for utilizing the 
company’s resources in the most efficient way87. Marketing and promotion activities that 
require resources is example of the need of cooperation since if more tourists will come to the 
destination in the long run it will be profitable for everyone, a win-win situation. Actors 
involved in a win-win relationship are satisfied with a small share of the profit since 
contribution to the total created value is more important88. Generally speaking a situation 
where everybody wins is idyllic in a way. Unfortunately the nature of people is different 
where the different human self-interests are often in conflict with each other. Some actors do 
not want to participate in alliances or other collective action since it would mean to share their 
resources with other people. When firms start to cooperate with each other they go through a 
process of identification where a sense of “Us” is created for actors within a network and the 
competition become referred to as “them” and some researchers like Rowley and 
Waluszewski claim that competitive advantages often derive through networks89. 
Waluszewski also found that new solutions are often embedded in existing structures which 
may just the case in tourism networks. Bengtsson and Kock have in their research found that 
firms tend to cooperate in activities carried out at a greater distance from buyers and compete 
in activities closer to buyers90. In an industry where production and consumption are two 
separated processes this system of co-operating and competing would make more sense. In 
tourism industry where the production and consumption occur simultaneously the relationship 
between the two factors may get more complex.  
 

3.3.3 Four types of horizontal relationships 
Due to a more globalized economy RTO’s and LTO’s face the neo-liberal contradiction of 
being both more competitive and collaborative91. Such important activities as strategic 
marketing, segmentation and promotion should probably be managed together by for instance 
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RTOs without not excluding the local actors’ ideas in decision making since there are in 
charge of the actual tourism activities. Some researchers like Olivier, Fjeldstrand and Becerra 
discuss the changing nature of relationships between actors and suggest another type of 
relationship. Circular relationship between cooperation and competition means that in the 
beginning cooperation is necessary to make systems compatible and increase market size 
while in later stages of a product’s life competition takes over and becomes more intense.92 In 
cases where industries or destinations are underdeveloped maybe this relationship is to prefer. 
Bengtsson and Kock in their research, which is based on earlier research by Easton and 
Araujo, presented four different types of horizontal relationships that exist between firms 
where the same firm can hold different type of relationships with competitors: coexistence; 
cooperation; competition and co-opetition which are illustrated in the figure 3.2 below.  
 

 
 
3. Figure 3.2 Relationships between competitors93 
 
 
 

2. Cooperation as discussed previously, involves frequent exchange of business information 
where actors have formal agreements on common goals. This relationship is to prefer if a firm 
does not have a strong position on the market and is in need for its competitor’s resources. 
 
3. Competition develops when companies or organisations start to produce the same or related 
products and feel the drive to increase their market share in that category thus be more 
efficient than its competitors94. This kind of relationship is often preferred by firms that have 
a strong position and does not need external resources. 
 
4. Co-opetition means that one single relationship can comprise of both cooperation and 
competition where the two types of interactions are not divided between counterparts but 
between activities95. According to Xueming Luo, Rebecca J. Slotegraaf, and Xing Pan co-
opetition has been theorized to produce various benefits, including learning, cost savings, 
resource sharing and innovation96. A good example of co-opetition is when different stores 
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1. Coexistence does not include 
any economic exchange, there are 
merely information and social 
exchanges and the trust is 
regarded as high. In coexistence 
relationship smaller actors are 
dependent of the larger ones but 
there is a distance between them 
and they coexist and set up goals 
independently of each other.1 
This relationship type is to prefer 
if a firm has a weak position on 
the market and insignificantly 
small role in the business 
network.  
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complement each other and attract customers to a shopping mall97. If a firm has a strong 
position and is in need of its competitor’s resources a way a neutral way to go is co-opetition. 
Two actors can for example share the basic materials but develop separate products.  
 
Can a destination use the same strategy as a shopping mall where different tourism actors 
make use of the relationship type co-opetition? Well what kind of relationship various tourism 
actors have in the tourism framework of Västerbotten is left to see in the empirical 
investigation.  
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4. SEGMENTATION & COMMUNICATION 
 

Is tourism a product or an experience? What is segmentation and what kinds of segmentation 

are there? How can tourism actors communicate with the market? What are the most 

important issues from chapter three and four that are summarized in the last section? 
Continue reading and find out… 
 

 
 

4.1 A Product, a Service or an Experience? 
 

There is a great discussion in tourism where researchers discuss whether the tourism can use 
the techniques of classical marketing practices such as the four P’s. When talking about 
marketing Kotler’s four P’s, product, price, place and promotion, easily comes to mind but 
according to Chris Murray places are much more multi-faceted than ordinary products and 
therefore cannot make use of exactly the same techniques as the products and services. 
Murray further argues that there is an important difference between marketing products and 
services and marketing something as complex as a ‘place’. Place marketing shifts the view of 
place as something more than a product or a destination.98 Meidan on the other hand offers a 
tourism marketing mix and makes use of the four P’s: where product and promotion are the 
two most important ones in tourism. In tourism the mixture of offered products and services 
can also be referred to as an ‘experience’99 because a tourist has to visit the destination area to 
consume the ‘product’ whereas on an ordinary market there is an exchange of goods and 
services that can take place at the buyer’s location100. I personally agree with both Meidan and 
Murray where I think that tourism can still use the 4 P’s strategy in order to get some structure 
in the planning, still to call it only a ’product’ is a bit misleading. I would say that seeing it as 
an ‘experience’ would describe it more correctly, since it is a set of products and services that 
are consumed at the same place as they are bought.  
 
 

4.2 Segmentation 
 

“The concept of market segmentation is the basic point of origin for all tourism marketing 
strategies”101 and is considered to be a very important strategic concept in marketing102. 
Segmentation in general meaning dividing a market into different groups of buyers based on 
different characteristics or variables like for example: geographic, psychographic and 
behaviouristic just to mention some103. “The task of marketing then is then to formulate a 
marketing mix that suits the needs of each of the different markets selected.”104 Nowadays 
few people argue against the need of segmentation since it is a valuable tool that enables the 
marketing managers and companies in general not to waste money targeting the whole world. 
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I have to say that I support the argument for segmentation myself as well. An accurate and 
well done segmentation gives a deeper insight into the market and help managers on their way 
of making fundamental company decisions since “dividing the customers into segments 
provides the possibility to communicate with customers in a more personal and richer 
ways105. When segmentation is described in literature it is often referred to as a three 
sequential process which is shown by the figure 4.1 below: 
 

106 
4. Figure 4.1 The segmentation process 
 

I personally agree with the later statement and this fact can be identified throughout this thesis 
where both market targeting and target marketing are mentioned in order to give a total 
picture of the segmentation process. Market targeting is where the decision process of 
choosing the “right” segments is done, where these segments become targets for the marketer. 
Positioning theory is instead based on three propositions according to Pike and Ryan: “First, 
we live in a society, bombarded with information on a daily basis. Second, the mind has 
developed a defence system against the clutter. Third, the only way to cut through the clutter 
to reach the mind is through simplified and focused messages.”107 This is surely easier said 
than done and as mentioned in the first chapter; senior lecturers like Magnus Söderlund would 
not receive offers from different companies if the process of segmenting a market would be so 
easy. Thus it is important to understand the basics before moving on: why do people buy 
products. People buy products or experiences in order to satisfy different needs. A marketer 
has to understand this system in order to segment the market; therefore this model has been 
included. A model used by Söderlund is described to the right: 

                                                                                                   
                                                                                          5. Figure 4.2 Three levels of need108 
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The lowest level consists of different attributes with 
which a customer can describe a product. Different 
people search for different attributes. The benefits 
with buying a product or an experience can be put in 
the second level of the model. The benefit of using 
toothpaste for example is to have healthy teeth and 
fresh breath. Underlying goals or values are the “real” 
reason behind buying the product and can be 
everything from social belonging to peace on earth. 
One problem with this model is that it can be difficult  
 

Some researchers claim 
that the segmentation 
process is no longer a 
sequential process, like 
in the figure 4.1 on the 
left, but an integrative 
process where the three 
parts are all integrated 
and not separated from 
each other. 
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to place exactly the reasons behind buying the product on the right level109. But if a marketer 
works having this model in his or hers mind, I believe they can classify and adapt the model 
according to their specific business needs. Another issue that is critical for tourism marketers 
to understand is tourists’ buyer behaviour varies significantly from one segment to another. 
Buyers’ characteristics are very important in this matter where the buyer decision process will 
depend on them.  
 
Some people question segmentation being a useful means of marketing where niche 
marketing is often to prefer instead. Roberts Lesley is one researcher saying that segmentation 
is a top-down process and niche marketing is instead a more suitable approach where one 
parts from the bottom identifying individuals’ needs and then creating the product for their 
satisfaction.110 Northern Scandinavian tourism is predominantly supply oriented where 
communities want to give tourists the same experiences that they find to be interesting 
themselves111. In this case tourism actors find their environment and destination to be suitable 
for everyone a sort of “home blindness” which is to be careful with then developing a 
destination. Birgit Leisen through her research has discovered that there are differences 
between subgroups in a society which hold different images of the same destination112, which 
only supports the reasoning behind that we are all different and how important it is to base 
market segmentation on well performed marketing research. 
 
 

4.3 Various types of segmentation 
 

There are different ways of segmenting a market and according to Kotler there is no single 
way to segment a market and that a marketer has to try different ways in order to get it right. 
“Hospitality researchers are using a variety of techniques in their segmentation research: 
structural equation modelling, neural networks, conjoint analysis, multi-dimensional scaling 
were some of the techniques used”113. Different businesses, in different industries, have to 
find their specific variables, that are the most important ones and that give valuable 
information to work with. Kotler, who is a true marketing guru, proposes five different ways 
of segmentation:  
 

• Measurable: means that the size, characteristics and the purchasing power of the 
segment can be measured.  

• Substantial: The segments chosen are both large and profitable enough to be tailoring 
marketing programs for.  

• Accessible: The segments can be effectively reached and served. 
• Differentiable: The segments should respond differently on different marketing-mix 

programs where they are distinguishable in their motives and behaviour. 
• Actionable: Effective programs can be tailored to attract and serve these segments.114 

 

These five steps seem to be rather reasonable and adaptable to different types industries. In 
tourism the accessibility step is rather easy when tourists are already on the destination but to 
cut through the marketing noise of other destinations may be more difficult when tourists 
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have not let home. The differentiable step is essential if a marketer wants to shape more 
efficient marketing-mix programs. In tourism visitors can be segmented for example amount 
of trips to the destination annually or their motivations for travelling. The most common ways 
of segmenting a market are described further on. 
 

4.3.1 Demographic segmentation 
“One of the most frequently used methods for segmenting a market has been demographic 
segmentation”115. This method is still used frequently since it is rather easy to gather 
demographic data compared to other methods of segmentation. Some of the variables used in 
demographic segmentation are: age, gender, income, social class, religion and so on. 
Generally even if marketers use other types of segmentation techniques there is always a link 
back to demographic characteristics in order to know what media to use to reach the segment 
and estimate the size of the market116. I consider this segmentation technique to be very useful 
because it does not require much effort and by analysing a market through this segmentation 
technique a marketer gets a good idea of the demographic pyramid when examining a new 
potential market.  Due to important society changes former social divisions such as class and 
gender, work and leisure urban and rural are not as meaningful as they once were117. This 
meaning that they should be used with caution and maybe be used together with other 
methods in order to improve the segmentation efficiency.  
 

4.3.2 Geographic or Nationality segmentation 
Geographical segmentation is more about areas such as region sizes and climate while 
nationality segmentation is about people’s nationality118. Marketers often do put the 
nationality segmentation under the demographic segmentation. “The relevance of nationality 
as basis for tourist segmentation has been supported by several empirical investigations 
providing evidences suggesting that nationality influences tourist behaviour”119. I believe that 
this type of segmentation may be too general but of course maybe it is on of the easiest ways 
to divide a world market. Moller Jensen has found in a study that nationality segmentation is a 
good indicator in the case of Danish islands of Bornholm where one easily could follow the 
spending patterns and visitor satisfaction. This may depend on the 
 

 
6. Figure 4.3 The island of Bornholm 
 

Segmentation by nationality is a rather general approach but logically thinking the probability 
to find a Norwegian tourist in the county of Västerbotten is higher that to find one from Cuba. 
Thus using the nationality segmentation with neighbouring countries may not be such a bad 
idea. Moller Jensen found in his research by performing several chi-square tests that there 
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fact that Bornholm is a rather small island and 
therefore it might be enough segmenting the visitors 
after their nationality as they are coming with their 
boats. Bornholm is surrounded by water where tourists 
often arrive by public transportation which gives 
tourism actors the possibility to record the 
nationalities depending on the direction of the boats. 
When a destination is placed on the mainland it is 
much more difficult to keep track.  
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were behavioural differences across nationalities, which supports the validity of segments of 
the same nationality acting in similar manner120. 
 

4.3.3 Psychographic segmentation 
Variables for psychographic segmentation lifestyle and personality oriented. A marketer may 
divide the market by peoples’ interests like for instance into culture or sports- oriented groups.  
Tourism actors may use the psychographic segmentation to predict tourists’ behaviour, how to 
interact them when they arrive and by knowing the lifestyles they can anticipate future 
customers requirements121. People share different attitudes values and beliefs which influence 
their shopping behaviour. In Sweden, for example one can notice the increase in conscious 
shopping where people buy biologic and fair trade products even if they are more expensive. 
The fair trade logo communicates certain values that people buying the products share, a sort 
of core values segmentation. “Lifestyles are shaped partly by whether consumers are time-

constrained or money-constrained.122” If a person is time-constrained he or she will choose a 
range of products that are different from the money-constrained person. If this concept is 
transferred in tourism products and services I would guess that time-constrained tourist would 
like to have a more organised experience where most things are decided on beforehand and 
where they can do many things in less time. So a two-three day trips filled with activities and 
full service hotels would be preferred in a sort of a package tour. “A package tour is designed 
to fit the requirements of a particular group of travellers”123 and above all saves time for the 
traveller where someone has already made the planning for them. Instead money-constrained 
people are looking for the best-buy alternative and are probably satisfied with ordinary 
service. When one uses the personality segmentation, one transmits a product’s personality by 
making use of its features or its image. Tourism actors could use the personality segmentation 
when making their package-tours in order to attract certain groups of people. For instance 
using the slogan “Have a Paris Hilton vacation” would probably attract both her wannabes 
and luxury visitors.  
 

4.3.4 Behavioural segmentation 
This type of segmentation is based on consumers’ behaviour. Segmenting by special 
occasions or events may be everything from marriages to business trips. In this case the needs 
are developed differently depending on if it is a regular occasion (business trip) or a special 
occasion (marriage). Even in tourism special events not only draw tourists to the area but help 
promote local tourism as a package124.Two other types of behavioural segmentation are 
benefit and user status. Benefit segmentation is based on the benefits from buying that 
shoppers seek. For a supermarket low price and best-buy shoppers are logically not as 
profitable as best quality shoppers. The goal with benefit segmentation is to find a common a 
group of tourists all searching for the same goal and fulfil it125. 
 
Knowing a customer user status gives an opportunity to the marketer to know what kind of 
and what amount of information to give to that customer. If it is a first time user; the amount 
of information and the approach to attract that user differs from heavy user ones. In tourism, 
to segment a market using this type of segmentation would mean to promote the place as a 
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perfect destination for weddings or well organised business environment, etc. I believe that 
behavioural segmentation is still more adaptable for product industries where the place where 
one buys a product differs from the place where the product is consumed; this because I 
believe that a tourists' travel depend primary on other factors, but I do not exclude that I might 
be mistaken.  
 

4.3.5 Commonsense and Image segmentation  
According to Sara Deniker in the past 15 years there have been published four different types 
of segmentation in the Journal of travel research which is a well known outlet in the tourism 
literature. These four methods are: pure commonsense segmentation, data driven 
segmentation and a mixture of these both methods. According to Dolnicar’s review 32 % of 
all segmentation studies are following the pattern of describing the subgroups that eventually 
might be of managerial interest. Different segmentation approaches may be used in mixed 
manner forming a systematic which in turn gives different segments to work on. The choices 
that a marketer makes in the segmentation process are crucial for the outcome126. The two 
step segmentation approach presented by Dolnacar posing the questions “which group is 
described first”; and “which groups are explored next” seems reasonable to me. In this way 
one can concentrate on the groups discovered in the first round and concentrate on the in 
order to get deeper and more focused information, performing a type of step segmentation. 
For example:  
 

 
  
7. Figure 4.4 Step segmentation    Own Model 
 

This kind of breakdown enables tourism actors to target tourists more precisely with a more 
detailed facts database about the “needed” segment.  Data driven segmentation should not be 
underestimated since it diminishes the human bias and makes us discover segments which 
would not always have been discovered using only a commonsense segmentation127. What 
variables should guide tourism actors to choose that particular segment, a sort of target 
marketing, which means that the different segments are evaluated according to their 
attractiveness whereas a selection of the ‘best” ones can take place128? Leisen argues that “In 
a state of high competition among destinations and their often limited promotional resources, 
marketers must identify the images held by travellers and select those segments that represent 
the most receptive target markets”129. Travellers are likely to choose the destination of which 
they hold a favourable image and therefore these images are crucial for the marketing success 
of the destination. An image can be described as a “mental construct developed by the 
consumer on the basis of a few selected impressions among the flood of total impressions; it 
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comes into being through a creative process in which these selected impressions are 
elaborated, embellished and ordered”130. Tourists make choices of destinations based on the 
favourable images produced by a destination131 and by the combination and variety of 
attractions, events and services they are offering132 . There are many definitions of the 
“image” but I choose one of the most frequent ones: the images represent a simplification of 
large amount of information and number of associations connected with the place133. This 
image is then constructed in the mind of the consumer over a period of time processing and 
reflecting over the gathered information. There can be negative, neutral and positive images 
of a place that are all connected to emotions and greatly influence the traveller’s destination 
choice. 134 I think that it is a wise choice to search for tourists holding a positive image of the 
destination since it takes much more time and money to “convert” tourists than serve those 
that already have a good image of the destination. The mind tends to screen out or modify 
messages that conflict with previously learned attitudes and beliefs, where marketers trying to 
change that image are often wasting the scarce financial resources135. Image segmentation can 
be a short term objective for a destination since it requires fewer resources while a long term 
objective may be to enlighten the unaware potential visitors of the destinations existence.  
 
The tourism product-mix consists of three major components: attractions of destinations, 
facilities and accessibility and there are many ways that a region might develop these three 
components. Researchers like Rynuon and Leisen claim that the destination image is much 
more important than the actual product when choices about vacation destinations are to be 
made. If a person wants to buy a product like for example a shampoo there are many different 
ways for the consumer to examine the product before actually buying it, like going to the 
supermarket and touching and smelling the actual product that will be consumed later on. The 
product or the experience - visiting a destination I would claim is not chosen in the same way. 
The tourist does not know the actual product which in this case is the place and the experience 
that the tourist gets from the visit. When the choice is to be made about the vacation 
destination it is made by the amount of information the tourist has about a place and the image 
and attitude towards the destination, therefore “The image rather than the product itself 
determines the consideration of that brand in the consumer's choice process136. 
 
