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ABSTRACT  
Relationship marketing is a marketing theory that has gathered much focus in the marketing 

research area lately. The core idea of relationship marketing is to retain the existing customers 

of a company by establishing long-time relationships with them. The theory of brand equity is 

a well-known theory on brand development that deals with issues such as customer’s 

perceptions and the brand meaning. The main purpose of this thesis is to gain deeper 

understanding of what kind of role the front-line employees in terms of part-time marketers, 

have on the enhancing of Liseberg´s brand equity. Liseberg holds a special position for the 

citizens of Gothenburg, and as the biggest amusement park in the Nordic are with 3.1 million 

visitors in 2014, we argue that theories like relationship marketing and brand equity could be 

of importance for Liseberg to maintain their position in the minds of their customers.  

 

We have also been able to identify a research gap. We discovered that research about the role 

of part-time marketers in relation to brand equity is relatively scarce. Even more specifically, 

we have not been able to find studies regarding the role of part-time marketers in the enhancing 

of the brand equity of an amusement park. 

 

We have conducted a qualitative study in order to accomplish the purpose of our thesis. In our 

study, we conducted nine semi-structured interviews with managers, front-line employees and 

customers of Liseberg. The interviews helped us gain a deeper understanding on how the role 

of the front-line employees as part-time marketers was perceived both internally and externally 

in Liseberg. Data from different customer reports were also provided to us from Liseberg.    

 

From our qualitative studies as well as from the data provided by Liseberg, we can conclude 

that the role of the part-time marketers was perceived differently from the customer’s point of 

view, compared to what managers and front-line employees thought. Nevertheless according to 

our findings, we can conclude that part-time marketers have a very important role in the 

enhancing of Liseberg´s brand equity. Finally we have also made practical recommendations 

for the management of Liseberg regarding on how to work with the part-time marketer’s 

concept in mind to improve Liseberg´s brand equity.  
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1. INTRODUCTION 
In this part we would like to provide the reader with information and understanding about 

the topic of our research and the reasons behind our choice of topic. Further we will 

present the organization we conducted our research on. We will also describe the 

research problem that we could detect, and provide the reader with a theoretical 

background on which our research is based upon. Finally, at the end of this chapter our 

research question and purpose will be stated. 

 

1.1 CHOICE OF SUBJECT 
The two of us are currently students at Umeå University and have chosen to focus our 

studies at marketing and management. Both of the writers of this degree project have 

experience working in the service sector and therefor have experienced in one way or 

another different kinds of relationships between customers and employees. Our main 

topic of our research will therefore be relationship marketing, but we will also look deeper 

into brand equity and how it is affected by relationship marketing activities. Relationship 

marketing is a theoretical area that we believe plays a big role in building brand equity. 

We have therefore chosen to look into what key factors of relationship marketing might 

affect the brand equity. 

 

To try to gain more knowledge in the subject, we will look into the theme park industry 

and focus on mainly one company, Liseberg, which is situated in Gothenburg, Sweden. 

Liseberg is one of the largest theme parks in Scandinavia (IAAPA, 2015a), and thus it 

becomes very interesting for us to explore how different concepts of relationship 

marketing are being used by Liseberg to attract but also to maintain their customers. This 

is interesting because of the great effort Liseberg makes to strengthen their brand but at 

the same time they are very customer-centric with a high focus on customer service. Since 

marketing today is more customer-centric than what it has been historically, we find it 

interesting to study what kind of influence relationship marketing concepts such as part-

time marketers and marketing as promises, may have on brand equity. 

 

To explore how relationship marketing may influence brand equity, we will look deeper 

into relevant theories and literature regarding the different areas. As Liseberg is often 

seen as a company that brings joy and happiness to their customers, it is interesting for us 

to study how they, in combination with branding, work towards making their customers 

appreciate their visit to Liseberg. 

 

Since branding is such a profiling part of a company, it is of much interest for us to make 

a more in-depth research in this area, and therefore we will explore the whole concept of 

brand equity. Branding consists of many different factors (Aaker, 1991; Keller, 1993; 

Berry, 2000). These different factors come together and become something 

conceptualized as brand equity. Brand equity is defined by Aaker (1991) as “a set of 

brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract 

from the value provided by a product or service to a firm and/or to that firm’s customers” 

(Aaker, 1991, p. 15). Many models of brand equity are similar in certain factors, however 

not entirely. When looking through different models by Aaker (1991), Keller (1993) and 

Berry (2000), several key factors were identified between the different models; brand 

awareness, brand associations, customer experience and external brand communications 

were derived as what we consider to be the most relevant factors of the brand equity of 

Liseberg. 
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1.2 PROBLEM BACKGROUND 
Founded in 1918, the biggest international trade association for amusement facilities 

worldwide is The International Association of Amusement Parks and Attractions, IAAPA 

(IAAPA, 2015b). IAAPA represents more than 4 500 facilities, suppliers and individual 

members from more than 97 countries worldwide (IAAPA, 2015b). According to 

IAAPA´s report from 2014, which included countries such as Austria, Belgium, 

Denmark, Cyprus, Hungary, Finland, France, Germany, Greece, Ireland, Italy, 

Netherlands, Norway, Portugal, Poland, Spain, Sweden, Switzerland and the UK 

(IAAPA, 2014c), there are eight countries that account for 92 percent of the total direct 

economic impact in Europe and 88 percent of the total visitors, those countries are France, 

Germany, the United Kingdom, Denmark, Spain, Netherlands, Italy and Sweden 

(IAAPA, 2014c). 

 

Amusement parks originated from Europe and their origins can be traced back to the fairs 

of medieval origin (Clavé, 2007, p. 3). The world's oldest amusement park dating back to 

1583 is Bakken in Klampenborg, Denmark, and is still operating to this day (IAAPA, 

2015d). It is obvious that Europe has a long history of amusement parks. Today there are 

approximately 300 amusement parks in Europe (IAAPA 2015d), and the amusement park 

industry keeps growing. In 2012, the industry had a turnover of €9,3 billion in revenues 

and employed 115, 500 people (IAAPA 2014c), but the total economic impact across 

Europe was over €19,2 billion and almost 238 500 people were employed (IAAPA 

2014c). 

 

The Liseberg Amusement park was founded in 1923, and is the biggest amusement park 

in all of the Nordic area (Denmark, Sweden, Norway, Finland and Iceland) (Liseberg, 

2015). Liseberg is owned by the municipality of Gothenburg through their subsidiary 

Göteborgs Kommunala Förvaltnings AB (Liseberg, 2015). Apart from the 41 rides and 

rollercoasters inside the park, one can find other activities such as skill-based games, 

restaurants and fortune wheels, all in a green and friendly park-like environment 

(Liseberg, 2015). The rides vary from rides for children to adult roller coasters and a 

haunted house (Liseberg, 2015). Liseberg also has a cooperation with the various special 

schools of Gothenburg, offering physically or mentally challenged people opportunities 

to use the park for themselves during one day. People with disabilities are most welcome 

during the ordinary opening hours as well, where they are prioritized in the waiting queues 

(Liseberg, 2015). One can also read in the annual report of Liseberg that the company 

makes an effort to give families with economic difficulties the opportunity to enjoy a day 

at the amusement park. 11 500 ride passes and entrance tickets were distributed among 

families with long-time financial support from the social services in the Gothenburg 

region (Liseberg 2014, p. 16). Liseberg also hosts concerts with world-renown artists, 

such as Snoop Dogg and Iggy Pop, and the amusement park currently has two seasons; 

the summer season spanning between the ends of April until mid-October, as well as a 

Christmas season which begins in the middle of November and ends during the 

intermediate days between Christmas and New Year’s Eve (Liseberg, 2015a).  

