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Summary 
 
Umeå is a city that is known for its music scene. Credible bands and artists have consequently 
sprung out and put the city on the map for as long the authors of this paper can remember. 
The city has a specific image and this study seeks to shine a light on how this came to be. Has 
there been a conscious marketing strategy in order to gain the reputation that Umeå has, or is 
the city’s music scene so prominent that it speaks for itself?  
 
This study seeks to answer the question “How is the music scene in Umeå marketed, with a 
focus on the two festivals Umeå Open and Umeå International Jazz Festival?” 
 
Since the term music scene is very broad, focus is put on the city’s two most prominent 
festivals, Umeå International Jazz Festival and Umeå Open. The former is the oldest festival 
in Sweden, in all categories, and the latter is the country’s largest indoor festival. Interviews 
have been carried out with the producers of the two festivals, since they are very important 
actors on the music scene. In addition, the marketing director of Umeå has been interviewed, 
to see how the city itself is promoted.  
 
The authors have viewed the empirical findings in the light of marketing theories and findings 
in published articles, in order to be able analyse to and speculate upon the city’s music scene. 
They find that cultural visions and marketing are constantly interacting, but to the authors’ 
knowledge, no conscious decisions have previously been taken to market Umeå as a city of 
music. Still, with current acts like Deportees, David Sandström and Frida Hyvvönen just to 
name a few, the image of Umeå is more justified than ever.  
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1. Introduction 
To introduce the reader to the topic of this paper, the authors will provide a background of 
event marketing and a brief description of Umeå Kommun, Umeå Open and Umeå 
International Jazz Festival. The problem discussion will lead up to the problem formulation 
and the purpose of the study. The limitations will close the chapter.  

1.1 Background 
Event marketing is quite a new phenomenon within the area of marketing. Some authors 
claim that it has its origin in the Olympic Games in Los Angeles in 1984, where the sponsors 
got the opportunity to use the Olympic Games as an event in their marketing campaigns 
instead of only having their names exposed during the event. The sponsors then used this 
opportunity to organise their own events around and during the Olympic Games (Bowdin et 
al, 2006, p. 10). To distinguish the difference between this new type of marketing and 
sponsorship, the term event marketing was invented. 
 
Today, event marketing is a widespread phenomenon used by many organisations and a 
popular subject for research which can be seen through the approximately 1 110 000 hits you 
get when searching for “event marketing” on Google Scholar for example. In Sweden, 
companies began to talk about themselves as users of event marketing in the beginning of the 
1990s and since then it has been a frequently used form of marketing (Linge et al, 2004, p. 4). 

1.2 Event marketing – a definition 
Leonard H. Hoyle explains that companies as users of event marketing can be very different, 
but that they all share a commonality of purpose: the three E:s of event marketing:  
 

• Entertainment 
• Excitement 
• Enterprise 

 
Thus, to succeed as an event marketer, one has to provide entertainment attractive enough to 
induce the target market to visit the event by pushing the factors that make the offer unique. 
One has to create excitement within the audience to make the event memorable and one has to 
make the consumers aware of that the organisers are ready to take risks or try something new, 
which shows significant signs of energy and initiative (enterprise) (Hoyle, 2002, p. 2-3). 
 
An online Business Dictionary defines the term event marketing as “designing or developing a 
'live' themed activity, occasion, display, or exhibit (such as a sporting event, music festival, 
fair, or concert) to promote a product, cause, or organisation” (www.businessdictionary.com). 
In the case of this paper, the emphasis will be put on event marketing as a strategy to promote 
music festivals in Umeå, Sweden, and a case study of Umeå Open and Umeå International 
Jazz Festival will be carried out.  

1.3 Umeå Kommun and Umeå Näringsliv 
Umeå Kommun is the largest municipality population wise in northern Sweden and contains 
different entities responsible for different things within the community. One of these entities 
is Umeå Enterprise or Umeå Näringsliv as the authors of this paper refer to it. This entity is 
focusing on local growth through developing Umeå University, the infrastructure, the role of 
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Umeå in northern Sweden and the topics that will be most interesting to the authors when 
writing this paper: marketing and profiling. 

1.4 Umeå music scene 
Umeå has been a city of culture for a long time and several cultural associations are located 
here such as NorrlandsOperan, Humlan and Klungan. Also the largest culture association in 
Sweden; Umeå Teaterförening is located in Umeå. Umeå is the base of many different 
festivals as well; such as Umeå International Film Festival, MADE in Umeå, Täfteåfestivalen 
and of course the two biggest music festivals: Umeå International Jazz Festival and Umeå 
Open (www.umea.se). Today, Umeå is put on the Swedish map as the northern capital of 
culture and it has gotten awards for being the “The Quality Municipality of Sweden”, “The 
Best Student City of Sweden” and “The Swedish Art Municipality”. Umeå is also one of the 
candidates for the European Capital of Culture, year 2014 (www.umea.se). 
 
Ever since the jazz musician Lars Lystedt got the idea that he wanted to start his own jazz 
festival in the end of the 1960s, the cultural life and especially the musical life in Umeå has 
flourished. More and more musicians and artists have been discovered during the years and 
today, names like Refused, The (International) Noise Conspiracy, Deportees, Sahara 
Hotnights, The Lost Patrol, The Perishers, Two White Horses, Lisa Miskovsky, Carolina 
Miskovsky, David Sandström, Cult of Luna, Frida Hyvönen and Isolation Years are all 
connected to the city of Umeå. Robert Dahl Norsten, who is a producer within the cultural 
association Humlan and also the general for the rock and pop festival Umeå Open, thinks that 
this phenomenon is because of that the city has the youngest mean age in Sweden and that the 
university brings new people and new ideas to the city. He also thinks that the emergence of 
such a vivid music scene is a result of a good and permissive cultural climate in Umeå 
(www.umea.se). 
 
A big international break for the music and cultural life in Umeå is that Rick Rubin, the 
biggest record producer in the world, has chosen to record two albums with The 
(International) Noise Conspiracy (which is one of the new bands of the former vocalist of 
Refused: Dennis Lyxzén). The fact that a producer who has been working with artists like 
Johnny Cash, Metallica and The Red Hot Chilipeppers chooses to work with The 
(International) Noise Conspiracy instead of other more lucrative superstars is a great sign of 
that Umeå’s music scene has worldwide fame (www.vk.se).  
 
Another recent contribution to the music scene in Umeå is “Stage 2014”, which is a part of 
the city’s aim to become Europe’s Capital of Culture in the year of 2014. Stage 2014 is a new 
project which aims to support local unestablished musicians and non-profit organisers through 
giving them more performance opportunities and the chance to meet an audience, other 
musicians and organisers. The sound equipment as well as the rent of Hamnmagasinet (where 
the performances are held) is free of charge to the performers (www.umea2014.se). This 
investment in local musicians will hopefully have a positive long-term impact on Umeå’s 
music scene.  

1.4.1 Umeå Open 
The biggest indoor pop and rock festival in the country is called Umeå Open and it has existed 
since 1998 with a yearly attendance of approximately 5000 visitors. It is run through the 
cultural association in Umeå called Humlan and held in the premises of Folkets Hus in the 
centre of Umeå every spring. 
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1.4.2 Umeå International Jazz Festival 
The Jazz Festival in Umeå is one of largest festivals in Sweden of its kind and also the oldest. 
Lars Lystedt, a great jazz musician and visionary, started the festival in 1968 and last year, its 
40th birthday was celebrated. Umeå International Jazz Festival is also held in the premises of 
Folkets Hus in the centre Umeå with thousands of yearly visitors. It has an international 
reputation and world elite jazz musicians such as Louis Armstrong, BB King, Ella Fitzgerald 
and Miles Davis among others, have performed at the festival.  

1.5 Problem discussion 
The music industry in Umeå has flourished over the last few decades with an increasing 
number of artists discovered and events held. This has been made possible by enthusiasts 
believing in themselves and because Umeå has what it takes to host great festivals and breed 
successful artists. Though, the biggest argument for why this has come to be is the steady 
level of demand, not only of the public, but also of the musicians themselves. This demand 
has together with the vision and eagerness to be creative resulted in amazing artists and 
successful music festivals and the growth does not show any tendencies of stagnation. 
Increasing numbers of artists and musical events also boost the need for these, which in itself 
has a snowball effect showing anything but signs of stopping. The authors want to investigate 
how this positive spiral came to exist and why Umeå is by many referred to as a city of music. 
Moreover, they will try to create an understanding to how this image is maintained by those 
concerned through studying different event marketing theories. It will also be looked upon 
how the interaction between marketers and music performers works. To get a good overview 
of the situation on the market, the authors will focus on only two actors. Being the two biggest 
music festivals in Umeå, Umeå Open and Umeå International Jazz Festival were chosen for 
this research.This discussion has led to the problem formulation: 

1.6 Problem formulation 
How is the music scene in Umeå marketed and how does this contribute to Umeå as a city? 

1.7 Purpose 
The aim of the research is to make an investigation of how the music scene is marketed in 
Umeå in correspondence to the different marketing theories that will be presented. Also, it 
will be looked upon how musical visions interact with marketing objectives. Finally, it will be 
researched how the music scene and its marketing is contributing Umeå as a city. To do this; 
case studies on Umeå International Jazz Festival and Umeå Open will be conducted as well as 
an interview with Umeå Näringsliv. 

1.8 Limitations 
Since the term ‘music scene’ is a very wide concept and covering a lot of things, the authors 
have to explain what it means to them and thus limit themselves. In exactly the same way as 
music can take thousands of different forms, the music scene in Umeå does as well. There are 
all sorts of choirs, orchestras, music schools, private instrument teachers, concerts, night clubs 
with music features etc. in Umeå and of course, the authors cannot cover it all. The authors 
have chosen to limit the study to the two festivals Umeå Open and Umeå International Jazz 
Festival since they feel that these two events are the most prominent in Umeå. The Jazz 
Festival is the oldest festival in the country and Umeå Open is well renowned. The festivals 
were chosen because the organisers behind them; Humlan and NorrlandsOperan, are also the 
two actors behind many other cultural events provided in Umeå. Therefore, the authors think 
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that the festivals’ marketing strategies are applicable on other music events in Umeå and thus 
representing the ‘music scene’. 
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2. Theoretical method 
This section starts with the authors presenting why they chose this topic and how their 
possible preconceptions might have an influence on the study. The chapter continues with 
choice of method, scientific approach and epistemological and ontological considerations. An 
explanation on how to evaluate business research will end the chapter.  

2.1 Choice of topic 
Before moving to Umeå from the southern parts of Sweden, the authors had heard about the 
city and its music scene. Rumours about the hardcore movement in the early 1990s spread and 
reached the authors long ago. Ever since, credible musical acts from Umeå (or its 
surroundings) have sprung out of the city to receive both national and in some cases 
international fame. It made the authors wonder, what makes Umeå so special when it comes 
to music?  Why is another city tagged as an industrial town?  
 
The interest in marketing has its origin in that the authors have studied within the field for 
many years, both at Umeå University (in Sweden) as well as in Portugal and Canada 
respectively. Marketing was chosen as their business major at an early stage. Both authors 
also have a deeply rooted interest in music and this is probably due to their adolescence being 
filled with parents and siblings singing, playing different musical instruments and different 
kinds of vinyl records. The authors are frequent visitors of all sorts of concerts and music 
festivals and they are also musicians themselves and play quite frequently at different pubs 
and clubs. Here, the marketing side comes into play when the authors are personally 
responsible to promote their musical events. 
 
Consider the American city of Detroit. Many people would recognize it as the “Motor City” 
because of its automotive industry history. However, if contemplating a bit more, people 
might associate the city with Motown Records, a hardcore punk movement and perhaps the 
famous hip-hopper Eminem. Is Detroit a city of music? To the authors’ knowledge, it is still 
“Motor City”. Chicago is known for blues music and New Orleans is “The Big Easy”. Umeå 
has high performing football and floor ball teams, especially on the female side, but Umeå is 
not associated to as a city of sport as much as it is for music. The authors sense that Umeå has 
some sort of image, but they cannot put their finger on exactly what it is. After studying 
marketing, the authors know that images can be created as a result of successful marketing. 
Are there deliberate marketing choices behind the city’s image as a place for music? Or, is 
Umeå like the guy in school who was cool just because he never tried to be?  
 
Umeå Open and Umeå International Jazz Festival were chosen for the research on the basis  
that they are the biggest and most popular festivals in Umeå, because little is written about 
them and also because of the authors’ specific interest for pop and jazz music.  

2.2 Preconceptions 
The authors’ interests in both marketing and music can have different impacts on this 
research. As already mentioned, the authors have an educational background within 
international business and commerce from both the International Business Program at Umeå 
University and from business schools in Canada and Portugal. Marketing has been the major 
subject for both of them and courses taken in the subject at bachelor level have been 
Marketing Communication, Behavioural Marketing, Marketing Services and Marketing 
Ethics. This has come to play an important part in their music and performances as well. They 
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are aware of the fact that marketing music through web pages, branding, posters and other 
marketing channels can be very hard and that word of mouth a very important channel. They 
have experienced this themselves when a lot of people sometimes show up to their 
performances because of peoples’ good recommendations, not because of that they have seen 
their posters for example.  
 
When being deeply interested in the subject(s) to be reserached, one has to be aware of that it 
can have both positive and negative impacts on the study. The authors are well aware of this 
and have been very careful when choosing theories and interviewees for the research, when 
designing the interview questions and interpreting and analysing the material. It is of course 
an impossibility to be exclusively objective and the interests will always have an affect on the 
thoughts around the problem, which may lead to a biased result.  

2.3 Research Method 
According to Bryman & Bell there are two distinctive clusters of research strategies (2007, p. 
28). The research strategy is the general orientation when conducting business research and 
the two clusters are qualitative and quantitative research. Qualitative research can be 
construed as a research strategy that usually emphasises words. In contrast, quantitative 
research can be construed as a research strategy that emphasises quantification in the 
collection and analysis of data.  
 
This report is of qualitative nature since the data collection focuses on the words spoken by a 
few sources. Data has not been gathered in a quantitative way in the form of a survey (or 
something similar). The reason for that is that the authors seek in-depth knowledge gained 
from a few interview subjects in order to understand how the music scene in Umeå is 
marketed. The authors agreed that a quantitative study would not be able to go as deep into 
the subject as they required.    

2.4 Epistemological considerations 
The epistemological considerations are of great importance to this report because they have to 
do with what is to be regarded as appropriate knowledge about the social world (Bryman & 
Bell, 2007, p. 4). A particularly central issue in this context is the question of whether or not 
the social world can and should be studied according to the same principles, procedures and 
ethos as the natural sciences. There are two main positions that diverge here: positivism and 
interpretivism.  
 
Positivism is a research philosophy that advocates working with a social reality and which 
stresses highly structured methodology to make the end products replicable, law-like 
generalisations similar to those produced by the physical and natural scientists (Saunders et al, 
2007, p. 606). Among other things, one principle that should be taken into account when 
taking a positivist position is that only knowledge that can be confirmed by the senses can 
genuinely be regarded as knowledge (Bryman & Bell, 2007, p. 16).  
 
Interpretivism is the term given to the contrasting epistemological position. This philosophy 
preaches the necessity to examine differences between humans in their role as social actors to 
understand the world (Saunders et al, 2007, p. 106). Writers in favour of this position claim 
that the subject matter of social sciences; people and their institutions, are fundamentally 
different from those of natural sciences. Therefore, the research procedure must be a different 
one, one that reflects the distinctiveness of humans as against the natural order (Bryman & 
Bell, 2007, p. 17).  



 10 

 
This report takes the position of interpretivism, since the authors seek to understand human 
behaviour as opposed to explaining it (which is most common with a positivist approach).  
 
Since the research conducted has its main focus on how marketing in society works and how 
the social actors within the society behave, a generalisable measure similar to one made by 
natural scientists would be very difficult to make. The authors believe that the subjects of this 
report are both intricate and diverse and cannot be studied solely in the light of natural 
sciences. 
 
An approach where one tries to understand human behaviour is hermeneutics (Bryman & 
Bell, 2007, p. 18). Hermeneutics has its roots in the Renaissance in the two parallel and partly 
interacting currents of thought, – the Protestant analysis of the Bible and the humanist study 
of the ancient classics (Alvesson & Sköldberg, 2000, p. 53). From the beginning a main theme 
in hermeneutics has been that the meaning can only be understood if it is related to the whole 
Bible. Conversely, the whole consists of parts, hence, it can only be understood on the basis 
of these (Alvesson & Sköldberg, 2000, p. 53). The interpretation of the whole text is 
successively developed by the interpretations of its parts, and conversely the views of the 
parts are illuminated by views of the whole (Alvesson & Sköldberg, 2000, p. 66). This is 
described by the following figure. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.1 The Hermeneutic Circle 
(Alvesson & Sköldberg, 2000, p. 66). 
 
 
 
Hermeneutics is useful to this study because we intend to interpret how the music scene in 
Umeå is marketed. In order to interpret the whole, the marketing of the music scene, we need 
to understand the parts, where the festivals are large components.    

2.5 Ontological considerations 
Questions of social ontology are concerned with the nature of social entities. The central point 
of orientation here is the question whether social entities can and should be regarded as 
objective entities that have a reality external to social actors, or if they can and should be 
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considered social constructions built up from the perceptions of social actors (Bryman & Bell, 
2007, p. 22). Two positions diverge here as well: objectivism and constructionism. 
Objectivism implies that social phenomena confront us as external facts that are beyond our 
reach or influence.  Constructionism, the main alternative, asserts that social phenomena and 
their meanings are continually being accomplished by social actors.  
 
As is normal for qualitative studies, this report takes on a constructionist approach where the 
authors see social phenomena as constantly changing and constantly being constructed.  