The promotion-mix on the other hand is about building a destination image that is to be 
remembered by a significant part of the target groups. “Place promotion is the conscious use 
of publicity and marketing to communicate selective images of specific geographic localities 
of areas to a target audience”137. The promotion-mix consists of establishment of an objective 
for each component in the campaign, clearly defined audience segments, creation of creative 
USP’s (unique selling propositions), utilization of creative media, promotion of behavioural 
changes in messages and use of feedback for evaluation.138 In destination marketing there are 
two ways for identifying target markets; the first one is to collect information about its current 
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visitors and the second approach is to audit the destination’s attractions in order to match the 
chosen segments139, where a efficient selection of target segments reduces the marketing costs 
and increases the tourist product demand140. Collecting information about current visitors is 
easier accessible since the research “objects” are already found on the destination hence there 
is less need for resources since the territory is known and tourism actors know where to find 
these tourists. The first approach tougher since it requires more advertising resources in the 
beginning and further resources to measure the outcomes. But when a lot of money has been 
spent on promotion already there is reluctance to examining its effectiveness141 and thus this 
method is according to me less efficient with small budget destinations. 
 
Runyan C.Rodney argues that there is a need of distinction between various smaller towns 
and that this can be achieved by creation of an image or creation of a stronger brand identity 
where a local brand has to stand out from other towns through ‘municipal branding”142. 
Murray agrees that there has to be some kind of individuality in a place that makes it a 
complete contrast to anywhere else and that often there is no attempt to differentiate area from 
area143. This may be performed with the image segmentation where the image is also the key 
to construct a destination positioning144. Using image segmentation can help to find potential 
tourists that already have “positioned” positively the destination in their minds compared to 
the competing destinations. “A positioning analysis aims not only to understand the product’s 
image but there is a need of a reference to the competition, whereas studying destination 
image may be performed isolated”145.  
 
Murray’s research in England has shown that Regional Development Agencies (RDA) have 
realized that the identity of a place is a key success factor in tourism development and that 
distinctiveness linked to the local culture is essential in order to be competitive146. The regions 
have to work in developing their uniqueness and therefore have a more competitive approach 
between regions in order to attract tourists. A destination may develop a USP (unique selling 
point) or a double benefit positioning where one or two major benefits are presented so that a 
tourist can easier remember and place the destination’s image in their mind and avoid the 
confusion. With this approach more tourists would be motivated to choose this region because 
of its uniqueness and in result more jobs would be generated in the area and the local 
politicians would have reached their objectives. “A strong and consistent position statement is 
necessary to stand out against competitors, and should help sharpen and strengthen a 
downtown’s brand identity”147. This indeed does not only refer to downtowns but to a place as 
a whole. If a tourist does not see the differentiated benefits of going to a specific place then he 
or she can go to any other place that offers for example great nature experiences like in 
Västerbotten region. Image segmentation saves time for the tourism actors since they can 
choose tourists that already hold a positive image of the destination and in order to have a 
positive opinion about a place they must have differentiated it from other potential 
destinations. 
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4.4 Marketing Communication 
 

“After evaluating different segments, the company must decide which and how many 
segments to serve”148. If a company or in this case a public institution have a limited budget it 
even more important that the money they have are used efficiently. With limited economy it 
makes more sense to choose for example concentrated marketing where one chooses to 
concentrate only on one segment. I believe that concentrated marketing with only one 
segment may be too risky since if the chosen segment turns out to have been chosen based on 
poor marketing research. When the segments are chosen it is important to work on building a 
strong communication program that would target these segments in an efficient way. One 
should avoid leaving tourists with a confused message about the destination about what the 
destination is all about. When tourism actors try to sell their product they have to use means 
that captures the tourist attention and that create an attractive force that makes it worth 
making a long trip so see that place. This I believe is especially important for destinations that 
have less developed infrastructure services, like no low cost flights and so on. A destination 
has to figure out a message or an appeal that would produce the desired response from the 
market and this can be performed with three types of appeal according to Kotler; rational, 
emotional and moral149. 
 
Communication is often very costly and there are different methods to set the communication 
budget. Two examples are the “affordable method” and “percentage of sales method”. I find 
myself to be a greater supporter of the second method in general since I believe many times if 
a company starts to increase it sales after some communication campaign it should always 
continue to support these kinds of activities instead of cutting back. Of course the 
development may also have come from other parts of the company like reorganisations in the 
company and so on but it never hurts to continue advertising the company or an institution for 
the future of for building a stronger brand. The communication with the market is often 
performed with the use of various media and it is helpful to set objectives each time one 
communicates with the market so evaluation can be possible. “Provision of brochures is often 
more important than advertisements in the newspapers and magazines”150. There is a tendency 
that the information presented in these brochures is similar for all Swedish municipalities 
where they present nature, culture, beeches and fishing which is not unique and exists on 
many destinations around the world151. Various promotional campaigns can be done in order 
to get tourists’ attention. The promotional campaigns has to be targeted to the tourist segments 
that are most likely to choose the given destination where this approach will results in high 
advertising conversion rates152. But in this case even if one has chosen the segments 
efficiently, if they will get similar information about destinations the probability is that they 
will choose parting from the distance they have to travel to get there and thus the travelling 
costs, which will decrease the probability of them deciding for a specific destination. 
 
When working with communication it is vital to measure and evaluate communication results 
as how many people one has reached with a specific campaign and how one has increased the 
number of potential tourists in the targeted segments. Of course certain communication 
campaigns designed for a specific segment may also draw attention from other travellers and 
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it is very positive and welcomed, but still if the objective was to attract certain type of visitors 
it is them who should be evaluated. According to Briggs the potential customers has to be led 
from step to step by the help of promotion since the customers often do not skip steps by 
themselves and without guidance may move backwards153. The model 4.5 below can be used 
by tourism actors to measure the percentage of their tourists’ condition and their overall 
tourism communication. Every purchaser usually goes through five key stages:  
 

 
8. Figure 4.5 Purchasing stages154 

 

So the task of tourism actors and entrepreneurs in the region has to be to make sure to have as 
high percentage of customers from stage three to five. Because working with the first and the 
second step is a long-term strategy which will pay off only in the long future. Once again the 
importance of evaluation of marketing campaigns and overall activities has to be stressed 
since it is much more difficult to get financial support from municipalities and other actors 
without being able to show some actual results. I often consider this to be the greatest 
problematic of marketing – to efficiently measure the efforts. 
 
 

4.5 Summary of the theoretical frame 
 

This section intends to summarise the theoretical frame so that the transition to the empirical 
work is easier and more logical. The interview guide was composed and tied with the 
theoretical frame. Once again the theoretical overview model 4.1 is used and each step is 
evaluated. The information is presented in bullets form in order to increase the readiness and 
comprehension.  
 

 
 

• Marketing and strategic planning activities are very important for tourism 
development. 

• To attract tourists it is important to understand their motivations and underlying needs. 
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• Cooperation creates a win-win 
situation for situation for involved 
tourism actors.  

• Tourism actors have to realise that 
they are dependent on each other and 
that they will never achieve alone 
what they can achieve together. 

• Tourism entrepreneurs can consider 
their competitors as threats and not 
participate in common activities such 
as marketing. 
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• Infrastructure is very important for tourism. 
• RTO’s can play a vital role in the promotion of regional attractions. 
• The concept of segmentation is the basic point for all tourism marketing strategies. 
• Northern Scandinavian tourism is predominantly supply oriented. 
• Segments have to be measurable; substantial; accessible; differentiable and actionable. 
• Different types of segmentation are for instance demographic; geographic/nationality; 

psychographic; behavioural; commonsense and image segmentations.  
• Place promotion is the conscious use of publicity and marketing. 
• With limited resources marketers have to identify images held by visitors and use 

them in promotional campaigns. 
• When segments are chosen it is important to decide which and how many to serve. 
• Identity of a place can be a key success factor in tourism development and that 

distinctiveness linked to the local culture is essential in order to be competitive.  
• There is a tendency that the information presented in brochures is similar in all 

Swedish municipalities. 
 



                                                                      COURSE OF ACTION 

 

 34 

5. COURSE OF ACTION  
 

What is qualitative method? How was the interview guide composed and why? How were the 

participants selected? How was the empirical data collected and processed? Was the access 

good? Continue reading and find out… 
 

 
 

5.1 Qualitative method  
 

Parting from having hermeneutics as a scientific ideal the qualitative method feels a natural 
way to go; closeness of the researcher; rich, deep and detailed data, natural environment and a 
few participating individuals makes qualitative method a natural choice of this study 155.  In 
this study I did not want to generalise the results and if I would like to do that I would have 
chosen a quantitative approach with more statistical ways of measuring the results. Instead I 
wanted to get a greater understanding of how the tourism actors think and act in reality 
therefore a qualitative study was the chosen matter of course. In a qualitative study the 
researcher uses the theories only to control for his or hers interpretations like a mirror to 
reflect them in156. In quantitative research one often gets a lot of surface information about 
many individuals so that statistical analyses can be performed. I believe that tourism industry 
can be examined using both methods and its success is often measured in statistical ways by 
the growth of visitor stays and their spending – a more quantitative approach. I still chose the 
qualitative method because I want to get a deeper understanding of some underlying 
mechanisms and in this case a quantitative study would not be suitable since I would not be 
able to get as deep in order to possibly discover these mechanisms. 
 

5.1.1 Interview 
There exist different methods in qualitative research like interviews and observations; I chose 
to interview the participants since it is a more adapted approach for the thesis’s purpose. A 
good interview demands a thorough planning of the themes to be discussed157 where the goal 
of the interviewer is to examine what attitudes, norms, valuations and opinions a respondent 
has158. I have chosen to use a semi – structured deeper interview which is a middle way 
between entirely structured and entirely unstructured ones. In interviews with a low degree of 
standardisation the interviewer forms the questions during the interview without any 
particular sequence and in highly structural interviews the questions have to be asked in a 
strictly on beforehand decided sequence and without almost any space for spontaneity159. A 
semi-structured interview enabled me to have a more relaxed atmosphere since I could let the 
participants talk more freely but it still would be possible to discuss on beforehand decided 
themes of interest. The interview had to be flexible which is important in a semi-structured 
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context160.The questions under each theme did not have to be asked in a particular sequence 
and all did not have to be answered161. I just wanted to prepare myself on beforehand in case I 
had to interview a timid or a less talkative person that had to be assisted at a greater extent 
with detailed questions. The thought behind the interview was to get a deeper understanding 
of the thoughts and feeling of the studied individuals. In a good interview the questions and 
answers are connected with each other and the interview is developed while going on162. If I 
would have chosen a structural interview this would have been impossible since the order of 
the questions would have been decided on beforehand and the interview would feel unnatural 
where I would control and direct the interview too much. Another reason for choosing a semi-
structural interview was that I did not know so much about tourism in Västerbotten and its 
management so I used more general information in the questions from my theoretical frame 
since I would not know how exactly to structure the interview guide in a entirely structural 
interview. 
 
 

5.2 The interview guide 
 

The questions in a study cannot be so specific that they prevent alternative ideas and 
outlooks163. Therefore I generally tried to ask rather open questions where the respondents 
had the possibility to tell me freely about issues of interest. For a researcher it is important to 
ask questions that will enable him or her to interpret the data in a way that would increase our 
understanding about the situation through showing us the underlying mechanisms or common 
patterns in these individual experiences164. Therefore I chose to explain my thoughts behind 
the interview themes more in detail so that the reader would better understand their purpose. 
The interview guide consisted of six parts: before the interview; background information; 

cooperation or competition; marketing management; segmentation and communication. The 
purpose with “before the interview” part was to make the participant comfortable with 
participating in the interview and it is usually advised to start in a neutral manner165. The 
questions in the second part were important since I wanted to form an opinion about the 
participant and it was important for me understanding their position and experience of 
working in the tourism industry. I believed that participants that had a greater experience 
would give me richer answers. The education part was also important since there are some 
general opinions that the work force in tourism industry is not always well educated. When 
the interview guide was done I tested it on several persons in order to see if they had 
difficulties to understand the questions or if the language was difficult. I believe that this fact 
decreased the possibility that my real respondents would misunderstand my questions since I 
revised the interview guide after the opinions I got from the test respondents. Please see 
appendix A.3 for an overview of the questions. It is important to notice that the interview 
guide was developed during the ongoing study so the first five respondents have been asked 
more or less same questions and the questions to the external respondents were different. 
Since this was a semi-structured interview the aim was not to ask each respondent exactly the 
same questions; but to discuss common themes. After the first five respondents I had reached 
some kind of empirical saturation for the local tourism actors. But after have performed those 
interviews I felt that I would like to get some “outside” knowledge and therefore I had to 
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develop the questions in order to reach greater knowledge and deeper understanding base by 
interviewing more respondents. 
 

5.2.1 Cooperation or Competition and Marketing Management 
“Cooperation or competition” part has to do with theories in the first theoretical chapter. Here 
I wanted to better understand the general tourism network and cooperation and competition 
strategies. I wanted to understand what tourism actors thought about these issues. The 
financing question says much about who has the power and I believe that the tourism 
management differs if the organisation is privately owned or public. Everything seems easy in 
theory put in practise everything is definitely more difficult and different. In order to 
investigate a field the researcher must first get a total picture of the present situation and part 
from there. Marketing management part and the questions in it has exactly this function.  
 

5.2.2 Segmentation and Communication 
These parts are based on my own ideas and the theories in the fourth chapter. Before one 
starts asking about a concept like segmentation it is important to see if everyone has the same 
understanding of it. This was done in order to first of all see if we had the same understanding 
of the term and its use. Later the respondents had to describe the segmentation process and tell 
why they prioritise certain segments and markets. Since the answers differed a lot I chose to 
make a table to increase the comprehension and get an easier overview of the results. Because 
of the table’s size it can be found in the appendix and used together which the following 
analysis. I tried to ask many open questions like “how do you segment the market?” where 
the participant would feel free to tell me in his or hers own way without me leading towards a 
particular direction. Even though I tried to ask as open questions as possible the open 
questions have nevertheless a leading part since it would be too open to ask “So, what are we 
going to talk about today?”166. From time to time I asked some summarizing questions in 
order to increase the validity and make sure that I understood and interpreted the same thing 
that the respondent intended to say167. Communication with the market is an essential part that 
is often based on the previously made segmentation strategies and adapted after the chosen 
segments. I believe that by asking questions about communication I would get more 
information also about how much knowledge tourism actors did have about their segments.  
 
 

5.3 Selection of respondents 
 

In qualitative research the selection of the respondents are not random. Unlike the quantitative 
method; where to be a statistically significant measure the respondents have to have the same 
possibility of being elected, respondents for my study where chosen after their relevance to 
the study and what knowledge they contributed. In this study the respondents were chosen 
subjectively. In a subjective approach it is up to the researcher himself to choose the 
participants168. First a lot of calls were made around the region where I asked different people 
about who was responsible for marketing and tourism planning in different parts of the 
County. These calls were made for example to various tourist information bureaus, 
municipalities and University professors. After having received the same names by different 
people in different areas, on different days, a list of potential respondents was made. An 
important criteria that has to be fulfilled in qualitative research, is to give a fair picture of the 
views and opinions of the chosen target group169. By first having the judgment of 
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knowledgeable people in the research area giving the same names of respondents after have 
been explained the purpose of the study the subjectivity of the selection is in a way decreased. 
In general qualitative researchers are often accused of being too subjective in their research170.  
 
The final selection was still made by me as a the researcher where the criterion was to have 
some kind of geographical spread of respondent’s placement in the region. The reason for this 
was based on the assumption that there may be differences in the segmentation process and 
cooperation in different parts of Västerbotten since the western part of the county borders to 
Norway and the eastern part to the costal area. There are different means of transportation, 
different amounts of large towns and different policies in the fifteen municipalities of the 
county of Västerbotten. The reason for choosing this geographical spread was not to be able 
to reach the possibility to generalise that is usually known to be a characteristic of quantitative 
research171. The goal instead was to identify some deeper underlying mechanisms and 
patterns172 in this case in tourism management when it comes to segmentation, cooperation or 
competition and communication and I believe that the chosen respondents did posses the 
needed information.  
 
It must be added that the selection process did require some time since some of the potential 
respondents did not answer the emails or instead of participating themselves they forwarded 
me to other people in other parts of Västerbotten or to Stockholm, the capital. This fact I 
believe in a way contributed to the study; where some actors in the inland felt that other 
people in the regional organisation Västerbotten’s Tourism could answer the organisational 
questions better. Maybe my way of expressing the aim of the interview was a bit fuzzy, which 
can be judged by the reader since I have enclosed the email model I sent out in the appendix –
A.2. But I believe that the fact that they forwarded me several times to people in “higher” 
positions can mean that many actors are not that well informed. I consider that for an 
organisation, a company or a destination to work well, there has to be a transparency strategy 
where everyone involved should be able to answer these questions and have the knowledge 
about issues like what customers are the targets as well as with what actors a destination co-
operates with. I continued to interview respondents as long as I felt I needed more empirical 
information in order to perform the study. After eight interviews I felt that my need for 
empirical data was saturated and I stopped searching for more respondents. 
 
 

5.4 Access  
 

I felt that it was important to describe the context and the atmosphere before each interview so 
the reader could get his or hers own picture about the access during the interviews. I believe 
that the access in most cases was good, meaning that the questions were not “sensitive” and 
the participants did not seem to mind answering them. In many cases even budget information 
was not secret since these are public organisations and as a citizen I should be able to have 
access to this kind of information. The participants were all interested of this study even if the 
level of interest varied to some extent. All the respondents have been working with tourism 
for a long time or like in Dieter Muller case are known experts in the subject. This 
competence led to much richer answers that covered the research area in a good way. 
However one of the obstacles for a good access could have been that all these tourism actors 
were interconnected in one way or another especially in the region. Hence they may have 
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modified their answers subconsciously to avoid bringing up sensitive issues and weaknesses 
in regional tourism management and in result a conflict with the others. The figure 5.1 below 
shows an overview of all the interviews in which the participants, the time and the interview 
access are presented. 
 

 
9. Figure 5.1 Overview of the interviews 

 
 

5.5 Collection of empirical data 
 

The collection of the empirical data was done by interviews with the participants. First an 
email was sent to the participants with some information about me and about my research and 
the common themes of the interview guide. This was done in order to give the respondents the 
possibility of preparing themselves and to know what the interview was going to be about. I 
did not send them the entire interview guide in order not to take away the possibility of 
receiving spontaneous answers. A date was set up by the participants themselves for the 
interview. All interviews were performed in Swedish, registered and then later transcribed 
after the interviews. The recording of the interviews enabled me to better remember what was 
being said as well as facilitated a careful analysis173. I could have performed the interviews in 
English so I did not have to translate later for the analysis but I chose to interview in Swedish 
which was mother tongue for all participants and hence I believe that I got richer answers 
because the language was not an issue. During the interviews I deliberately tried to behave so 
that the respondents would not be led by me towards wanted answers. In this was I wanted to 
avoid the “interview effect” where respondents understand what the researcher want from 
them174 and their answers are influenced by this fact. 
 