 

Liseberg has a clear vision and mission. The mission is stated as: ”Liseberg is the heart 

of Gothenburg”, and when described clearly relates to the fact that Liseberg has been an 

amusement park for 92 years, and describe themselves as having a strong link to the 

history of Gothenburg (Liseberg, 2014, p. 8). Their vision stated is that “Liseberg should 

be the most beloved place to meet in Gothenburg and the most longed-for destination in 
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Sweden”. The line of argument here is that Gothenburg should be the nicest place to live 

in within Sweden, and that Liseberg should be the most fun place in Gothenburg 

(Liseberg, 2014, p. 8). The company also has a set of value-words which are designed to 

describe the nature and culture of the operations within Liseberg. They are supposed to 

not only be value-words for colleagues, but to customers as well, in order for the workers 

be able to build a good relation between customers and employees. These value-words 

are: Safety, Thoughtfulness, Quality, Joy and Creativity (Liseberg, 2014, p. 9). 

 

Our research will focus on the amusement park Liseberg which employs around 2500 

people during the summer season, mainly between the ages of 18-21 (Liseberg, 2015). 

Approximately 400 of those people are employed until further notice (Liseberg, 2015). 

 

Liseberg generated profits of 118,9M SEK during 2014, and a turnover of 1,1 Billion 

SEK, and hosted 3,1 million visitors during 2014 (Liseberg, 2015b). This tells us that 

Liseberg can be considered as a major economic force within the geographical region of 

Gothenburg, which makes Liseberg even more interesting to explore for us. 

 

A lot of criticism has been aimed towards Liseberg, and a recurring theme among the 

local newspapers addresses various mishaps at Liseberg. Whether these situations 

concern rides malfunctioning (Sveriges Television, 2015), people being unable to afford 

to go to the park (Göteborgsposten, 2014), or people misbehaving (Göteborgsposten, 

2014), Liseberg is a recurring topic in the local media. Through scanning local 

newspapers and social media, one can easily discover that there is a certain degree of 

people feeling unhappy about their stay on Liseberg. 

 

Even though Liseberg have clear guidelines of how employees should handle situations 

and the service during the opening hours, situations where the customer feels mistreated 

do occur. These situations can then lead to a spread of negative word-of-mouth. Liseberg 

works a lot with their brand through advertising and other marketing activities, and it 

seems important for them to have a strong brand. At the same time, it is very important 

for Liseberg to make sure that their customers feel like they are being well treated during 

their stay, yet situations where customers are unhappy occur. 

 

With everything mentioned above, we conclude that the Liseberg operates in a very 

lucrative industry, and that Liseberg as a company of its magnitude, also processes a well-

known brand in Sweden. To achieve their vision as “the most longed-for destination” in 

Sweden, a high level of brand equity is crucial. Those are the reasons why we consider it 

to be of great importance to gain further understanding on the effects that relationship 

marketing may have on brand equity. 

 

1.3. THEORETICAL BACKGROUND AND KNOWLEDGE GAP 
Relationship marketing has been considered as one of the main marketing paradigm under 

the past years (Morgan & Hunt, 1994), and there is plenty of research on relationship 

marketing as an effective tool for retaining customers (by adding more customer value) 

and increasing a company’s profitability (Berry, 1995; Storbacka et al., 1994; Andersson 

& Sullivan, 1993). There is also research on whether relationship marketing improves 

customer relationship satisfaction and loyalty and on how much of a brand equity is 

explained by trust (Leverin & Liljander, 2006; Ambler, 1997). In our study, we will 

examine relationship marketing deeper, and more specifically the concepts of relationship 

marketing such as marketing as promises and part-time marketers. 
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Previous research on marketing viewed as promises, explain why the customer gain trust 

and loyalty towards the company when the company fulfils the promises that it has made 

to the customers (Bitner, 1995; Grönroos, 2009). But to our knowledge, research 

connecting relationship marketing concepts such as part-time marketers and marketing as 

promises with brand equity are scarce, and even more specifically and in line with our 

research question, we have discovered a research gap on the subject regarding the kind of 

role that part-time marketers have in enhancing the brand equity of an amusement park. 

 

Research has been conducted on the part-time marketer’s role for the marketing of 

companies, among the most eminent studies there is the study conducted by Gummesson 

(1991), in which he states that every employee that comes in contact with customers 

indeed can influence the customer’s satisfaction, perceived quality etc. of the company 

(Gummesson, 1991, p. 60).  In the study by Grönroos (1999) he concludes that it is the 

people outside the marketing department i.e. people that deliver goods, operates the 

telephone contact etc. that has the biggest influence on how the company is perceived by 

the customers (Grönroos, 1999, p. 330). There are also previous studies on the role of 

employee development in customer relations (Papasolomu-Doukakis, 2002), as well as 

the one by Harker (2004) in which he focus on the customer perspective on part-time 

marketers, i.e. what customers want from members of the staff they deal with and the 

impact of personal experience on service encounters. 

 

Much research have focused on brand equity. Stemming from Farquhar’s research on 

added value from 1989, now classical papers and literature such as Aaker's’ (1991) 

“managing brand equity”, and Keller’s (1993) “Conceptualizing, Measuring, and 

Managing Customer-Based brand Equity” has led to increased interest for brand equity 

within marketing management. Brand equity has been researched with different scopes 

since its beginning, and in two prominent areas: Firm-based brand equity and Customer-

based brand equity (Christodoulides & de Chernatony, 2010, pp. 45-47). Whilst there is 

much research in the area, the research by Aaker and Keller can be found within most of 

the work. However, recent research has focused on defining brand equity in different 

forms, and its cornerstones, and how to research it (Park & Srinivasan, 1994; Faircloth et 

al, 2001; Huang & Sarigöllü, 2012). While the cornerstones of brand equity has been 

central in previous research, in our literature review we found that there is a gap in more 

applicable ways relating to service marketing, such as relationship marketing and 

concepts such as part-time marketers and what kind of role they might have in the 

enhancing of a company’s brand equity.  

 

Although brand equity has been acknowledged as an important part of a company’s 

marketing program, the role of brand equity in services has not been explored in any detail 

(Krishnan & Hartline, 2001, p. 328). While relationship marketing in itself is now 

considered as a leading new approach towards service marketing (Grönroos, 1997, p. 

322), there has not been a great deal of research about brand equity in combination with 

relationship marketing, especially in the amusement park industry.  

 

Through our research we believe we will fill the research gap that we have identified, by 

conducting a qualitative research with three different kinds of stakeholders of an 

amusement park that is municipality owned. We believe that to answer our research 

question it is crucial for us to gain so much knowledge about the different stakeholders 

perceptions as possible. By interviewing managers and front-line employees, we expect 



  

5 

 

to gain knowledge about the way relationship marketing is perceived internally at 

Liseberg. To find out what kind of impact the front-line employees, in terms of part-time 

marketers have on the brand equity of the theme park, we will also conduct interviews 

with the customers of Liseberg. We believe that our research would be of interest for 

other service companies as well and not only for companies in the theme park industry. 