2.6 Criteria in business research 
In order to evaluate business research, there are three more prominent criteria that are of 
importance. According to Bryman & Bell (2007, p. 40-41), they are:  
 

‐ Reliability that is concerned with the question of whether the results of a study 
are repeatable or not. 

‐ Replicability that has to do with the study being repeatable. In order for 
replication to take place, the researcher needs to spell out his or her steps in great 
detail, so that the study can be tried by other researchers.    

‐ Validity that is in many ways the most important criterion of business research; it 
concerns the integrity of the conclusions that are generated from a piece of 
research.  

 
However, writers of case study research whose point of orientation lies primarily with a 
qualitative research strategy tend to play down or ignore the prominence of these factors. Is it 
actually possible for a single case to be representative so that the findings made can be 
generally applied to other cases? It is not, but case researchers sometimes claim that their 
studies have a certain degree of theoretical generalisability (Bryman & Bell, 2007, p. 63).  
 
The authors are of the opinion that the findings brought forward in this report are of such 
nature that they could lack consistency. As Saunders et al (2007, p. 319) puts it: one response 
to reliability is that the findings derived from using non-standardised research methods are not 
necessarily intended to be repeatable since they reflect reality at the time they were collected, 
in a situation which may be subject to change.   
 
So basically, with concern to replicability, the study cannot be carried out in the same way 
again. Since the people interviewed in the study are constantly changing and brought to new 
challenges, their answers might not be the same. New progress or backlashes in their line of 
work might alter their view of the context in which the questions where asked.  
 
According to Saunders et al (2007, p. 309) validity refers to the extent to which the researcher 
gains access to their participants‘ knowledge and experience and is able to infer a meaning 
that the participant intended from the language that was used by this person. Therefore, 
validity is not an issue for this report.  
 
In qualitative studies, other criteria for trustworthiness are used. These are presented in the 
end of the study, after the conclusion chapter. 

2.4 Scientific approach 
There is a connection between theory and research that has to be distinguished when 
designing a research project. Saunders et al (2007, p.117) describes two ways to deal with 
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theory. One way is the deductive approach where you develop your own theory and 
hypothesis (or hypotheses) and test these through a research strategy of your own design. The 
second way is the inductive approach in which data is collected and a theory developed as a 
result of the data analysis. 
 
Although, a qualitative research usually advocates the use of an inductive approach where 
data is analysed and tested and theory created, the authors of this paper cannot be exclusively 
deductive or inductive in this matter. The study starts off by using the deductive approach 
when forming the interview guide through the theoretical findings, which results in a research 
question. The approach turns inductive towards the end of the research when the authors want 
to find out “why something is happening rather than being able to describe what is happening” 
(Saunders et al, 2007, p. 119) and develop a discussion around how the marketing of the 
music scene in Umeå really works through an analysis of the theories presented and the 
empirical findings. This approach is also chosen because the inductive approach does not 
restrain the authors with very strict methodology, as the deductive sometimes do, and it 
permits alternative explanations to the problem question.   
 
Thus, to gain knowledge, the authors of this research paper used both a deductive and an 
inductive approach to connect theory with research. This ‘mix’ of scientific approaches is 
called the iterative approach when jumping back and forth between the deductive and 
inductive approach. In this case, this suggests that after the authors have collected theories 
and data, they should complement their theoretical base in the end of the research by adding 
more theories (Bryman & Bell, 2007, p. 407). 
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3. Theory 
This segment covers the various marketing theories associated with this thesis that the 
authors thought were the most relevant. These are: the five P:s of event marketing, culture 
marketing, branding, internet marketing, sponsorships, festival socio-demographic profiles, 
the value star, the creation of art work, blue ocean strategy, why communities choose to stage 
festivals, communication and word-of-mouth. After each theory, an argumentation is provided 
to show why that specific theory is relevant to this research. A short summary of the theories 
will be presented in the end. 

3.1 The five P:s of event marketing 
The P:s of marketing are fundamental. Theories about them exist in several different 
constellations, be they four, five, six, or seven. The five P:s of event marketing refer to the 
product, promotion, price, public relations and place. These are all elements that anyone who 
is trying to sell a product or service needs to consider.  

3.1.1 Product 
There are several angles from which to approach what an event actually is. An event by itself 
is not tangible; therefore it may be hard to view it as a product, and easier to look upon as a 
service. However, recently the line dividing products and services has to a large part been 
blurred out. Services exist in production companies’ offers to its customers and services 
include product components (Grönroos, 1996, p. 5). In the case of a festival, there are several 
tangible products needed in order to have it realized. The tickets or the invitations are good 
examples of this.  
 
According to Goldblatt (2002, p. 253), it is important to remember that a festival, fair, 
wedding, meeting, exposition, or other event is a legitimate product that must be developed 
and sold. However, Vargo & Lusch (2004) argue that all products and physical goods are 
valued after the services they provide and that the value derived from a product is actually the 
value of the service it provides. Viewing products in this light, one could say that a pencil is 
valued for its writing services, and a cell phone is valued for its communication services. It is 
important for the authors to keep in mind that the definition of products and services are under 
some sort of paradigm shift, and that it can be useful to consider theories from both service 
and product-oriented marketing.  
 
By looking at an event from Goldblatt’s (2002, p. 253) perspective, it is explained that expert 
product knowledge is essential in today’s competitive environment. A person selling the 
product will need to demonstrate vivid knowledge regarding the sponsorship package or other 
event component will differentiate this person from the competition. More important than 
sales skills, demonstrated product expertise shows the client that he or she is making a 
purchase that has added value and helps to develop confidence as well as long-term loyalty.  
 
Event products combine history, quality, and value to produce a unique program and even 
new events can draw from the experience or history of other organisers. Demonstrating a 
consistent capability to produce similar events influences prospective clients to recognize the 
overall quality of the event organisation (Goldblatt, 2002, p. 253). 
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Currently there seems to be a paradigm shift as to how products and services are looked 
upon. It is important to note that an event contains elements of both and should be looked 
upon in the light of this.      

3.1.2 Promotion 
Having the ability to design and develop a product or service that has all the features that 
attract customers is quite different from getting the message across and ultimately catching or 
retaining the customer. Marketers must learn how to communicate effectively with their 
customers (Kotler, 2005, p. 715).  
 
Most, if not all goods and services require promotion in some form. A festival can book the 
best and most famous bands in the world and still have few attendees if strategic promotion is 
missing or inefficient. Goldblatt (2002, p. 254) brings forward the following five necessary 
points concerning event promotion.  
 

1. Identify all event elements that require promotion from the proposal through the 
final evaluation.  

2. Develop strategies for allocating scarce event promotion resources with efficient 
methods.  

3. Identify promotion partners to share costs.  
4. Target your promotion carefully to those market segments that will support your 

event.  
5. Measure and analyze your promotion efforts throughout the campaign to make 

corrections as required. 
 
The points above will be useful when formulating interview questions to marketers of festivals 
in Umeå. This will show how the theory is applicable in the real world.  

3.1.3 Price 
All products and services have a price. Many non-profit and all profit making organisations 
must set prices. Pricing decisions are affected both by internal company factors and by 
external environmental factors. Examples of internal factors are marketing objectives and 
costs and examples of external factors are the nature of the market and demand and the 
economic situation (Kotler, 2005, p. 664-665). 
 
Modern aural and visual arts in the United Kingdom have frequently been accused of having a 
myopic, product focused orientation, and of lacking sufficient consideration for the 
commercial requirements of customer satisfaction and market expansion. However, these 
recommendations have been drawn from marketing practices within the profit sector. The 
superimposition of such commercially accepted doctrine is problematic, since its 
implementation may conflict with the aesthetic objectives that are commonly shared by non-
profit arts-promoting organisations (Oakes, 2003, p. 167). 
 
It is in fact not uncommon that festivals are run by non-profit organisations. The commercial 
gain is set aside to make room for philosophical and cultural gains. If the event is a not-for-
profit venture, the organization may not be concerned with a large commercial yield but rather 
with generating overall awareness and support. Once the profit philosophy is clear, the event 
manager will have to set a price that reflects all costs of goods and services required to 
produce the event, plus an eventual profit margin (Goldblatt, 2002, p. 255). 
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Furthermore, the perceived competition from other events has an impact on pricing. An event 
with the same ticket price but with higher perceived value will attract more attendees. Also, 
during times of recession, some events with lower ticket prices will flourish while other 
upscale event products may not be as successful (Goldblatt, 2002, p. 255). 
In a town where a large number of the potential customers are students on a limited budget, 
pricing an event the right way can be a strong success or a failure-determining factor. Theory 
regarding the price of an event is of importance to this study partly because it allows for a 
comparison between what is being done in the real world, and what is theoretically correct. 

3.1.4 Public Relations (PR) 
Public relations can have a strong impact on public awareness, at a lower cost than 
advertising. Time in the media is not paid for when a newspaper writes an article about a 
product or a service (Kotler, 2005, p. 793). 
 
Advertising is what the event producer is saying about his product, whereas public relations 
are what others are saying about the event. Since many events require a second-party 
endorsement or even a review to encourage people to attend, public relations is significantly 
more valuable than advertising. The effective event public relations campaign will involve 
research with event consumers as well as the media; the development of media kits, fact 
sheets, and the setting up of on-site media assistance etc. Public relations helps the creation of 
the overall impression that others will develop about the event. It is significantly more 
valuable than advertising because it implies greater credibility (Goldblatt, 2002, p. 255). 
 
There are several tools for the PR person to use. News about the product or service can come 
naturally or the PR professional can create favourable headlines, and/or suggest to media what 
to write about. Corporate identity materials help create an identity that the public sees and 
public service activities, like benefit concerts, help to raise public recognition (Kotler, 2005, 
p. 793).  
 
Theory regarding public relations is important to this study since it will allow for greater 
understanding of what tools are used to gain public recognition. The music scene in Umeå 
has been successful in receiving attention through various sources of media, and to see how 
this has happened is an important part of this report.  

3.1.5 Place 
Promoting events in urban vs. rural locations differ in several ways. There might be logistical 
issues and limited media resources in the rural event, but these obstacles can be overcome by 
lack of competition (Goldblatt, 2002, p. 256).  
 
It has been shown that events that are located close to safe and inexpensive public 
transportation, or have closed in, reasonably priced parking, will attract more guests than 
those who do not offer these amenities (Goldblatt, 2002, p. 256). 
 
Theory of place is highly relevant. Choosing the right location for an event is always 
important, but especially in a University town where many of the potential attendees rely on 
public transportation or bicycles rather than cars.     

3.2 Culture marketing  
Culture today is growing bigger and bigger and by that also the marketing of culture and 
different events. Though, marketing for a cultural organisation is not easy. Public subsidies 
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was for a long time an excuse for not having to promote yourself that much as a cultural 
association or organisation, but these financial sources are getting scarce (Kolb, 2005, p. vii). 
This leads to cultural institutions having to put many resources to strengthen their profiles and 
brand images and having to push on the factors that make them unique to get members, 
attendees and visitors. The marketing skills needed for this has never really been sought after, 
but now, cultural associations and organisations have to attract an audience that is 
increasingly difficult to find (Kolb, 2005, p. vii).  
  
Yvonne Pettersson sets up a hypothesis in her study from 2002, which implies that nowadays, 
the marketing of non-profitable cultural institutions is not that widely spread and the 
hypothesis is proved to be partly true. A case study was done on three different cultural 
institutions in Stockholm and the importance of marketing was found to be different between 
the three. However, the restricting factors in all three were the financials, the time and other 
priorities. With more resources, all three could and would market themselves even more. 
However, the common strength between the three is the personnel, which is proved to be 
extremely important in not only the knowledge and enthusiasm, but also in the marketing of 
the institution. Pettersson also finds that none of the three cultural institutions are following a 
well worked-through marketing plan. Even though, a marketing plan lies in the interest of the 
interviewees and also the management of the institutions, the insufficient resources are again 
the restricting factors for this to exist (Pettersson, 2002, p. 53-60). 
 
These theories will be useful when looking at how cultural associations and festivals are 
facing the challenge of marketing their services, if they are restricted in the same ways as the 
institutions studied in Pettersson’s research, if the festivals have a well worked-through 
marketing plan and in that case also how it is worked up and how well it is followed. These 
theories also lay a basis for working out how the festival organisers perceives the differences 
in marketing strategies between events marketing and “regular” service marketing.   

3.3 Branding 
To understand what branding is and how organisations can build sustainable brands, one can 
turn to Jean-Noël Kapferer. When talking about brand building within the service industry, he 
stresses the importance of ‘living the brand’ through brand alignment, which is a process by 
which organisations think of themselves as brands. As well as delivering the expected service 
to the end customer, Kapferer argues that it is equally important to ensure that the resulting 
satisfaction will be attributed by the right brand. This is why all contact information always 
has to follow the brand, “just posting one’s logo on the front door is not enough” (Kapferer, 
2004, p. 52-53). 
 
Two students from Luleå University wrote a bachelor thesis on how to build sustainable 
brands in creative industries, meaning cultural, commercial and industrial industries, and how 
the web can be used as a marketing channel. A case study was made on three different 
festivals in northern Sweden and several theories were tested. One of the biggest theories they 
used was Kapferer’s branding prism to show how the sender and receivers’ images of a 
festival changes the perception of a brand depending on the six different factors included in 
the prism and also how the brand is strengthened through communication (Persson & 
Tengvall, 2007, p. 8). The authors found that the three different festivals were mostly working 
with and through the different theories on how to build strong brands, consciously and/or 
unconsciously, but also that they could benefit from putting more emphasis on the actual 
value created around the brand. This can be done through putting a higher price on the 
festivals to increase the revenue, but also to facilitate the cooperation with sponsors and 
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retailers. They also stress the importance of thorough communication and that the value is not 
only in the personnel, but also in the actual value created around the brand. Three different 
tools are identified on how to succeed with the concretisation of the brand: the website, the 
artists and word-of-mouth. The website as the only evidence of that the festival actually exist 
during its dormant months, the artists who are marketed through the festival and the word-of-
mouth that is created among organisers, artists and visitors due to the festival. Also, they 
emphasize the cooperation between sponsors, artist and festival organisers and the importance 
of co-branding to serve dual purposes (Persson & Tengvall, 2007, p. 39-41).  
 
Since these theories are based on a thesis not too dissimilar from the one of the authors of this 
paper, it is very valuable. It will be useful when looking at how Umeå Open and Umeå 
International Jazz Festival are creating their brand image, if they are assuring that the 
customers’ experiences are connected to the right brand, if they are ‘living the brand’ and 
using it heavily when marketing themselves, if they are using co-branding to any extent and if 
they really know about the importance of a well developed brand image. Also, the authors will 
investigate if the website, the artists and word-of-mouth, being the three different tools 
identified by Persson & Tengvall to concretise effective branding, are specifically used as 
important marketing channels by the two different festivals.  

3.4 Internet Marketing 
Not since the invention of the printing press has advertising been changed as dramatically as 
with the introduction of the Internet. Event marketing has now fully embraced the electronic 
marketplace (Goldblatt, 2002, p. 275). Websites are the company’s own online 
communication to customers. A major factor contributing to the success of Internet 
advertising is the availability of advertising that is more popular than the banner 
advertisement, which was the leading channel for many years. Although banners are still the 
most used form of Internet advertising, its effectiveness is questioned (Wilson et al, 2008, p. 
414). Improved advertising approaches have been developed recently, with the most 
significant being search-based advertising, or paid search advertising. This form allows for 
advertisers to pay only when qualified leads are being delivered to their websites (Wilson et 
al, 2008, p. 414).   
 
Both events studied in this report have well updated websites and a thorough look at their 
electronic marketing is important since it allows the authors to see how this important 
medium is used to reach out.  

3.5 Sponsorship 
The number of events that require sponsorship has grown in recent years. Although the vast 
majority of sponsorship money is invested in sports related events, there is a trend to diversify 
funding into festivals, fairs and cultural events. The reason for this diversification is the 
advertisers need to reach more targeted demographics. Sports have generally attracted broad 
demographics whereas cultural events are able to target high-income and well educated 
consumers (Goldblatt, 2002, p. 266).  
 
Without sponsorship, many events would not be financially feasible. Other events would not 
be able to provide the quality expected by event participants. Still other events would not be 
able to achieve their specified goals and objectives. Suffice it to say that more often than not, 
sponsorship provides the grease that allows the event wheel to function smoothly (Goldblatt, 
2002, p. 267). 
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Sponsorships and collaborations have been obvious in the marketing of the festivals studied 
in this report. The authors therefore deem it necessary to include a theory about this.  
 

3.6 Festival socio-demographic profiles 
Research done of a jazz festival in Norway in 2002 shows a correlation between people 
interested in jazz music and their will to attend jazz festivals as well as their will to spend 
more money on admission fees to concerts and other arrangements. It also shows that a tourist 
spends more money than a local visitor and that men working full-time spend more money 
than others. A positive correlation is presented between spending patterns and length of stay 
and household income as expected, but no correlation was found between spending patterns 
and household size (Thrane, 2002, p. 285). This theory is confirmed by a comparison of 
festival attendees’ socio-demographic profiles made in the United States in 2006. The 
attendees of a jazz festival were compared with attendees of a country rock festival. The 
findings suggests, just like the one from Norway, that the profile of jazz festival visitors is 
distinguished by higher age, income and spending patterns while people visiting the country 
rock festival were usually younger and spent less (Martin et al, 2006, p. 7-8). 
 
These studies will help the authors to investigate how Umeå Open and Umeå International 
Jazz Festival segment their different markets depending on how they want to target them, if 
they focus more on any customer segment, if they exclude any segment and what kind of 
segment they really want to see in their audience. It will also be looked upon if there is any 
correlation between the different marketing strategies they use and how much the festival 
organisers really want the attendees to spend when visiting the festival.  