After each interview the context was directly written in the “boxes” before each interview 
presentation in chapter six so that the reader could later see and judge the quality of each 
interview by him or herself. In qualitative research the understanding of the context is very 
important where behaviours; values and the issues which are evaluated must be interpreted in 
a context or a connection175. The general quality of the interviews was better in some cases 
when the respondents were talking freely without any active role of the researcher. This is 
often referred to as “story telling” in qualitative research. Often after interview that were not 
performed by telephone, me and my respondents continued discussing tourism issues after the 
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recorder and the interview was officially off. The participants probably felt more relaxed 
knowing that I would not record what they were saying and after an interview got more 
interested of having a discussion. Having a recorder helps out a lot since I would never have 
time to write everything down but it comes at a price that one will probably not get all the 
possible information that one would get without it. Unfortunately even though I used the same 
recorder and checked before each interview the quality of the volume etc, it happened that the 
quality of an interview was really bad. The worst recording was when I interviewed Karin 
Fällman from “The gold of Lapland”. It was very difficult to hear what she said on the tape. 
But the transcription was sent to her after the interview so that she could check that all the 
information was correct before the analysis. All participants that wished got to go through the 
transcription of their interviews before the analysis part. I believe that in this way I got a 
better contact with them and increased my reliability in this study. The participants could then 
freely answer the questions knowing that they could reread them afterwards. Some of the 
participants chose not to.  
 
It must be added that before and during the process of writing I often discussed the subject 
with professors at the university in order to exchange ideas and perspectives for my research. 
One of the greatest disadvantages in performing a study alone was not being able to 
constantly exchange ideas and opinions during the process.  
 
 

5.6 Processing of gathered empirical data 
 

Every interview was recorded and transcribed directly afterwards. This was done with the aim 
of writing down the interview while remembering all the particular details like how the 
interview felt and so on. Even if I had everything recorded, I did not record the small talk 
before and after the interview that sometimes could be a good indicator of the participant’s 
interest for the study, their mood and so on, which in turn are often indicators of the 
interviews’ quality. Each participant was asked before the interview if they wanted to have the 
transcription sent to them for correction and approval. I felt that by doing this my respondents 
would relax much more and feel safer both to participate in the study and to answer the 
questions. The majority of the participants were sent the transcription and made some 
comments about it. The comments were about how they thought I should organise the analysis 
afterwards and not the transcription’s context. This made me much more secure about that the 
collected empirical data was reliable and could be used for analysis since the participants have 
had the opportunity to correct potential misinterpretations. Two of the participants did not 
want to receive the transcription with the explanation that they felt that the questions were 
clear and that they had not said anything particularly strange. In these two cases I may 
conclude that the questions were rather easy to understand which of course increases the 
validity of the study.  
 
The interviews gave the chance of examining what a participant thought and felt in a given 
moment and environment176. First each interview transcription was reread in order to get a 
clear overall picture of the interview and the participant and later the empirical data was 
analysed altogether. Then, each interview was reread and important words; phrases and issues 
of importance underlined. In the cases where I was given annual reports and brochures, I 
revised them together with the empirical data to better understand all the issues mentioned by 
the participant. To get a better overview of the target markets and target segments of the 
respondents I made an overview of those markets and segments which were mentioned by the 
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respondents themselves. This overview can be found in the appendix – A.4. In the next 
chapter I chose to present the interviews in the same order as they performed. I did not want 
to take the interview out of their context what I would have done if I would have divided the 
interviews directly into themes. Therefore the interviews were first presented in order with 
some minor comments after each one and later all the empirical data was analysed according 
to the themes that I found to be suitable for a discussion and for answering the research 
question. These themes were: Tourism framework; Cooperation – the perfect match; 
Segmentation and attraction of customers; Marketing management and communication.  
 
It must be added that during the analysis I tried to find a balance between all the respondents 
but sometimes it has been impossible since different respondents contributed differently to the 
study and therefore could not be represented the same about of times. This was never the aim 
either to represent all the actors equally. The purpose of the study was being able to answer 
the research question through increasing the knowledge base and thus it was not as important 
to represent all respondents equally if the value of the empirical data varied. Still it is 
important to evaluate each respondent separately and value their contribution for the study. 
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6. EMPIRICAL RESULTS OF THE STUDY 
 

What did the respondents say and in what context? What did I think after the interview and in 

what way did it contribute to the study? What is then the general analysis of the study? 

Continue reading and find out… 
 

 
 

6.1 Result’s Outline  
 

All interviews are presented in 6.2 in the same order as they were performed. Before each 
interview I describe the context in which they were performed so that the reader can make up 
his or hers mind about the quality of the empirical data. The interviews in the beginning are 
longer than in the end which I feel is a natural way of the research process since a researcher 
travels towards an empirical saturation. My own thoughts and reflections are to be found in 
part 6.2 after each interview marked with the following sign: 
 
In this way the reader first gets a summarized version of the interviews first and later can  
read my own reflections as a researcher in the end which are rather short since the interviews 
already take up a great part of the chapter. A total of eight interviews were performed where 
the first one was on regional level; interviews 2 – 5 were on destination/local levels; the sixth 
interview was with a university professor – university level; interview 7 was performed on a 
national level and the last interview was performed with Swedish Lapland -  potential 
competitor level. I believe that this division enabled me examine the problem deeper since I 
could see how the actors were connected to the national level, I could compare to the 
“competitors” and see what they did differently. Dieter Muller’s interview enabled me to get a 
more theoretical approach also. This various levels of respondents can also be seen in the 
analysis and to a great extent also explains its A-B-C structure. The interviews are presented 
in the form of a short summary with several quotes which I found to be important. I choose to 
include quotes partly because in hermeneutic research it increases the total impression and lets 
the reader see what the respondent said and partly that in my case I judged the quotes to be 
very describing and therefore good to include in the presentation. I included the quotes in the 
running text since I believed that in that way their significance was in this way better high-
lighted. I consider that if one includes more high quality quotes it increases the 
trustworthiness of the study. Please note that both Västerbotten’s Tourism and Visit Sweden 
are written with capital letters in order to decrease the confusion and underline; that I intend 
the organisations and not the general tourism in Västerbotten as well as the verb to “visit”. 
  

6.2 The empirical data 
 

6.2.1 Interview 1 – Ulf Figaro – Västerbotten’s Tourism 
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Ulf Figaro works at Västerbotten’s Tourism and is a part of the project team where he is 
responsible for the market. He has been working in the tourism industry for over twenty years 
and in his present position at Västerbotten’s Tourism for three years. He has a number of 
various educations. He has finished a so called “combination education” for becoming a 
recreation leader. He has had various in-house trainings during the years and has studied 
marketing, business development, strategic planning and selling. 
 
Västerbotten’s Tourism is a regional organisation with the assignment of organising and 
developing the regional tourism. It is financed by the county council which in turn is financed 
by taxpayers. Västerbotten’s Tourism has performed a process called “power process” around 
year 2000 where representatives from companies and other interest groups met and worked 
with a model called the “power process” which is a way of working with development 
planning. During this process the region is divided up in different destinations based on 
natural reasons where there existed much cooperation already or some destinations with a 
thematic division like the “Gold of Lapland”. All municipalities were present from the 
beginning besides Storuman and Skellefteå, which joined later. The work with the “power 
process” resulted in strategic county plan. “It is the foundation of our way of working and is a 

great strength since we have all worked on it together with tourism companies and tourism 

organisations in the county”. It is nice to have decided what to do on the destinations or what 
the regional actor should stand for and work with. “In reality it is always better to these 

things together”. We have performed SWOT analyses for both the county and each 
destination where we have shaped strategies depending on the results. We started out by 
discussing culture norms and values. “Sometimes one may forget these things but there a sort 

of foundation to start from”. We started from the bottom and worked our way up forming 
“action groups” with representatives from various tourism industries. The final “product” we 
called for AC United and it is the base for our county vision. On county level we have to 
organise and work with the parts that are interesting to develop together and we leave the 
destinations to freely work on their parts. “This role distribution was discussed and agreed 

upon in the “power process” and I believe it was good to spend some time on this part”. 
  
When it comes to competition “I would say that we compete at close quarters but we 

cooperate on distant markets, there we benefit on cooperation there”. During winter period 
Tärnaby and Kittelfjäll are strong competitors for tourists from the northern coastal areas but 
when it comes to attracting tourists from Stockholm they may cooperate since it is more 
important to get a regular airline service to the area and thus bring tourists for everyone.  
 
In the strategic county plan we have also discussed marketing activities and decided through a 
marketing process what we as a regional organisation should have to major roles: “knowledge 

provider” and “availability worker”. We perform guest surveys annually, we work with facts 
and statistics and analyse. As the availability worker we put an effort in creating selling 
possibilities for our destination and it often has to do with working with the distant markets, 
while the destinations are in charge of the close markets. “In marketing it is good to 

cooperate so that everyone are not sitting and doing the same job”. From our guest surveys 
we get useful information like: who is coming here; how they travel; what were the reasons 
for travelling here. The guest also answers questions about quality and service. “So we can 

sort this information and tourists like we are doing right now geographically and by age”. 

Now we have around 42 per cent of the visitors in the ages 55-100, another important segment 
is families and couples without children. There are many things one can see and that are 
unique in Västerbotten like the world’s longest aerial cableway, underground church and mine 
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museum in the Gold of Lapland. We have only 500 meters from the airport to the ski lifts in 
Tärnaby-Hemavan; we have Norrbyskär and if one looks from the global perspectives we are 
a part of the green destinations with all our forest and beautiful nature. We have also good 
availability were we have airports in Umeå, Skellefteå, Lycksele, Vilhelmina and Storuman. 
“To segment is to find a particular group, a particular market that has a common behaviour 

and we work with countries as segments and age”. Our coordination group has the head 
responsibility of the segmentation process in the region but in it we have representatives from 
all destinations – so we set our priorities together. Our most important segments are older, 
families and couples without children. Then it comes to Swedish and Norwegian markets we 
use investigations about future trips. When we work with Norway we use “reasons for 
travelling” and when it comes to Stockholm we use “hiking in the mountains” as arguments 
since they are more interested of it there. Sometimes we use national investigations but more 
when we work with markets abroad. The segments always develop and this means that one 
has to update the information constantly, here guest surveys are to a great help.  
 
We communicate with our potential tourists through the website, by producing and 
distributing printed material, we visit trade fairs and the ones that have the head 
communications are our tourist bureaus in the region. “Our investigations show the printed 

material stands for about 30-40 percent of our communication but that internet is constantly 

growing as a channel of communication”. We visit the seniors’ trade fair in Stockholm where 
we distribute folder like “Enjoy” which is a short guide of Västerbotten where high-lighted 
aspects that we know are important for seniors. We have created special packages for the 
elderly like boat trips and hiking in the mountains. We have done similarly for our other 
targets like for families. “We still have difficulties to reach the segmentation exactly, to reach 

all the way to the bottom”. It is difficult to transmit only one message then one has different 
segments but Västerbotten’s Tourism has one head message which is their slogan “Come as 
you are”. This slogan stands for nature and that a tourist can be himself for a while. It is 
important to start from a base message where everyone stands for the same things but then 
one has of course to adapt the messages after the segments. The brochures for example that 
are financed by Västerbotten’s Tourism and the other destinations are still very important 
according to various investigations. When they are produces we thing about high-lighting 
special events; that there are maps and we usually use pictures of both young and old people.  
 
We measure our marketing and communication campaigns with different methods. 
Västerbotten’s Tourism takes part in Cliers future studies; guest surveys; PRO measurements 
of advertisements in journals were measured with the help of interviews; Television 
commercials are measure exactly and fair trades are measured by goals that are set up in the 
beginning. A problem is still the resources since communication campaigns are expensive. “If 

the Danish actors on national level invest double the Swedish amount it gives certain 

consequences”. Money from the European Union are finished so of course more resources are 
needed. If a there would be a low-price air line we would have much more to work with and it 
would resolve the availability problem for the abroad visitors.  
 

          Own reflections 
 
Now looking back on the interview I consider that it was a really smart move to start with 
Västerbotten’s Tourism to get an overview over the tourism management in the region. I was 
lucky also to get the chance of interviewing a person that has worked in the tourism industry 
for such a long time and who has over twenty years of both practical and theoretical 
knowledge and experience. This interview was very giving for the study and explained a lot 

 



                                                                                       EMPIRICAL RESULTS  

 

 44 

of the regional tourism network and their marketing activities such as segmentation process 
and cooperation activities. 
 

6.2.2 Interview 2 – Maritta Holmberg – Umeå Region 

 
 

Maritta Holmberg has a technical and marketing education from Finland and four years of 
studies in Sweden with working life and personnel questions. She is employed by Umeå 
municipality and works as a tourism director for Umeå. Her head responsibilities revolve 
around leading the tourism bureau of Umeå and to coordinate the work with five 
municipalities around Umeå: Nordmaling; Bjurholm; Vännäs; Vindeln and Robertsfors, with 
whom she has a common marketing budget. She was worked in this position nine years.   
 
She sees this destination as a very natural one where the six municipalities complement each 
other. “From the beginning each municipality wanted to have its own tourism bureau but ten 

years ago we started to cooperate instead of complete”. The six municipalities acknowledged 
the great importance of cooperation. Maritta wants to wipe out the municipal lines and means 
that it does not matter in which municipality a tourist finds experiences. “The tourists come 

here we inform them about all the possibilities”. Umeå region is financed by the municipality 
but a part comes both from the five partner municipalities and companies that pay for special 
campaigns. The total marketing budget is around one million SEK where all the activities that 
we perform are written in our “action plan” but our strategies we get from our “strategic 
plan”. Usually we all from these six municipalities meet once a month and agree upon what 
marketing actions to undertake. Here in Västerbotten, Umeå is the culture capital with the 
nature close. But there are still many undeveloped resources that would enable us to develop 
the tourism companies in the region to make them more profitable. “Many small companies 

were started as a hobby activity”. It would be good also to increase the number of tourism 
companies. “Nature is a raw material and if it is to become profitable one has to work with 

it”. We performed a SWOT analysis to start with that took us a couple of years to complete, 
where we looked at “who we could attract having what we have to offer”. We started with 
having Finland as an important segment but we stopped when the ferry traffic stopped, so one 
has to adapt and change their strategies through time.  
 
For me segmentation is not only general marketing but that we target certain segments with 
our marketing. We choose to target segments that are easiest accessible and profitable. During 
summer period the target is Norwegian families where we advertise in newspapers and 
television in Norway to reach this segment. During the winter period there are many Germans 
that arrive here by car and they want to experience nature while Norwegian families want to 
go to the beach and do some shopping in the city. “Norwegian and Swedish families are not 

so different”. From the coastal areas of Norrland young and older couples without children 
what come here and shop. We have created the package “see and sleep” especially for them.  
Västerbotten’s Tourism takes care of the marketing activities concerning Stockholm and 
Götaland. “We would of course advertise more but our financial resources are not enough”. 
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We use the same variables that use Visit Sweden: families; couples without children, older 
couples and intensives which is managed much with relationship marketing. We have a 
person that is assigned only to work with intensives. The largest group is probably friends and 
relatives and this makes Umeå citizens very important for us since they are our ambassadors., 
we have also with financial resources made some cinema advertisements for Umeå citizens. 
The information about these segments we collect through guest surveys that we do perform 
surveys only for Umeå region where around 600 questionnaires are distributed. “The most 

important source of information was internet with 35 per cent and we believe that a journal 

article is ten times more valuable than an advertisement for us”. It is very important for us 
knowing that we are doing the right thing otherwise we will change strategy. 
 
We want to communicate that Umeå is a great city near nature and choose different channels 
to communicate with our potential tourists. The website is getting more and more important 
since we got a lot of calls and therefore we needed to rationalise the work load and there the 
website functions well for this purpose. We have brochures that we distribute on strategic 
places and via Visit Sweden. “We have bought a service from Visit Sweden so when someone 

calls from Germany and wants to know something about Norrland they give our brochure”. 

We have a basic brochure that exists in seven languages where the information and the 
pictures are very important. It is difficult to find good cheap pictures and it is important to 
have people on them. We have a lot of thematic brochures where we have “passed from 

general needs to specific customer needs”. Brochures are financed by us and some companies 
through advertisements. We go to trade fairs but not that much. One thing that is essential is 
our customers here at Umeå tourism bureau and we work with giving them best service so 
they come back.  
 
We measure our marketing and communication activities differently. With Google 
advertisements and the web in general it is very easy. Though guest surveys we measure or 
total activities and they are very good to show to politicians since “it is always a struggle for 

money”, so one million marketing budget has to be well spent. 
 
           Own reflections  
I believe that it was very important to interview a tourism actor in Umeå region since it is a 
relatively big city and therefore their cooperation and marketing strategies had to be included 
in a study in the Västerbotten county. I was satisfied with her answers and learned a lot about 
the tourism framework through this interview. Maritta Holmberg’s interview was performed 
at a different level that the previous regional level. This time it was a local level where I 
learned they created their own cooperation region with the municipalities around Umeå, so I 
consider that this interview did add some rich information to the study. 
 
 

6.2.3 Interview 3 – Karin Fällman – The Gold of Lapland 
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Karin Fällman is a business school graduate with the direction of marketing. She is a 
destination manager where she works with marketing; destination development and various 
strategic work on for example trade fairs. She has been working in this particular position for 
three and a half years but she has worked with the Gold of Lapland as a head of project for a 
long time. The gold of Lapland consists of Skellefteå, Norsjö, Malå and Lycksele 
municipalities but may expand in the future since there is an idea to build the world’s largest 
moose in between Arvidsjaur and Skellefteå; and then there is “cheese kingdom” in 
Robertsfors municipality so both are examples of municipalities that might be included in the 
future.  
 
We cooperate with different destinations through a county coordination group in 
Västerbotten’s Tourism. There are ten destinations in total where everyone has their own 
representative. We meet around four times a year to discuss larger destination issues and how 
we should work with marketing in the region. There we decide which activities we want to be 
a part of together and which the gold of Lapland will perform apart. Our companies compete 
on the local market and are in charge of their own marketing when it comes to that, but if we 
have to attract tourists from Sundsvall we work as a destination. “Then it is a contribution for 

the whole region and we complement each other”. On the TUR trade fair in Gothenburg it is 
good to stand together. In tourism business one often helps and divides resources together, “I 

believe that it is more important to cooperate”. One has to work on being authentic and real 
that feels real even for the tourists that come here. One has to raise curiosity and we can do 
that since we have the most of Europe’s gold here “but the people do not know that”. We 
have a lot of craftsman; the world’s aerial cable way and an underground church. We do not 
want the gold of Lapland to be associated with high quality experiences. 
 