 

1.4. RESEARCH QUESTION 
What kind of role does part-time marketers have in enhancing the brand equity of 

an amusement park? 

 

1.5 PURPOSE 
The main purpose of our study is to gain a deeper understanding of what kind of role that 

front-line employees being seen as part-time marketers, might have in the enhancement 

of Liseberg´s brand equity. We argue that Liseberg’s brand equity is affected by part-time 

marketers, and is of interest since Liseberg has many times been a subject of controversy. 

Especially in the city of Gothenburg, but also from customers from other areas. We 

believe that situations where the customers may feel mistreated will continue to occur in 

the future, and that the way the front-line employees act during those situations as well 

as in other situations can affect Liseberg´s brand equity in the long-run.  

 

Based on this problem background, we argue that theories on relationship marketing as 

well as brand equity are can be useful guidelines for our study. To try to fulfill the main 

purpose of the study, qualitative interviews with top managers as well as front-line 

employees will be conducted. To try to answer what kind of effect on the enhancing of 

Liseberg´s brand equity the part-time marketers might have, we will also conduct 

interviews with customers that have attended to the park in the last year but also ask the 

employees of Liseberg about their role as part-time marketers. Data provided by Liseberg 

AB, regarding brand equity, will also be examined. By conducting our research from 

perspectives, we aim to provide theoretical as well as practical contributions and compare 

customers and managers/front-line employee’s perspectives. 

 

We will deal with our qualitative data gathered by making use of a thematic network 

analysis. Thematic network analysis demands careful reading of the data gathered 

(Bryman, 2011, p. 528), we will then try to find cycles of themes that arise during the 

interviews, how the respondents talks about their thoughts and feelings and of things that 

did not come up with during the interviews. Using the methods mentioned, we believe 

that we will be able to answer our research question 

 
 

 

 

 
 



  

6 

 

2. SCIENTIFIC METHODOLOGY 
In this chapter we will explain our philosophical viewpoints social science and the 

scientific methodology that the writes have used writing this degree project. In this 

chapter we will also address the research design and approach for our thesis. 

 

2.1 ONTOLOGY 
Ontology is concerned with the nature of the social entities, and whether they are 

appreciated as objective units or constructions which are built on the actor’s appreciations 

and actions (Bryman, 2011, p. 35). The central issue that is concerned is whether 

researchers are standing on the outside, looking in, or if they are on the inside, looking 

out (Saunders et al, 2009, p. 110). There are two major philosophical standpoints in 

ontology; objectivism and constructionism (Saunders et al, 2009, p. 110). Objectivism 

considers social events in the shape of external facts, which are beyond our own intellect 

and thus refractory (Bryman, 2011, p. 36). A certain organisation can, within the 

ontological standpoint of objectivism, be viewed upon as a concrete object, which in itself 

has its own set of rules and goals to attain (Bryman, 2011, p. 36). Procedures within the 

organisation become standardized, and every person within the organisation has his or 

hers position within the hierarchy, and the organisation and social entities exist in reality, 

external to social actors (Bryman, 2011, p. 36; Saunders et al, 2009, p. 110).  

 

Constructionism, on the other hand, views social phenomena as created from the actions 

and perceptions of the social actors. This ontological standpoint questions the fact that 

organisational and cultural categories are preemptively decided, and that the social actors 

within them appreciate them as a reality without their reach, which cannot be controlled 

(Bryman, 2011, p. 36). Instead, constructionism deals with the social world as an 

unending process, created by the participants in every new encounter between different 

individuals (Morgan & Smirich, 1980, p. 494). To clarify; while objectivism views social 

phenomena as independent from social actors. It also sees the categories used as 

independent from social actors (Bryman, 2011, p. 36). Meanwhile, constructionism is a 

standpoint which sees the social actors as creators of these social phenomena for each 

new process that is started (Bryman, 2011, p. 36). Brand equity is appreciated differently 

depending on which person is considered (Aaker, 1991, p. 24). This in turn means that 

each and everyone has their own preferences, attitudes and beliefs about a certain brand. 

Also, relationship marketing is as well appreciated differently between customers, 

depending on the service situation and who the person providing the service is. Since 

every service encounter is different, depending on who the person is and how the meeting 

between provider and consumer is executed, every new encounter becomes a new 

process. Mosley (2007) argues in his study that many successful service encounters in 

nature are unscripted, and that fake or scripted behaviour more seldom than often are 

unsuccessful in the delivery of the service (Mosley, 2007, p. 127). Unscripted service 

encounters may in turn lead to new social processes being created in each new service 

encounter. 

 

Our view of reality is that every encounter between different people is unique, and created 

between the social actors participating in the setting. In the context of Liseberg, it is 

important to underline that every service encounter is unique, and that it is created 

between the consumer and the employees of Liseberg. As the outcome of the service 

delivery is highly dependent on how the service is delivered, but also on how that delivery 

is perceived by the guest, we appreciate that the process is erased and rebuilt with every 
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new encounter. We therefore consider ourselves to embrace the ontological standpoint of 

constructionism. 

 

2.2. EPISTEMOLOGY 
Epistemology is about the nature and scope of knowledge, i.e. about what can be seen as 

knowledge, and what establish the knowledge that is acceptable from a researcher's view 

in a particular field of study (Bryman, 2011, p. 29; Saunders et al., 2009, p. 112). 

 

Social reality can be studied with different methods, principles and views of reality within 

the nature of knowledge (Bryman, 2011, p.29). Because researchers have different views 

of what they consider to be important for their research, they take on different stances 

from different epistemology philosophies or research paradigms, i.e. the way of 

examining social phenomena (Saunders et al., 2009, p. 118). Four of the main research 

philosophies are positivism, realism, interpretivism and pragmatism (Saunders et al., 

2009, p. 119).  

 

Positivism is by some researchers viewed as a descriptive category that can be used to 

explain the philosophical stance that the researcher might find in his or hers research 

(Bryman, 2011, p. 30). Knowledge is gathered from observable phenomena which can 

provide credible data and facts to the researcher (Saunders et al., 2009, p. 119). Some 

researchers argue that positivism is a derogatory term that is used to describe some 

superficial form of collected data (Bryman, 2011, p. 30).  

 

Bryman (2011, p. 30) argues that even if there are some different meanings about what 

positivism really is about, but researchers can agree upon some main points regarding 

what positivism means, e.g. that knowledge is only the events or phenomena that can be 

confirmed through our senses, (phenomenalism) (Bryman 2011, p. 30), that the purpose 

of positivism is to generate hypotheses that can be tested which makes the making of 

scientific statements possible, i.e. deductive approach (Bryman, 2011, p. 30), that it is 

only possible for researchers to gain knowledge by gathering the facts that will become 

the basis for their scientific statements, i.e. inductive approach (Bryman, 2011, p. 30), 

that science can also be objective, i.e. the researcher does not affect nor is affected by the 

subject of the research (Bryman, 2011, p. 30; Saunders et al., 2009, p. 548) and finally 

that there is a clear difference between normative statements and scientific statements 

(Bryman, 2011, p. 30). 