3.7 The value star and creation of art work 
To evaluate how value is created within a company and who the creators really are, the value 
star is a common tool. It identifies the external actors around what value the company or 
organization actually creates and explains how they all cooperate and contribute to the 
development of the firm’s offer. Generally, the value star looks like this: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.1 The Value Star (Wikström et al, 1998, p. 150). 



 19 

For the sake of the company, value creation is usually about the coordination of different 
external resources and the combination of these with the company’s own resources. 
According to Wikström, the customer is also the central actor for whom the offer is supposed 
to be designed and thus, that the value is created around and with the customer (Wikström et 
al., 1998, p. 149-150). 
 
The value star will be used to identify who the actors around the festivals are and how they all 
contribute and cooperate to maximise the marketing of the festival. The customer will also be 
investigated as the central actor and how the festivals handle the customers.  
 
In the same way value is created, art is usually created collectively by several external and 
internal actors, not only the artist him/herself. Many important actors all contribute to the 
creation of art and in Guillet de Monthoux’s book, four main actors are presented : 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.2 The Creation of Art Work (Guillet de Monthoux, 2004, p. 79). 
 
The artists are of great importance in the creation of art work. Not only because their 
individual work, but also in teams working collectively to create art. The critics are presented 
as the pedagogues building bridges to the everyday world and art through good 
communication between the audience as well as the artists themselves. Technicians are said to 
be a big part of the art creation as well since they contribute with their professional skills to 
interpret and enrich the art by giving the artists the best conditions on stage. Also, the 
audience is viewed as an active player in the creation of art work rather than a passive 
consumer (Guillet de Monthoux, 2004, p. 77-79).   
 
The theory of these four specific actors as important players in the creation of art work will 
give the authors the opportunity to investigate if and how much these different actors all 
contribute to the art creation in Umeå Open and Umeå International Jazz Festival and also 
the marketing of the festivals.  

3.8 Blue ocean strategy 
Businesses have always been trying to outcompete each other and having a competitive 
advantage over another business has always been seen as something good. The blue ocean 
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strategy challenges this by saying that “the only way to beat the competition is to stop trying 
to beat the competition” (Chan Kim et al, 2005, p. 4). Red oceans are the industries existing 
today and are thus the known market space. Here, “companies are trying to outperform their 
rivals and cutthroat competition turns the red ocean bloody” (Chan Kim et al, 2005, p. 4). In 
contrast, blue oceans are all the industries not in existence today and thus the unknown 
market space. These industries are defined by demand creation, the opportunity for highly 
profitable growth and that competition is irrelevant because the rules of the game are not yet 
set (Chan Kim et al, 2005, p. 4).  
 

“Blue ocean strategy challenges companies to break out of the red 
ocean of bloody competition by creating uncontested market space 
that makes the competition irrelevant. Instead of dividing existing – 
and often shrinking – demand and benchmarking competitors, blue 
ocean strategy is about growing demand and breaking way from the 
competition” (Chan Kim et al, 2005, in preface p. x). 

 
Some of these industries are created all by themselves, outside existing industry boundaries, 
but most are created as an expansion of red oceans. The Canadian circus Cirque du Soleil is a 
perfect example of this book which discovered new market space by using the blue ocean 
strategy. Going from being a “proper circus” with clowns, rings and animals, they created the 
“modern circus” with dance, music, theatre and multicultural performances and thus expanded 
an existing industry boundary. So instead of trying to outperform other theatres, musicals and 
other cultural events, they injected the concept of multiple productions into the circus which 
opened up new and uncontested market space and dramatically increased the demand (Chan 
Kim et al, 2005, p. 12-15).  
 
The blue ocean strategy will give the authors the opportunity to look into how the competition 
and cooperation between different cultural organisations and other businesses in Umeå work 
and allow them to research if and how the festivals are trying to widen their concept. 

3.9 Why communities choose to stage festivals 
Along with the fact that festivals attract visitors come the increased spending patterns. Quite 
naturally, people move their spending from their homes to the local festival which they are 
visiting and are thus also contributing to the local growth and tourism. Because of this, 
festivals usually get public assistance by local governments and communities. Why 
communities choose to stage festivals is thus usually because of the direct correlation between 
festival visitor expenditure and the local community growth. Though, a study of two festivals 
in Israel shows that this is not necessarily the case. They show that visitors’ expenditures are a 
central element in creating a growth dynamic, but that these festivals are held despite their 
modest growth impact (Felsenstein et al, 2003, p. 391). In this case, the communities choose 
to stage the festivals because these festivals yield non-market benefits, such as local image 
creation associated with the festival and that the festivals helps the community to put the 
region on the map which in the long run generate income change in the local economy 
(Felsenstein et al, 2003, p. 391). 
 
Also, research done on 291 festival organisers in Texas, USA, presented eight generic reasons 
for non-profit and governmental entities to stage festivals. These were 
recreation/socialization, culture/education, tourism, internal revenue generation, natural 
resources, agriculture, external revenue generation and community pride/spirit. The means of 
their findings showed that community pride/spirit and family were the most important factors 
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while reasons relating to culture, education and external resources were least important 
(Mayfield et al, 1995, p. 42). 
 
These theories enables the authors to look into what the organisers of the two festivals in 
Umeå think are the most important factors for Umeå Kommun to support the festivals. They 
will also allow the authors to question Umeå Kommun about what they really want out of the 
festivals for the sake of Umeå as a community and if they think that the festivals live up to 
these expectations.  

3.10 Communication 
Modern marketing calls for more than just developing a good product, pricing it attractively, 
and making it available to target customers. Companies and organisations must also 
communicate with current and prospective customers, and what they communicate should not 
be left to chance (Kotler, 2005, p. 719).  
 
There are two broad types of communication channels: personal and non-personal (Kotler, 
2005, p. 737). Some personal communication channels are controlled directly by the 
company; for instance, salespeople contact buyers in the target market. Personal influence 
carries great weight for certain products and companies can take steps to put personal 
communication channels to work for them, for instance by creating opinion leaders – people 
whose opinions are sought (after) by others. By supplying certain persons with a product or 
service on attractive terms, a buzz around the product can be created (Kotler, 2005, p. 737). 
 
The use of celebrities and VIPs at events and festivals can be a beneficial factor in raising the 
success of a special event (Hoyle, 2002, p. 163). Well matched celebrities can add credibility 
and enhance image, as well as contribute to local and even national media attention (Hoyle, 
2002. p. 163). 
 
There are many conventional and unconventional ways to send a message. Among other 
things this report seeks to establish how the event’s message is communicated and it is 
therefore of importance to seek similarities and dissimilarities to the theory regarding 
communication.  

3.11 Word-of-mouth 
Mass and selective media can convey information about search qualities but can communicate 
far less about experience qualities. By asking friends or experts about services, however, the 
consumer can obtain information vicariously about experience qualities (Wilson et al, 2008 p. 
30). Information spread about a product or service in this way is usually called word-of-
mouth.  
 
Economists first distinguished between two categories of properties of consumer products; 
search qualities and experience qualities. Search qualities are attributes that can be evaluated 
before purchase, like for instance, a car (and the fact that you can take it for a test drive). 
Experience qualities are attributes that can be evaluated after purchase or during consumption. 
Restaurant meals or haircuts are high in experience qualities for example. A third category to 
add to this is credence qualities, which are attributes that are difficult to evaluate even after 
consumption. Examples of these are complicated surgeries or car repairs (Wilson et al, 2008, 
p. 33). 
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Since consumers can assess few attributes before purchase of a service, they may feel greater 
risk in selecting a little-known alternative. Personal influence becomes pivotal as product 
complexity increases and when objective standards by which to evaluate a product decrease 
(that is, when experience qualities are high) (Wilson et al, 2008, p. 33).  
 
Post-experience evaluations will significantly impact what consumers tell others about the 
service. Because service consumers are strongly influenced by the personal opinions of 
others, understanding and controlling word-of-mouth communication becomes even more 
important for service companies. The best way to get positive word of mouth is, of course, to 
create memorable and positive service experiences (Wilson et al, 2008, p. 42). Also, creating 
word-of-mouth is important because it improves the credibility in the message sent, and it can 
extend the investment in paid communication (Wilson et al, 2008, p. 413). 
 
The authors believe that word-of-mouth today is a very important aspect of marketing, 
especially when it comes to events and entertainment, since these cannot be evaluated before 
purchase and people usually rely on others’ experiences.  

3.12 Summary of theories 
 
The 5 P:s of event marketing: 
 
Product 
The definition of products and services are currently under a paradigm shift which makes it 
important for the authors to consider theories of both product-oriented and service-oriented 
marketing.  
 
Promotion 
Under promotion, five points concerning event promotion are presented and will be used 
when formulating interview questions to the marketers of the festivals in Umeå. 
 
Price 
In this study, price is considered as very important, since a big segment of the market is young 
people and students with a limited amount of money. Theories regarding pricing will be used 
to compare what is being done in the real world with what is theoretically correct. 
 
Public relations (PR) 
The investigated festivals in Umeå have been successful in receiving attention through 
various sources of media. To see how what tools they have used to gain this public 
recognition, one has to consider theories around public relations.  
 
Place 
The location on which a product or service is sold is highly relevant for success. This is 
especially true in Umeå which is a University town, where many of the potential attendees 
rely on public transportation or bicycles rather than cars.    
 
Culture marketing: 
Theories around culture marketing will be used in this study when looking at how cultural 
associations and festivals are facing the challenge of marketing their services and if they feel 
financially restricted. It will also be looked upon if the festivals use a marketing plan and what 
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they think are the strategic differences between event marketing and “regular” service 
marketing.  
 
Branding: 
The authors will use theories around branding to investigate in if the festival organisers 
interviewed know about the importance of a well developed brand image, if they are ‘living 
their brand’ and how they in that case are creating and managing it and if they are making 
sure that the right customer experience is attributed to the right brand. It will be looked upon 
if the festivals are specifically using the website, the artists and word-of-mouth as tools used 
to streamline branding and also if they are using co-branding to any extent. 
 
Internet marketing: 
Both events studied in this report have well updated websites and a thorough look at their 
electronic marketing is important since it allows the authors to see if how this important 
medium is used to reach out.  
 
Sponsorships: 
Many events would not be financially feasible without sponsorships and the two festivals 
researched are no exceptions. A theory about sponsorship is thus relevant to look into how the 
collaborations really work and how they are used in marketing the festival as well as the 
actual sponsors. 
 
Festival socio-demographic profiles: 
To facilitate the identification of the “typical” festival visitor of the festivals in Umeå and use 
this information to promote the festival to this target market, theories about socio-
demographic profiles will be used in this study.  It will also be looked upon if any customer 
segment is excluded and who the festival organisers really want to see in their audience. The 
differences in spending patterns between different festival visitors will be brought up as well.  
 
The value star and the creation of art work: 
The value star theory will be used to identify the actors surrounding the festivals and how 
they all contribute to the value creation. The authors will use the art work theory to see if and 
how much the four different actors (artists, critics, technicians and audience) are working 
collectively to create art and to promote the festivals. 
 
Blue ocean strategy: 
To investigate if there is any competition/cooperation between the festivals and between them 
and other actors on the market, the blue ocean theory will be used. The same theory is utilized 
when researching if and how the festivals are widening their music festival concept to 
discover uncontested market space. 
 
Why communities choose to stage festivals: 
These theories enable the authors to look into what the organisers of the two festivals in Umeå 
think that they are contributing with to Umeå as a city and if some specific factors of why 
Umeå Kommun chooses to support the festivals can be identified. Also, the side of the 
municipality will be presented and what they think that the festivals are contributing with is 
worth the financial investment they put in.  
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Communication: 
There are many conventional and unconventional ways to send a message. Among other 
things this report seeks to establish how the event’s message is communicated and it is 
therefore of importance to seek similarities and dissimilarities to the theory regarding 
communication.  
 
Word-of-mouth: 
The authors believe that word-of-mouth today is a very important aspect of marketing, 
especially when it comes to events and entertainment, since these cannot be evaluated before 
purchase and people usually rely on others’ experiences. The theories around word-of-mouth 
are thus important to review. 
 
Model of summary: 
The model below shows some of the interaction between the different concepts and theories 
previously mentioned. The sponsors or partners contribute with financial support to keep the 
ticket prices down, and they also provide the venue, which in turn allows for even lower 
prices. The Blue Ocean Strategy can widen the festival and give it a competitive advantage. 
The different types of communication are all linked together in different ways and they all 
contribute to the promotion.    

 
Figure 4.1 Summary of Theories. (Model developed by the authors).
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4. Practical method 
The practical method provides the reader with information on which criteria was set up for 
the research process, what kind of literature was used and an explanation of the primary and 
secondary sources used for this study. Furthermore, knowledge around the interviews and the 
case studies conducted are presented. An explanation to why the analysis and discussion will 
be separated will close the chapter. 

4.1 Research process 
To make it easier to find relevant literature when conducting a research, one can set up 
different criteria. For example, these can be what language you should use when searching for 
information, what language the publication should be in, from what geographical area the 
information should be, within which time span the information is allowed to be from and what 
type of literature it can be (books, types of journals, articles, internet sources etc) (Saunders et 
al, 2007, p. 70). The primary language when searching for information for this paper was 
English, but since both of the authors have Swedish as their mother tongue and the fact that 
Umeå is a Swedish city, the Swedish language was of course also used. English and Swedish 
also had to be the languages the information found was written in since none of the authors 
fluently masters any other language. No actual geographical area was pinned out to narrow 
down this research since the authors found it important to be susceptible to information not 
only from Sweden or Europe, but from all different parts of the world. Up-to-date information 
is crucial when conducting research for a scientific study. Therefore the main focus was put 
on literature younger than 10 years, although, no specific time span was determined. Being 
very open to all different kind of information, the authors decided not to exclude any type of 
literature. Thus, information was searched for in scientific journals and articles as well as in 
books and on the internet. Internet based search engines utilized were mainly the Umeå 
University library web page, EBSCO-host and Google Scholar. 
 
The importance of generating relevant and suitable key words is a crucial process. The key 
words describe the research question and objectives and are the fundamentals of an efficient 
information search (Saunders et al, 2007, p. 71). Through brainstorming, discussion and 
looking on similar theses’ key words and sources of information, these key words were 
developed: event marketing, special events marketing, music festivals, festival marketing, 
sponsoring, volunteering, word of mouth, branding, evenemangsmarknadsföring, 
musikfestival, festivalmarknadsföring, eventmarknadsföring, upplevelsemarknadsföring.  

4.2 Data collection 
To accurately derive where the actual data for a research comes from, it is important to 
distinguish between two sorts of data: primary and secondary. The former is “data collected 
specifically for the research project being undertaken” (Saunders et al, 2007, p. 607) and the 
latter is data that is collected for another purpose than the actual research at hand (Saunders et 
al, 2007, p. 246).  
 
When collecting data for this paper, the authors have used both kinds of data. However, to get 
basic knowledge about event marketing, the music festival industry and specifically the two 
specific festivals investigated, the authors started off by using secondary data consisting of 
web pages and books. Secondary data in the form of scientific articles and journals, books and 
university theses were also the main source of information composing the theory and method 
chapter. New data for this specific research was collected through interviews with the authors 
three different respondents which constitutes our primary data.  
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4.3 Interview 
The term qualitative interview is often used to capture the different types of interview that are 
used in qualitative research. Such interviews tend to be far less structured than the kind of 
interview associated with survey research (Bryman & Bell, 2007, p. 472). Survey research is 
usually more suited for quantitative studies, and being that this report is of qualitative nature, 
the interviews will follow in that direction.  
 
There are two major types of qualitative interviews; the unstructured interview and the semi-
structured interview (Bryman & Bell, 2007, p. 474). For this particular study, it was deemed 
necessary to conduct semi-structured interviews in order to collect data. These types of 
interviews are carried out in the way where the researcher has a list of questions of fairly 
specific topics to be covered, often referred to as an interview guide, but the interviewee has 
much freedom in how to reply. Conducting interviews in this way is advantageous to the 
authors since it allows the interviewers to ask questions spontaneously, on things that they 
pick up from the interviewees (Bryman & Bell, 2007, p. 474). By asking questions in a semi-
structured way, there is more room left for spontaneous thoughts and there are fewer 
boundaries for the person being interviewed as well as for the interviewers. This interview 
strategy also enables possibly important information that initially was not sought after to 
surface. 
 
The authors chose three interview subjects. They were: the producers of the festivals Umeå 
Open and Umeå International Jazz Festival, as well as the marketing director of Umeå 
Kommun. These three were contacted via e-mail, which they all responded quickly to, 
granting face-to-face time of about one hour each. All three interview sessions took place on 
the same day, which allowed the authors to keep the conversations fresh in memory and 
allowed them to link certain aspects of the questions between the interview subjects. For 
instance, one interviewee could answer a question in a way that would interest the authors and 
make them formulate new questions to the interviewee next in line.  
 
During the interview process, no significant disturbances where encountered. The subjects 
where fully committed to answering the questions with vivid answers covering the themes 
relevant to this report. Prior to the interviews taking place, the interview guide was sent out to 
the subjects in order to allow them to get a feeling for the nature of the report. 
 
The authors will frequently use quotations in the empirical findings and in the analysis and 
discussion in order to accurately animate how the interviewees have replied to the different 
questions.  
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Table 1.1 Interview Table.  

4.4 Case Study 
The larger part of the data gathered for this report comes from case studies of two events: the 
festivals Umeå Open and Umeå International Jazz Festival. According to Bryman & Bell 
(2007, p. 62), the basic case study entails the detailed and intensive analysis of a single case, 
and the related research is concerned with the complexity and particular nature of the case in 
question. Some of the best-known studies in business and management research are based on 
this kind of design, and examples of cases are:  
 

‐ A single event, such as a space shuttle launch 
‐ A single location, such as a factory, production site or office building 
‐ A person, such as a study of female managers  
‐ A single organisation, such as the management of a company 

 
Exponents of the case study design often favour qualitative methods such as participant 
observation and unstructured interviewing since these methods are viewed as particularly 
helpful in the generation of an intensive, detailed examination of a case. Furthermore, the case 
study is suggested to provide a vehicle through which several qualitative methods can be 
combined, thereby avoiding too great a reliance on one single approach (Bryman & Bell, 
2007, p. 62). 
 