Segmentation for me is targets and markets. We performed a “power process” on all 
destinations where we sat everyone the tourism companies circled in where they though their 
segments where and after a while one could decide upon some common markets and 
segments to target. But we update the “power process” each year in pace with guest surveys 
coming in. We discovered for example that we had many more families that we had counted 
with from the beginning which made us revise our strategies and segments. “When it comes to 

the abroad markets we have chosen to target the German market we do not have the energy to 

do more right now”. We perform guest surveys annually and we have a strategic plan where 
we define our segments according to their age culture and also geographically. One cannot 
commit oneself to all so we choose; the seniors are important for us where one can divide 
Sweden in many different segments. “In these guest surveys we have chosen not to go so 

deep”.  
 
We work much with press releases like when at the TUR trade fair in Gothenburg the queen 
stopped at our display case I myself took at picture and wrote something about that in the 
local newspaper. We have advertised in chosen magazines that fits our chosen segments. 
Västerbotten’s Tourism does television commercials for the whole county and we are 
indirectly a part of that. We produce a yearly magazine where all our entrepreneurs are in it, 
where they write themselves and we publish their opening hours. “It is very important to be 

able to call before coming here and get some direct information before drive five miles and 

discover that the place is closed”. We work much with the web but we have not had any 
resources to improve it yet. “Our brochures are our absolute most important mean of 

communication” and we strive after working cost efficiently so they do not cost so much. To 
measure the results of our marketing activities is difficult, but Västerbotten’s Tourism does 
their guest surveys.  
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In the project earlier we had 2 millions SEK but know we have to cooperate with various 
actors to make it work for example Västerbotten’s Tourism. In general I wish we had a 
stronger organisation where one person could work with statistical issues and various 
investigations. “It is really good that we get more people with higher educations that 
understand the way of thinking that it is necessary to analyse”. This tourism industry is young 
and it takes time a lot time before people decide what to do. Umeå is really good and has 
come far but we are on our way. 
  
           Own reflections 
         I believe that this interview was very important and different from the Umeå one. 
Geographically the gold of Lapland stretches from the coastal area inwards the county. It is a 
rather big geographical area and the fact that I got to interview the destination manager was 
very valuable for the gathering of the rich empirical data. Some things in this interview did 
surprise me. I though that everyone wanted to increase the number of visitors and worked 
towards efficient segmentation and creation of other possible segments that could be attracted 
to the area. Instead I got the feeling that many of the tourism entrepreneurs maybe were 
satisfied with the situation since they did not have the energy to do more.  
 
 

6.2.4 Interview 4 – Maria Olofsdotter- Storuman municipality 

 
Maria Olofsdotter is a civil servant at Storuman municipality committee and works with 
several issues concerning citizen issues and she also deals with tourism issues. “If you 

compare with Maritta Holmberg’s role it is different. They have a clear assignment and a 

clear destination”. Tourism issues take her from 25 per cent to a full-time post but it varies a 
lot during different periods. Maria has worked for four years at Storuman municipality but 
before that she has worked in several other industries. She has a degree from Mitthögskolan in 
Östersund where she finished a tourism programme and has later also finished a two-year 
long leadership education.  
 
Tourism concern the whole society; public authorities; various industries; infrastructure; 
social planning and so on. “So one cannot put tourism in one place and exclude it from 

another, then one has made a great mistake”. We have two destinations which have different 
structure and organisation. The first is Tärnaby-Hemavan which is managed by Tärnaby PR 
association and there exist many companies that are dependent on the tourism since it is the 
engine in this area; like for example craftsmen and plumbers. 
 
“Cooperation is absolutely necessary to be able to sell a product since the guest sees a 

product independently which way he or she buys it”. A product is composed by many 
different features and the deal is that in most tourism that one sells a part of an experience and 
the guest buys a total experience. This of course does not concern all-inclusive trips. The 
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closer your target group is culturally and geographically the more important is cooperation 
and the closer you are to the customer the more we compete locally. For a person from Umeå 
in Tärnaby-Hemavan a Saturday night the restaurants compete between each other; but if an 
Icelander wants to visit the same place then one compete globally. Competition for Tärnaby-
Hemavan is other winter destinations but also other industries like if a family decides to buy a 
“home cinema facility” they compete with go skiing in Tärnaby-Hemavan. Through various 
measuring techniques we know that the tourism’s turnover and the amount of guest nights 
increase in the whole municipality; most in Hemavan but even the east part of the 
municipality. This increase is due to several reasons; for example Storuman is an important 
stop on the main road ways E12 and E45. What is unique for Storuman is its strategic 
position; having its two main roads and the railway which is a great potential for the future. 
“Our sport stars is a great strength for Storuman and both our destinations where they help 

to “raise” the name of the city”. We cooperate with Norway, Västerbotten’s Tourism and 
other actors. “We cooperate much with others since there are no resources to work as a single 

actor”. 

 
“Segmentation is a description of the target groups both thematically and geographically 

where one connects the product with the target group”. We know our target groups and we 
know who are our visitors; elderly couples without children both international and Swedish. It 
is the same thing in the whole inland. Families are also important. We get our information 
from the guest surveys that Västerbotten’s Tourism performs and we complement with our 
own annual guest surveys. “These guest surveys do not cover sufficient large volumes so one 
cannot say for sure that the distribution is fair”. Climate tourism may increase in the future 
and this is a temperate zone which will be attractive. “I think that Storuman’s strategic 
position and various niche markets like fishing, hunting and climate tourists will have a great 
importance. Fishing entrepreneurs cooperate in a project “fishing in the north” and we 
cooperate with both Västerbotten’s Tourism and E12 alliance; we do not do our own 
campaigns but we participate in them cooperating with others. We are never alone when it 
comes to fair trades or advertisements. We do not have a slogan like Västerbotten’s Tourism 
but we have some parts in the project form.  
 
“There are markets where Storuman is an exotic destination for great parts of the world”. 
One can develop products that are interesting for shorter visits. Every company in Storuman is 
responsible for their own destination marketing and selling of their products. What we do 
together is that we participate in some marketing production, for example “Summary ways in 
the north” from Västerbotten’s Tourism and “Inland track catalogue”, what we have resources 
for. We cooperate much with Västerbotten’s Tourism but Storuman lies in Lapland and 
Lapland has a strong brand internationally and is an exotic destination. “Everything we do is 

connected with Lapland and that it always is Lapland is very important”.  
 
 
              Own reflections  
This interview was very interesting to perform since I interviewed a civil servant and this I 
believe lead to once again a different perspective and the answers differed from the other 
respondents. Politicians have an important role in the development of regional tourism and 
even if I had decided not to examine the research problem from the strictly political 
perspective I consider that the study benefited having one politic opinion.  
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6.2.5 Interview 5 –Person A – Tärnaby-Hemavan 

 
In Tärnafjällens PR association is financed by both Storuman municipality and fees from the 
65 members in the association. The fee varies depending on the size and turnover of the 
company and it is a range between 1 500-25 000 SEK a year. Other financial resources are 
gathered through various projects.  
 
Cooperation is a very important factor and without it a destination does not work. This area is 
very small with a lot of small companies which “do compete with each other but are forced to 

cooperate in order to reach their goals”. There may be for example one company that offers 
a specific service and then everyone are very dependent on cooperation with that company. 
We compete directly with other winter destinations in Sweden but it has become easier to 
travel anywhere in the world so I believe that we compete also with charter trips to Thailand. 
“If a family in Stockholm is thinking about where to go for vacation it might cost them equally 

to travel a long way abroad as to come to a winter destination in Sweden, so we compete 

practically with the whole world”. In general planning and spontaneity are important even if 
the wish is that one would have plans for several years ahead. We know that if we want to 
compete at the international market we have to deliver pricelists two years ahead and this is 
very difficult to do when there are so many small entrepreneurs here. “Many entrepreneurs 
have only one or two employees and have to handle all the daily work before then can plan so 

long ahead”. We have cooperated with for example Swedish trade and we came to the 
conclusion that it was very difficult to coordinate these small entrepreneurs and there are to 
few financial resources even though there is a great interest for increasing the number of 
visitors. 
 
In Tärnaby-Hemavan we try to take good care of our regular customers because we know 
“that it takes a lot more to obtain new customers than to keep the ones you have satisfied”. 

Then of course we have to get new customers and there we have had the airport in Hemavan 
that has been to a great help. It is calculated that there will be 20 000 persons coming that way 
each year so it definitely opens up new ways for new markets. “It is a competitor advantage”. 
Today people travel more but shorter trips so the time it takes to travel to a place has a 
decisive importance. Our infrastructure here is very good where we have both an airport and 
good main roads. We have a nature reserve close so people can go out in the wilderness with 
good means of communications. 
 
We have many different segments but it varies depending on the time of the year. During the 
winter periods the tourists come here mostly to go skiing and there is not much difference 
between Swedes and Norwegian tourists “which are our target groups”. During the fall we 
have a lot of Russians; people from Eastern Europe; Japan and Korea. On the summer tourist 
often have to be guided a little bit what to do on the destination. We have unfortunately not 
come to the point where we have a clear image of the destination that we want to transmit but 
we are working on it. This week a person will come here and talk to us about branding and 
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those kinds of things. “We are not there where we want to be yet”. We try to adapt our 
messages when we communicate with different target groups and to high-light the activities 
that they may be interested of. “If one advertises to go skiing then it are skiers who are the 

target”. We perform guest surveys together with Västerbotten’s Tourism but we plan to 
perform something in the future for our own destination also. Our focus lies on 
communicating through our homepage and we use other communication channels if we have 
the resources. We have an online booking feature which we try to get all our members to use 
since it means that tourists can book their trips whenever they want to. We have a company in 
the region called Strömma that makes advertisements for their ski lifts and therefore for the 
whole destination which is very good. “We cooperate a lot together but of course they have 

their own plan that they follow”.  
 

             Own reflections 
This participant chose to be anonymous after have read through the transcription of the 
interview and therefore I chose not to present the persons position or responsibilities thus the 
interview is a bit shorter compared with the others. What I can say is that the person is well 
educated and has been working in the tourism business for a rather long time. Many tourism 
actors before I started my research told me that Tärnaby-Hemavan are very successful in what 
they are doing and that the tourism is well developed on that destination. Having received all 
this positive opinions about this destination I had to include it in the study in order to see what 
made them so successful and if it depended on efficient cooperation and segmentation 
techniques that differed from other destinations in Västerbotten.  
 
 

6.2.6 Interview 6 – Professor Dieter Muller – Umeå University 

 
Dieter Muller is a professor in culture geographic and has all his degrees from Umeå 
University. He sees himself more as a tourism researcher with a cultural geographic 
perspective that a cultural geographer with a tourism perspective. He has cooperated mostly 
with public tourism actors even though he had a regular contact even with private sector. He 
has not performed any larger investigation of the private sector in Västerbotten. 
 
According to Dieter there is too little of both cooperation and competition in the area even if 
cooperation still dominates. Many tourism actors have still not understood that they are a part 
of a bigger system and care about their own small company. But it is much better know that 
under the 90s and this change is partly due to the process that was performed and financed by 
the European Union called the “power process”. The goal was to make the tourism actors 
aware about the bigger role they had in a tourism system. “I believe that this power process 

has brought some positive results”. This process has been performed in all Västerbotten’s 
county and the focus in this process lies on the local entrepreneurs. “I think this process 

stopped in Hemavan because of the uneven power relationships between the entrepreneurs”. 
Strömma owns a lot of facilities like ski lifts and some hotels and it resulted in that the other 
smaller entrepreneurs felt ran over. Then there is too little competition in the area and it is 
seen as something bad that has to be counteracted. “I think that everybody would earn on 
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having more colleagues in the industry”. A destination has to offer a lot of thing to do and 
have a wide range of activities and products but in many parts of Västerbotten this supply 
does not exist. 
 
The general marketing management in Västebotten is good where they have been good at 
working systematically. “I believe that the brochure that they published in Västerbotten’s 

Tourism was very successful and that says a lot”. But Västerbotten’s Tourism is financed by 
county council and this result in that they have to manage the resources in a special way for 
example comparing to Swedish Lapland which is an economic association. The hotel 
standards have to be improved but the general work that the tourism actors has done in 
Västerbotten is good. “But it does not have to be marketing that makes Västerbotten not cut 

through the competition there may be other variables that can explain it better”. 
 

“I do not believe that there is anything unique about Västerbotten comparing to its 

neighbouring counties”. There is the gold of Lapland maybe and a big city as Umeå but 
Swedish Lapland has a lot of other things that are as important. The Lappish culture would 
make a great product but it has not been developed. In the first place tourist come to 
Västerbotten to visit family and friends, secondly to see their weekend cottages and in the 
third place we have Umeå as a city and its’ University. The leisure time visitors may come 
here for nature; go skiing and to go to the beach during summers. The international visitors 
are often German and Dutchman that come by car. To attract more tourists to the region one 
has to work more with product development and it is strange that there are no more Lappish 
culture entrepreneurs because it is what is sought-after. In Hemavan the airport is a good 
example of a facility that attracts people; it is easy to come there, so infrastructure is very 
important. “Nature’s best” companies are important even if there should be more of those. “It 

is not easy since one cannot force entrepreneurs to start tourism businesses and that is often 

the reason – there are to few tourism companies in the county”.  
 
To attract the international segments one has to create attractions so that the tourist has 
something to do here then arrives so it is not enough with marketing. Norwegian tourists 
come here for the beach and for shopping but that may not draw the attention of other 
international segments. “I think it is reasonable to target the close markets – the Swedish 

segments”. The seniors is important and definitely a future segment where it is easy to 
calculate how many older people there will be in the future and they nowadays have both 
money and good health. It is often difficult to manage small companies that bigger ones and a 
problem is that they want to develop the tourism in the whole county but the question is if the 
conditions are the same everywhere. The mountain area is where the money is and Umeå has 
to work on developing the business tourism segment so that they can manage larger groups. 
 

One should adjust the message after the different markets then one communicates with the 
market. “Depending from which market a tourist comes from he or she has different ideas 

and association with the place and it is that picture that has to be transmitted”. 
Västerbotten’s Tourism slogan as “come as you are” which is relatively neutral towards all 
markets. “The slogan is ok but if I am a little bit nasty I would say that it is in a way 

meaningless”. It is not said that Västerbotten county has to work as a destination for tourists. 
The gold of Lapland is a clear destination; the mountain area is a clear destination and so on. 
“I wonder if in the future it would be wise for Västerbotten to form an alliance with 

Norrbotten and market the area together”.  
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          Own reflections 

I myself have had Dieter Muller as a teacher and have always seen him as an expert in the 
subject of tourism. Therefore then I decided to write my thesis about tourism it was important 
to me to include him in the study based on his knowledge about tourism and the tourism 
framework in Västerbotten. Through this interview I got a professor’s opinion on this 
particular problem which is valuable and ads the theoretical perspective to the analysis in this 
study. Since Dieter Muller also has cooperated with tourism actors in the region shows that he 
is well aware of the Västerbotten counties situation.  
 
 

6.2.7 Interview 7 – Tina Olofsson – Visit Sweden 

 
 

Tina Olofsson works as a head of business development on Visit Sweden where she is in 
charge of developing partnerships with actors in Swedish tourism industry; develop new 
concepts and to assist the management with strategic issues like for example future themes. 
She has worked for eight years at Visit Sweden but before this position she has worked with 
incoming to Sweden; Consult in exporting abroad; STS and in hotels. She has an economical 
education from Mitthögskolan with the direction of tourism and marketing and 
communication sciences. 
 
Visit Sweden is a partly public organisation that has the assignment from the government to 
market Sweden abroad as a destination. Each year they are given 110 millions to be used for 
image marketing and the trademark “Sweden”. Fifty millions are used for fixed costs like 
personnel and our offices but the rest we use for image marketing. We also get around 40-50 
millions from various destinations in Sweden which we help to market so if Hemavan wants 
to target the Danish segment they contribute financially when we do a general marketing 
campaign for winter in Sweden. Each destination in Sweden is in charge for its’ own 
strategies and has to come to an agreement on the destination with all the entrepreneurs and 
tourism companies in the area. After that they have decided which markets they want to target 
we come in the picture and hopefully they feel that we are a partner to cooperate with. Visit 
Sweden has come up with thirteen markets where we believe Sweden has potential tourists, 
but it is up to the destination to decide and I know that Västerbotten’s Tourism works a lot 
with Norway. Then we often look at what products in Västerbotten are ready to be exported; 
how the business logics are in the area if the products are fairly prices and so on. “There I feel 

that Västerbotten has kept a low profile so far but it is a good product there are sitting on and 

I know they are working on it.” Planning in tourism is very important since if one has to reach 
Germany with a product it is summer 2009 that we are working with at the moment and if it is 
a new product one has to be planning for 2010 or 2011. When we look at a destination we 
also look at the infrastructures and how many regular airline services there are and how does a 
destination sell itself.  
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Sweden is a very small country and on some markets we only have 0.02 market shares so it all 
is about one thing and it is cooperation. It does not matter if we talk about large cities such as 
Stockholm, Gothenburg and Malmö, it is all about cooperation. “A homogeneous image is to 

wish fore but we are not there yet”. Like for example New Zeeland are very good at that 
where they say that they are “100 % pure”. From a national perspective we always compare 
ourselves with our neighbours like Norway and Finland who are very good at what they are 
doing. If we compare market shares we see that Finland has a very strong winter product and 
if we talk about large cities we compare ourselves to Copenhagen; outdoor and outdoor 
packages we see what they are doing in Canada and New Zeeland and how we can position 
ourselves on the market. “It is very different depending on what you are looking at for 

motives and reasons for travelling”. If we compare ourselves with our neighbours we have 
winter; and Denmark does not have that; in Norway they are really good at working with 
nature but they do not have so much with design; Finland works a lot with finish Lapland but 
they do not have coast and see so much. “One cannot say that we are best at something since 

we have no clear position yet”. We know that the Germans and Dutchmen loves Sweden and 
its nature; in France, Italy and Spain they know us for Stockholm, design, Gotland and winter 
in Swedish Lapland; in the UK they are interested of large cities and outdoor activities. So it 
is very different what Sweden is known for in the different countries.  
 
Segmentation is a way of clustering together people according to common mental pictures 
they have of things. We have just finished a 2,5 year long segmentation process where we 
tried out different segmentation models according to what we though was right and after some 
background information we came up with one target and four different segments which are; 
WHOs (wealthy-healthy-older-persons) ; DINKs (double income-no kids) ; Active family and 
Corporate Meetings. The starting point was to examine reasons and motivations for travelling, 
values and priorities. We perform segment analyses annually and our analysis division works 
with the results. A company “Cairos Future” makes these analyses easier to understand that 
we later sell to the different destinations and actors in tourism industry. “I know little about 

Västerbotten but I know that it is about nature and that they are stronger in winter period”. It 
is happening a lot in Hemavan-Tärnaby and there are larger entrepreneurs in the area. At Visit 
Sweden we have a model that we use for our communication which includes four parts: PR; 
Travel trade; digital and analogue marketing. PR is much about relationships and we have 
display trips for journalists where we measure the results by a barometer; Travel trade is 
similar to PR and we try to keep a close contact with academies and events. It depends a lot 
on the customer which communication one is using. If it is a young couple in Paris we use the 
website; if it is an older couple in Skåne we may use printed materials or bookstores and 
cinema commercials.  
 