 

Realism is another philosophical position which in fact has two similarities with 

positivism, the first is that both natural and social science should use the same approach 

in the collection and explanation of data (Bryman, 2011, p. 31). Secondly, that researchers 

should focus their attention to the external reality, i.e. that there is a reality rather 

independent of the mind (Bryman, 2011, p. 31; Saunders et al., 2009, p. 114). There are 

two different types of realism, direct realism and critical realism (Saunders et al., 2009, 

pp. 114-115). Direct realism means that the world is portrayed correctly through what we 

experience with our senses (Saunders et al., 2009, p. 114). Critical realism means that we 

only experience the images of things in the real world, i.e. only sensations and not actually 

the actual things directly (Saunders et al., 2009, p. 115). This means that the way each 

researcher interpret things is only one way of many (Bryman, 2011, p. 31). According to 

critical realism, the world can be experienced in two ways, first, the thing that we see and 

the sensation it transfers, then there is the mental process that occurs after that same 

sensation reaches our senses (Saunders et al., 2009, p. 115). 
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Pragmatism focuses on practical and applied research that has been conducted using 

different perspectives for the interpretation of data (Saunders et al., p. 119). Depending 

on the research question, knowledge can be found from both subjective meanings and/or 

observable phenomena (Saunders et al., p. 119). Pragmatism indicates that no research 

philosophy is better than the other. Instead, pragmatism means that different philosophies 

have different viewpoints regarding certain subjects, and that what decides which 

philosophy should be embraced depends on the research question (Saunders et al., p. 108-

109). This means that the research question is the most important factor of the research 

philosophy (Saunders et al., p. 109). 

 

Interpretivism as a philosophy encourages the researchers to see humans as social actors 

(Saunders et al., 2009, p. 116). We are social actors because we all “play a part” on the 

“stage” we call human life (Saunders et al., 2009, p. 116). This means that objects of 

social sciences i.e. people are indeed different from natural science study objects, such as 

e.g. machines or electronics (Bryman, 2011, p. 32; Saunders et al., 2009, p. 116). The 

social reality has some meaning for the people which means that people's actions are 

meaningful for them (Bryman, 2011, p. 33). Interpretivism focuses on the details of a 

situation and the reality behind those details (Saunders et al., 2009, p. 119) The most 

important part of the interpretivist philosophy is that the researcher has to be empathetic 

and enter the social world of his or her research subjects and see their world like the 

subjects see it (Saunders et al., 2009, p. 116). It is therefore the researcher’s task to 

identify ideas like common sense in people’s mind and then interpreted them to see the 

world from their perspective (Bryman, 2011, p. 32). 

 

As researchers, we will attempt to gain knowledge of the behaviours and perceptions of 

the employees and consumers of the service that Liseberg provides. These findings will 

then be interpreted by the authors in order to appreciate what effect this has on the brand 

equity of Liseberg. We believe that to be able to answer our research question, we have 

to try to see the subject of our research through the eyes of our respondents. This, we 

believe, is consistent with what the philosophy of interpretivism, which is the 

philosophical standpoint embraced throughout our research. 

 

2.3 RESEARCH APPROACH 
Often mentioned in relation to the epistemology is the research approach (Saunders et al, 

2009, p. 124). Two of the most frequently used approaches are induction and deduction 

(Bryman, 2011, p. 26). The inductive research approach is a way of connecting science 

and theory where the theory follows data and not the other way around as in the deductive 

research approach (Bryman, 2011, p.28; Saunders et al., 2009, p. 126). This approach was 

once the most acceptable approaches and has a long history that goes back to the time of 

Aristoteles (Hartman, 2004, p. 150). 

 

Inductive research approach means that the researcher collects the data first and later 

examines it to choose which issues to focus upon (Saunders et al., 2009, p. 490). The 

researcher aims to build up or to formulate a theory after he or she has both collected and 

explored the data (Saunders et al., 2009, p. 41). The main idea of the inductive research 

approach is that the researcher should begin with the observation of the data and those 

observations should not be grounded on preconceptions or being based on theories 

(Hartman 2004, p. 151). The inductive research method is considered by some to be 

associated with qualitative data collection technique and to have more in common with 
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the research philosophy of interpretivism (Bryman, 2011, p. 29; Saunders et al, 2009, p. 

41).  

 

The deductive research approach can be described in few words as the research approach 

that includes the testing of theories (Saunders et al., 2009, p. 124). When working 

deductively, the researcher sets off from theory to form the hypotheses which he or she 

thinks are relevant for the research (Bryman, 2011, p. 26). The researcher using this 

approach starts of by assuming something, the hypothesis and later test it with the data 

gathered to see if the hypothesis hold (Hartman, 2004, p. 161). After the researcher has 

found the theories needed next step within deduction is to collect the data needed, and 

generate a result (Bryman, 2011, p. 26). The researcher uses the existing theory to build 

his or hers approach to the research that is being conducted (Saunders et al., 2009, p. 489). 

Next, the researcher either confirms or reject the hypothesis, i.e. the development of 

theories involves a process of many rigorous tests to find something that is false in the 

hypothesis (Bryman, 2011, p. 26; Saunders et al., 2009, p. 124; Hartman, 2004, p. 161). 

The last step mentioned above of the deductive research approach contains some 

inductive elements because the researcher explains the consequences of the results of the 

theory that was the base of the research that was conducted (Bryman, 2011, p. 26). 

 

The fact that this study has its basis within two widely accepted theories gives us the 

incitement that it can, although a qualitative method of research will be used, in fact be 

considered as a deductive approach. Although the deductive research method is 

considered by some to be associated with the quantitative data collection technique and 

to have more in common with research philosophy of positivism (Bryman, 2011, p. 29; 

Saunders et al., 2009, p. 124), some qualitative studies such as our degree project, do not 

necessarily lead to new theories, instead, already existing theories are often used as a 

background for the qualitative study (Bryman, 2011, p. 29). For the purpose of our study 

and research question, we believe that the deductive research approach is more applicable 

regarding our main objectives. 

 

2.4 RESEARCH DESIGN 
In essence, two different types of research that can be practiced when operating in a 

business research context; qualitative and quantitative research (Bryman, 2011, p. 39: 

Saunders, 2009, p. 151). Quantitative research can, according to Bryman (2011), be seen 

upon as a “research strategy”, which highlights the quantifiable aspect of data gathering 

and analysis (Bryman, 2011, p. 40). Qualitative research instead puts emphasis on the 

spoken word (Bryman, 2011, p. 40). A qualitative approach, in contrast to a qualitative 

approach, emphasize data collection and analysis methods that produce or use non-

numerical data (Saunders et al, 2009, p. 151). What practical implications might occur 

when deciding upon which research design should be used is important to consider 

(Bryman, 2011, p. 48).  

 

When considering our research question, as well as which topics should be examined in 

this work, we found that a primary method of gathering data through interviews would 

be a better fit than conducting surveys. However, since one of the aims of this project is 

to examine whether or not the relationship marketing efforts of Liseberg actually result 

in better brand equity, we believe that the study would benefit from taking on a 

perspective of the consumers as well. While brand equity and relationship marketing will 

be examined internally to appreciate how they are being perceived, we have also made 

use of data available through marketing studies that Liseberg has conducted themselves. 
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Therefore, we aim to conduct a secondary analysis of previously collected data, along 

with the data collected through our own interviews of Liseberg´s customers. We believe 

that his will help us understand whether or not the marketing efforts of Liseberg actually 

have an effect on their customers.  