This report is based on information gathered from interviews and from documentary data 
collection. The authors believe that the festivals are of great importance to the city of Umeå, 
and that the in-depth knowledge that can be gained through conducting case studies of the 
festivals are of utmost importance when striving to gain knowledge as to how they contribute 
to the city’s cultural spectrum.  
 
There is sometimes a distinction made between different types of cases (Bryman & Bell, 
2007, p. 64). Some examples of these are:  
 

‐ The critical case. Here the researcher has a clearly specified hypothesis and a case is 
chosen on the grounds that it will allow a better understanding of the circumstances 
in which the hypothesis will and will not hold. 

‐ The unique case. The unique or extreme case is a common focus in clinical studies. 
‐ The revelatory case. Much qualitative case study research that is carried out with a 

predominantly inductive approach to theory treats single case studies broadly as 
revelatory.  

Nr.  Participant(s): Festival: Employer: Type: Time: 

1. 

Kristoffer 
Bäckström & 
Robert 
Dahl Norsten 

Umeå Open Humlan Face to face 1:35 

2.  Lennart 
Strömbäck 

Umeå 
International  
Jazz Festival 

NorrlandsOperan Face to face 1:27 

3. Anna Olofsson   Umeå Näringsliv Face to face 1:10 
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‐ The representative or typical case. This type seeks to explore a case that exemplifies 
an everyday situation or form of organisation. 

‐ The longitudinal case. This type of case is concerned with how a situation changes 
over time. 
 

Any particular study can involve different combinations of these elements (Bryman & Bell, 
2007, p. 64). The event cases studied in this report contain elements of both revelatory and 
longitudinal case study. This study is in part inductive and seeks to reveal how the music 
scene in Umeå is marketed. Thus the study contains a revelatory element. However, there is 
also a longitudinal element where the authors seek to see how the festivals have changed, and 
how the festivals have changed Umeå, over time.  

4.5 Analysis and conclusion 
In chapter six, the analysis is presented. This chapter will mainly focus on connecting the 
theories presented with the empirical data found and allow the authors to analyse the 
similarities and dissimilarities between the theoretical framework and what is actually 
happening in the real world.   
 
The conclusion chapter (chapter seven) will allow the authors to be freer in their 
interpretations and presentations than in the analysis, and more own thoughts and connections 
made will be elaborated upon.  
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5. Empirical findings 
The empirical findings start out with a figure with an overview of the actors covered in this 
research. A short introduction to the specific actor interviewed will be put forward just before 
the qualitative data gathered through the interviews is presented. 
 
The figure below shows an overview of the actors on the music festival market in Umeå 
brought up in this research, and the connections between them. Umeå Näringsliv is an entity 
beneath Umeå Kommun, which is also a large contributor to each festival. Umeå Näringsliv 
contributes as well, but with focus on marketing the city of Umeå.   
 

 
Figure 5.1 Overview. (Model developed by the authors). 

5.1 Umeå Kommun and Umeå Näringsliv 
The municipality of Umeå, or “Umeå Kommun” as the authors of this paper chooses to refer 
to it, is northern Sweden’s largest municipality regarding population. Since Umeå University 
was founded in 1965, the population has doubled and the city has, as already mentioned, the 
lowest mean age by far, of all municipalities in Sweden. It is a growing city with all its 
knowledge development, out door life opportunities, and culture.  
 
Umeå Enterprise, or “Umeå Näringsliv” as the authors prefer to call it, is an entity within 
Umeå Kommun. It focuses on the city growth through simple rules, an invigorative 
environment and competent personnel (www.umea.se). A growth alliance was even created in 
2002 together with the surrounding municipalities, Västerbottens county council and the 
University to make the region interesting and attractive for investors and competent labour. 
Lately, Umeå Näringsliv has taken a bigger part in the alliance and their main collaboration 
points for development are: 
 

• Umeå University as a mean for the growth in Umeå Näringsliv.  
• Infrastructure to strengthen the competitiveness of the region. 
• Regional development and Umeå’s role as a growth factor in northern Sweden. 
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• Marketing and profiling (www.umea.se). 
 
The topics that will be most interesting to the authors when writing this paper are marketing 
and profiling.  

5.2 Interview with Anna Olofsson April 23rd 2009. 
Anna Olofsson states her title as marketing director of Umeå since August 2008. She is one of 
the most experienced place marketers in Sweden and she specifically mentions that her job is 
to market Umeå as a place, and not the municipal organisation in Umeå. Her job involves 
promoting the city as a place you can move to, or move a business to. She makes the 
distinction that “it is important to keep destination marketing and place marketing separate. 
Destination marketing is about attracting people to a place, taking their money and sending 
them back. Place marketing is when you take people and/or businesses to a place and give 
them the opportunity to take part in developing that place. There are situations when these 
two types of marketing merge, not completely unlike product and service marketing.” 
 
Olofsson is a marketer who has studied and done research at Umeå School of Business and 
Economics. Prior to her current position, she has written one published article, worked in an 
advertising agency, run her own consulting firm and worked with market analysis. Being a 
marketing director for a municipality is quite unusual. Olofsson says that: “Municipalities 
usually have information officers or directors of communication or the likes who provides 
communication about schools and policies. But this is a marketing engagement for Umeå, in 
the same way as the marketing director of Rip Curl (a well renowned surf brand) would build 
their brand and make it interesting.” Olofsson creates positive associations to Umeå, and 
promotes it as a place to live in or invest in.  

5.2.1 The website 
Umeå was the first municipality in Sweden to let the place, and not the municipal 
organisation, have the best web site address: www.umea.se. It is a portal that promotes things 
that are cool in Umeå and at the time of the interview, house music producers Addeboy vs. 
Cliff were featured as the main article. The website is linked to, but clearly separated from the 
webpage of the municipal organisation which has a different graphical layout.  

5.2.2 Umeå as a brand 
Umeå is interesting due to the growth experienced there. There is a lot of development and the 
University works as an engine with research, development and frontline competence. “The 
people, the open-mindedness, the youthfulness and the creativity are all possibilities within 
the city,” says Olofsson. It is Olofssons job is to prove why Umeå is an open-minded place 
etc.  
 
”The music scene in Umeå is unbeatable when it comes to describing what Umeå stands for. 
There is especially one thing that the local bands talk about; their cooperation. When the 
heavy metal bands perform, the hip-hoppers act as road crew, and vice versa.” According to 
Olofsson “everyone participates in building the brand of a place. The inhabitants, sporting 
clubs, cultural associations, companies, and public actors etc. are all a part of this. Of course 
Dennis Lyxzén or Robert Dahl Norsten of Umeå Open are important characters in creating the 
image we have of Umeå as well.” 
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5.2.3 The music scene 
”Loads!” Olofsson exclaims when asked about what the two major festivals Umeå Open and 
Umeå International Jazz Festival contribute to Umeå as a city. “The festivals bring quality of 
life, they bring tourism and they bring out the name Umeå. I wish we could get the name out 
more, and it is a shame that even though we have the biggest indoor festival of the country, 
very little is written about Umeå Open. The music journalists from Stockholm do not show up 
here, instead, Umeå artists are flown down to Stockholm. We want them to come here, we 
want them to see Scharinska Villan (a well-known music venue), where there is a very 
dynamic music scene. The music scene in Umeå engages people in so many ways.” 
 
Anna Olofsson considers Umeå Open to have the perfect name because it relates to the open 
mindedness, a term that describes Umeå well. “Umeå Open includes to the open-mindedness 
toward new and different things.” 
 
A t-shirt reading “Umeå Mer Musik” is showed to the authors. Marc Strömgren, an artist 
popular among musicians in Umeå has designed it. Previously mentioned house duo Addeboy 
vs. Cliff and the rapper Adam Tensta are to wear the t-shirts on their upcoming Umeå 
Näringsliv-sponsored trip to Los Angeles. “Strömgren was allowed to play with the profile 
Umeå Mer Musik like several famous artists have played with the Absolut Vodka profile,” 
says Olofsson. “If you should steal from somebody, you should steal from the best!” Olofsson 
exclaims, referring to the successful Vodka campaigns. 
 
Olofsson is currently waiting for articles by prominent journalists who are tracing the events 
that led up to Umeå becoming what it is. ”Why is it that SVT production Popcircus (a TV 
show with live music), with two of the coolest TV hosts in Sweden, seem to have a 
subscription to artists from Umeå? We have tried to trace the story back in time and I will 
receive text, images and film material desribing the history, how it all came about. We are 
focused on music right now because it is one of the areas that show how Umeå is.”  
 
Umeå Näringsliv contributes quite a lot to Umeå Open and Umeå International Jazz Festival. 
However, Olofsson sees a problem here: “We could build an arena in Umeå and fill it up 
rather easily. However, when a festival is arranged in Folkets Hus it fills up too quickly with 
only Umeå inhabitants. The festival management does not need to promote the festivals 
outside of the city.” This forces Olofsson to set conditions for the festivals receiving funding. 
The festivals will in the future receive funding only if it is specifically used to market the 
festival outside of Umeå, so that the city is visible to outsiders. 
 
There is currently an investigation of the possibilities of building a major event arena in 
Umeå. Among other things, Live Nation (the largest producer of live concerts in the world, 
(www.livenation.com)) has been contacted regarding what standards they need to see in a 
modern arena today.  
 
When asked if she thinks that it is more difficult to promote a cultural event than a common 
service, Olofsson replies that she does not think so. She motivates it by saying that “people 
know what they want, and the interest in music is growing with the downloading. Also, you 
know what you get when you buy a ticket to Madonna for instance; you get something 
magnificent. The difficulty could lie in resources being limited.” 
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5.3 Umeå Open 
One of the biggest cultural associations in Umeå is called Humlan, which was founded in 
1981 as an extension of the Student Union at Umeå University (www.umeastudentkar.se). 
The association is a political and religiously independent non-profit organization whose work 
mainly consists in organising cultural arrangements and operating different projects. Their 
vision is “to provide and encourage a quality culture to members and the public in Umeå”. A 
membership in Humlan costs 50SEK/year and purchasing this gives the consumer a discount 
on the events organise by Humlan and in a music store in town among other things 
(www.humlan.org). 
 
The music festival Umeå Open is Humlan’s biggest project and the first festival was held in 
the facilities of Universum at Umeå Campus in 1998. It started as a reaction to Swedish Radio 
appointing Umeå as 1997’s City of Pop and has since the second year been held in Umeå 
Folkets Hus downtown that provides 3-5 stages. Throughout the years, the festival has 
become the biggest indoor rock and pop festival in Sweden with approximately 5000 visitors 
every year. It is regularly sold out in advance, but 2008 as well as 2009 it has had fewer 
visitors (www.vk.se).  

5.4 Interview with Kristoffer Bäckström and Robert Dahl Norsten 
April 23rd 2009.  
Bäckström starts off the interview by telling the authors that he and Dahl Norsten are 
producers within the cultural association Humlan in the city of Umeå and that this distinction 
is very important since Umeå Open is just one of Humlan’s projects, not a festival that is run 
by itself. Humlan are also responsible for other smaller projects such as Marit Bergman 
playing at Folkets Hus a weekend in April and Täfteåfestivalen which is a local outdoor 
festival in the beginning of the summer. Bäckström has an educational background within 
design, has worked within different audio companies and even started his own cultural 
association in Piteå in northern Sweden. He is also a musician himself. He has worked within 
Humlan since November 2007. Dahl Norsten has run a record label during the 1990s and 
worked within Humlan since 2001.  

5.4.1 A short description on Umeå Open 
Umeå Open is the biggest indoor rock and pop music festival and is also the first festival of 
the year. It has existed since 1998 in different constellations and was started as a progeny 
from Swedish Radio’s City of Pop 1997 and is today run at Folkets Hus on its five stages: 
Idun, Studion, Äpplet, Teatercaféet and Freja (two live stages and two club stages). The 
vision of the festival is that if one lives in northern Sweden, one should not have to go down 
to Stockholm or Copenhagen to experience qualitative music, but that it should be provided 
on the spot in Umeå.   

5.4.2 Desired festival achievements 
By creating a professional music stage in Umeå, a musical meeting place for inspiration is 
created as well, which encourages smaller local bands to develop and which in the long run 
contributes positively to the music scene. Furthermore, smaller bands at the festival are 
supported by the bigger bands when visitors are wandering around pending the bigger bands 
performances and want to have something to do in the meantime. Also, Bäckström and Dahl 
Norsten want to give the musicians the best conditions to do a great performance: good sound, 
good equipment, good food and good accommodation as well as please the festival visitors 
and the people working with it. “Bands like to perform on Umeå Open and that is just how it 



 33 

is”, Bäckström says and explains that this is something they want to maintain since a satisfied 
artist always gives more to the audience.  

5.4.3 Problems 
Being a non-profit cultural association, Humlan gets a certain amount of governmental 
subsidies every year which constitutes their total budget and both Dahl Norsten and 
Bäckström agree upon that having to work from a fixed amount of money is their main 
constraint. Another restraining factor is the premises in which the festival is held: Folkets 
Hus, where the demand for tickets sometimes exceeds the supply. For example, when having 
a band such as The Hives, more than the 1500 people that fit in the room want in. Though, the 
goal has never been to make it very big, the managers would prefer to keep it smaller and 
more qualitative, so having a limit on how many people that can attend the festival is seen as 
something good. If it was to be held somewhere else or even outside, the concept of having 
the earliest and biggest indoor rock and pop festival in Sweden would be lost. Another 
disadvantage of having it indoors is that you loose the affinity and the feeling of really being 
somewhere else when most visitors return to their homes after the evening, which in the case 
of an outdoor festival could be used as an appealing factor. As Bäckström puts it; “You get 
tossed into another world for a couple of hours, but before you know it, you are back in your 
commonplace”.  
 
Umeå Open, which is usually sold out, did not have as many visitors last year and the year 
before that. Even though the organisation works very well and people are excited that 
something is happening in town and that the festival program this year was above average 
(according to Bäckström and Dahl Norsten), they think that the decreased number of visitors 
has to do with that an increasing number of other events as well as other music events is going 
on and people have a hard time choosing where to put their money.  
 
Another upcoming issue that worries Dahl Norsten and Bäckström is that people do not have 
as much time anymore. In today’s society, people have to make their leisure time more 
effective and since the festival is three days long, it cannot really be more maximised than it 
already is.   

5.4.4 Overall promotion strategy 
Dahl Norsten tells the authors that with a marketing budget around 15% of the total turnover, 
they use guerrilla marketing when promoting the festival, which is a strategy using time, 
energy and imagination to get maximum results rather than a big marketing budget 
(www.marketingterms.com). They use posters, flyers and the internet a lot and for 10 years, 
the festival marketing has had a sport profile, from the name Umeå Open, indicating a tennis 
tournament, which through time grew to be a good factor for recognition. The festival 
management hires different illustrators from year to year to develop the graphic profile. Also, 
they had a TV commercial broadcasted twice last year on the local TV network.   
 
Every year there is always many requests of less established bands that send demos and want 
to perform at the festival, so no need exists to promote the festival to them. However, to 
attract bigger artists, the festival organisers and the artists’ booking companies interplay to see 
who is available at what specific time. A problem with the festival is that is located so far up 
north. While this is one of the things that makes it unique, the organisers have sometimes 
even said no to some artists, not because they cannot cover their fee, but because flying them 
to Umeå is too big of a cost.   
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The thread of artists consists of newcomers, artists that everybody knows will perform well, 
and artists who have released a new album for example. The music genre is mainly rock and 
pop, but some harder rock and electronica exist at the festival as well.    

5.4.5 Profitability 
For all of Humlan’s work, the main goal is to reach break even, Umeå Open included. Dahl 
Norsten and Bäckström explain that working within a non-profit cultural association is really 
a zero sum game where the possible surplus will be directly forwarded to the next project 
after some salaries have been paid out. “Of course there is a festival budget which everybody 
is working from and a surplus facilitates a lot of things, but that it is neither the goal of 
Humlan nor of the festival”, Bäckström says. “The fixed amount we get from the government 
is like a nucleus and does not really get us that far, so if we show negative figures, there is not 
much else to do than save on certain things”.  

5.4.6 Marketing development 
Even though, Dahl Norsten was not really engaged in the actual festival, he was in the 
periphery already from the start. He says that although it was a hard time starting up a whole 
new festival, the marketing of it was quite easy. The first year, putting up only one poster 
would be enough to make the city aware of that something new and cool was happening in 
town since nothing like it had ever happen in Umeå, whilst today, there is so many clubs and 
concerts going on at the same time so it is easier to get lost in the crowd. Bäckström says: “It 
just gets harder and harder, never easier and easier”.  
 
Today, people have learned more about what specific music they like instead of automatically 
attending the festival just because they have a common interest in music. So in the line of 
people developing, the festival marketing has to develop as well. This is something that both 
Bäckström and Dahl Norsten are aware of and have intentions to work more with. They know 
that today, online social networks such as Facebook and Myspace are huge communities 
where you can reach out to almost everybody and create positive word-of-mouth. Another 
marketing strategy Umeå Open uses is the festival kick-off they launched a month before the 
actual festival on Corona this year, a pub/nightclub at Umeå Campus. Here, a sample of artists 
is performing live as a way for Humlan to say “Soon it is time for Umeå Open where you are 
going to see a lot more of this!” 
 