Tina Olofsson believes that tourism actors in northern Sweden “have to cooperate and agree 

upon what is to be accomplished because they are not there yet”. The level of cooperation is 
so basic still and the international competition is so tough, it does not matter what product one 
has if they do not make it larger. A typical tourist from Italy sees; Stockholm; Gothenburg; 
Malmö: Swedish Lapland and the ice hotel – this is his mental map. So a good idea would be 
to agree upon an icon or something that would put the county on the map. In Sweden at the 
moment there are many milliard projects that are all about differentiation to create something 
unique. Västerbotten are good at outdoor activities and there is a great potential where if there 
would be a charter airline one could expect visitors that would pay 2000 SEK a day if it 
would be arranged properly. An idea would be to build forty camping cottages in the 
wilderness. “One has to work very much on the actual offer from Västerbotten”.  
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           Own reflections 
With this interview I brought in the national level. I believed that I could not fully understand 
the tourism framework if I did not include the national level in the study. I wanted to see how 
such a large destination work with segmentation and what their opinion on cooperation was. It 
showed that the tourism actors should not be competing with each other locally in order to 
compete internationally. It was very interesting to interview a person that has so much 
practical and theoretical experience. The advices at the end that had to do with Västerbotten’s 
Tourism product development were very inspiring. 
 
 

6.2.8 Interview 8 – Jan-Erik Jaensson – Swedish Lapland 

 
 

Jan-Erik Jaensson is the tourism director of an economic association called Swedish Lapland. 
He is responsible for gathering information; processing and spreading it to all members in the 
association; then he is in charge of competence development; quality work; marketing; 
availability; represent the common goals of the members and strategic coordination. There are 
about 400 entrepreneurs in Norrbotten that are divided into nine destinations, “Norrbotten is 

25 per cent of the Swedish land mass and therefore we felt that we needed to have this middle 

level”. Jan-Erik has doctoral degree in service marketing from the University of Umeå.  
 
We have been organising this destination for five years when we started to work we 
performed a so-called “power process” where everyone were involved. This process has 
created the foundation and had been based on a great cooperation. “I can state that there is no 

tourism entrepreneur here in Norrbotten that considers some other as competition”. We see 
each other as partners and compete instead with other industries. We want to get a part of a 
private person’s wallet and therefore we want people to buy tourism experiences instead of 
rebuild their kitchen. When it comes to intensive buyers we had for example on of Italy’s 
largest banks with a total of 450 persons here last year. Tourism entrepreneurs have to 
understand that visitors do not think so specifically when they choose like Piteå, Luleå or 
Umeå; they think at greater parameters. This bank chose between Marrakech and Piteå and 
finally they chose Piteå, so it would be very stupid to think that we are competitors within a 
county. No one has 200 scooters or 200 overalls in the right size so we have to cooperate and 
this time maybe it is you who lend me the scooters and the next time I will do the same. “This 

is the only way to grow instead of using the energy to destroy each other”. All work under the 
brand Swedish Lapland and all cooperate. We have tree core values that we communicate: 
authenticity; duties of host and contrasts and all our communication and concept development 
is based and influenced on these values. So with this strategy there will be no Disneyland or 
Santa Claus land here instead we use our natural resources as building blocks. “We have a 

large area geographically and we have these three core values where one of them is contrast; 

so we try to fill the brand with all different activities”. We have the mountains; the coast; the 
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inland and Torneå valley. We work a lot in different thematic groups like now we have a 
fishing group which is good since there are profitable customers. We also have a 
communication concept that is called “The colours of Swedish Lapland” which can be and 
often is developed into combination like “the adventures of Swedish Lapland” and “meetings 
of Swedish Lapland”.  
 
We have several prioritised markets such as: Västerbotten; Mälardalen; North of Norway; 
England; France; Italy and Germany. We chose these markets since the majority of our 
entrepreneurs already worked with them, it was not more complicated than that. This does not 
mean that we exclude other markets and we have entrepreneurs that work with both Russia 
and Spain. But it is impossible to categorize like this since there are for example 56 million 
inhabitants in England. But here we have used the help of Visit Sweden with the segments so 
we use WHOs; DINKs; active family and corporate meetings. So then we agree upon to target 
DINKs in London and WHOs in Dusseldorf and we work on with those strategies for three 
years depending on Visit Sweden’s reports. We get to know a lot about our segments through 
these segment analyses. We have 31 per cent international stays in Swedish Lapland, which 
makes us third in the whole country. Because of this we work with the national road 
administration to put up more signs in English. “If you try to count how many signs there are 

in English – one hand will be enough for you”. We also develop our internal database where 
the idea is that all activities performed in Swedish Lapland by all entrepreneurs should be 
putted in so that all could take a part of that data. 
 
“I can say that the greatest surprise I did get when I started here was that we knew so little 

about our tourists”. Now we are much more professional on that point and we concentrate on 
the most profitable segments and our goal is not to get more tourists here but more profitable 
tourists. Our head responsibility is to help our entrepreneurs make more money. 
“Västerbotten has performed the same “power process” as we have but maybe they have 

been a little less successful but this can be explained by a smaller amount of entrepreneurs in 

Västerbotten county comparing to us”. 
 

           Own reflections 
           This interview was very interesting to perform since it gave another perspective. 
Swedish Lapland can be seen as a competitor since if tourists choose to go there instead of 
Västerbotten it means that Västerbotten is loosing money. The two concepts of cooperation 
and competition seem to be complicated. Since some say that there should not be any 
competition and the others claim that it is necessary for development. Jan-Erik is a well 
known actor who has been very successful with Swedish Lapland and its brand management 
so it has been a great asset for this study and contributes a lot for the analysis. 
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7. ANALYSIS OF THE STUDY  
 

What is then the tourism framework in Västerbotten’s County? How are the tourism actors 
connected to each other? Do they compete or cooperate? How is marketing management 

performed? How is the segmentation process performed and how important is it in the 

tourism context? What channels are chosen for market communication and why? Continue 

reading and find out… 
 

 
 

7.1 Analysis’s outline 
 

In this part I present a general analysis of the study where empirical data was analysed 
together with the theories from the theoretical frame discussed in chapters three and four. 
Analysis is often considered to have the aim of coordination, evaluation and discussion and is 
in this chapter divided up into specific themes which were found to be suitable during the on-
going research but still had a close relation to the interview themes in the interview guide. The 
starting point for the analysis has been the empirical data of this study. References to the 
theoretical frame have been drawn to compare if previous theories are supported by the results 
of this study, but most of the focus lies on trying to identify underling mechanisms and the 
management processes. Common patterns were in some cases identified and marked with 
bold letters in order to simplify for the reader to more easily find them when needed. In the 
analysis part my reflections are a part of the total analysis and were not separated from the 
text. New facts and theories were sometimes presented in the process of elaboration of new 
theories and building on existing knowledge. I chose to present the empirical data through 
mentioning the respondent’s names and sometimes the destination, below is to be found a 
short reminder of the respondents for the reader.  
 
I chose to have a somewhat different structure of the analysis. After having performed a 
traditional analysis first I realised that there was a need for a different structure having eight 
respondents on different levels to analyse. Therefore I decided first to analyse the five tourism 
actors in Västerbotten County in a “between case” analysis (A) in order to understand the 
situation and differences and similarities in their management and strategies. In the second 
step (B) I included wanted to see what was written in the theoretical frame and analyse the 
first part together with references drawn to previously mentioned theories from chapters three 
and four. In the second part I also included the three other external respondents since it 
seemed more logical not to mix them together in the first part with the other respondents. I 
considered that the three external respondents had a very important role in the study since 
they allowed me to look at the research from another perspective. Even thought I was 
constantly analysing during both A and B parts I felt that there was a need for a concluding 
part with only my suggestions and general analysis where all three parts were revised. With 
this structure of the analysis I felt that it got much clearer and much easier to understand and 
discover mechanisms and relations between different issues. Hopefully the reader with agree 
with my reasoning. 
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In hermeneutic research the empirical data is very important177 therefore I have chosen this 
kind of structure for the analysis where the empirical data is high-lighted: 
 

• In the first part A of the analysis the five actors in Västerbotten’s region are examined 
in a sort of “between-case” analysis. 

• In the second part B references are drawn to the theoretical frame and the three 
outside experts are included. 

• In the third part C my own contributions to the study are presented. 
 

  
 

Part A __________________________________________________________ 
 

A - 7. 2 Tourism framework  
 

7.2.1 The structure A  
It is important to understand and to get a clear picture of the tourism framework before one 
can analyse the problem. The context is essential in hermeneutic research178 and therefore has 
to be analysed first of all. Tourism in Västerbotten is organised and develop by various actors 
in various ways. Västerbotten’s Tourism is a regional organisation with the assignment of 
organising and developing the regional tourism. I have made an overview model “Tourism 
framework” that shows how the various actors are connected to each other where the focus 
lies on the left side of the model.  

 
10. Figure 7.1 Tourism framework      Own Model 
 

Västerbotten county is divided up in ten different destinations which differ in both size and 
are divided by both natural and thematic divisions. Maritta Holmberg from one of these 
destinations, Umeå region, sees her destination as a very natural one where the six 
municipalities complement each other and decide on the marketing strategies together once a 
month. “From the beginning each municipality wanted to have its own tourism bureau but ten 

years ago we started to cooperate instead of compete”. She further argues that in the tourism 
bureau in Umeå they inform visitors about all the possibilities in the region independently of 
which municipality one finds the experience. Important to notice is that in the figure 
Västerbotten’s Tourism is placed in the middle and not over the destinations. I discovered 

                                                 
177 Tebelius Ulla, Patel Runa, Grundbok i forskningsmetodik : kvalitativt och kvantitativt, p. 33 
178 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 39 
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through my research that the destinations were not in any way forced to participate and 
cooperate with Västerbotten’s Tourism. It is important to wipe out the borders. They choose 
to cooperate in certain activities that were agreed upon four times a year in the county 
coordination group’s meeting. “On county level we have to organise and work with the parts 

that are interesting to develop together and we leave the destinations to freely work on their 

parts”, says Ulf Figaro from Västerbotten’s Tourism. “This role distribution was discussed 

and agreed upon in the “power process” and I believe it was good to spend some time on this 

part”. The power process was the starting point for this organisational structure that 
Västerbotten County has today.  
 
Västerbotten county is responsible for coordinating general tourism development and 
marketing activities. The destinations are free to choose when they want to participate in 
activities or not Karin Fällman explained; many activities the Gold of Lapland choose to do 
on their own. Since the destinations are not dependent on Västerbotten’s Tourism it can seem 
that for the destinations it is very profitable to participate in Västerbotten’s Tourism activities. 
So this means that it must be rather difficult for Västerbotten’s Tourism to coordinate and 
make long term strategies and plans since they are not sure of how many actors and 
destinations will choose to be a part of them. Each destination in Västerbotten is in charge for 
its’ own strategies and has to come to an agreement on the destination with all the 
entrepreneurs and tourism companies in the area. After that they have decided Västerbotten’s 
Tourism comes in the picture and coordinates. The reader should note in the figure 7.1 that 
some of the destinations choose to cooperate directly with Visit Sweden without going 
through Västerbotten’s Tourism first which may be considered to be a non-hierarchal way of 
cooperation and tourism management. Karin Fällman wishes for a stronger organisation and 
would like to have a person that would assist with investigation and analysis on the Gold of 
Lapland destination. Maybe it would be more wisely to hand all the investigation 
responsibility to the Västerbotten’s Tourism; that would perform destination specific 
investigations and surveys as well as the general ones. This since they are already performing 
the annual guest surveys that the respondents’ participate in. In figure 7.1 the ten destinations 
are also positioned on different distances from Västerbotten’s region. This is due to the fact 
that some destinations choose to cooperate more with Västerbotten’s Tourism than others; 
some destinations only participate in annual guest surveys for the county mentioned above.  
  
 
 
 
 
 
 
 
11. Figure 7.2 Coordination group 
 

Maria Olofsdotter, the civil servant from Storuman municipality told that their two 
destinations Storuman and Tärnaby-Hemavan are both structured very differently. The 
Tärnaby-Hemavan is managed by Tärnafjällens PR association and financed partly from 
Storuman municipality and partly from fees from their 65 members. Storuman and Skellefteå 
destination were not in the “power process” from the beginning but joined later according to 
Ulf Figaro.  
 
 
 
 

Karin Fällman, from the gold of Lapland, told me that the ten 
destinations cooperate through a county coordination group where 
each destination has their own representative; where they discuss 
larger destination regions and regional marketing activities. About 
her own destination she wished for a stronger organisation since the 
tourism industry is young and it takes a lot of time to decide what to 
do. 
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7.2.2 “Power process” and Planning  A  
In general there seems to be a tendency among the respondents to wish for several years 
ahead of planning. Person A said that having to plan is a need for competing on the 
international market and to deliver pricelists and offerings in advance. The problem is the size 
of tourism entrepreneurs; “Many entrepreneurs have only one or two employees and have to 

handle all the daily work before then can plan so long ahead”. Maritta Holmberg agrees 
saying that; “Many small companies were started as a hobby activity”. Therefore these 
companies need to be developed and it would be good also to increase the number of tourism 
companies. There are six municipalities in one destination in Umeå region. Maritta Holmberg 
has the responsibly for the management of Umeå tourist bureau; but all the strategic questions 
the six municipalities decide together which results in a non-hierarchal relationship once 
again. Tourism development issues are discussed together in teams where entrepreneurs and 
other tourism actors are presented. The organisation of the strategic planning is rather flat 
where all actors together have to come to common solutions and plans together. Maritta 
Holmberg has then the role of coordination of common agreements. 
 

 
12. Figure 7.3 Foundation creation   Own model 
 

The process started with discussing general norms and values and Karin Fällman explained 
that they decided upon common markets to target. “Sometimes one may forget these things 

but this is  a sort of foundation to start from” said Ulf Figaro. The “power process” resulted 
in a strategic county plan, where we have also discussed marketing activities. The final 
“product” we called for AC United and it is the base for our county vision. This “power 
process” seems to be a very good inventory for a destination. It is really good to analyse what 
one strength and weaknesses to start with, as they also did SWOT analyses for both the 
county and each destination and shaped strategies depending on the results. This approach is 
often performed by consultants coming to companies that have difficulties and it works in 
tourism to. The “power process” can be seen as a sort of future planning since all the 
strategies and visions are based on it.  
 
 

A - 7.3 Cooperation - the perfect match  
 

7.3.1 Cooperation or competition A  
The tourism actors in Västerbotten like Ulf Figaro; Karin Fällman and Maria Olofsdotter had 
a similar opinion about cooperation and competition. Maria Olofsdotter explained that a 
product is composed by many different features and the deal is that in most tourism that one 
sells a part of an experience and the guest buys a total experience, therefore:” Cooperation is 

absolutely necessary to be able to sell a product since the guest sees a product independently 

which way he or she buys it”. Ulf Figaro argued: when it comes to competition “I would say 

that we compete at close quarters but we cooperate on distant markets, there we benefit on 

The “power process”, financed by the European Union, has 
through the study always been discussed by the respondents. 
Most of the participants referred to it as the starting point for 
their work. Ulf Figaro, Västerbotten’s tourism, explained that 
the “power process” resulted in a strategic county plan; “It is 

the foundation of our way of working and is a great strength 

since we have all worked on it together with tourism companies 

and tourism organisations in the county”. All the municipalities 
were represented and this is a good democratic solution having 
all parts represented. 



                                                                                                                               ANALYSIS  

 

 60 

cooperation there”. If we have to attract tourists from Sundsvall we work as a destination, 
said Karin Fällman: “Then it is a contribution for the whole region and we complement each 

other”. Well one can say that all the respondents in this study had the tendency to lean more 
towards cooperation that competition. But the general idea was that one should cooperate 
more attracting visitors from more distant part of Sweden or abroad; but locally it was about 
competition.  
 
Sometimes the cooperation is more problematic when actors become dependent on 
cooperation with others as Person A described it “there may be for example one company that 

offers a specific service and then everyone is very dependent on cooperation with that 

company”. In this case according to me maybe it would be good with more competition like 
for example an alternative to that company which would benefit the whole area with better 
prices and a more even power structure in the area. But if a destination consists only of small 
entrepreneurs with equally small financial resources it is a win-win situation for everyone to 
cooperate. Tärnaby-Hemavan area like other Västerbotten destinations has many small 
entrepreneurs which “do compete with each other but are forced to cooperate in order to 

reach their goals” said Person A. Cooperation is a very important factor and without it a 
destination does not work. I believe that Västerbotten county must strive towards a strong 
cooperative relationship between all actors.  
 

7.3.2 Co-opetition and a wide supply A  
Maria Olofsson’s stated that in tourism one sells a part of an experience and the guest buys a 
total experience. One has to create a good total experience where product and services 
complement each other in a good way. There are still many undeveloped resources and many 
tourism companies in the region have to be developed in order to make them more profitable, 
said Maritta Holmberg. “Many small companies were started as a hobby activity”. So there 
are no great finances in a hobby activity and therefore the actors are not that independent and 
would benefit from cooperation. Maritta also argued that it would be good also to increase the 
number of tourism companies. In order to offer a wide supply it is important to have more 
companies that offer different products and services since Västerbotten is just a small place on 
the globe and the competition is hard. The respondent Person A explained “If a family in 

Stockholm is thinking about where to go for vacation it might cost them equally to travel a 

long way abroad as to come to a winter destination in Sweden, so we compete practically 

with the whole world”. Maria Olofsdotter agreed that they compete globally if they are to 
attract an Icelander to the destination for example.  
 
 

A - 7.4 Segmentation and Attraction of customers 
 

7.4.1 Segmentation process A 
According to Ulf Figaro “To segment is to find a particular group, a particular market that 

has a common behaviour and we work with countries as segments and age”. Our 
coordination group has the head responsibility of the segmentation process in the region but 
in it we have representatives from all destinations – so we set our priorities together. So again 
there is the issue of cooperation and coordination that are not separated from marketing 
activities which underlines the importance of including cooperation in the research. When the 
county coordination group went through the “power process” they decided upon certain 
marketing activities and regional strategies. During the process tourism actors discussed 
norms and values which I consider to be very good since it is important to understand the 
basics before moving on. From that process, in which representatives from all destinations 
took part, they decided upon some prioritised segments; our most important segments are 
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older, families and couples without children explained Ulf Figaro. These segments are fully 
prioritised also by Maritta Holmberg and Maria Olofsson. Karin Fällman, in the Gold of 
Lapland the first two and in the case of Tärnaby-Hemavan it is different since they are mostly 
a sport destination. I believe that it is really good that most of these tourism actors follow the 
agreed upon strategies, otherwise it would not make any sense to have the meetings four times 
a year.  
 