 

2.5 PRE-UNDERSTANDINGS 
Researchers always study their study subject with their own pre-understandings, i.e. 

researcher cannot meet the world otherwise (Gilje & Grimen, 2007, p. 179). Personal 

experiences are also something that affects how the researcher perceives the world, it can 

be such experiences as where one was raised and lived (Gilje & Grimen, 2007, p. 183). 

Both of the authors of this thesis live in Sweden but originate from the south and north of 

Sweden, as one of the authors is from Gothenburg and the other from Umeå we are aware 

that our pre-understandings and personal experiences also differ from each other. 

 

As business students with majors in marketing and management, we are also aware that 

we have different pre-understandings when facing our research subject in terms of what 

each one of us may consider to be of importance. One of the authors of this thesis has 

even worked at Liseberg since 2009 and stills works there, while the other author has 

never been to Liseberg but instead knows plenty of people that has visited the park. We 

have nevertheless tried to keep our different points of view in mind throughout the whole 

research process. During our qualitative study we have tried to view Liseberg from the 

point of view of our respondents, in an attempt to minimize the effect of our own views 

of the subject. According to Bryman (2011, p. 362), this can make it possible to perceive 

the environment and the situation from the insider point of view instead of the point of 

view of outsiders.  

 

 

We argue that our different backgrounds and our different pre-understandings of Liseberg 

as a company has been something that has given us a double-sided perspective of 

Liseberg. While conducting our research, these different pre-understandings and ideas 

have many times complemented each other and actually benefitted us in our attempt to 

gain a deeper understanding on both the theoretical framework of our work but also on 

Liseberg as a company. 

 

2.6 LITERATURE SEARCH 
The theoretical framework within this thesis (degree project?) is based upon previous 

research within two major areas of marketing. Saunders et al (2009, p. 59) Argue that 

conducting a literature review is essential in order to get an appreciation of where your 

particular subject fits in with the currently existing theories, awareness of the current state 

of the subject and its limitations.  

 

Throughout the work, the authors have employed a critical way of reviewing the 

literature. In accordance to what Saunders et al (2009, p. 61-65) states, adopting a critical 

way of reviewing the literature at hand allows the authors to reduce biases. In order to 

search for relevant articles, tools such as Google Scholar, as well as the access granted 

through Umeå university library were used. Used databases from Umeå university library 

include Business Source Premier (EBSCO). The articles found with Google Scholar were 

ensured to be peer-reviewed, in order to make sure that there would be an academic 

relevance of the article under consideration.  
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When searching for articles in databases, keywords makes them easier to categorize, in 

order to make sure that you are in the right area of research (Ejvegård, 2009, p. 90). When 

we started the literature review, general keywords such as brand equity, brand 

management, branding, added value, and relationship marketing were used. When going 

more deeply into the different, supposedly classical theories, other keywords, such as: 

brand awareness, brand recognition, brand recall, customer experience, external 

communication, brand image, part-time marketers, marketing as promises were used. 

Through screening other researchers’ reference lists, an author can easily find what he or 

she wants to examine (Ejvegård, 2009, p. 48). Through doing this, we found the books 

that were used in this work. The books used were cited several times by different authors, 

and were written by acknowledged researchers. Articles included in this thesis were also 

found this way, in order to give our work a depth within certain areas of the theory. 

 

2.7 CHOICE OF THEORIES 
The main theme of this degree project is relationship marketing. The theoretical 

framework will explain concepts of the theory such as marketing as promises and part-

time marketers. In our literature review we have found that Berry is often mentioned to 

be among the first to introduce and define the term “relationship marketing” (Egan, 2011, 

p. 35; Grönroos, 2004, p. 99). Berry (1983, p. 35) defines relationship marketing as 

“attracting, maintaining and…enhancing customer relationships”. It is Berry's definition 

of relationship marketing that we have chosen as a guide during the writing of this degree 

project.  

 

We have also discovered that authors in the subject of relationship marketing often 

mention promises that a company make to its customers and the importance of keeping 

them to maintain a good relationship between the company and its consumers. One of the 

biggest factors that can facilitate or hinder the companies to fulfil their promises are the 

employees that interact with customers, the front-line employees that according to 

Gummesson work as part-time marketers for the company (Gummesson, 1991, p. 60). 

With the special service provided by Liseberg, and the fact that they have 3,1 million 

customers per year (2014), the relationship between customers and Liseberg is of 

importance. That is why we have chosen the theory of relationship marketing as well as 

the concept of marketing as promises and part-time marketers. 

 

Liseberg is owned by the municipality. This means that the taxpayers of Gothenburg are 

stakeholders of Liseberg. With this in mind, we argue that the brand of Liseberg is very 

important for many reasons. That is why we also have chosen theories on brand equity. 

According to Aaker (1991, p. 15), brand equity consists of assets and liabilities that are 

linked to a company's name or symbol that can both add or subtract value to a firm and/or 

its customers. We have chosen different concepts such as brand awareness, brand 

recognition, brand recall, brand association, customer experience and also external brand 

communication, concepts that according to Aaker, Berry and Keller are cornerstones of a 

company’s brand equity (Aaker, 1991, p. 16; Keller, 1993, p. 7; Berry, 2000, p. 130). We 

believe that all of these concepts are important for Liseberg, but that they also can help 

us answering our research question. 
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3. THEORETICAL FRAMEWORK 
In this chapter we provide the reader with our overview of the literature that we have 

reviewed for our thesis. The chapter starts with the explanation of brand management 

and some main factors of brand management, we will also cover the theory of relationship 

management. 

3.1 RELATIONSHIP MARKETING 
Originating from the industrial and business-to-business market, relationship marketing 

has found its way to the service market since the early 1990´s (Payne, 2000, p. 16). 

Relationship marketing has become a big topic of interest for many organizations since 

then (Payne, 2000, p. 16), and even consumer goods companies e.g. have begun to search 

for ways to develop stronger relationship with their final consumer besides only focusing 

on the traditional business-to-business relationships (Payne, 2000, p. 16). 

 

The core perspective of relationship marketing is that the existence of a relationship 

between two parties not only creates extra value for the customer but also to the supplier 

or service provider (Grönroos, 2000, p, 5). Relationship marketing embraces the entire 

supply chain to achieve greater customer value at every level in the chain (Payne, 2000, 

p. 29). 

 

The traditional approach to marketing focuses more on the management of key marketing 

mix elements (Payne, 2000, p. 16), which have in fact dominated the whole marketing 

thought over decades (Grönroos, 1997, p. 322). The four P’s of the marketing mix i.e. 

product, price, place and promotion (Grönroos, 1997, p. 322), have a more customer 

acquisition perspective, and have been criticized by many marketing scholars from 

perspectives such as service marketing and relationship marketing (Akroush, 2010, p. 

126). The focus is today shifting from the traditional customer acquisition to customer 

retention (Payne, 2000, p. 16). Different one-way tactics to attract customers might have 

the opposite effect, and the customers might even feel trapped in a confusing, insensitive, 

stressful but also manipulative marketplace (Fournier, 1998, p. 43). 

 

Today the majority of the managers acknowledge that just different sales techniques are 

not enough to continue to win sales (Meldrum, 2000, p. 3). Customers do not only wish 

to get something sold to, but also want their needs to be met and their circumstances to 

be recognized (Meldrum, 2000, p. 3). This means that some relationships of that kind 

could be long-term relationships and the establishing of such relationships should be 

divided in two parts, namely to attract the customers and to build that relationship with 

them which in turn leads to the achievement of the relationship’s economic goals 

(Grönroos, 1997, p. 327). As mentioned earlier, Liseberg represents a big part of the 

overall economy of Gothenburg, with this is mind we argue that the building of 

relationships between Liseberg and its customers is of big importance, not only for the 

company itself but also for the entire municipality.  