When asking for in what aspects they have changed their marketing strategies the most, the 
authors get the answer that they have not changed their strategies that much, only expanded 
them. They are still using posters, flyers, ads in the local newspapers etc. The development is 
more within the internet sector with Facebook, Myspace, news letters and webpage banners. 
Also, a lot of resources have been put on the webpage, making it easy to use and navigate and 
unravel that Humlan is the association behind Umeå Open. Moreover, the organisers have a 
wish that artists should post a link to the festival on their own home pages once they have 
been booked. Usually, Umeå Open prints a festival guide with artist descriptions etc. which is 
provided at different places downtown for free, but this year, that money was put on more 
extensive internet marketing. The posters are set up all around town in Umeå, but also in other 
cities such as Stockholm, Gävle, Östersund and Luleå for example. Another issue is that 
Umeå citizens lately have been spoiled with such qualitative culture and music that they do 
not appreciate Umeå Open as much as before, and therefore, Dahl Norsten and Bäckström are 
planning on focusing more on marketing in the surrounding municipalities to attract people 
from there. 
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Humlan has a written marketing plan, but it is not very detailed nor is it strictly followed. “It 
is more like a timeline of when we are going to do launch certain things, like an ad on a web 
community for example. It also leaves room for things that you come up with on the way”, 
Dahl Norsten says.  

5.4.7 Difficulties with marketing a cultural event 
Dahl Norsten and Bäckström think that the problem with marketing culture is that it is so hard 
to define what the customer receives, and that the experience is never the same for everybody. 
For example, if the services of a cleaning company were to be promoted, the customer 
benefits are known, and the marketer can push these to specify what is actually going to be 
delivered to make the purchase of cleaning services more attractive. A music festival is 
continuously following trends with different artists becoming famous and thus attracting 
different kinds of customer segments, which makes it harder for the marketers to identify the 
actual service they provide. 

5.4.8 Branding 
A good example of effective versus ineffective brand building is Umeå Open vs. Humlan. 
After a lot of marketing and thus a lot of attention, Umeå Open has a very strong brand image 
compared to Humlan. Few people know that Humlan is the culture association behind the 
festival. This is something that the festival producers have intentions of changing; making 
people aware of the fact that Humlan is the association not only behind the Umeå Open but 
that it arranges plenty of other cultural events throughout the year. However, Bäckström and 
Dahl Norsten feel that working with the ‘Umeå Open’ brand backing them up makes them 
more reliable and credible to outside parties, since everybody knows what it is. This is 
something that makes it easier for them to build contacts and settle on contracts etc.  

5.4.9 Sponsorship 
Bäckström starts off by telling the authors that “it is no longer called sponsorships, it is called 
collaborations”, meaning that both parts get something out of this type of relationship. 
 
Norrmejerier, the biggest dairy company in northern Sweden, is one of the festival’s main 
sponsors who in exchange for money are allowed to be associated with the festival and be 
present at the site on the actual time of the event. This year, there was a competition in which 
the person who could drink the most milk in the least amount of time won an electric guitar 
signed by The Hives. Scandinavian Airlines (SAS) are sponsoring the festival by providing 
discounted flights so that artists can be transported effectively to (and from) Umeå. 
Spendrups, a Swedish brewery, are paying a small amount of money to have their products 
being sold at the bars during the festival. Västerbottenskuriren (VK), the local news paper in 
Umeå, sponsors the festival with ad space.  
 
Humlan is connected to Studiefrämjandet (one of the largest study associations for adult 
education in Sweden (www.studieframjandet.se)) who in turn is connected to MOKS (a 
national cooperative organisation for music and cultural associations) which gives the festival 
the opportunity to apply for monetary support for different activities as well as professional 
contacts, cheaper poster printing and culture reports about the festival.  
 
Folkets Hus is of course also a big collaborator by letting Humlan stage the festival on their 
premises and the staff there are also of great help during the actual event.  Umeå Kommun is 
mainly supporting the festival with monetary means through Umeå Cultural Board which is 
an instance within the municipality responsible of promoting cultural activities 



 36 

(www.umea.se). The municipality has its logo on the web page as well as in the printed 
festival program in exchange.  

5.4.10 Audience 
Dahl Norsten and Bäckström explain that the “typical” festival visitor is approximately 22 
years old and has a general interest in music. Since Umeå has the lowest mean age in the 
whole country, as it is a university town, this demographic group is well represented at the 
festival. “Just as the festival is divided up with a larger number of more common, broader acts 
and a smaller number of frontline bands that are a bit ahead of their time, the audience is 
divided in the same way, so there is something for everybody”, Bäckström says. This more 
genuinely interested segment is usually one that comes back every year whilst the broader 
segment is a bit more volatile. When asked about what kind of people Dahl Norsten and 
Bäckström want to see more of in the audience, they answer that they desire more people that 
have a genuine and deep interest for music, but who have not really discovered real live music 
yet. As a cultural association, they feel that promoting music and developing people’s interest 
for music is their responsibility.   
 
Unfortunately, marketing towards students have been quite modest since this specific target 
segment has been taken for granted. “When having 22000 students and 2500 3-day festival 
tickets you have to sell, you don’t really see the problem”, Dahl Norsten says. As this market 
is so big and important, more focus has been put on this segment recently with the above 
mentioned kick-off for example. 
 
Even though, a broader visitor spectrum is desired, no conscious strategy for marketing 
towards older people exists. When designing the posters, the webpage and other marketing 
material, the information is intended to target young, smart people who will hopefully become 
curious of what the festival is all about and wish to discover it. At the same time, using an 
indistinct marketing strategy as the sport profile for instance can make the customer confused 
and that could lead to losing a potential attendee. This is also a reason to why the organisers 
have started changing the festival profile design.  

5.4.11 Partners 
When producing the festival’s graphic profile and the overall design of posters and the 
webpage etc., Umeå Open uses the advertising agency Pondus, which is an advertising agency 
working actively with the development of brands on a regional and national level 
(www.pspondus.se).  
 
Since a couple of years back, Umeå Open uses Ume Audio as sound system provider. It is an 
Umeå based company offering sound system rentals and sound technicians 
(www.umeaudio.se). Umeå Scenteknik is used for light systems. They are an engineering 
company specialised in renting out everything within sound systems, light systems and stage 
technology (www.ustab.se). When asked if these partners are in some way marketing the 
festival through their work, Dahl Norsten and Bäckström answers that it is rather the opposite. 
“If somebody asks them who they have been delivering sound to, they can use Umeå Open as 
a weighty name”, Dahl Norsten says. He also says that it does not really matter since their 
market is other event organisers rather than direct festival visitors. 

5.4.12 Volunteers 
Consisting of up to 120-130 people, the volunteers are a very important group to the festival. 
They are admission hosts, artist hosts, they help out with the food backstage, they guard 
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doors, and they are masseurs and drivers among other things. Many have been volunteers 
before and there are always numerous amounts of people applying to volunteer every year. 
Today, they are not a part of the actual marketing of the festival, except for the word they 
spread on their own initiative. Althoug, the idea of using them as festival promoters is 
something that catches the producer’s interest. The problem is that there are too many of them 
so it would be hard to administrate. As Bäckström puts it; “as a festival producer, I have not 
even seen 100 of them”. The drivers are actually serving as festival ambassadors since they 
are the ones with the most artist contact. This of course entails a part of the festival 
promotion.  
 
Humlan needs people working voluntarily all year round for all their productions. If these 
people were more or less the same for a whole year it would be easier to use them as festival 
promoters.  

5.4.13 Word of mouth 
The theory of word of mouth is something that Dahl Norsten and Bäckström are not taking for 
granted. They know that people always talk to each other and rumours are spread like the 
wind, but it is nothing that they rely upon. An interesting fact is that when people got to know 
that The Hives were playing at the festival this year, word of mouth made this spread so fast 
that some people showed up totally unaware that it was a festival, not a concert, they were 
about to attend, just because the name ‘The Hives’ is so big. A different example that 
Bäckström tells the authors about was when Humlan booked a relatively unknown Norwegian 
band for a separate concert and did not put up any posters at all, but mentioned them in their 
news letter. The 350 tickets sold out in just one hour and this is only due to successful word of 
mouth. 

5.4.14 Marketing vision  
The already mentioned overall vision of the cultural association is ‘to provide and encourage 
a quality culture to members and the public in Umeå’. The festival management has had a 
vision where no artist names would have to be put on the posters when promoting the festival; 
that a poster saying “Umeå Open on Folkets Hus March 23-25” would be enough to attract 
visitors. Today, this is not possible since the artists are really the ones attracting visitors, and 
not the festival name itself. “We need the bands to build a positive reputation of Umeå Open 
as a festival, not the opposite”, Bäckström says. This also means that the artist names are 
needed to keep the festival going at all, which in the long run can result in a problem when the 
festival attendee realises that Umeå Open is dependent on their artists and that they would not 
be anything without them. 

5.4.15 Festival atmosphere 
The mood at a festival is usually quite pleasant and desired by visitors. The possibility of 
having a beer or a snack, meeting new people or obviously listening to music, all under the 
same roof is something that attracts the public. The feeling that these things are all in the 
’festival world of Umeå Open’: this nice and cosy music event, is also something that adds to 
the event experience. To improve this feeling, a new lighting strategy was used this year. The 
regular light system was turned off and a smaller system with only blue lights was turned on 
in the biggest audience areas which created a glow that made people view themselves as more 
good-looking. However, this positive festival feeling is nothing that the festival organisers 
dare to lean against since they do not think that people choose to attend the festival just 
because of this. 
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The organisers extend the festival experience by making sure that there is always a good 
selection of food available. Also, there is always a store selling both artist and Umeå Open 
merchandise.  

5.4.16 Umeå growth contribution 
Dahl Norsten explains that figures exist stating that retail sales in Umeå increase by around 
one million SEK and also that people that already live here spend more during the Umeå 
Open weekend. Other than by monetary means, Bäckström and Dahl Norsten both feel that 
they are a big inspiration to local musicians and also to the culture in Umeå which in turn is a 
contribution to Umeå’s aim of becoming the Capital of Culture 2014. “Without Umeå Open, 
there are 40 concerts less in Umeå, and that is quite something”, Bäckström says. The festival 
is also setting young people in motion and encouraging them to contribute to the city’s 
growth. Bäckström is proud when he says that: “There are not that many things in town that 
has 150 people working for it, basically for free”. 

5.4.17 Critics 
There are critics from all around Sweden writing about the festival, but not that many from 
the big new papers Dagens Nyheter and Expressen as was the case a couple of years ago. If 
some big international artists come to Sweden and have their only performance on Umeå 
Open, then these big newspapers might write about the festival. However, there are smaller 
news items which end up in local news papers all over the country. Critics are very efficient 
when it comes to spreading the name Umeå Open and are thus also serving a bit as marketers. 
Even internationally there has been some interest. Dahl Norsten and Bäckström tells the 
authors that a while ago, Fika sound, which is a Spanish company, contacted Umeå Open with 
the interest of having some cooperation, bringing Scandinavian music to Spain.  

5.4.18 Pricing 
The pricing strategy always depends on how well financed the festival is. Since Umeå Open 
gets a contribution from the cultural board in Umeå, the ticket price is subsidised. Besides 
this, the organisers set the price after what they think they can get and compare it to other 
festivals in Sweden. This year, the price was between 130-600SEK depending on how many 
nights a person wished to attend. The dream scenario for the organisers would be to have a 
research made prior to the festival to see how many that would actually be willing to buy a 
ticket. If 8000 people instead of the 6000 that fit in the premises would like to buy a ticket, the 
price could of course be set higher.  
 
Dynamic pricing, where increases in ticket price take place as the festival gets closer, is 
something that the interviewees say might be of use, but they do not have it at the moment. 
Currently they have a discounted ‘Christmas gift ticket’ they sell during Christmas. Dahl 
Norsten and Bäckström say that they are now also aiming to be more present on Umeå 
Campus before the festival, to show the students that they have discounted tickets for them.  

5.4.19 Competition/cooperation 
The Umeå Open management thinks that the other promoters and club owners in Umeå adapt 
to the fact that something grand is going on in town. Many clubs are decreasing their activities 
during the festival weekend and try not to disturb. Restaurants are usually spending a bit more 
resources on services since they know that there will be an increase in movement around the 
city. The restaurants and the festival experience more of an exchange than they experience 
competition.  
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5.5 Umeå International Jazz Festival 
In the summer of 1968, a jazz musician by the name Lars Lystedt from Umeå visited a small 
village on the Norwegian coast called Molde where he met some young enthusiasts who had 
started their own jazz festival. Lystedt got so zealous when he found out that the organisers 
had established the festival solely on their passion and love for jazz music that he started 
believing that something similar could be done in Umeå. In the autumn that same year, he 
contacted his friends at the Student Association at Umeå University for financial help to start 
a jazz festival of his own. A budget of 10 000SEK together with a contribution from the 
cultural board in Umeå made it possible to engage some professional jazz musicians and local 
bands (including the Umeå Big Band which Lystedt and co. started in the spring the same 
year) and the revenue from this enabled Lystedt and co. to repeat the festival the following 
year. Umeå Jazz Festival was hereby created as the first jazz festival in Sweden and eight 
years later the budget had grown to 350 000SEK for four days of jazz music performed by 
local and international artists (Lystedt, 1998, p. 70-71).  
 
Throughout the years, Umeå Jazz Festival has attracted world elite jazz musicians such as Ella 
Fitzgerald, Louis Armstrong, Duke Ellington and Miles Davis and today the festival has 
grown to one of the biggest in Sweden of its kind. It is today run through the culture 
association NorrlandsOperan and is held in Folkets Hus in Umeå, which is one of Sweden’s 
biggest facilities for conferences and cultural events among other things (www.umea.fh.se). 
The vision of the festival is “To create a playground that invites you to artistic innovation and 
to shape an attractive venue full of experiences” (www.norrlandsoperan.se). Last year its 40 
year anniversary was celebrated and the organisers are now looking forward to a new festival 
21-25 October 2009 (www.umeajazzfestival.se). 

5.6 Interview with Lennart Strömbäck April 23rd 2009. 
 

“Umeå International Jazz Festival is a genuine jazz and improvisation 
music festival which has a core connected to an artistic vision that both 
musicians and spectators are aware of and can relate to. The span of the 
festival is very wide but we are still challenging and always improving 
quality.” 

  Lennart Strömbäck 
 

Lennart Strömbäck states his title as artistic director and project manager of Umeå 
International Jazz Festival. He has held this job since 1991, although, on a freelance basis in 
the early years. His educational background consists of music studies in Piteå and Culture 
Analysis Studies at Umeå University. He studied the former because he is a dedicated jazz 
guitarist and the latter because he wanted to work with productions. His professional 
background consists of work at Humlan, which at the time was tied to the student association 
at Umeå University. He got the job straight after graduation. Strömbäck has since then been 
involved in cultural associations that have changed in name and shape over the years, before 
finally ending up as NorrlandsOperan where he now holds his current position.  

5.6.1 The history of the Jazz Festival 
Strömbäck summarizes that Umeå International Jazz Festival was founded in 1968 and 
obviously, times where different then, compared to today. There were no festivals around at 
all, making the Jazz Festival the oldest festival in the country, regardless of genre. The 
festival started out small, with local jazz artists and added to that, more established guest 
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artists. Pop and rock music was still undeveloped and the jazz genre had its northern centre in 
Umeå. There were no professional musicians at the time but there were many very talented 
ones.  
 
In the 1980s, the volume of the festival grew in connection with the upbringing of Folkets 
Hus, the venue that holds the festival to this day. The local artists where slightly more limited 
in number and a higher artistic ambition took shape. It is obvious that Strömbäck knows his 
festival; he first attended it at the age of 17.   
 
He continues: “in 1991, the trust running the festival, Umeå Musikfestivalstiftelse, consisting 
of sponsors and the municipality, was broke and I was asked to step in temporarily.” Today 
NorrlandsOperan owns the festival, receiving large parts of the funding from the municipality, 
which allows Strömbäck and his co-workers to run the festival as they see please.  

5.6.2 The role of the municipality 
The municipality was at an early stage eager to invest in the festival. The municipality has 
realised the value of the festival and politics of culture have been very present up until this 
day.  There is however a current problem. A conflict has arisen between the main sponsor, 
Balticgruppen, (a vast local real estate company) and the municipality. This has led to the 
sponsor revoking the substantial amount of money that it yearly invests in the festival. It is 
not due to the company disapproving of the festival, but rather of the company and the 
municipality not being able to work together on other issues. This has led Balticgruppen to 
stop supporting certain things that the municipality supports.  
 
Today, Strömbäck has one main goal. “We need to build a stable foundation for the financial 
part of the festival. A festival like this should be financed locally, regionally and 
governmentally. There is the reason for me not wanting to split the role of artistic leader and 
project manager as is done in some festivals. It is partly because these two positions 
communicate so much and because the artistic content of the festival is like a budget. If we 
put up certain names on the line-up, things happen on the balance sheet straight away.” 
Strömbäck wants to work more with sponsor projects when the business cycle turns upward 
again.  

5.6.3 Sponsorships 
The brand of the festival is strong, and it is a door opener for finding new sponsor contracts. 
An alternative way of sponsoring is to get project financial support from the European Union. 
This has been done previously and there have been collaborations with other countries.   
 
In order to make the festival happen, the municipality finances around half of the event, and 
then sponsors and revenue cover the rest. The other sponsors are VästerbottensKuriren (VK) 
and NorrlandsOperan. Other than that, we have collaborated with Rikskonserter (a 
governmentally funded music foundation) and received funding from them.  
 
The venue, Folkets Hus, subsidises their premises and we have around 100 volunteers. The 
head of catering is a volunteer among others.  
 
Today the festival has lost its main sponsor due to a conflict between the real estate company 
Balticgruppen and the municipality. Strömberg stresses that the relationship between the Jazz 
Festival and Balticgruppen has been a good one, and that it is the fact that the festival is in 
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part municipally funded that has led Balticgruppen to pull out all funding they put toward 
municipal activities.  
 