The family segment seems to have been noticed to be very popular by various actors like 
Maritta Holmberg, Karin Fällman and Maria Olofsdotter. Through the revision of the “power 
process” the Gold of Lapland discovered that they had many more families than they had 
counted with from the beginning. Maritta Holmberg holds the same opinion and pointed out 
that there are many Norwegian families that come to Umeå during the summer period and she 
does not separate them from the Swedish “Norwegian and Swedish families are not so 

different”. In Storuman they know who their customers are; they know their target groups and 
they know who are their visitors; elderly couples without children both international and 
Swedish, said Maria Olofsdotter. It is the same thing in the whole inland. Families are also 
important, she added. So it seems like seniors, families and couples both older and 
younger find various destinations in the Västerbotten county to be interesting. In the case of 
destinations in Västerbotten the segmentation process has been well discussed during the 
“power process” and been a general agreement by all parts. This may be true but in 
segmentation it is often important to try various methods since no one can really tell a 
company or a destination who they should choose as their target groups. It is important to 
perform a sort of inventory like Västerbotten and the destinations did in order to first get to 
know the product that they have to offer.  
  

7.4.2 Prioritised segments and markets A 
There is a tendency among Västerbotten’s destination to use the approach where they gather 
information about their segments through annual guest surveys. Chosen segments and tourists 
vary during the year. Often in the case of Umeå region and Tärnaby-Hemavan it varies 
depending on the time of the year. In Tärnaby-Hemavan during the winter periods the tourists 
come here mostly to go skiing and there is not much difference between Swedes and 
Norwegian tourists “which are our target groups” explained Person A. “During the fall we 

have a lot of Russians; people from Eastern Europe; Japan and Korea” Person A continued. 
In Umeå Region in winter periods German tourists arrive by car and in the summer they have 
many Norwegian families. Maritta explained: we chose to target segments that are the easiest 
accessible and profitable. Both older and younger couples come to Umeå to shop. Well a great 
difference between destinations in this study is that Umeå is the largest city of Norrland and 
therefore of course tourists come here for other reasons that to the Gold of Lapland, Storuman 
or Tärnaby-Hemavan. It was interesting to note that the respondents often referred to 
prioritised markets instead of segments or targets. Maritta Holmberg used Visit Sweden’s 
segments for Umeå region. These segments are WHOs; DINKs; active family and corporate 
meetings. Most of the destinations update and revise their segmentation and strategic plans 
annually which is a good way of controlling the situation, like Maritta Holmberg said; “it is 

very important for us to know that we are doing the right thing otherwise we will change 

strategy”.  

 
Infrastructure is very important in tourism and in Västerbotten Storuman explains its 
uniqueness by the strategic position of communications like E12 and E45. What is unique for 
Storuman is its strategic position; having its two main roads and the railway which is a great 
potential for the future, said Maria Olofsdotter. The airport in Tärnaby-Hemavan is 
considered to be competitor advantage. It is calculated that there will be 20 000 persons 
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coming that way each year so it definitely opens up new ways for new markets. Tärnaby-
Hemavan is an attractive destination not only for skiers but also for people that enjoy 
wilderness but do not have the energy to hike. This is a very good attraction which I believe 
should be more high-lighted. “Nature is a raw material and if it is to become profitable one 

has to work with it” according to Maritta Holmberg. She has a great point there and I believe 
that Västerbotten has a lot of potential if the actors would just use the natural resources that 
are already out there.  
 

7.4.3 Supply oriented approach A 
A touch of the supply oriented approach I felt interviewing Maria Olofsdotter where she 
called Storuman an exotic destination; “There are markets where Storuman is an exotic 

destination for great parts of the world”. First I did not understand what she meant by exotic 
since it did not seem so exotic to me, so I had to ask her some follow up questions about that 
statement and she explained that it is not exotic to people from Västerbotten but for people 
coming from other parts of the world. She also said that they cooperate much with 
Västerbotten’s Tourism but Storuman lies in Lapland and Lapland has a strong brand 
internationally and is an exotic destination. “Everything we do is connected with Lapland and 

that it always is Lapland is very important”. I believe that Lapland is a strong brand 
internationally but I also think that the work behind Swedish Lapland has made it to what it is 
today. The importance of tourism has grown during the past decades and with the help of the 
“power process”  
 
 

A - 7.5 Marketing Management and Communication 
 

7.5.1 Management A 
From the strategic county plan two major roles were decided for Västerbotten’s Tourism; 
“knowledge provider” and “availability worker”. They perform guest surveys annually, they 
work with facts and statistics and analyse and as the availability worker they put an effort in 
creating selling possibilities for our destination and it often has to do with working with the 
distant markets, while the destinations are in charge of the close markets. “In marketing it is 

good to cooperate so that everyone is not sitting and doing the same job”. In marketing as in 
other strategic tools various tourism actors in Västerbotten cooperate. Maria Olofsdotter told 
that “we do not do our own campaigns but we participate in them cooperating with others; 

we are never alone when it comes to fair trades or advertisements”. She continued “We 

cooperate much with others since there are no resources to work as a single actor”. 
Whatever the budget it is good to plan the communication so it is consistent. Whatever 
method a tourism actor uses it is important that it is planned and evaluated afterwards so one 
knows that the money have been used efficiently or not. Some communication is more 
difficult to measure than others but that is the reality for all destinations around the world.   
 

7.5.2 Communication Method A 
“Our investigations show that the printed material stands for about 30-40 percent of our 

communication but that internet is constantly growing as a channel of communication”, said 
Ulf Figaro. Both Västerbotten’s Tourism and Umeå region has both general and thematic 
brochures adapted after the different segments, we” passed from general needs to specific 

customer needs” explained Maritta Holmberg. In the region of Umeå these brochures exist in 
seven different languages. Karin Fällman agrees saying “Our brochures are our absolute most 

important mean of communication”. Generally all the interviewed respondent’s are 
differentiating their communication channels. The Gold of Lapland produces a yearly 
magazine; all actors visit the TUR trade fair in Gothenburg and other more segment oriented 
trade fairs; television commercials and the web and destination’s homepages are constantly 



                                                                                                                               ANALYSIS  

 

 63 

increasing in importance where even online bookings are a possibility now like in the case of 
Tärnaby-Hemavan and Umeå. Västerbotten’s Tourism uses both young and old people in their 
brochures which is a conscious choice but there seem to be problems finding good and cheap 
pictures having small budgets.  
 

7.5.3 Communication Message A 
Person A at Tärnaby-Hemavan adapt the message to the different target groups “If one 

advertises to go skiing then it is skiers who are the target”. Ulf Figaro explained that their  
slogan “Come as you are” stands for nature and that a tourist can be himself for a while. It is 
important to start from a base message where everyone stands for the same things but then 
one has of course to adapt the messages after the segments, argued Ulf Figaro. I believe that 
having one clear message and repeating it in all kind of communication would create a good 
foundation that hopefully would create a positive feedback in the form of incoming tourists to 
the county. It was interesting to note that there was a common agreement expressed by the 
study’s respondents that the message had to be adapted and focused on the various segments 
and their interests and motivations. In many ways the tourism actors have the important 
marketing knowledge and what is left is to use it – which they do to a good extent.  
 
 

Part B __________________________________________________________ 
 

• In this second part B references are drawn to the theoretical frame and the three 
outside experts are included. 

 

B - 7. 2 Tourism framework  
 

7.2.1 The structure B 
Västerbotten’s Tourism is a regional organisation, an RTO, which is financed by the county 
council where according to the newest information from the first January 2008 there will be 
changes and Västerbotten’s Tourism will change the organisational structure and form a 
regional union; which the actors believe will increase their influence on the development on 
regional resources179. According to Dieter Muller, Umeå University, the fact that 
Västerbotten’s Tourism is financed by county council results in that they have to manage the 
resources in a special way. Ulf Figaro has not expressed that but it may have an influence 
because they use taxpayers’ money, this fact gives more responsibility. Relations between 
Regional tourism organizations, RTO’s, and local tourism organisations, LTO’s, are often 
complex where there have been attempts in regional tourism policies to produce conceptual 
categorizations of the roles and planning approaches180. Tourism actors in Västerbotten 
tourism have all participated in the “power process” where they have decided upon the role 
distribution so there should not be any difficulties with that. Västerbotten’s Tourism has a 
head responsibility of coordinating tourism in the county. Another responsibility is to promote 
the region as a whole. “Regional tourism organizations (RTO’s) can play a vital role in the 
promotion of a region’s attractions, both in the home country and overseas181” because they 
have the advantage to collect all the regional forces and market the destination as a whole. 
This is done in Västerbotten where they have done television commercials and produced a 
general brochure for the county with all destinations present. When they visit the TUR trade 
fair in Gothenburg they high-light all destinations; the ones that are present on the trade fair 
expose themselves; but they all stand together as one destination. 
                                                 
179 http://www.vasterbottensturism.se/default.asp?ML=21537 (25.11.2007; 15:46) 
180 Lew Alan A., Hall Colin Michael, Williams Allan M.,  A companion to tourism, p. 556 
181 Page, Stephen J., Getz, Donald, The business of rural tourism: international perspectives, p. 54 
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Visit Sweden which is a partly public organisation has the assignment from the Swedish 
government to market Sweden abroad as a destination. Tina Olofsson that was interviewed 
explained that each destination in Sweden is in charge for its’ own strategies and has to come 
to an agreement on the destination with all the entrepreneurs and tourism companies in the 
area. After that they have decided which markets they want to target we come in the picture 
and hopefully they feel that we are a partner to cooperate with. Similar structure has 
Västerbotten with their destinations. Tina Olofsson expressed that in other countries it is 
much easier to control the results and programmes since all the tourist bureaus are owned by 
the government or the national tourism organisations. So then the question is what is better? 
To control tourism development through ownership; or to chose when, how and with whom to 
cooperate. “Planning can help to sustain the destination, support the local community and at 
the same time contribute to the achievement of customer satisfaction”182. But in a way if the 
planned activities cannot be “controlled” it makes the evaluation difficult. I believe that a 
balance is to be preferred. It is good that tourism actors on the various destinations and the 
entrepreneurs have their own will and can decide which customers to have and who to target. 
 

7.2.2 “Power process” and Planning  B 
“Planning is concerned with anticipating and regulating change in a system, to promote 
orderly development so as to increase the social, economic, and environmental benefits of the 
development process”183. Planning in tourism was considered to be very important according 
to many respondents in the study where Person A wished to have several years ahead of 
planning. Tina Olofsson from Visit Sweden argued that if one has to reach Germany with a 
product it is summer 2009 that we are working with at the moment and if it is a new product 
one has to be planning for 2010 or 2011.  
 

 
13. Figure 7.4 Increased destination choice    Own Model 
 

So planning as it can be seen in figure 7.4 increases the competition since the destination is 
then represented in travel agents magazines, which in turn increases the probability of being 
the chosen vacation destination. Karin Fällman said that she wished for a sort of maturity 
among entrepreneurs in The Gold of Lapland; it always took long time to make decisions. 
Having more people in the planning increases the time it takes to reach a decision which 
worsens the probability of being ready in time for the travel agent’s catalogue printing. This is 
a negative side of the “power process” which has been performed in each destination. The 
Swedish Lapland has also performed the “power process” and Jan-Erik Jaensson commented 
it in the following way; “Västerbotten has performed the same “power process” as we have 

but maybe they have been a little less successful but this can be explained by a smaller 

amount of entrepreneurs in Västerbotten county comparing to us”. The Swedish Lapland has 
worked for five years creating a foundation for future strategies which has been based on 
great cooperation and started by the “power process”. Well in a way this may be true but if 
one can manage a greater amount of entrepreneurs and still have three years ahead of plans; 
then logically speaking it should be easier for Västerbotten to manage with their fewer 
entrepreneurs. “The role of planning hierarchy is to allow higher tiers to provide a framework 
for lower ones”184. Well the planning hierarchy does not really exist in Västerbotten; where all 

                                                 
182 Page, Stephen J., Getz, Donald, The business of rural tourism: international perspectives, p. 49 
183 Müller, Dieter K., Unplanned Development of Literary Tourism in Two Municipalities in Rural Sweden, p. 
215 
184 Lew Alan A., Hall Colin Michael, Williams Allan M.,  A companion to tourism, p. 557 
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strategic decisions were decided upon together. But often it plays an important role how big 
the entrepreneurs are and how the power structure looks on a destination. Dieter Muller 
commented: “I believe that this power process has brought some positive results”. At some 
destinations the process was more problematic continues Dieter Muller; “I think this process 

stopped in Hemavan because of the uneven power relationships between the entrepreneurs”. 
Strömma owns a lot of facilities like ski lifts and some hotels and it resulted in that the other 
smaller entrepreneurs felt run over. This fact I believe may of course be a difficulty but it is 
good that there exists a larger tourism actor on a destination, and that probably the destination 
Tärnaby-Hemavan is so well known due to the fact that Strömma makes advertisements for 
their ski lifts and therefore for the whole destination which is very good. 
 
 

B - 7.3 Cooperation - the perfect match  
 

7.3.1 Cooperation or competition B 
“For tourism development and planning to work, coordination and cooperation between local 
government and businesspersons is crucial”185. Västerbotten’s region coordinates general 
marketing activities in the region but according to Dieter Muller there is too little of both 
cooperation and competition in the area. Dieter Muller argues that many actors has not 
understood that they are a part of a bigger system; “Tourism entrepreneurs can primarily 
consider their competitors as threats to their own business and, thus, do not participate in 
common activities such as marketing”186. To some extent I agree with Dieter Muller since I 
have the impression after have performed this study that the tourism actors in Västerbotten do 
not embrace cooperation as they maybe should. Jan-Erik Jaensson in Swedish Lapland said; 
“I can state that there is no tourism entrepreneur here in Norrbotten that considers another 

as competition”, which shows how far they have got to their planning according to me. To 
say that about an association with 400 entrepreneurs in Norrbotten is a very strong statement, 
but it makes sense. The entrepreneurs in Norrbotten or Swedish Lapland are involved in a 
win-win relationship and are satisfied with a small share of the profit since contribution to the 
total created value is more important187. This is a good example of a durable long term 
planning that creates profits for everyone as well as it develops the destination and where the 
entrepreneurs will make more money with time, since it is Swedish Lapland’s head 
responsibility.  
 
The general idea found among the destinations in Västerbotten County was that; one should 
cooperate more then attracting visitors from distant parts of Sweden or abroad; but locally it is 
more about competition. This corresponds to the statement that actors tend to cooperate in 
activities carried out at a greater distance from buyers and compete in activities closer to 
buyers188. Moreover one can note that the tourism actors in Västerbotten County cooperate to 
attract visitors to the region which also correspond to Björk and Virtanen’s research findings 
that “Competitors can co-operate in order to attract tourists to the region, but they compete for 
the single customer”189. Dieter Muller claims that there is too little competition in the area and 
it is seen as something bad that has to be counteracted. “I think that everybody would earn on 

                                                 
185 Wilson, Suzanne, Fesenmaier, Daniel R., Fesenmaier, Julie, van Es, John C., Factors for Success in Rural 
Tourism Development, , p. 135 
186 Müller Dieter K., Jansson Bruno, Tourism in peripheries: perspectives from the north and south, p. 11 
187 Bengtsson Maria., Kock Sören, Cooperation" in Business Networks--to Cooperate and Compete 

Simultaneously, p. 417 
188 Ibid., p. 426  
189 Björk Peter, Virtanen Henrik, What Tourism Project Managers Need to Know about Cooperation 

Facilitators, p. 226 
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having more colleagues in the industry”. There is a belief that intense competition is a central 
driving element in pressuring and stimulating firms to innovate and upgrade their competitive 
advantage190. In a way I disagree with Dieter Muller and consider that Västerbotten County is 
not yet ready for a competitive approach or not in the way the competition is seen by the 
tourism actors today. One has to question if this intense competition works more in companies 
and industries where the product is a physical thing. In tourism industry there are many 
common resources like nature and culture that are not “owned” in the same sense but shared 
by various actors that push towards cooperation. There exists a circular relationship between 
cooperation and competition and I believe that it would be suitable for Västerbotten’s county 
to use exclusively cooperation as a starting point. Circular relationship between cooperation 
and competition means that in the beginning cooperation is necessary to make systems 
compatible and increase market size while in later stages of a product’s life competition takes 
over and becomes more intense.191 I believe that Västerbotten finds itself in the beginning of 
the tourism development and therefore should concentrate on cooperation in order to increase 
market share first and later revaluate the situation when the destination has become stronger, 
like Swedish Lapland is doing. 
 
Often small actors have small resources and therefore should concentrate on their core 
competences and co-operate with other firms on other issues.192 According to Bengtsson and 
Kock cooperation is important for utilizing the company’s resources in the most efficient 
way193. Well this could be done through a well outlined cooperation where the problematic of 
cooperation due to the unclear divisions regarding responsibilities and power are avoided 194. 
In Swedish Lapland there are clear divisions and the association works towards making their 
400 entrepreneurs more profitable with general commitments. The local entrepreneurs there 
do not compete even when the visitors are already on the spot. A great example of local 
cooperation was that when one of Italy’s largest banks with a total of 450 persons came to 
Swedish Lapland last year 400 of them wanted to go on scooters. No one has 200 scooters or 
200 overalls in the right size, said Jan-Erik Jaensson so we had to cooperate. Today maybe it 
is you who lend me the scooters and the next time I will do the same. “This is the only way to 

grow instead of using the energy to destroy each other”. All work under the brand Swedish 
Lapland and all cooperate. I believe that Västerbotten County must strive towards a strong 
cooperative relationship between all actors even locally. Of course it may seem that due to 
the globalised economy RTO’s and LTO’s face the neo-liberal contradiction of being both 
more competitive and collaborative195; but I would strive towards a more co operational 
approach because there are more advantages to be gained in the future.  
 