 

Relationship marketing does not try to get customers with tools as the four P’s 

(Gummesson, 1991, p. 64). The goal or purpose of relationship marketing on the other 

hand, is to in an efficient and effective way increase the acquisition of customers and also 

the retention of those customers by initiating, building and maintaining appropriate 

relationships with them (Osarenkhoe &  Bennani, 2007; Payne & Frow, 2005). As 

mentioned in earlier in the text, Liseberg had 3.1 million visitors in 2014, this is why we 

argue that the retention of those customers could be of importance for Liseberg. 

Relationship marketing shifts the focus from the “chasing” of new customers to the 
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developing of the relationships with the existing customers (Apéria & Back, 2004, p. 

193). We believe that because of the big amount of visitors that Liseberg has, Liseberg 

has no problem in acquiring or “chasing” new customers.  

 

According to Grönroos (1995, p. 252), relationships are the base and nature of service 

business. This is the case because customers and firms always have a direct contact that 

makes it possible to establish a relationship between them (Grönroos, 1995, p. 252). This 

is accomplished after e.g. suppliers or service providers and their customers share 

information and keep each other informed about their particular requirements and intents 

(Grönroos, 2000, p. 5). Grönroos (2000, p. 6) argues that one of the reasons why this 

“dialogue” and relationship marketing often fails between customers and companies is 

that marketers rely on the often seen as manipulative, one-way communication, e.g. 

personalized direct mail, to “trick” customers to their business without really listening to 

their customers wishes nor responding to possible feedback that they could give. One can 

argue that the importance of relationship marketing is equal to the importance of the 

written strategy or marketing plan because both the strategy and marketing plan are of 

little value if the employees are not motivated and empowered to deliver the quality of 

service required (Payne, 2000, p. 29). 

 

The main differences between the traditional transactional marketing and relationship 

marketing can be seen in the figure below. 

 

 
FIGURE 1. ADAPTED FROM TRANSACTIONAL MARKETING AND RELATIONSHIP MARKETING 

ATTRIBUTES (Payne, 2000, p. 19) 

 

Because relationship marketing involves the entire company, the importance of customer 

relations increases when everyone in the company who has some kind of contact with 

customers becomes a marketer (Apéria & Back, 2004, p. 193). According to Gummesson 

(1991, p. 60), the most important part of a company's marketing is in fact handled by what 

he refers to as part-time marketers. We will explain the part-time marketer concept below. 

 

3.1.2 PART-TIME MARKETERS 
The concept of Part-time marketers refers to the people within the organization that can 

influence the customer’s relations and in turn revenue for the company, without actually 

being part of sales or marketing department (Gummesson, 1991, p. 60). Part-time 

marketers are those individuals that customers perceive as being associated with the 
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company and who also can affect customer’s judgement of the firm (Harker, 2004, p. 

663). 

 

It is very common that an organization's marketing is given to one unit in the organization 

and that marketing as a whole is being seen as one more function among other functions 

in the organization (Grönroos, 2009, p, 354), but in reality the marketing is something 

that the whole firm is responsible for, and sometimes the marketing and sales departments 

are really only responsible for a small part of the whole marketing of the firm 

(Gummesson, 1999, p. 45). The difference between part-time marketers and full-time 

marketers is that those individuals that are hired as marketing professionals are the full-

time marketers (Gummesson & Grönroos, 2012, p, 491). 

 

As mentioned above, part-time marketers have a big role to play in how the company as 

a whole is being perceived by its customers. Apéria & Back (2004) compare companies 

to religious sects that build up their belief in their mission through ceremonies and rituals, 

Apéria & Back argue that companies use similar techniques while trying to create an 

attractive identity and that they also make use of “missionaries” to spread the word 

(Apéria & Back, 2004, p, 25). When it comes to a company those “missionaries” are in 

fact all the employees in the company and is therefore crucial that the company´s mission 

should provide guidance about what core to preserve and guide the employees into the 

future of the company (Collins & Porras, 1996, p, 66). 

 

To continue with the comparison, this marketing-orientation does not just happens 

because of the “gospel” that is being preached by top management (Gummesson, 1991, 

p. 60). According to Gummesson (1991, p. 60), the marketing-orientation of a company 

only becomes alive when all the organisations members have asked themselves how they 

themselves contribute to excellence in customer relations and to revenue (Gummesson, 

1991, p. 60). Personal contact with customers is traditionally  assigned to the salesforce, 

but for most service companies e.g. an amusement park such as Liseberg, the majority of 

face-to-face contact with customers is not handled by salespersons but by those who 

produce and deliver the whole service or parts of it (Gummesson, 1991, p. 67), e.g. ride 

operators, waiters at the restaurant, ticket sellers, etc., i.e. promotion alone is not sufficient 

to build a company´s reputation and image (Harker, 2004, p. 664).   

 

Liseberg has approximately 400 full-time employees and 2300 seasonal workers 

(Liseberg, 2015a). Anyone who influence customer relations, satisfaction, perceived 

quality and as mentioned above, revenue, is to be considered as part-time marketers 

(Gummesson, 1991, p. 60). This means that regardless of the different departments that 

each employee works at, e.g. in the fast-food, restaurant, hotel, cleaning, security, ride 

attractions etc. they are all part-time marketers 

In a big firm such as Liseberg, it is crucial that all the personnel that has contact with 

customers is really well attuned with the company's strategies, systems, mission and goal 

of the company (Gummesson, 1991, p. 71). The approach that every employee is a part-

time marketer may even be difficult to implement, as some employees may even feel 

uncomfortable with the thought of being a part of the company's marketing (Grönroos, 

1999, p. 334). If this is not the case, it would become impossible to represent the firm in 

a good way, and to handle all the contact/marketing with the customers in a successful 

way (Gummesson, 1991, p. 72). According to Harker (2004, p. 671), companies that are 

serious about their relationship marketing strategy must provide the resources needed to 
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improve the skills of front-line employees and make them aware of how they affect 

customer´s relationships with the company.  

 

According to Gummesson (1991, pp. 72-73) the main points of the part-time marketer 

concepts are: 

 Everyone that represents a company, no matter from which different department, 

takes care of the marketing activities that affects the relationship with customers 

directly or indirectly. 

 It is actually only a small part of the total marketing that sales and marketing 

divisions deal with. This is because those individuals cannot be at the right place 

at the right time when customer contact occurs. Because of this, recruitment and 

training have to be accommodated based on the fact that a company need full-time 

marketers as well as part-time marketers. 

 It is hard to allocate all the marketing activities to only one department. But the 

fact that there are many different individuals that have direct or indirect influence 

on customers, creates more marketing opportunities, so called points-of-

marketing. 

 Marketing can be seen as the building, maintaining and closing of networks and 

interactive relationships between suppliers and customers. 

 

With what has been mentioned above, we argue that part-time marketers have a big role 

to play in the establishment of relationships with the company's customers. Further, 

Jaworski & Kohli (1993, p. 57) argues that this market orientation among the employees 

may lead to a sense of pride in belonging to an organization in which all the individuals 

work towards the common goal of satisfying the customers. When the work is customer 

oriented, the satisfaction of the employees with their work is being seemed as positively 

related to customer satisfaction, i.e. to have satisfied customers one should first have 

satisfied employees (Pantouvakis, 2012, p. 178; Egan, 2011, p. 181).  