Strömbäck is currently building a group of financiers consisting of people from different 
business areas. Half of them are men, half of them women. The gender perspective is very 
important to the festival.  

5.6.4 The format 
There is currently no ambition to increase the format of the festival, even though, there have 
been occasions where the tickets have sold out. Different ticket prices, arrangements, and 
systems have been tried, but the best alternative has been the “house pass”, which has a rather 
high cost but it grants access to all performances. “If you were to see all the gigs separately in 
Stockholm, the price would have been several thousand SEK more expensive” according to 
Strömbäck. Since it is an indoor festival and it always runs in October, there is no taking 
advantage of the tourist dimension that a summer festival would be able to do. “Running the 
festival this time of year is a challenge, but we have been successful, we are still here since 
1968.” Strömbäck says. The festival usually has around 2000 visitors and all the rooms are 
usually full. There is currently an ambition to have Folkets Hus revise their premises, so that 
the capacity can increase somewhat, Although, Strömbäck is content with the current format.   
 
”If a large arena would be built in Umeå, I would consider working with a project in those 
premises, however, there are very few jazz artists that work in such a large scale production. 
The sophisticated aspects and the delicate aspects of jazz music disappear when the setting 
isn’t intimate. There is also a risk factor to consider when working with large scale 
productions. We could ruin everything we have built up if something would go wrong, and 
there would be no money left for anything else,” says Strömbäck.  

5.6.5 Artists 
Many artists want to play at Umeå International Jazz Festival. Most of them are from 
Scandinavia but the festival is also a member of the European Jazz Network, an association 
that shares the same vision as the Umeå festival, and through them, many more artists of 
different nationalities can be tied to Umeå.  
 
For the 2009 festival, the hip-hop legend Guru was booked to the festival. When an artist of 
such fame plays, the festival has to expand. Folkets Hus has a nightclub that is used for such 
an act. There has been a clash between people who come to dance to the big band (a large jazz 
ensemble), which is usually housed in that venue. The problem was solved by placing the Big 
Band on one day, and the hip-hop artist on the other. When booking a hip hop artist, 
Strömbäck realises that it is this artists target audience that sets the limit for what a ticket can 
cost. The hip-hop artists are usually younger, with less money than the target audience for a 
more traditional jazz band. “Booking a hip-hop act is a way to develop the festival, to bring it 
forward”, Strömbäck concludes.  
 
He continues: “in the end, the bookings that we make come down to the financials. I would 
never loosen the reins on how much money we can spend on a particular artist. When I talk to 
my European counterparts, they are amazed that we manage to book artists to a venue so far 
up north, and also by the low price that we pay to get them here.” Making the festival 
attractive has been a part of the long-term strategy according to Strömbäck. This would 
eventually allow for the festival to put downward pressure on the artist fees. “Being good at 
negotiating fees has been a way for us to survive”, Strömbäck says. The festival has basically 
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had the same budget for many years but everything has gotten more expensive. “For the 
Scandinavian acts;” says Strömbäck, “we have been very good at keeping the fees reasonable, 
and among the international acts, the rumour about us goes around.” Famous saxophone 
player Joshua Redman had been particularly keen of the festival, saying that it was one of the 
best festivals he ever played at.  
 
Being a smaller festival has its perks. “We can focus more on quality since the large festivals 
can be very tough to play at because the set-up could be messy and there might not be any 
time to do a sound-check. We have many extremely professional co-workers who have take 
great pride in their work”, Strömbäck ponders.  

5.6.6 Promotion 
The management of the festival has previously invited important journalists from jazz 
magazines and members of the national and international press. This year, a journalist from 
California attended the festival, whose journalist expenses were paid for by the festival. 
Strömbäck says: “The expenses are really just peanuts compared to the monetary worth of 
getting an article about the festival in Down Beat Magazine.” (Down Beat Magazine is very 
well renowned in the world of jazz music) There was also an article about the festival in the 
Observer, which is newspaper distributed in London. The festival puts a lot of effort into 
getting newspapers to write about them, and when the time is right, the management can 
decide to purchase a banner on e.g. www.aftonbladet.se.  
 
“With the promotion, it is important to work with different channels, and you cannot do the 
same thing every year”, says Strömbäck. When the festival opening (always in October) starts 
to approach, there are volunteers around town handing out programs and getting out the word. 
The festival also receives resources from Umeå Näringsliv in order to promote the festival 
outside of Umeå. TV and radio commercials have also been used back and forth, mostly 
locally in the north of Sweden. According to Strömbäck, “SVT (the governmentally owned 
TV network) has been at festival several times to record concerts and that is off course a very 
good way to market the festival.” He carries on: “it is important to diversify, to not do the 
same thing every year, and to think in a long term perspective with everything you do.”  
 
Most of the marketing is done in-house. The festival management works with the marketing 
department at NorrlandsOperan, but Strömbäck feels that he needs to participate in some way, 
like an entrepreneur, to make it work. He says: “you cannot just ship off the workload to 
someone who is not deeply involved in the project. There are so many aspects that you need 
to be aware of. I also work with some extremely competent people in other marketing firms 
who have strong connections to music. They work and charge a discounted price because they 
have some sort of relationship to the festival or to jazz music.” 
 
When asked about if it is more difficult to market a cultural event than a common service, 
Strömbäck replies that “some parts are similar. Communication and knowing your target 
group is important in all of marketing, but the emotional state that we want to deliver, is pretty 
hard to say something about in advance. One target group might get what we are saying, 
while communication could be completely wasted on another. You need to have some finesse 
and be able to communicate with everybody. Sometimes we need to show some attitude in 
our communication and sometimes we need to be very informative.” 
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5.6.7 The brand 
Since Strömbäck started working with the Jazz Festival, he has worked with the brand.  
Although he wants the festival to send out signals of it being of high international class, 
instead of big headlines and name-dropping, he has worked those signals into the festival 
brand. He describes it: “is it within the artist and band names or in the festival that our 
strength lies? It is in the festival, and that is where we should invest so that people want to 
visit the festival, regardless of who’s playing.” 

5.6.8 Audience 
“There is a cliché of how the typical jazz enthusiast would look; an older man with a beard 
who smokes a pipe. We make fun of that stereotype a little bit,” says Strömbäck.  
Spontaneously, when asked about who is in the audience, Strömbäck actually exclaimes: 
“EVERYBODY!” In a study done some years ago, you can tell that the audience is very 
mixed. The largest segment is between 20 to 30 years of age and the second largest group is 
between 40 and 50. After that comes an even younger group of people. Recently the festival 
had some trouble with the younger audience. The youngsters themselves do not cause any 
trouble, but the laws regulating service of alcohol sets an age limit at 18 to enter the festival. 
Strömbäck is not of the opinion that the festival should have bars that are shielded off (like 
Umeå Open has). “A political decision like this should not need to have an impact on a Jazz 
Festival of international standard.” However, he realises that there is another side to this. 
People under the age of 18 are allowed to enter the festival with a guardian, in which a new 
target group is found. This is something that the festival management wants to develop and 
work more with, and a family ticket is being considered. 
 
The age group that the stereotype might place at a jazz festival is actually just the fourth 
largest group of visitors, and they only see certain performances. However, Strömbäck claims 
that this age group is far more curious today than they where ten years ago.  
 
The audience of the jazz festival is very devoted and many have travelled in order to attend. 
Many have a certain bond or a connection to jazz music. According to Strömbäck, “jazz is not 
very wide and unlike the music played at Umeå Open, a festival like that has different 
prerequisites, the music performed there is more heard of, and heard every day.” 
 
He continues: “I think that the typical attendee feels a bit alternative, is active, and the 
message of the festival has stuck with the person. In Umeå, jazz has been connected to the 
alternative scene and those who attend the festival are seen as pretty cool people. Also, you go 
to the festival to meet friends and other friends that you don’t meet regularly every day. The 
venue, the place where people meet each other is more and more important and I am currently 
considering a scenario where the venue is the central part of the festival. I think that we can 
find a new paradigm to attract an audience.” 

5.6.9 Pricing 
The price of the festival tickets is decided much by the fact that this is a publicly funded 
event. The event is a non-profit venture and Strömbäck feels that “since the people of Umeå 
have already paid a part of the ticket price, I want to keep the ticket prices very reasonable, 
even though some people would pay double of what the cost has been previously. Of course 
there are people who are price sensitive, and they are the ones who set the bar of what we can 
charge in entrance.” 
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5.6.10 The effect on the city 
When asked how the festival affects the culture in Umeå, Strömbäck states that “Umeå is one 
of the most important places in Sweden for jazz music, and that is also why we, the sponsors, 
and the municipality put so much effort into it. The festival improves the city’s image, people 
know about us.” 
 
The municipality uses the Jazz Festival logo in its external marketing, maybe not as much 
now as before, but there is definitely a co-branding relationship on and off. Strömbäck says 
that “the municipality has realised music as an important art form.”  
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6. Analysis 
In the following section, the authors will present an analysis of the results gathered through 
the interviews. Connections will also be made to earlier researches. 

6.1 The five P:s of event marketing  

6.1.1 Product 
Regardless of that the line dividing products and services might be fading, as Grönroos (1996, 
p. 5) suggests, the festival has to be developed and sold, and expert knowledge about the 
festival has to be shown, according to Goldblatt (2002, p. 253). He continues to say that 
expertise is necessary in order to differentiate from the competition, add value and develop 
long term loyalty.  
 
The producers of Umeå Open are experts within their field. Dahl Norsten has been with the 
festival almost from the start, and it is obvious from the interviews that they are fully focused 
professionals. Umeå Open has a returning core audience. These people have a very strong 
interest in music and this fact says something about the festival.   
 
Strömbäck is obviously an expert within his field of work. He has been working with the Jazz 
Festival since 1991, and he visited the festival for the first time at the age of 17 years of age. 
He works in a long-term perspective and has the ability to produce similar events, which, 
according to Goldblatt (2002, p. 253) is a way to get the overall quality of the event 
organisation recognised. He has also built up a loyal attendee base.   

6.1.2 Promotion 
The Umeå Open management, that spends approximately 15% of their budget on marketing 
has not changed their promotions excessively over the years, just expanded them.  Posters, 
flyers, and ads in local newspapers are still used frequently. The developments within 
promotions that have been made have been toward Internet based marketing. The Umeå Open 
management realises the power with communities like Facebook and MySpace, and wish to 
develop their presence in those areas. A part of the target market is students, and this year, 
there was an Umeå Open Kick-Off at a local nightclub on campus. The student segment has 
been taken for granted and the managers felt that focus needed to be put on them this year.  
 
Umeå International Jazz Festival spends around 10 % of the total turnover on marketing. The 
festival uses several different channels for their promotions and the festival manager 
Strömbäck stresses the importance of mixing things up, not doing the same promotions every 
year. The Jazz Festival has found a sponsor and partner in the local newspaper VK, and that 
allows the festival to lower the promotion costs, which is according to Goldblatt (2002, p. 
254) one of the important five steps to follow in event marketing. One step that has not been 
followed is the one stressing the importance of measuring and analysing promotions to make 
sure that corrections can be made where failures arise (Goldblatt, 2002, p. 254). The festival 
management has done a study of the festival attendees a few years ago, but has not done a 
deeper analysis of the research.  

6.1.3 Price 
Both festivals in this study are run by non-profit organisations that are backed up strongly by 
the municipality. If any profit is made, it is directly forwarded to the next project in line. Both 
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festivals share the trait that their ticket prices could seem steep, but if an attendee considered 
watching a couple of concerts by only a few of the participating bands, the combined price for 
those tickets would be substantially higher.  
 
Oakes (2003, p. 167) discusses how aural and visual arts performances in the United 
Kingdom have been accused of not being market oriented and not focusing on customer 
satisfaction enough. However, Oakes realises that this might be a problematic standpoint to 
take towards non-profit arts-promoting organisations, since market expansion might conflict 
with the aesthetic objectives of those organisations.  
 
Umeå Open’s tickets are partly subsidised by the municipality. The pricing strategy is to 
compare ticket prices of other festivals, and to charge a price that the festival management 
believes that they can get. In 2009, tickets cost 130-600SEK depending how many days the 
attendee chose to visit the festival. The Umeå Open festival management considers a dream 
scenario where they can do real market research to see how many people would attend if a 
ticket cost a certain amount of money. This would eliminate the risk of over or under 
charging.   
 
The Jazz Festival manager realises that jazz is a very narrow form of music, yet a very 
important one. He knows what the crowd wants, but he also wants to introduce them to things 
they have never heard. He does not want to change the format of the festival since fewer acts 
work in a larger setting and that some of the finer parts of jazz music would be lost if 
compromised to work in a large scale event. Since the inhabitants of Umeå already have paid 
for a part of the ticket price with tax money, Strömbäck reasons that it is important to keep 
ticket prices as low as possible, even though he knows that some people would pay double the 
current cost. (Around 500 SEK for a two day pass). Also, he realises that when booking hip-
hop artists, the target audience for these acts are younger, and usually more price sensitive.   
 
According to Goldblatt (2002, p. 255), the perceived competition from other events has an 
impact on pricing. However, the Umeå Open management thinks that the other promoters and 
club owners in Umeå adapt to the fact that something grand is going on in town, which makes 
the competition irrelevant when deciding upon the price. Also, the Jazz Festival does not have 
a lot of competition since October (when the festival is always held) is a rather slow month.  

6.1.4 Public relations 
Umeå Open has volunteers taking care of members of the press. According to Goldblatt 
(2002, p. 255), setting up on-site media assistance is a part of an effective public relations 
campaign.  
 
The management of the Jazz Festival sometimes invite journalists from important 
newspapers. They pay for their expenses so that the journalist hopefully will write a review 
about one or more of the performances, or the festival itself. According to Jazz Festival 
manager Strömbäck; the costs are insignificant compared to the value of a good review in a 
well renowned media. This is in line with Kotler (2005, p. 793), when he states that public 
relations can have a strong impact on public awareness at a lower cost than advertising. Time 
in the media is not paid for when a newspaper writes an article about a product or a service.  

6.1.5 Place 
Umeå Kommun Marketing Director Anna Olofsson sees a problem with the location chosen 
for the festivals. Since the venue Folkets Hus can rather easily sell out only with local 
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inhabitants, there is no room for, and no need to market the festivals toward potential visitors 
outside of the city. Olofsson points out that Umeå is a city that is easily large enough to have 
a large event arena.   
 
Both festivals examined in this study are held in the same venue, Folkets Hus, in central 
Umeå. The venue lies just near the central bus station, which is a hub connecting all parts of 
town. Folkets Hus is also located near two large parking complexes and there is plenty of 
room to park a bicycle. The train station is also quite close to the festival premises. Goldblatt 
(2002, p. 256) states that events that are located close to inexpensive, safe public 
transportation, or have closed in, reasonably priced parking, will attract more guests than 
those who do not offer these amenities. In the light of this, the location for the festivals is 
perfect. However, there is another theory put forth, saying that even though there might be 
logistical issues and limited media resources at a rural festival, it may have an advantage 
towards an urban location, due to lack of competition (Goldblatt, 2002, p. 256).   
 
An important market segment in Umeå is the students. Most often they rely on public 
transportation or on bicycles rather than cars. By arranging the festivals where they are today, 
the easy access problem is solved, but then again, there is more competition in central Umeå 
than outside the city.  

6.2 Culture marketing 
Olofsson does not believe that it is harder to promote a cultural event than a “regular” service. 
She thinks that people know what they want and that the music interest is growing with the 
downloading and all, but that a marketing difficulty could be limited resources.  
 
As Kolb argues, the marketing has grown in importance the last decades since the 
governmental subsidies are getting scarce (Kolb, 2005, p. vii). Bäckström and Dahl Norsten 
of Umeå Open say that this is their main constraint when working with the festival; to work 
from a fixed amount of money. What they do have is a worked up marketing plan, which the 
cultural institutions in Stockholm could not afford (Pettersson, 2002, p. 53-60). Though it is 
not followed meticulously; it is more like a timeline where they can see when they are going 
to launch different marketing activities. This is considered important since it allows the 
organisers to change parts of the plan along the way. The producers of Umeå Open do not 
think that it is harder to promote a cultural event compared to a “regular” service. However, 
they think that the biggest difference is that what a consumer is supposed to get out of visiting 
a music festival is very hard to define and that the personal experience always differs. 
Therefore, it is difficult to identify the actual service they provide and attain the marketing 
skills needed to deliver this message (Kolb, 2005, p. vii). This is something that Lennart 
Strömbäck of Umeå International Jazz Festival agrees upon; “communication and knowing 
your target group is important in all kinds of marketing, but the emotional state that we want 
to deliver is pretty hard to say something about in advance”, he says.  

6.3 Branding 
According to Anna Olofsson, the building of the music festival’s brands is in itself a 
contribution to the building of Umeå city’s brand. The people with their open-mindedness, 
their youthfulness and their creativity are the ones building this brand. Also, the inhabitants’ 
wish to support each other when something like the two festivals is happening in town is a big 
contributor to the city’s brand. Olofsson also explains that building a brand image of a 
specific place is something that all businesses, all inhabitants, all sporting clubs, all 
associations and all public actors are a part of and Umeå Open and Umeå International Jazz 
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Festival are no exceptions. This shows that, in the city of Umeå’s case, people are ‘living the 
brand’ by being proud and helpful when it comes to city matters which Kapferer states as 
important factor of strategic brand management (2004, p. 52-53). Umeå Kommun is also 
using co-branding when they use the Jazz Festival logo in its external marketing. 
 