7.3.2 Co-opetition and a wide supply B 
A good example of co-opetition mentioned in the theoretical frame is when different stores 
complement each other and attract customers to a shopping mall196. If one would imagine the 
county being a shopping mall one could then fill it with different activities, products and 
                                                 
190 Bengtsson Maria., Kock Sören, Cooperation" in Business Networks--to Cooperate and Compete 
Simultaneously, p. 414 
191 Bengtsson, Maria, Powell Walter W., Introduction: new perspectives on competition and cooperation, p. 6 
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Facilitators, p. 212-219 
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194 Müller, Dieter K., Unplanned Development of Literary Tourism in Two Municipalities in Rural Sweden, p. 
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195 Lew Alan A., Hall Colin Michael, Williams Allan M.,  A companion to tourism, p. 563 
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services that would complement each other in a good way and create a good total experience. 
Dieter Muller agreed by stating that a destination has to offer a lot of things to do and have a 
wide range of activities and products but in many parts of Västerbotten this supply does not 
exist. Competition often means that there are more entrepreneurs entering the business and 
therefore establishing a wider supply which can also be performed through a more co-
opetitive relationship. A co-opetitive relationship would create a great supply that would be 
appreciated by the final customer – the tourist. But in order to establish a co-opetitive 
relationship each actors has to have a good economy and in a way be separated from the 
others. Västerbotten County consists mostly of small actors with their small budgets and as 
Dieter Muller expressed it – it is more difficult to manage a small business. A wider supply is 
a good thing and benefits all actors, since a larger volume means more customers through a 
greater visibility because it does not matter what product one has if they do not make it larger, 
Tina Olofsson expressed. Jan-Erik Jaensson agreed saying that international tourists have a 
great variety of destinations to choose from. I share the same opinion as Jan-Erik Jaensson 
that tourism actors and entrepreneurs has to understand that visitors do not think so 
specifically when they choose destinations like Piteå, Luleå or Umeå; they think at a greater 
parameter. Tourism actors on a destination can together create this wide supply by greater 
cooperation. It would not harm to increase the number of entrepreneurs in the region but first 
of all one has to “organise” the existing ones in a strong cooperational network. Tina 
Olofsson agrees and advices tourism actors in northern Sweden “to cooperate and agree upon 
what is to be accomplished because they are not there yet”. The level of cooperation is so 
basic still and the international competition is so tough. Even in a broader context, the 
national perspective one has to realise that Sweden is a very small country and on some 
markets we only have 0.02 market shares so it all is about one thing and it is cooperation. It 
does not matter if we talk about large cities such as Stockholm, Gothenburg and Malmö, it is 
all about cooperation. 
 
 

B - 7.4 Segmentation and Attraction of customers  
 

7.4.1 Segmentation process B 
“The concept of market segmentation is the basic point of origin for all tourism marketing 
strategies”197 and is considered to be a very important strategic concept in marketing198 and 
therefore one has to get a good overview of such an important tool. In Västerbotten the 
tourism actors performed the segmentation process together with their entrepreneurs where 
the starting point often was entrepreneurs’ ideas where they discussed the basics where the 
idea behind the model of needs was indirectly used and underlying goals established199. This 
method of choosing segments together is similar to the commonsense segmentation 
approach where the subgroups are described and decided upon together without performing 
any kind of data analysis200. 
 
The county coordination group has used demographic variables when performing the 
segmentation process which is one of the most frequently used methods for segmenting a 
market201. Geographical segmentation is more about areas such as region sizes and climate 
while nationality segmentation is about people’s nationality202. Marketers often do put the 
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nationality segmentation under the demographic segmentation. Some researchers claim that 
due to important society changes former social divisions such as class and gender, work and 
leisure urban and rural are not as meaningful as they once were203. This may be true but in 
segmentation it is often important to try various methods since no one can really tell a 
company or a destination who they should choose as their target groups. The choices that a 
marketer makes in the segmentation process are crucial for the outcome204. Visit Sweden’s 
segmentation process was based on different segmentation techniques. The starting point was 
the reasons and motivations for travelling, values and priorities. Probably Visit Sweden had to 
analyse tourist lifestyles since they can anticipate future customers’ requirements205 and are 
based on people’s values. After evaluating different segments like tourism actors did in the 
“power process” the destination had to decide which and how many segments to serve206.  
 
Tina Olofsson at Visit Sweden explained that they have just finished a 2,5 year long 
segmentation process where they tried out different segmentation models according to what 
we though was right and after some background information they came up with one target and 
four different segments which are; WHOs (wealthy-healthy-older-persons) ; DINKs (double 
income-no kids) ; Active family and Corporate Meetings. A 2,5 year process is a very long 
process and therefore should be seen as an easy access to great information. As Ulf Figaro 
himself said it is unnecessary to do the same thing twice – the reason behind role distribution. 
Therefore I believe that a good idea would be to use Visit Sweden’s segments in 
Västerbotten’s county because they are already so similar to the existing ones. Why? Because 
Visit Sweden has performed a segmentation process that is especially adapted to Sweden; and 
therefore is very useful when attracting international tourists to an area. Swedish Lapland is 
already using Visit Sweden’s segments. Visit Sweden performs segment analyses annually 
and their analysis division works with the results. These later reports can be bought by 
destinations around Sweden in order to facilitate planning and marketing activities after the 
segments.  

 
14. Figure 7.5 Segmentation adaptation    Own Model 

 

7.4.2 Prioritised segments and markets B  
According to Dieter Muller the senior segment is important and definitely a future segment 
where it is easy to calculate how many older people there will be in the future and they 
nowadays have both money and good health. Västerbotten County divides works with a 
summer and a winter products and the chosen segments vary also according to that division. 
To choose specific markets to target it is important to know what tourists expect from a 
destination and what images they hold about a destination. Visit Sweden is each year given 
110 millions by the Swedish government to be used for image marketing. An image can be 
described as a “mental construct developed by the consumer on the basis of a few selected 
impressions among the flood of total impressions; it comes into being through a creative 
process in which these selected impressions are elaborated, embellished and ordered”207. 
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According to Tina Olofsson the image that international potential tourists hold of Sweden is 
following; we know that the Germans and Dutchmen loves Sweden and its nature; in France, 
Italy and Spain they know us for Stockholm, design, Gotland and winter in Swedish Lapland; 
in the UK they are interested of large cities and outdoor activities. So it is very different what 
Sweden is known for in the different countries. There can be negative, neutral and positive 
images of a place that are all connected to emotions and greatly influence the traveller’s 
destination choice208 and using image segmentation can help to find potential tourists that 
already have “positioned” positively the destination in their minds compared to the competing 
destinations. “A strong and consistent position statement is necessary to stand out against 
competitors, and should help sharpen and strengthen a downtown’s brand identity”209. 
According to Tina Olofsson Sweden has not yet positioned itself clearly; “One cannot say 

that we are best at something since we have no clear position yet”. I believe that image 
segmentation is a very good way of choosing markets and segments to prioritise. In this way it 
is difficult to perform the actual segmentation process where not only demographical and 
geographical variables are used. Therefore I consider that since Visit Sweden’s complicated 
segmentation process has required such a long period of time; it must be valid and efficient. 
Jan-Erik Jaensson from Swedish Lapland explained which were their target markets; 
Västerbotten; Mälardalen; North of Norway; England; France; Italy and Germany. He also 
explained that it is impossible to categorize like this since there are for example 56 million 
inhabitants in England. Therefore he uses Visit Sweden’s segments.  
 
Developing a destination for its customers means also to develop the infrastructure so that it is 
easy to come and travel within the destination. Jan Lundgren who is the chairman of Gotland 
argued that the head responsibility of a municipality is to build a foundation from which 
tourism businesses can grow, where infrastructure is important210. Dieter Muller agrees that so 
infrastructure is very important and the airport in Hemavan is a good example of a facility that 
attracts people. Professor Dieter Muller said: “I do not believe that there is anything unique 

about Västerbotten comparing to its neighbouring counties”. Västerbotten County has great 
nature; which in a way is not that unique but if it is managed in the right way with belonging 
infrastructure it will become more interesting as a destination.  
 
Maybe Västerbotten’s Tourism should be more open towards potential segments that they 
haven’t discovered yet. According to Tina Olofsson in the UK they are interested of large 
cities and outdoor activities. In Västerbotten they already have a lot of outdoor activities 
especially during the winter period. Therefore it would not be too difficult to develop what 
they already have and thus attract new visitors that find outdoor activities attracting. In that 
case a new segment would probably be interesting to look at for example then UK. The 
problem lies in the fact that most destinations have a supply approach, which is described in 
the next section.  
 

7.4.3 Supply oriented approach B 
Northern Scandinavian tourism is predominantly supply oriented where communities want to 
give tourists the same experiences that they find to be interesting themselves211. “To attract 

the international segments one has to create attractions so that the tourist has something to 

do here then he or she arrives so it is not enough with marketing”, explained Dieter Muller. 
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Norwegian tourists come here for the beach and for shopping but that may not draw the 
attention of other international segments. Dieter Muller was surprised that there have not been 
any more product development of the Lappish culture since it is a sought-after product that 
probably would attract more people. Often the people that plan the tourism development in 
the region part from what they think is marvellous and expect tourists to find it to be 
marvellous as well, a supply oriented approach212, which was the case with some 
destinations in Västerbotten county. The Swedish Lapland has three core values where 
authenticity is one of them, so it is important with this strategy there will not be any 
Disneyland or Santa Claus village explained Jan-Erik Jaensson. Their strategy is based on 
high-lighting what they already have. In Västerbotten County the situation is a bit different 
since in Swedish Lapland they had many more entrepreneurs to start with and Västerbotten 
does not have quite as many and this makes a great difference. Västerbotten does not have to 
build a Santa Claus village but one can build facilities that would develop the access to the 
rich nature and outdoor facilities. 
 
Through authenticity and cooperation Norrbotten and Lapland has been able to create a strong 
association called the Swedish Lapland; where the branding and the efficient use of an area’s 
resources brings great results. Dieter Muller expressed an idea saying that it is not given that 
Västerbotten County has to work as a destination for tourists. The gold of Lapland is a clear 
destination; the mountain area is a clear destination and so on. “I wonder if in the future it 
would be wise for Västerbotten to form an alliance with Norrbotten and market the area 

together”. This link can be seen in the figure 7.1 above Visit Sweden and I must agree that it 
is not a totally bad idea.  
 
 

B - 7.5 Marketing Management and Communication 
 

7.5.1 Management B 
According to Dieter Muller the general marketing management in Västerbotten is good where 
they have been good at working systematically since the performed “power process”. 
Communication is often very costly and there are different methods to set the communication 
budget. Two examples are the “affordable method” and “percentage of sales method”. Even if 
I found myself to be the supporter of the second method I realise that Västerbotten county is 
not really there yet and do not have that big of a budget. Whatever the budget it is good to 
plan the communication so it is consistent like for example Swedish Lapland has with three 
core values such as; authenticity; duties of host and contrasts and all our communication and 
concept development said Jan-Erik Jaensson. Visit Sweden have a communication model that 
they use, consisting of four different parts; PR, Travel Trade, digital and analogue marketing. 
Whatever method a tourism actor uses it is important that it is planned and evaluated 
afterwards so one knows that the money have been used efficiently or not. Some 
communication is more difficult to measure than others but that is the reality for all 
destinations. A good idea would be to cooperate and manage all major marketing activities 
together since it would give a stronger impact. If the communication budgets from all 
destinations are collected in fewer stronger activities the information flow is stronger and  
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15. Figure 7.6 Communication management   Own Model 
 
7.5.2 Communication Method B 
“Place promotion is the conscious use of publicity and marketing to communicate selective 
images of specific geographic localities of areas to a target audience”213. Tourism actors in 
Västerbotten County use all kinds of communication methods; but the common feature is that 
brochures are a very important communication tool and that destinations’ homepages are 
constantly increasing in importance. Ulf Figaro supported the statement mentioned in the 
theoretical frame that “provision of brochures is often more important than advertisements in 
the newspapers and magazines”214. But there is a tendency that the information presented in 
these brochures is similar for all Swedish municipalities where they present nature, culture, 
beeches and fishing which is not unique and exists on many destinations around the world215. 
With this statement I definitely agree. Tina Olofsson offers an idea to agree upon an icon or 
something that would put the county on the map instead of offering the same things as the rest 
of Sweden. A typical tourist from Italy sees; Stockholm; Gothenburg; Malmö: Swedish 
Lapland and the ice hotel – this is his mental map according to Tina Olofsson. It is important 
that the communication channels are adapted after the segments since a young couple in Paris 
may be reached easily through internet and an older couple in Skåne should probably be 
reached by printed material and bookstores.  
 

216  
16. Figure 7.7 The moose 
 

7.5.3 Communication Message B 
“First, we live in a society, bombarded with information on a daily basis. Second, the mind 
has developed a defence system against the clutter. Third, the only way to cut through the 
clutter to reach the mind is through simplified and focused messages.”217 Often the message 
that one selects to communicate has to be very clear and cut through the marketing noise of 
other offers. To do that one often has to adapt the message to the different target groups like 
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Well if Västerbotten has to agree on an icon the world’s largest 
moose 45 meters high would be a good one. The thought behind the 
icon is to be able to tie other activities to the icon. The Gold of 
Lapland may be such an icon but the world’s largest moose would 
be suitable to many more segments. It is all about sticking out. 
 

more focused like shown in 
figure 7.6. The six arrows can 
for instance point towards six 
different target segments or 
markets. If the tourism actors 
instead would arrange their 
own campaigns and 
communication messages the 
information is pointing 
towards a lot of directions and 
the impact is smaller 
compared to the coordinated 
approach. 
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many tourism actors are doing in Västerbotten. Dieter Muller agrees that one should adjust the 
message after the different markets then one communicates with the market. “Depending 

from which market a tourist comes from; he or she has different ideas and association with 

the place and it is that picture that has to be transmitted”. But he is not that impressed with 
Västerbotten county’s slogan “Come as you are”. “The slogan is ok but if I am a little bit 

nasty I would say that it is in a way meaningless”. The slogan is neutral and can therefore be 
adapted and developed in various different ways but I have to say that to have a common 
theme like the Swedish Lapland enables a lot more creativity. Their communication concept 
“The Colours of Swedish Lapland” is developed into combination like “the adventures of 
Swedish Lapland” and “meetings of Swedish Lapland”. In this way all communication allows 
variety that is still united. It would be a good idea to develop something similar in 
Västerbotten County that would in that way unite all the destinations.  
 
 

Part C __________________________________________________________ 
 

• In this third part C my own contributions to the study are presented. 
 

C - Västerbotten county situation 
Figure 7.8 summarises the first part of the study’s analysis. The tourism framework in 
Västerbotten County is based on coordination and in many cases cooperation. The 
relationship between entrepreneurs resembles a circular relationship between cooperation and 
competition where Västerbotten County should realise that total cooperation is the only way 
to build something durable.   
 

 
17. Figure 7.8 Västerbotten County situation     Own Model 
 

As can be seen in figure 7.8 both segmentation and communication are part of the greater 
square – cooperation. The thought behind this is that tourist segments or targets were chosen 
together through “power process” in Västerbotten’s Tourism and destinations like The Gold 
of Lapland; Umeå region and Storuman. Tärnaby-Hemavan has always had their guests and 
the situation there is a bit different since the “power process” had to be interrupted because of 
uneven power relationships. The segmentation square has a separate part because some 
destinations partly choose to work with their individually chosen targets and partly with 
generally decided upon targets. Communication is a part of segmentation since the actors 
adapt their communication channels and messages after the chosen segments. Many tourism 
actors choose to cooperate on some communication campaigns and perform others 
individually – therefore communication square is a part also of cooperation and has a separate 
part as well. The most important channels of communications are brochures with internet 
constantly becoming more and more important. Measurement of the tourism development in 
the county is coordinated by Västerbotten’s Tourism since they perform guest surveys that are 
used by a great part of the destinations, so there is the coordination once again.  
 



                                                                                                                               ANALYSIS  

 

 73 

This tourism framework is caused by several factors. A supply oriented approach was 
discovered through the empirical study . Tourism actors in the Västerbotten county use the 
county’s natural resources and offer guest services and products that the destinations has to 
offer and do not create attractions to a large extent to especially fit customers’ needs. In 
Swedish Lapland there are about 400 entrepreneurs which gives a wider supply than in the 
case of Västerbotten. There is a need for more entrepreneurs. The already existing actors are 
rather small which leads to the fact that they often need to cooperate in various activities such 
as marketing and communication campaigns. Small actors usually have small financial 
resources so they have to cooperate and be a part of larger projects in order to grow. Long 
term planning has been initiated by the “power process” but is insufficient on many 
destinations. Long term planning increases the competition since international actors would 
be informed on beforehand and Västerbotten’s probability of being the chosen vacation 
destination by international tourists would increase as well. But cooperation level is still basic 
on various levels so it would be good to reach the same cooperation level as the Swedish 
Lapland or Visit Sweden and focus on competing with other countries instead of between 
each other locally. Infrastructure is a very important issue since people nowadays make more 
but shorter trips and therefore travel time is essential for destination choice. It has to be easy 
to come to a place and in the Västerbotten county there are various airports but a charter 
airline traffic would be to prefer. In this case a new segment that would target outdoor visitors 
would enable Västerbotten to position itself more as a wilderness destination focused on 
outdoors enthusiasts.  
 
 

C - My own contributions 
 

 
18. Figure 7.9 Greater Perspectives          Own Model 
 

• The world – Important 
One has to remember that Sweden is just one small spot on the globe. Västerbotten county is 
an even smaller one and therefore one has to part from this perspective when strategies are to 
be formed. Today it is much easier to travel around the world because of better 
communications and lower prices. Thus this world’s globe does not only represent 
international tourists but also potential destinations for Swedish travellers. I got the 

During all three analysis 
parts A; B; and C I have 
analysed different themes 
like tourism framework; 
cooperation; segmentation 
and attraction of customers; 
and marketing management 
and communication. In this 
last part C, I have 
summarised the ongoing 
thoughts and ideas in the 
model X to the left which 
can be seen as a concluding 
model of the research 
together suggestions. The 
reader should start looking 
from the outside of the 
globe in order to follow the 
explanations easier. 
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impression that sometimes this issue of great importance is forgotten and influences 
negatively the decision making process. 
 

• Demand adaptation - Supply adapted segments - Higher profits 
In Västerbotten county there is a supply oriented approach where tourism actors offer what 
they have on the destination and do not create great attraction especially for tourists in order 
to attract them. Today there are not enough resources to create great attractions that require a  
strong financial position of the destination. Hence I propose to choose the middle way 
“demand adaptation”. Tourism actors in Västerbotten should use their beautiful natural 
resources in their offer (supply) but they should adapt them with building wilderness facilities 
that would enable them to attract more tourists and maybe even new segments – supply 
adapted segments like for example the outdoor segment. An example of wilderness facilities 
could be wilderness cottages in the forest so larger volumes of tourists can come which will 
give higher profits and build a stronger destination through clear positioning – wilderness.  
 

• Coordination – Analyses – Adaptation 
The square represents Västerbotten’s county. Today Västerbotten’s Tourism coordinates 
various generally agreed activities as well as they perform annual guest surveys. Due to the 
fact that all interviewed respondents within Västerbotten have stated that they all participate 
in these surveys and some also with to perform their own; where only their destination is 
represented. I believe that it would be smart and fruitful for all destinations if Västerbotten’s 
Tourism would add to their tasks to be responsible for all investigations and surveys in the 
area. In this way various destinations could “order” investigations for only their own 
destination and in that way get well done and fresh material without having to perform it 
themselves. So a deeper specialization in surveys and investigation would serve all the 
destinations. The adaptation is another task that I consider would benefit the area. Visit 
Sweden is a strong organisation which is focused on attracting international visitors to 
Sweden and work with image marketing. Once again one has to remember that Västerbotten 
is just a small place on the globe and that international tourists often think “Sweden” and not 
“Västerbotten”. Therefore I would like to see more cooperation with Visit Sweden and 
adaptation of their analyses and reports to the Västerbotten county and its specific needs and 
desires; which can be done by the Västerbotten’s Tourism and spread to the other 
destinations.   
 