 

On the other hand, Berry (1995, p. 241), argues that when companies attract employees 

with the potential of part-time marketers and develop their marketing skills and 

knowledge and build an organizational climate for marketing, the wanted results will fail 

because customers will then have to deal with unexperienced service providers instead. 

We argue that because of the role that part-time marketers have in the marketing of the 

brand of Liseberg, their behaviour towards the customers becomes relationship marketing 

(Gummesson, 1991, p. 73) This means that all the employees of Liseberg that have some 

kind of contact with customers are responsible for meeting the customers’ expectations 

of what Liseberg claims to offer in their vision and mission statement. This can be seen 

as a fulfillment of Liseberg´s promises to their customers. We will address the concept of 

marketing as promises below. 

 

3.1.3 MARKETING AS PROMISES 
As mentioned above, relationship marketing is also a way to make sure that the customers 

are satisfied and that their expectations and needs are being met. According to Harker 

(1999), the definition that best presents the field is the one made by Grönroos (Grönroos, 

1997, p. 407): 

 

“Relationship marketing is the process of identifying and establishing, maintaining, and 

enhancing, and when necessary also terminating relationships with customers and other 
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stakeholders, at a profit, so that the objectives of all parties involved are met; and this is 

done by mutual exchange and fulfillment of promises”. 

 

Grönroos argues (2009, p. 351), that the connection with marketing and promises is that 

marketing is about customer management, and customer management is about making 

the customers buy and make them content with what they buy so that they may become 

loyal customers in the future.  This whole process is really about the promises that the 

company have made regarding on what the service or product can do for the customer, it 

is therefore crucial that the customers’ expectations that are created by the company's 

promises to be fulfilled (Grönroos, 2009, p. 351). When the company fulfills its promises 

and deliver value to its customers, it gains customer loyalty, market share and higher 

revenues (Reichheld, 2000, p, 64). Bitner (1995, p. 246) argues that for an organization 

within the service industry, such as Liseberg, the marketing activities are essential, and 

company’s need to make promises that they can keep, it is not only about making 

attractive promises but also to deliver them, in real time by employees. The process of 

marketing as promises is about the making of promises, enabling promises, and keeping 

those promises (Berry, 1995, p. 239; Bitner, 1995, p. 247). 

 

Making promises is a part of the external marketing, organizations make promises to their 

customers about what they can expect from the company, this is often done with 

traditional marketing tools such as advertising, sales, promotions etc. (Grönroos, 1999, p. 

331; Bitner, 1995, p. 247). In the service industry promises that companies give to 

customers and the two-way communication with the customers are very important tools 

to make that the promises are being communicated to the customers (Bitner, 1995, p. 

247). In this two-way communication, information is between the two parties i.e. 

customers and the company, is being exchanged in a way that makes both parties ready 

to start or continue doing business with each other (Grönroos, 2000, p. 7). Communication 

is a relationship driver and can influence trust and indirectly even commitment (Egan 

2011, p. 124). Nevertheless, if the company promise too much and customers’ 

expectations are being set to high, the relationship may start off on weak ground (Bitner, 

1995, p. 247). 

 

Enabling promises takes in place in another form of marketing, namely the internal 

marketing, focusing on the employees (Javalgi and Moberg, 1997, p. 173; Bitner, 1995, 

p. 247).  If the employee's will or will not deliver the promises that the company has 

made, it is crucial that they have the skills, tools, abilities and the motivation to 

fulfill/deliver those promises (Bitner, 1995, p. 247). Promises are easy to make, but hard 

to keep unless the employees are recruited, trained given the tools and also being 

rewarded for good service (Grossman, 1998, p. 33; Bitner, 1995, p. 247), thus the ability 

to keep the organization's promise depends on having appropriate service systems, 

recruitment and training  (Bitner, 1995, p. 249).  

 

Interactive marketing occurs when the customers interacts with the organization 

(Grönroos, 1984, p. 41), that has made the promises about the services they offer, this can 

be seen as the “moment of truth” (Bitner, 1995, p. 248). Promises are being kept or broken 

every time the customers and organizations interact with each other (Bitner, 1995, p. 248), 

it is in those moments of truth that the keeping of the promises that the company has 

made, can establish and maintain the service relationship with the customers (Grönroos, 

2009, p. 352). This means that every interaction with whoever represents the company 

e.g. staff from different departments in the organization, can also destroy the customer’s 
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perception of the company's quality, trust and also customer loyalty (Bitner, 1995, p. 248). 

With  3,1 million visitors in 2014 (Liseberg, 2015b) and  more than 2 500 employees 

during the summer alone (Liseberg, 2015b), Liseberg as an organization faces great 

possibilities on every encounter with their customers to either maintain good relationships 

with their customers by keeping their promises or to let the customers down by failing to 

deliver.   

 

Promises that organizations make are in most cases broken by the organizations 

employees, although sometimes technology may have something to do with it (Bitner, 

1995, p. 247), e.g. network problems, or malfunctioning rides in amusement parks. Yet 

another obstacle that employees may encounter is the fact that there may have to deal 

with difficult customers. Customers have also a role to play (Mills and Morris, 1986, p. 

734) in the process of keeping promises, when customers “play” their role in an good 

way, it becomes easier for the staff to deliver the service in a more easy way, leading to 

that the keeping of promises becomes much easier (Mills and Morris, 1986, p. 731; Bitner, 

1995, p. 249). Difficult customers may lead to that organizations find it difficult to keep 

their promises to those specific customers and even lower levels of commitment from the 

service provider (Mills and Morris, 1986, p. 731), but difficult customers could also 

hinder the employees to keep the promises to other customers that may be experiencing 

the same service at the same time (Bitner, 1995, p. 249), e.g. an inpatient customer 

queuing who gets angry at the ride operator in an amusement park, leading to that other 

customers waiting in line must wait even more for their turn to go on the ride. 

 

The importance of marketing as keeping promises, is that the relationship between the 

customers and the organization becomes stronger (Grönroos, 2009, p. 352). When 

relations become long-term they become predictable and reduce consumer stress, because 

needs have been accommodated and the consumer learns what to expect, the same 

predictability and comfort is the reason why some customers stay with one company even 

if they are aware that other competitors can provide equal or even better service (Bitner, 

1995, p. 249). According to Grönroos (2000, p. 5), when a company and customers have 

a relationship, the customer gets an additional value on top of the value of the product or 

service they are buying, such a relationship can even give the customer a sense of trust. 

This is because after a period of time, if the organization delivers what it has promise time 

and time again, the consumer begins to trust the company, because the company is 

consistent in delivering quality service, the customer becomes comfortable in such a 

relationship (Bitner, 1995, p. 249).  

 

Trust is a crucial part for successful relationship marketing strategies (Morgan & Hunt, 

1994, p. 20; Palmatier et al., 2006, p. 136). Morgan & Hunt (1994, p. 23), Lewicki et al. 