Humlan, the culture association behind Umeå Open, does not have a strong brand image at 
all. Instead, Umeå Open, being their biggest project, is in possession of the strong brand. 
Many people think that the festival stands alone and do not know that Humlan is the organiser 
behind it all and moreover, people do not know that it has a lot of other cultural events going 
on during the year. This is something that the festival organisers want to change by letting 
people know that it is the culture association Humlan who is actually the actor behind Umeå 
Open, who makes it all happen. Here, it is important to ‘live the brand’ as Kapferer suggests 
and also to make sure that the festival has Humlan’s label on it to promote them and their 
other activities, instead of only the name Umeå Open (2004, p. 52-53).  
 
One of the three factors that concretise effective branding identified by Person & Tengvall is 
the website (2007, p. 39-41). Through having Umeå Open only as a subheading on Humlan’s 
website, people will get to know that the main actor really is Humlan, and through this also 
discover that they have a lot of other events during the year, thus, strengthening its brand. 
However, the website is a good forum for interested people to use as a knowledge forum, 
especially during the festival’s dormant months. Word-of-mouth as another important factor 
for strong brand building is of course also used, intentionally as well as unintentionally 
(Persson & Tengvall, 2007, p. 39-41). Word-of-mouth is created through people that have 
been to the festival and can pass the experiences on to people they know, which will cause a 
wave of hopefully positive rumours which will also build the brand. Persson & Tengvall’s 
third and last tool for effective branding is the artists (2007, p. 39-41). People know that 
Umeå Open is a qualitative festival and the artists performing at the festival are usually new, 
interesting and outstanding. Since the festival is somewhat building its brand image on 
qualitative artists, it has throughout the years turned the other way around as well so that they 
as a band can build their brand through the qualitative festival. The interview subjects also 
feel quite comfortable with having Umeå Open backing them up as a strong brand. It makes 
the settling of contracts easier and professional contacts are also more easily gained. Of 
course, it is also facilitating the marketing of the festival, just because the fact that everybody 
knows what it is makes them more credible and reliable. 
 
When it comes to co-branding, which Person & Tengvall also see as an important part of 
effective brand building, the organisers of Umeå Open are well aware that this is something 
that benefits all actors involved (2007, p. 39-41). They use co-branding when they let some of 
their sponsors have their logos on their festival guide and also on their website. This makes 
them all associate with each other which creates a satisfying connection between the actors, 
what they do, the quality of what they do and their different brands. To be identified with the 
festival, many sponsors are also present during the festival. This is done to let the visitors 
know that they are sponsoring the festival and thus contributing to the festival, and also to 
make them aware of their own business.  
 
When applying Persson & Tengvall’s three tools to build strong brands to Umeå International 
Jazz Festival, you see many similarities, but also some dissimilarities. The website is used 
frequently by visitors as well as organisers, but instead of being used as a means for building 
the brand, it is mainly used as providing festival information, contact information and news, 
for example. Word-of-mouth exists, as with all products and services, within the Jazz Festival 
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as well, and throughout the 41 years the festival has existed, this is the main cause to why it 
has become so big. Even the festival creator, Lars Lystedt, mentions in his book that what 
enabled him to start the festival was solely his professional contacts and their contacts 
(Lystedt, 1998, p. 75-76). The positive word that got around when he during the late 1960s 
began working with the festival spread and made people show up to the festivals. Without this 
word-of-mouth, the festival would never have been able to expand. When talking about the 
artists as a mean for brand building, Lennart Strömbäck asks himself “is it within the artist 
and band names or in the festival that our strength lies? It is in the festival, and that is where 
we should invest so that people want to visit the festival, regardless of who is playing.” This 
is one of the main differences between the two festivals: Umeå Open is more dependent upon 
the famous artists and their brands to get people to come while Umeå International Jazz 
Festival is leaning against its own festival name and the strong brand image it holds. Jazz 
musicians all over the world know about Umeå International Jazz Festival and many consider 
it a privilege to be able to play there. Famous saxophonist Joshua Redman even says that it 
was one of the best festivals he ever played at. Thus, the organisers of the Jazz Festival has 
successfully used Kapferer’s process of brand alignment to build the brand big enough to not 
having to use the artist names when marketing the festival to get people there (2004, p. 52-
53). However, they are as inefficient as Humlan when it comes to ensuring that people know 
who the actor behind the festival is. Many people does not know that it is run through 
NorrlandsOperan and think that it is a festival that stands by itself. The festival is also using 
co-branding in the same way as Umeå Open, with contributing actors having their logos on 
the festival programs and on each website respectively. Strömbäck also thinks that the strong 
brand works like a door opener for finding new sponsor contracts. 

6.4 Internet 
Umeå was the first municipality in Sweden to let the place, and not the municipal 
organisation, have the best web site address. The website is a portal that promotes things that 
represent Umeå well. It is consistent with the campaigns that Olofsson is currently running to 
bring out the benefits of Umeå. 
 
Both festivals in the study do some of their marketing over the Internet. They both have 
professionally looking websites and they both buy advertising banners at frequently visited 
web pages from time to time. According to Wilson et al (2008, p. 414) a major factor 
contributing to the success of Internet advertising is the availability of advertising that is more 
popular than the banner advertisement, which was the leading channel for many years. 
Banners are still the most used form of Internet advertising, but its effectiveness is questioned. 
There are improved advertising approaches that have been developed recently, the most 
significant one being search-based advertising, or paid search advertising. This form allows 
for advertisers to pay, only when qualified leads are being delivered to their websites. Neither 
festival has mentioned that they use alternatives to advertising banners on the Internet.  

6.5 Sponsorship 
Without sponsorship, many events would not be financially feasible (Goldblatt, 2002, p. 267). 
Umeå Open prefers to call the relationships they have with companies collaborations. It is 
meant that both parties are to get something out of the deal. Umeå Open’s main sponsors are 
Scandinavian Airlines, Hotel Winn and Norrmejerier (a dairy producer). Collaborating with 
airline and hotel businesses seems to be an intelligent way to lower costs of getting artist from 
outside the city to come and play at the festival.  
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The Jazz Festival has just lost its main sponsor but the manager, Strömbäck, is currently 
building up a group of financiers, in order to stabilise the situation for the future. The loss has 
led to a future reduction in advertising spending.  

6.6 Festival visitors 
As Dahl Norsten of Umeå Open says, their typical visitor is in the early twenties and has a 
general interest in music. This low age is probably due to the fact that Umeå has the lowest 
mean age in Sweden and that it is a university town. The younger, smarter and more 
genuinely interested segment is also the customer group that Umeå Open is trying to attract to 
the festival by using guerilla marketing. Although they are aware of that the vague messages 
they attract visitors with is an approach that might not work at an older segment which 
probably would also spend more at the festival, this is actually the organisers’ intention. 
Instead of aiming at the older and affluent segment, they target younger people and students 
with a genuine interest of music rather than money, a fact that corresponds with the theory of 
Martin et al. (2006, p. 7-8). However, since they do not want to leave anybody out, the 
festival profile design is being looked over to see if it can attract an even broader segment.  
 
Other than the laws regulating the serving of alcohol which sets the age limit to 18, Lennart 
Strömbäck of Umeå International Jazz Festival states that people of all age groups are in their 
audience. The stereotype of an old man with a beard who smokes a pipe, being the typical 
jazz music lover as well as the typical jazz festival visitor, is not at all corresponding to who 
the typical visitor is in this case. The fact that the biggest segment is people between 20 to 30 
years of age actually contradicts Martin et al (2006, p. 7-8). Though, the audience is very 
devoted and possess a certain bond to jazz music and some people travel far to attend the 
festival. This indicates the will to spend more on these kind of events, which relates to 
Thrane’s theory of jazz festival visitors (2002, p. 285).  

6.7 The value star 
Looking at Figure 1 in the theory chapter, the actors presented around Umeå Open are many 
(Wikström et al, 1998, p. 150). Their suppliers are the advertising firm Pondus and Ume 
Audio and Umeå Scenteknik that are delivering their sound and light systems respectively. 
The customers are the festival visitors and the customers of the customers are their 
acquaintances. Other stakeholders are the artists, Umeå Kommun and other governmental 
instances. Ume Audio and Umeå Scenteknik are used to giving the musicians the best 
conditions to do great performances and thus used to satisfy the visitors and also their friends 
in the long run. To make it all possible, Umeå Kommun is supporting the festival financially 
and Pondus is producing their marketing material. All sponsors are also used as external 
actors together with the already mentioned to maximise the marketing of the festival. Though, 
the suppliers are not used that much in the festival’s external marketing as the customers and 
artists are through word of mouth.   
 
At the Jazz Festival, most of the marketing is done in-house and Lennart Strömbäck makes 
sure that he is involved to make it all work even though he mentions that he is also working 
externally with some extremely competent people. However, if too much of the work load is 
shipped over to an external actor who is not deeply involved with the project, a lot can get 
lost, Strömbäck argues. Though, as in the case of Umeå Open, the Jazz Festival is working 
with the festival visitors and their friends, the artists, Umeå Kommun, different suppliers and 
sponsors in a combination with their own resources, to make the festival offer as attractive as 
possible and thus also its marketing (Wikström et al, 1998, p. 149-150). Anna Olofsson of 
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Umeå Näringsliv also stresses the importance of everybody working collectively to increase 
the value creation.  

6.8 The creation of art work 
Just as value is created through all the different actors mentioned above, art is said by Guillet 
de Monthoux to be created mainly through four actors: the artists, the audience, the 
technicians and the critics (2004 p. 79). In Umeå Open, the artists have a central role. The 
narrower frontline bands are usually fewer in numbers while the more general artists are 
many. In the case of Umeå Open, all these artists are working as teams to create art for a wide 
segment. The audience demands a broad spectrum of artists which is widening the festival 
and some of them are also volunteering at the festival which makes them active player in the 
art creation process instead of passive consumers. The technicians are an important part when 
creating art since they are making the sound and light system fit perfectly with the 
performances and without their skills, there would not be much of a festival. Last but not 
least, the critics are also used within Umeå Open when creating art. They are the writers who 
through their professional knowledge provide critique built up from reviewing the art and 
communicating with the audience and the artists, which in turn is forwarded to the everyday 
world (Guillet de Monthoux, 2004, p. 79). The critics are also indirectly promoting the 
festivals since they are spreading the name Umeå Open.  
 
The artists performing at the Jazz Festival are usually quite keen on the festival and want to 
perform there since they share the same vision. This is why Strömbäck succeeds when 
booking big artists, even though the price he pays the artists to come so far up north and 
perform is quite low. This makes the artists work harder to create fine art. The certain bond 
that parts of the audience have to jazz music makes them want to take part in the art creation. 
This is also the case for the technicians, who Strömbäck explains as “extremely professional 
co-workers who take great pride in their work”. This year, articles about the festival could be 
found in both a magazine in United States and in the United Kingdom, showing the 
international interest which exist for the festival. Here, the critics play an important part in the 
art creation by letting the world know about the festival after attending the festival in person 
and presenting their honest critique.  

6.9 Blue Ocean 
Even if Umeå Open is mostly moving around within the boundaries of the already existing 
industries of music festivals (the red oceans) their business is not characterized by 
competition (Chan Kim et al, 2005, p. 4). Other events and actors in Umeå usually quiet down 
during the festival weekend to not steal the focus the festival gets, although restaurants are 
usually spending a little extra to supply the increasing demand that appears during this 
weekend which is seen as cooperation rather than competition. Hence, Umeå Open could be 
described as a festival wanting to dive into the blue ocean. They are breaking away from the 
competition and expanding the existing industry boundary through inviting sponsors to be 
present at the festival with their own competitions etc. (Chan Kim et al, 2005, p. x). This is 
also done by making sure that the festival has a good selection of food and by selling Umeå 
Open’s and the bands’ merchandise in the festival premises. They are also creating their own 
uncontested market space when they are stressing the importance of providing a satisfying 
festival atmosphere for the visitors to feel comfortable in. An example of this is when they 
installed a different light system with blue light bulbs this year with the intention of creating a 
glow making people view themselves as more good-looking – and succeeded. 
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The Jazz Festival is also cooperating with different actors on the market to widen their festival 
concept. To make the competition irrelevant, the Jazz Festival has discovered a new market 
space by using the blue ocean strategy (Chan Kim et al, 2005, p. 4). Just as Cirque du Soleil, 
the festival has injected multiple productions into the Jazz Festival concept which has 
increased the demand (Chan Kim et al, 2005, p. 12-15). An example of this expansion is that 
lately, the festival has booked hip-hop artists, such as Guru last year, to broaden their visitor 
spectrum and develop the festival even more. In similarity with Umeå Open, Strömbäck of the 
Jazz Festival is aiming more on making the actual venue the central part of the event. “The 
venue, the place where people meet each other is more and more important and I am currently 
considering a scenario where the venue is the central part of the festival. I think that we can 
find a new paradigm to attract an audience”, says Strömbäck says.  

6.10 Contribution to Umeå growth 
The festivals are something that helps Anna Olofsson in her job with marketing Umeå as a 
place. Since they are providing quality of life, tourists are attracted and the name Umeå is 
widely spread, the place is also promoted. Lately, music is something that has started to 
characterise how Umeå is, and therefore, Umeå Näringsliv is now putting more emphasis on 
it. To label the most important reasons to why Umeå Kommun chooses to support the 
festivals, one can use the research of Mayfield et al on 291 festival organisers in Texas, USA. 
In the case of Umeå, the most important reasons are recreation/socialization, 
culture/education, tourism and community pride/spirit (Mayfield et al, 1995, p. 42).  
 
The organisers of Umeå Open know that the spending increases in Umeå during the festival. 
This is both because of tourists coming to town but also because of that people that already 
live in Umeå spend more during this weekend. This is a central element of growth dynamic 
for a community to stage a festival, just as Felsenstein et al explains in their study (2003, p. 
391). On the other hand, this is not the main argument for staging the festival. What is more 
important is that Umeå Open contributes to the overall culture in Umeå by local image 
creation, setting people in motion and inspiring local musicians, which in turn is a big 
contribution for Umeå becoming the Capital of Culture 2014. As Felsenstein argues, staging a 
festival has a lot to do with putting the region on the map as well (2003, p. 391). Here, the 
Jazz Festival is a big contributor. Umeå is one of the most important places for jazz music in 
Sweden and a lot of people know about Umeå because of this. Also, the municipality has 
realised music as a very important art form, indicating that the Jazz Festival is something that 
has come to play an important part in creating the city’s image.  

6.11 Communication 
Companies must communicate with current and prospective customers and the 
communication should not be left to chance according to Kotler (2005, p. 719).  
 
The name Umeå Open suggests that it is a tennis tournament, and the promotion profiles have 
been sport related up until recently when then management felt comfortable enough to renew 
the graphical side of the festival. The communications target young smart people whom the 
festival management want to make curious of what the festival is about. The communication 
is indistinct, hinting an attitude saying that: “If you don’t get it, maybe you shouldn’t come.” 
However, the new graphical profile is moving towards a more direct form of communication.  
 
Strömbäck states that the graphical side to the promotions has to do with communicating 
attitude, and there is some kind of cliché when it comes to the aesthetics around jazz music. 
The wording, how the music is described is important and done in a certain way. The 
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festivals’ promotion brings forth different attitudes in their promotion to reach different target 
groups, and there is a quest to come up with unexpected angles and perspectives.  

6.12 Word of mouth 
According to (Wilson et al, 2008, p. 30), mass and selective media can convey information 
about search qualities but can communicate far less about experience qualities. By asking 
friends or experts about services, however, the consumer can obtain information vicariously 
about experience qualities.  
 
Umeå Open does not rely upon word-of mouth, nor do they mention any concrete plans as of 
how to create it. They are however aware of its benefits. The producers of the festival once 
sold out a venue in an hour, without any promotion except for a newsletter. The thought of 
using the many volunteers to get the word out interests them, but they realise that it would be 
hard to administrate, due to the volunteers being so many. 
 
It is a well-known fact that Umeå International Jazz Festival has provided the city with 
performances from the most well known jazz artists in the world. Off course this creates 
important word of mouth, not only among the jazz loving audience but among the musicians 
as well. People talk about the festival, artist talk about the festival, and they even lower their 
commission for the merit of playing in Umeå.  
 
Word of mouth is spread by less- or none-established bands and artists, who are booked to the 
festival, because they will eagerly spread the word that they have played at a festival that once 
upon a time booked someone like Miles Davis. Booking these bands, and the buzz they create 
are according to Jazz Festival manager Strömbäck conscious decisions made to spread the 
message of the festival.  

6.13 Interaction  
In order to evaluate this research, the authors have to make a connection back to their problem 
question: how is the music scene in Umeå marketed, with a focus on the two festivals Umeå 
Open and Umeå International Jazz Festival? It was found that the actors investigated in this 
study all have some connections to each other and that value is created through this 
collaboration. To easier overlook these relationships, this figure is provided: 
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Figure 6.1 Summary of Interactions. (Model developed by the authors). 
 
This figure shows that although the actors on the market have different goals and strategies to 
achieve these goals, they have something in common as well. The dark grey area represents 
all the similarities the music festivals shares. This includes their goal of creating a unique and 
very artistic music venue. Their common vision is also to provide a unique festival in northern 
Sweden so people in the north does not have to travel far to experience a qualitative music 
scene. The two light grey areas represent the collaborations and exchanges that are going are 
between the municipality and the festivals. Here, the financial subsidies from the municipality 
to the festivals can be found in exchange of that they are both putting Umeå Kommun’s logo 
on their websites, the festival programs etc. for example. The black area, in which all three 
actors are located, represents the value created for the festivals as well as for the municipality. 
This is the most important area for the purpose of this thesis. Here, the value that the three 
actors are creating together comes from the marketing of the different activities they are 
engaged in. They benefit from each other all the time and thus contributing their respective 
growth. Thus, the essence of this value is the positive image that the two different festivals 
have received throughout the years and Umeå city’s musical image that has sprung out of this. 
The black area is larger than it looks and it is certainly on the rise.  
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7. Conclusion 
The concluding discussion will allow the authors to be freer in their interpretations and 
presentations than in the analysis, and more own thoughts and connections made will be 
elaborated upon. Recommendations for future studies within the subject will end the chapter. 