• Total cooperation = Greater impact  
Today in Västerbotten there exist both cooperation and competition; where the actors compete 
locally and cooperate with activities that attract distant visitors. This is one of the greatest 
problems that tourism actors face according to me. I believe that at this starting point where 
the destination is being developed there should not be any competition but pure cooperation in 
all strategic planning and activities. If the reader records figure 7.6 Communication 
management; it supports my argumentation here since I believe that there will be stronger 
impact with both segmentation and communication if the actions are made with cooperational 
approach. To know when to cooperate and when to compete only creates confusion. It is 
better to work together and increase the range of activities that tourists can do then arrived to 
the destination. Even here it is important to remember that tourism actors and entrepreneurs in 
the region are part of a much greater system and that it does not pay off to “destroy” each 
other on the destination. Instead one should embrace new entrepreneurs and help each other 
building a strong destination with a wide supply and the potential of receive larger groups of 
visitors and increase by that increase the profits for everyone involved. So instead of 
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competing for the visitors and financial resources now, let’s just cooperate on every level – 
increase the market share and them divide the greater profits. 
 

• Segmentation Adaptation  
Visit Sweden has identified segments that are suitable for Sweden to target. I believe that after 
a 2,5 years long segmentation process they have really performed a deep analyses and the fact 
that they perform annual segment analyses support further the fact that Visit Sweden produces 
valid analyses. These analyses are adapted after Sweden’s potential and images that 
international tourists hold of Sweden which I believe to be an efficient segmentation 
technique. Today Västerbotten and its destinations already have many segments that are 
similar to Visit Sweden’s like older consumers; families and couples. Västerbotten adapts 
their strategies after the results in annual guest surveys which is always done afterwards. As a 
complement Västerbotten’s Tourism and its destination could use Visit Sweden’s segments 
and reports about them in order to enable more long-term planning of several years ahead – 
adapt their segmentation. Several years ahead of planning would result in increased 
competition with other international destinations. 
 

• Target Communication to the chosen segments 
Tourism actors in Västerbotten have recognised the importance of adapting their messages 
and communication to different segments. So this part already works in the way I find to be 
more correct: adapting the message after the chosen segment. As I mentioned earlier in figure 
7.6 Communication management if tourism actors would cooperate in their communicational 
activities it would bring greater impact since we all know that communication is expensive. 
One has to remember that Västerbotten is just one small place on the globe why waist time on 
small campaigns when one can make a few good ones that work like for example the general 
brochure produced by Västerbotten’s Tourism “summer ways in the north”.  
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8. CONCLUSIONS  
 

Västerbotten county To what extent are the tools of cooperation and segmentation used by 

tourism actors?? What are the researcher’s own reflections of the study? What is the veracity 

of the study? Continue reading and find out… 
 

 
 

8.1 Concluding discussion 
 

 
 

In order to answer the research question I first had to understand the tourism framework in the 
region. Västerbotten’s Tourism acts as a coordinator and assists its destinations with statistics 
as well as markets the Västerbotten county as one destination. The ten destinations are 
responsible for their own strategies which were decided upon together with various tourism 
actors on the destinations through a “power process”. 
 
I must say that the tools of cooperation are not used to a great extent and I would advice 
actors in Västerbotten to develop the cooperation level more to the level of Swedish Lapland 
and Visit Sweden – total cooperation within the county. It would be good if tourism actors 
saw each other as colleagues competing against other industries and countries instead of 
“destroying” each other locally. Since most of the actors are rather small and relatively few in 
the county it only worsens the general supply and increase the confusion if they have to both 
compete and cooperate. Västerbotten county and its destinations are under a construction 
phase yet; where they build a foundation to part from; so they definitely have to increase the 
extent of cooperation between all actors. This in order to with time; become a strong 
destination with a strong positioning – increased market share; later an increased competition 
with other industries and international destination and thus higher profits for everyone. 
 
The tools of segmentation are acknowledged and widely used by the destinations; where the 
segments were chosen together through a “power process”. Today Västerbotten and its 
destinations already have many segments like; older consumers; families and couples. The 
fact that Västerbotten adapts and revises their segmentation strategies after the results in 
annual guest surveys enables them to plan for shorter periods of time. This results in that they 
are not searching for other segments or markets actively. If instead they would adapt their 
segmentation process a bit after Visit Sweden’s; since the segments are very similar; tourism 
actors in Västerbotten could use Visit Sweden’s reports in order to plan more ahead and once 
again increase the competition and the probability of being the chosen destination by mainly 
international tourists by also Swedish tourists. If tourism actors would invest and use some of 
demand adaptation by building some wilderness cottages using their beautiful natural 
resources new segments more profitable segments would be attracted – like for example the 
outdoor enthusiasts from the UK, which today Västerbotten are not targeting. Then it is 
important to work with increasing the volume and the amount of guests that one can receive – 
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which once again can be done with a greater extent of cooperation. The tourism actors in 
Västerbotten adapt their communication activities after the chosen segments. But I consider 
that with a more co-operational approach even here the communication campaigns would 
bring more impact and in turn attract more tourists to the county and all its destinations.  
 

8.2 Further research suggestions 
 

This study was very interesting to perform both theoretically but mostly practically. It was 
very giving to interview the respondents and I learned a lot about tourism and its development 
during this process. What I consider to be a minor disadvantage was to perform this study 
alone since I missed discussing ideas and getting feedback from a co writer. I believe that the 
quality of the study would be higher since I believe that it is essential to discuss when 
investigating. I have in a way resolved the problem by discussing my research with close 
friends, family and sometimes even teachers.  This research area is very interesting and there 
are a lot of investigations that could be performed in the future. It would be interesting for 
instance be to analyse the business climate in Västerbotten’s county. Is it easy to start new 
businesses or is the procedure complicated and needs to be redone in order to attract more 
entrepreneurs? Greater amount of entrepreneurs would benefit the area and tourism 
development positively and increase the supply.  
 
A deeper investigation of the outdoor positioning would be very giving also since it could 
give Västerbotten’s county a new profitable segment and would not require so much effort to 
create and built some facilities since everything else like the wilderness is already there for 
free. It would be interesting to evaluate the hypothesis of forming an alliance with Swedish 
Lapland in the future and the advantages and disadvantages with that. Finally if I would be 
one of the tourism actors in the county I would try to evaluate the idea to support the 
construction of the world’s largest moose. This I would do in order to position a Västerbotten 
icon on the map; so an ordinary tourist would include the world’s largest moose in his or hers 
mental picture among: Stockholm; Gothenburg; Malmö; the Ice Hotel and Swedish Lapland. 
In this way one could continue building outdoor facilities and connect them to the moose in a 
sort of demand adaptation. 
 
 

8.3 Veracity of the Study 
  
I part from two important concepts in order to make this study as trustworthy as possible: 
validity and trustworthiness or trustworthiness as it often is referred to. These two concepts 
are connected to the problems a researcher faces during the transition from the theoretical to 
the empirical level218. Validity answers the question if the chosen measurement does measure 
what it is supposed to be measuring219. In qualitative approach it is also very important that 
the selection of the participants is representative for its group or segment. In this study this 
was done first by the first five respondents operating in Västerbotten county and the three 
later respondents contributed with “external” knowledge about the subject. By external I mean 
that the three respondents such as Dieter Muller; Tina Olofsson and Jan-Erik Jaensson did not 
have direct connection to operational tourism development in the region. After have 
performed the interviews I felt satisfied with the empirical data necessary to move on with the 
analysis. One should reach a theoretical saturation by the research method220 but empirical 
data saturation is just as important and I feel that I reached it in this study.  

                                                 
218 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 107 
219 Bryman Alan, Bell Emma, Företagsekonomiska forskningsmetoder,  p. 203 
220 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 160 
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In this study I have been using the qualitative technique of interviewing respondents with 
semi-structured interview. What measuring instruments are used and their systematic is 
important for the gathering of the empirical data and therefore the qualities that are to be 
discovered221. Internal validity is about making theoretical concepts correspond to everyday 
language so that the respondents do not have difficulties understanding you. I have tried to 
work with my interview guide so that there would not be any difficulties understanding the 
concepts. The segmentation concept for me was also a measurement of how used the 
respondent’s of hearing this concept, but when it was necessary I explained it better so that 
they could answer. For me it was important to gather valuable empirical information and 
therefore I did not judge it to be a disadvantage to explain some concepts for the respondents, 
so I believe that the internal validity of this thesis is rather high. During the research process I 
developed the interview guide in order to increase the validity of the thesis. During the 
interviews I tried to use “simple” language and with this fact I tried to raise the external 

validity of the study.  
 
Higher trustworthiness of the study was reached by sending the respondents the transcription 
of the interviews so they could review and correct facts and make sure that the empirical data 
that I would use in my analysis was reliable and correct. Before each interview I asked the 
respondents if they wanted to have the transcription sent to them; which I believed made the 
respondents more relaxed and open in their answers and increased the validity.  Reliability 
also means receiving the same results if the study is redone222 which is very difficult to 
perform in a qualitative study since it depends on so many variables like how the respondents’ 
felt that day; the personal chemistry between the researcher and the respondents and so on; 
therefore the reliability is not as high as it would have been with a quantitative approach.  
 
The amount of interpretation in a qualitative study is very high. Confirmability means that 
the researcher has not let personal values or the theoretical direction deliberately influence the 
execution of the results in a study223. I have really tried to control and not direct the study in 
the wanted direction. Therefore I here below describe all the interpretation stages in order to 
increase the transparency of the study. First during the selection of theories the researcher has 
to valuate what kind of information and theories to include in the study. I believe that already 
here the researcher is subjective since there is a great amount of information to chose from but 
the researcher has to select a relatively small amount to include in the study. The subjectivity 
of the collection of secondary sources was decreased by selection theories after a criterion. 
When the theories are chosen there is a transition from the theoretical to the empirical part. 
This transition can bring a large amount of misinterpretation since the interview guide; which 
is the tool of gathering empirical data, is to a great extent based on the theoretical frame. 
Therefore this phase is vital and depends on the researcher’s capability to transfer the theories 
into efficient questions which in turn are the foundation for the collection of empirical data. If 
there is a great extent of misinterpretation in this phase the study may be misdirected. I read 
through the theoretical chapters several times during the creation of the semi-structured 
interview guide. I tried out my interview guide by interviewing test respondents who could 
come with suggestions about the interview guide if they felt that the language or the questions 
were difficult. Finally I needed to interpret respondents’ answers and convert them into 
elaborated theories. Misinterpretations here would lead to the fact that misleading conclusions 
were drawn in the end. Here I must say I got a lot of help constructing my own models since 

                                                 
221 Bryman Alan, Bell Emma, Företagsekonomiska forskningsmetoder, p. 168 
222 Tebelius Ulla, Patel Runa, Grundbok i forskningsmetodik : kvalitativt och kvantitativt, p. 74 
223 Bryman Alan, Bell Emma, Företagsekonomiska forskningsmetoder, p. 308 
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they helped me to organise the empirical data together with my own thoughts better. All the 
respondents got the chance to go through the transcription of the interviews and control that it 
corresponded what they intended to say. There are always risks for misinterpretations during a 
research process especially in a hermeneutic study, but if the researcher is aware of this 
possibility and tries to diminish it by various means – the quality and trustworthiness 
increases. Qualitative studies are often judged to be unclear and be lacking the transparency 
for instance about what questions were asked and how the respondents were selected 
compared to quantitative research224. Therefore I have during the research process tried to 
explain all my actions in order to raise the transparency; trustworthiness and the inter-
subjectivity of the study so the readers could judge by themselves the foundation for my 
analysis and results. Inter-subjectivity means that performed interpretations shall be accepted 
by the representatives of that reality; the respondents, and by other researchers225. According 
to the hermeneutical approach human beings are active and are creating the reality 
themselves226. Many of my respondents expressed that they wanted to receive the final 
version of this study. Therefore I tried to make as fair judgements as possible based on the 
empirical and theoretical information I had during the analysis; without exaggerating the 
results. 
 

Transferability stands for being able to transfer the developed theory on other groups and 
individuals227. In qualitative research one builds on the knowledge base by developing new 
theories. I believe that my conclusions could be transferred in a way to other counties as long 
as they remember that the results are based on Västerbotten county and its destinations. What 
other counties can do is to read and analyse and see if they find similar mechanisms in their 
tourism framework and segmentation process. It is important to produce a dense description 
report which can be used as a database for other people who in turn can judge themselves if 
the results are transferable228. I consider that when people read about situations in other places 
they can always learn something and therefore my results can be transferred to other counties 
and destinations without using them literally.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
224 Bryman Alan, Bell Emma, Företagsekonomiska forskningsmetoder,, p. 320 
225 Johansson-Lindfors, M-B. Att utveckla kunskap, p. 166 
226 Ibid., p. 45 
227 Bryman Alan, Bell Emma, Företagsekonomiska forskningsmetoder,, p. 169 
228 Ibid.,  p. 307 
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A.1 The Västerbotten County 
 

 

 

19. Figure A Sweden and  
the county of  
Västerbotten229 
 

 

 

 

A.2 Email to respondents 
 

Hello, 
 

My name is Olga Beliavskaia and I am a student at Umeå University. I am writing my masters 
thesis at the moment about marketing and tourism and have chosen to focus on actors in 
Västerbotten County. The research includes themes like cooperation, segmentation and 
destination development. I would like to interview a person that is involved in the 
management of these processes and has worked with tourism in Västerbotten.  
 

I am wondering if there is a possibility to interview you in order to deepen my knowledge 
about tourism framework in the County and help me finish my thesis. The interview often 
takes about 45 minutes and you can decide yourself what day and what time fits you best. I 
would be very grateful if you could participate in this interview. Please let me know if you 
have any questions about the study so I can explain its purpose more in detail. If not please 
get back to me with a day and time that fits you so I can send you an email with interview 
themes and other information. 
 
Best regards, 
Olga Beliavskaia  

                                                 
229http://images.google.se/imgres?imgurl=http://www.eurotourism.com/se/img/vasterbotten.gif&imgrefurl=http:/
/www.utbildningsguiden.nu/lan.asp%3Flan%3D2%26kategori%3D13&h=479&w=499&sz=27&hl=sv&start=8
&um=1&tbnid=-
EhLRlv4iwlg_M:&tbnh=125&tbnw=130&prev=/images%3Fq%3Dv%25C3%25A4sterbotten%26ndsp%3D18%
26svnum%3D10%26um%3D1%26hl%3Dsv%26rls%3DDVXA,DVXA:2006-10,DVXA:en%26sa%3DN (2007-
05.17; 21:16) 
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A.3 The interview guide 
 

 Ulf Maritta Karin Maria  Person 
A 

Dieter Tina Jan-
Erik 

BEFORE THE INTERVIEW          
Can I record the interview in 
order to avoid 
misunderstandings? 

x x x x x x x x 

Do you want that I send you the 
transcription? 

  x x x x x x x x 

Do you want to be anonymous 
or can I use your name in my 
study? 

x x x x x x x x 

BACKGROUND 
INFORMATION 

        

What is your education? x x x x x x x x 
What is your position and job 
tasks? 

x x x x x  x x 

What are your areas of 
competence? 

     x   

Have you worked with tourism 
actors in Västerbotten? 

     x   

How long have you been 
working within this industry? 

x x x x x  x x 

COOPERATION OR 
COMPETITION  

        

What is X and how is it 
financed? 

x x x x x  x x 

How do you divide X and why? x x x x x   x 
How do you cooperate 
between/with destinations? 

x x x x x  x x 

How do you compete within 
Västerbotten and with other 
destinations? 

x x x x x  x  

What is your general opinion 
about cooperation and 
competition in tourism? 

     x x x 

What is the situation in 
Västerbotten concerning these 
two concepts? 

     x   

Which of the two concepts is 
more important, if any and why? 

x x x x x   x 

What do you think about 
planning within tourism and 
tourism development? 

     x x x 

How has formation of a new 
economic association affected 
tourism cooperation? 

       x 

MARKETING 
MANAGEMENT  

        

How do you work with 
marketing in X? 

x x x x x  x  

What do you think about 
Västerbotten’s marketing 
management, why? 

     x   

How do you divide X when it 
comes to marketing activities? 

x x x x x    

How do you attract tourists to x x x x x  x x 
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X? 
How would you attract tourist to 
X? 

     x x x 

Has it changed through the years 
and was with change caused by 
the increased demand or due to 
the management? 

     x  x 

What do you think is unique 
with X and what differentiates it 
from other 
counties/destinations? 

     x x x 

SEGMENTATION         
What is segmentation for you? x x x x x  x x 
How is the segmentation 
process performed? 

x x x x x  x x 

What variables are important for 
you when segmenting, why? 

x x x x x  x x 

How do you choose your 
segments? 

x x x x x  x x 

Which segments do 
Västerbotten target and what do 
you think about that? Why are 
they chosen? 

     x x x 

Is there any differences between 
international and domestic 
segments? 

x x x x x x x x 

Why do you think tourists come 
to Västerbotten? 

x x x x x x  x 

How do you collect information 
about you segments? 

x x x x x  x x 

Do you feel that you know 
much about your segments and 
how do you update the 
information? 

x x x x x  x x 

Who has the overall 
responsibility for the 
segmentation ? 

x x x x x  x x 

COMMUNICATION         
How do you communicate with 
tourists and your segments? 

x x x x x  x x 

What communication channels 
do you use? 

x x x x x  x x 

What image of X do you want to 
communicate? What is your 
opinion about that? 

x x x x x x x x 

Is it important to communicate a 
uniform or diversified image of 
X? 

x x x x x x x x 

Do you communicate differently 
depending on what segment it 
is? 

x x x x x   x 

How do you reason producing 
brochures? 

x x x x x  x  

How is the production financed 
and who decides the content? 

x x x x x  x  

How did you choose the pictures 
for brochures? 

x x x x x  x  

How do you measure the effect 
of your marketing and 

x x x x x  x  
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A.4 The analysis sheet 
 

 

communication campaigns? 
What is efficient communication 
within tourism? 

     x x x 

Segment Ulf Maritta Karin Maria Person A Dieter Tina Jan-Erik 
Seniors x x x x  x   
Families x x x x     
C. w. c x x  x     
F & R  x    x   
(Climate)    x     
University      x   
Cottages      x   
WHOs  x     x x 
DINKs  x     x x 
Active family  x     x x 
Corporate 
meetings 

 x     x x 

--------------- ----
---- 

---------- -------
-- 

-------- ------------ -------- ------ ------------ 

Market         
Sweden x x   x    
Västerbotten x x x x x x  x 
Mälardalen x       x 
Götaland x        
Norway x x   x   x 
Germany x x x   x  x 
Russia     x   x 
Japan/Korea     x    
East Europe     x    
Holland      x   
France        x 
England        x 
Italy        x 
Spain        x 