7.1 Concluding discussion 
Umeå has an image of being a town of alternative music (Gradvall, 2008). The authors of this 
study seek to shine a light on how this has come to be. Have deliberate marketing strategies 
been laid out to earn the city the reputation it has, or has it just come about by itself? Anna 
Olofsson started her employment as the city’s marketing director in within Umeå Näringsliv 
in August 2008. She is among other things responsible for creating positive associations of 
Umeå. Prior to Olofssons’ employment, the position did not exist, yet Umeå has had an image 
of being a place for music for many years. The authors reasoned that since Umeå is home to 
two larger music festivals; one of them being the oldest festival in the country, these might be 
appropriate to include in the study of how the city has earned its image.  
 
The authors agree that it is probably easier for a person outside of Umeå to get wind of 
preconceptions that surround the city. If the problem question is viewed from an outsiders’ 
perspective, how is the music scene marketed if focus is put on the two festivals? The answer 
is surprising; not much. Anna Olofsson states that a problem with the two festivals is that they 
run at full capacity solely with local visitors. No aggressive marketing outside of Umeå is 
necessary for the festivals to reach break-even. Had the festivals been held in a larger venue, 
management would be forced to attract visitors from the outside in order to fill up the 
premises.  
 
As mentioned, Olofssons job is to create positive associations to Umeå, and naturally, she 
wants to see promotions of Umeå-based festivals in other places because it puts the name “out 
there”.   However, a clash occurs here. Neither of the festivals’ producers want to change their 
format. It is important to remember that the management of the festivals are producers and 
artistic leaders. They are product oriented, they have no profit maximizing goals and they are 
not marketers. Strömbäck of the Jazz Festival expresses that arranging an event in a larger 
venue could be a positive thing, but that it would run a much larger risk than the current form. 
If something did not work out, everything that had been built up could be ruined. The clash is 
further described in an article by Oakes (2003, p. 167). He brings forth that a commercially 
accepted doctrine can be difficult to implement on cultural events, since it may clash with the 
aesthetic objectives that are commonly shared by non-profit arts-promoting organisations. 
Strömbäck exemplifies this theory when stating that fewer bands would fit in a large-scale 
production and that the intimacy of the jazz music is easily lost at a larger venue.  
 
Even though the objectives are not entirely the same for the festival organisers as for Umeå 
Näringsliv, the essence of their visions are quite similar. The collaboration between them is 
crucial and can be represented in the overlapping field in the middle of the figure presented 
below.  
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Figure 7.1 Model of Music and Marketing Interaction. (Model developed by the authors). 
 
The common field these two circles create in the middle is the result derived from this study, 
which is also lays a basis for further research. Here, a value that could not be generated in 
another way is created. The vision of music and marketing objectives are two different things 
and hardly ever seen going hand in hand. However, what the authors found was that they can 
and that they should. Marketing is a taboo for many artists since their goal is to create 
something cultural and artistic for people to take part of, not having to promote it or sell it in a 
specific way. It is against many artists’ principles who think that having to heavily promote 
musical events is not on their table and removes the actual purpose of it. This is why the 
authors have raised the question: is music really for sale? This question cannot be answered 
by the authors, only elaborated upon. The rendezvous between marketers and musicians 
represented by the gray field in the figure is creates a unique value. Both worlds are used to 
develop and maintain this value. Therefore, marketing skills is something that the musicians 
have to possess to attract the audience which is increasingly difficult to find.  
 
One can see it as two horizontal forces acting on the two circles. Sometimes a musical vision 
is easily marketed. When the municipality in Umeå assigns funding to Umeå Open and the 
festival is sold out, the grey area is probably of acceptable size to both the festival 
management and the municipality. However, if the municipality wishes to expand the festival 
in order to promote the city, the grey area would have to expand. More focus would lie on 
selling than creating a qualitative festival. Seen from the other perspective, if there was only a 
musical vision and no marketing interaction, there would be no focus on selling the festival 
tickets and the festival would not be economically feasible. The grey area would contract too 
much; the circles would be too far apart.   
 
The authors get the impression that quality is and has been the focal point when it comes to 
music in Umeå. If the music has sold, if there has been a hype created around the music, 
advantage has been taken of the situation. If commercial success has been absent, it has 
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quickly been forgotten. The quality, the vision, the creativity is what is important. When the 
Umeå based band Deportees where dropped from their record label, they paid for their own 
recording of a new album. When this was done they had a total of six record labels to chose 
from (www.dn.se). This indicates that no real emphasis is put being commercially or 
economically feasible, but that creating art is of significant importance.  
 
Qualitative music is not for everybody. In Umeå, it has been kept in a format that it can 
handle and the quality has been cherished. To the authors’ knowledge, no conscious decisions 
have previously been taken to promote Umeå as a city of music around the country. But the 
word has spread.   

7.2 Ideas for future studies 
Further research with more depth and from a broader perspective could be made if the cultural 
associations as the organisers behind the festivals were to be investigated. NorrlandsOperan 
and Humlan are together covering most of what Umeå’s cultural life has to offer. So if a 
research would be made on these actors, a wider and more generalisable conclusion could be 
made about the music scene marketing of Umeå.  
 
Furthermore, a more in-depth research could be made of the correlation between the 
marketing of Umeå’s music scene and the city’s aim of becoming the Capital of Culture in 
Europe 2014. 
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8. Trustworthiness 
In this section, the truth criteria concerning the research are presented.  

8.1 Trustworthiness 
Both reliability and measurement validity are essentially concerned with the adequacy of 
measures, which are most obviously a concern in quantitative research. However, some 
writers have applied concepts of validity and reliability to qualitative research but have 
changed the sense in which the terms are used very slightly (Bryman & Bell, p. 42-43).  
 

‐ Credibility – parallels internal validity - How believable are the findings? 
‐ Transferability – parallels external validity - Do the findings apply in other 

contexts? 
‐ Dependability – parallels reliability - Are the findings likely to apply at other 

times? 
‐ Confirmability – parallels objectivity – Has the investigator allowed his or her 

values to intrude to a high degree?  

8.1.1 Credibility 
There can be several possible accounts of an aspect of social reality, it is the feasibility or 
credibility of the account that a researcher arrives at that is going to determine its acceptability 
to others. The establishment of the credibility of findings entails both ensuring that research is 
carried out according to the canons of good practice and submitting research findings to the 
persons who were studied for confirmation that the investigator has correctly understood that 
social world (Bryman & Bell, p. 411). The authors have submitted their empirical findings to 
the three interview subjects. Neither of them have replied to confirm or rejected what was 
written.  A probable reason for this is the extensive amount of text that was forwarded, and/or 
the workload of the interviewees. There is also a chance that the interview subjects abstained 
to reply since they had no objections to what was written. The authors have in great detail 
transcribed the interviews to minimize mistakes and misunderstandings.  

8.1.2 Transferability 
As qualitative research typically entails the intensive study of a small group, or of individuals 
sharing certain characteristics, qualitative findings tend to be oriented to the contextual 
uniqueness and significance of the aspect of the social world being studied. Qualitative 
researchers are encouraged to produce what is called a thick description, meaning rich 
accounts of details of a culture. It is argued that a thick description provides others with what 
is referred to as a database for making judgments about the possible transferability of findings 
to other environments (Bryman & Bell, p. 413). The interviews that lay the foundation for this 
study cover much more than the actual core of the problem question. The reason for this is 
that the authors wish to provide the reader with the context in which the festival producers 
and the marketing director of Umeå work. The authors are well aware that no matter how 
much detail that is provided, transferring the findings to another place or situation can be very 
difficult, but the reader is given a substantial amount of information to be able to form his or 
her own opinion about this.  

8.1.3 Dependability 
Dependability concerns if the findings are likely to apply at other times. Therefore, it is 
important to keep records of all phases of the research process. Qualitative research frequently 
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generates very large data sets, which can be difficult for the reader to scrutinize. This may be 
a major reason why dependability has not become a pervasive approach to validation (Bryman 
& Bell, p. 414.) This study provides information of how the research has been carried out. 
However, one must not forget that interpretations of human behaviour and the spoken word 
are a substantial part of the study. Human beings are complex, and even if one was to carry 
out the same research process with the same interview subjects, not only could the subjects 
change, but also the authors’ interpretations of them. Other findings are bound to be found at 
other times, even if the practical aspects of the study are replicated.  

8.1.4 Confirmability 
Confirmability is concerned with ensuring that, while recognizing that complete objectivity is 
impossible in business research, the researcher can be shown to have acted in good faith. It 
should be apparent that the writers have not overtly allowed personal values or theoretical 
inclinations to sway the conduct of research, or the findings from it (Bryman & Bell, p. 414). 
The authors have described their preconceptions in detail allowing for the reader to see what 
values and interests that could skew the study. The authors have also made a point out of 
dividing the analysis and the discussion, attempting to keep the analysis as free as possible of 
personal interpretations and opinions.  
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Appendix A 
 
Interview with Anna Olofsson of Umeå Kommun April 23rd 2009.  
 

1. What is your title? 

2. How long have you been working within Umeå Kommun? 

3. How long have you been working as marketing director for Umeå? 

4. What is your educational background and working background? 

5. What do you do? (A short description of your work tasks? 

6. What do you want to achieve? 

7. What is your business description? 

8. How big is your marketing budget? (%) How much is put on marketing culture? 

9. What can you say about brand building within Umeå Kommun? 

a. What is the purpose of it? 

b. To whom do you want to reach out? 

10. As a marketing director of Umeå Kommun, which sponsors a lot of cultural 
associations and events in Umeå, do you see any difference between the marketing of 
“regular” services and cultural events?’ 

a. What is the big difference? 

b. Is it harder to promote a cultural event do you think? 

c. Does it depend on if the event is profitable or non-profitable? 

11. Do you use a lot of brand building within Umeå Kommun? 

12. We have seen your logo on both Umeå Open’s and Umeå International Jazz Festival’s 
website. What does this sponsoring mean?  

a. Do you give anything more than a monetary support? 

b. Are you involved in any of the marketing of these cultural associations or are 
you “just” a sponsor? 

c. How does this collaboration work and how does it look really? 

13. Are you sponsoring any other cultural associations in Umeå? 

a. How is the collaboration working with that in that case? 
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14. How do the festivals contribute to the local growth in Umeå? 

15. Is the subsidy you give to the festival “lucrative”? (Worth the investment?) 

16. A study shows some special factors (such as recreation, culture/education, tourism, 
internal and external revenue generation and community spirit) to show why 
municipalities choose to stage festivals. Is it easy to distinguish the most important 
factors for you? Which are they? 

17. What is the relationship between Umeå Kommun and the aim to become the Capital of 
Culture 2014? 

a. Do you as a marketing director have any interest in this? 
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Appendix B 
 
Inteview guide for interview with Kristoffer Bäckström and Robert Dahl Norsten of 
Umeå Open April 23rd 2009. 
 

1. What are your titles? 

2. How long have you been working with Umeå International Jazz Festival? 

3. What are your educational backgrounds and working backgrounds? 

4. Tell us a little short on Umeå Open. 

5. What is your business description? 

6. What do you want to achieve? 

7. Describe your general promotion strategy. 

a. How bis is your marketing budget? (%) 

8. Do you have artists who come to you and want to play at the festival or is it you who 
contact them? Are there many who say no? 

9. What is your profitability philosophy? 

a. What do you consider to be a profitable festival? (Economically, artistically?) 

10. How has the festival marketing developed since the festival start 1998? 

a. How does it look today? 

b. Are there big differences? 

c. In what levels have you changed your strategies the most? 

11. Do you feel limited by resources when you design your marketing strategies? 

12. Do you follow a well worked-out marketing plan? In that case, hos is it developed and 
how well is it followed? 

13. Do you think it is harder to promote a cultural event than another service? 

a. What is the difference? 

b. Does it depend on if the event is profitable or non-profitable? 

14. Do you use a lot of brand building within Umeå Open to market yourselves? How 
have you built up and how are you continuing to build and promote your brand in that 
case? 
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15. Among others, we have seen Umeå Kommun on your list of sponsors. Who are your 
other sponsors? In what way and how much are they sponsoring you? Do you use a lot 
of co-branding? 

16. Do you use your website a lot when it comes to marketing or is it mostly a place for 
people to check out information about artists and the festival program? 

17. Is the website an important contributing factor to your brand building? 

18. Who is your target group? 

a. How does the festival visitor view himself/herself? 

b. How do you view your festival visitors? 

c. Who do you prefer to see in your audience? 

d. Is the audience faithful? 

e. Do you see it as a problem that the festival is sometimes sold out? 

19. There seem exist a relatively typical Umeå Open visitor. Do you have demographic 
data on which your customers are? 

20. How much do you focus on marketing the festival toward the chosen target group 
when you know that the situation is like this? 

21. Are you putting a lot of resources into marketing the festival towards people outside of 
Umeå or is mostly local people you want to attract? 

a. Why? 

22. Do you have different marketing strategies for different customer segments? 

a. Are you excluding any segment? 

23. Which actors on the market are you working with to enhance the effectiveness of your 
event marketing? Printing companies, Umeå Kommun, customers, volunteers, 
sponsors, artists, advertising agencies, technicians, critics (sound systems, light 
systems, stage? 

24. Do you have any demand on the artists that they should post a link to Umeå Open on 
their website? 

25. How does the relationship between you and your sponsors look like? 

26. How do you motivate your pricing? 

a. What competition/collaboration do you have? (Other events in Umeå? Other 
festivals?) 
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27. What is the relationship between you and your volunteers? 

a. How do you attract them? Do they come to you? 

b. Are they used in the marketing strategy? 

28. How do you think Umeå Open is contributing to the local growth in Umeå? 

29. What kind of public support do you get? (Subsidies from the municipality and/or other 
instances?) 

30. A study shows some special factors (such as recreation, culture7education, tourism, 
internal and external viability generation and community spirit) to show why 
municipalities choose to stage festivals. What factors do you think are the main ones 
for Umeå Kommun and why? 

31. To what extent do you use Word-of-mouth? 

32. How are your artists chosen? Do you have a consistent thread when booking your 
artists?   
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Appendix C 
 
Inteview guide for interview with Lennart Strömbäck of Umeå International Jazz 
Festival April 23rd 2009. 
 

1. What is your title? 

2. How long have you been working with Umeå International Jazz Festival? 

3. What is your educational background and working background? 

4. Tell us a little short on the Jazz Festival. 

5. What is your business description? 

6. What do you want to achieve? 

7. Describe your general promotion strategy 

a. How big is your marketing budget? (%) 

8. Do you have artists who come to you and want to play at the festival or is it you who 
contact them? Are there many who say no? 

9. What is your profitability philosophy? 

a. What do you consider to be a profitable festival? (Economically, artistically?) 

10. When the festival was new, we know that it mostly consisted of local talents, but it 
grew quickly and you attracted names like Duke Ellington, Miles Davis, Satchmo 
among others. How has the festival marketing evolved since the beginning? 

a. How does it look today? 

b. Are there big differences? 

c. In what levels have you changed your strategies the most? 

11. Do you feel limited by resources when you design your marketing strategies? 

12. Do you follow a well worked-out marketing plan? In that case, how is it developed 
and how well is it followed? 

13. Do you think it is harder to promote a cultural event than another service? 

a. What is the difference? 

b. Does it depend on if the event is profitable or non-profitable? 
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14. Do you use a lot of brand building within Umeå International Jazz Festival to market 
yourselves? How have you built up and how are you continuing to build and promote 
your brand in that case? 

15. Among others, we have seen Umeå Kommun on your list of sponsors. Who are your 
other sponsors? In what way and how much are they sponsoring you? Do you use a lot 
of co-branding? 

16. Do you use your website a lot when it comes to marketing or is it mostly a place for 
people to check out information about artists and the festival program? 

17. Is the website an important contributing factor to your brand building? 

18. Who is your target group? 

a. How does the festival visitor view himself/herself? 

b. How do you view your festival visitors? 

c. Who do you prefer to see in your audience? 

d. Is the audience faithful? 

e. Is it common that the festival is sold out? Do you see it as a problem in that 
case? 

19. There seem to exist a relatively typical Jazz Festival visitor. Do you have demographic 
data on which your customers are? 

20. How much do you focus on marketing the festival toward the chosen target group 
when you know that the situation is like this?’ 

21. Are you putting a lot of resources into marketing the festival towards people outside of 
Umeå or is mostly local people you want to attract? 

a. Why? 

22. Do you have different marketing strategies for different customer segments? 

b. Are you excluding any segment? 

22. Which actors on the market are you working with to enhance the effectiveness of your 
event marketing? Printing companies, Umeå Kommun, customers, volunteers, 
sponsors, artists, advertising agencies, technicians, critics (sound systems, light 
systems, stage)? 

23. Do you have any demand on the artists that they should post a link to Umeå 
International Jazz Festival on their website? 

24. How does the relationship between you and your sponsors look like? 
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25. How do you motivate your pricing? 

a. What competition/collaboration do you have? (Other events in Umeå? Other 
festivals?) 

26. What is the relationship between you and your volunteers? 

a. How do you attract them? Do they come to you? 

b. Are they used in the marketing strategy? 

27. How do you think the Jazz Festival is contributing to the local growth in Umeå? 

28. What kind of public support do you get? (Subsidies from the municipality and/or other 
instances?) 

29. A study shows some special factors (such as recreation, culture7education, tourism, 
internal and external viability generation and community spirit) to show why 
municipalities choose to stage festivals. What factors do you think are the main ones 
for Umeå Kommun and why? 

30. To what extent do you use Word-of-mouth? 

31. How are your artists chosen? Do you have a consistent thread when booking your 
artists?   
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