(1998, p. 438) and Palmatier et al. (2006, p. 138), define trust as confidence in an 

exchange partner's reliability and integrity. Yet another central part of relationship 

marketing is commitment (Egan, 2011, p. 122). Trust and commitment are often 

mentioned inseparable in relationship marketing (Egan, 2011, p. 123; Palmatier et al., 

2006, p. 139). According to Morgan & Hunt (1994, p. 23), commitment and trust are 

connected because the relationship is perceived as being of enough importance for one or 

both parties to warrant maximum efforts at maintaining the relationship. Commitment 

can be defined as the extent to which an exchange partner desires to continue a valued 

relationship because of the importance of it (Wilson, 2000, p. 337; Moorman et al., 1992, 

p. 316). Morgan & Hunt´s study (1994) suggests that commitment and trust are central to 

successful relationship marketing. When both commitment and trust are present (not only 
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one of them), they produce outcomes that stimulate productivity, efficiency and 

effectiveness (Morgan & Hunt, 1994, p. 22). Trust from the customers to Liseberg can 

possibly be one of the most important factors. Since many of the customers come from 

other cities and are spending a lot of money when they visit the park, they want to get 

value for that, and trust in Liseberg that their expectations should be met.   

 

Marketing decisions and conditions affect brand equity (Ambler, 1997, p. 284; Yoo et al., 

2000, p. 197). This means that any marketing activity e.g. seeing marketing as promises 

and recognizing the role of front-line employees as part-time marketers has a potential to 

affect the brand equity it represents (Yoo et al., p. 197). We have so far discussed how 

the front-line employees can be seen as part-time marketers, and that those part-time 

marketers are the ones that are responsible for the fulfillment of promises that a company 

has made to its customers. Because employees are perceived as elements of the brand or 

“brand ambassadors” when they interact with customers (Gelb & Rangarajan, 2014, p. 

98-99), we would like to gain more knowledge through our research on what kind of 

influence part-time marketers have on Liseberg´s brand equity. We will address the theory 

of brand equity below on a deeper level, as well as cornerstones of brand equity such as, 

brand awareness, brand associations, customer experience and external brand 

communication, concepts that we believe would help us answer our research question 

stated above. 

 

3.2 BRAND EQUITY 
While brands can be traced back to the old Egyptians, perhaps the first branding or 

promotional activities of magnitude, came with Proctor & Gamble’s ad of their Ivory 

soap, in 1881 (Aaker, 1991, p. 1-4). With the rise of the multitude of different media 

channels of today, consumers are perhaps as exposed as ever to a sea of different brands 

and advertisements. A brand is defined by Everhardt as “a word, letter or group of words 

or letters compromising a name or design or a combination of these which identifies the 

goods or services of one seller and/or distinguishes them from those of competitors” 

(Everhardt, 1974, p. 12: Cited by Aaker, 1991). Farquhar (1989, p. 7) defines a brand as 

“a name, symbol, design, or mark that enhances the value of a product beyond its 

functional purpose”. It is pointed out by Wood (2000, p. 662), that brands often are used 

to distinguish one company’s offering from another, and that the brand itself can become 

a critical factor to success of a company. Kotler, 1991 (Cited by Keller, 1993, p. 1) defines 

a brand as “a name, term, sign, symbol, or design, or combination of them which is 

intended to identify the goods and services of one seller or group of sellers and to 

differentiate them from those of competitors”. While the terms used in the definitions are 

slightly different, they all emphasize a brand as a symbol, word, or group of letters used 

to differentiate the brand from that of other competitors.  

 

Familiarity and awareness creates “added value”, which is important in order to create a 

successful brand strategy (de Chernatony et al, 2000, p. 52). Added value has had several 

different definitions, depending on from which perspective one is investigating it. 

However, Wood (1996, p. 742) states that added value may be defined as “a sum of money 

which represents the transformation of a product’s characteristics as a result of an 

organisation’s activities”. Added value appears in a lot of marketing literature (Wood, 

1996, p. 749). The added value also have a tendency to be greater when looking into the 

intangible aspects of services and products (Wood, 1996, p. 749). While added value as 

a term has a clear basis in accounting, added value is important in marketing strategies 
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(Wood, 1996, p. 749-750). Furthermore, de Chernatony et al (2000, p. 52) found that it is 

important that the “added value also represents the brand essence”. 

 

3.2.1 DIMENSIONS OF BRAND EQUITY 
Farquhar (1989, p. 7) defines brand equity as previously mentioned added value that a 

brand can add to a product. Farquhar further states that brand equity can be measured by 

the incremental     cash flows that the brand name can bring to the product when associated 

with the brand (Farquhar, 1989, p. 7). Brand equity is also said to add competitive 

advantages, however intangible, to the firm (Farquhar, 1989, p.8). This definition comes 

close to, and almost tangents the definition of added value provided by Wood (1996, p. 

742). Aaker (1991) provides a different definition to what brand equity is: “brand equity 

is a set of brand assets and liabilities linked to a brand, its name and symbol, that add to 

or subtract from the value provided by a product or service to a firm and/or to that firm’s 

customers” (Aaker, 1991, p. 15). Aaker further continues to divide brand equity into five 

different categories that brand equity is based on: 1) brand loyalty, 2), name awareness, 

3) perceived quality, 4) brand associations in addition to perceived quality, 5) other 

proprietary brand assets - patents, trademarks, and more (Aaker, 1991, p. 16). 

 

Further research conducted by Keller (1993, p. 1), states that brand equity in general terms 

is defined in terms of “the marketing effects directly attributable to the brand”, and instead 

focuses on something he chooses to call “customer-based brand equity”, choosing to 

focus on consumers instead of the internal aspects of a company. Customer-based brand 

equity is defined as “the differential effect on brand knowledge on consumer response to 

the marketing of the brand” (Keller, 1993, p. 2). Instead of using Aaker’s (1991, p. 16) 

categorization of brand equity, Keller focuses more on the brand knowledge of consumers 

to develop his concept of customer-based brand equity (Keller, 1993, p. 2). Within brand 

knowledge, brand awareness and brand image is included, which is in turn divided into 

different dimensions (Keller, 1993, p. 3).  

 

The first dimension proposed is one that Aaker (1991) also uses in his model of brand 

equity, namely brand awareness. Brand awareness relates to the strength of the brand and 

its retention within the consumer's’ memory, and how a consumer might be able to relate 

to that brand during different circumstances (Rossiter & Percy, 1987; cited by Keller, 

1993, p. 3). Further, brand name awareness relates to how easily a brand name can be 

recalled, and the likelihood that it will be recalled (Keller, 1993, p. 3). Brand awareness 

can be split into two parts: brand recall and brand recognition (Keller, 1993, p. 3). The 

way that consumers are able to relate to prior exposure when given a brand as a cue is 

known as brand recognition (Keller, 1993, p. 3). Brand recall on the other hand relates to 

how and what brand a consumer recalls when given a product category (Alba & 

Chattopadhyay, 1986, p. 363). Brand image is defined by Keller as what perceptions are 

reflected by the brand associations held in the consumer’s memory (Keller, 1993, p.3). 

According to Park et al (1986, p. 135) brand image does not stem from marketing 

communications alone, but from all brand-related activities that the company engage in. 

Thus, if the front-line employees and other personnel engaged in relationship-driven 

marketing activities, this would improve the brand image of Liseberg. Having a consistent 

brand image is also mentioned by Farquhar (1989, p. 9) as being one of the contributing 

factors of a strong brand equity.  

 

Keller argues that there are two approaches to measuring (customer-based) brand equity: 

the indirect and the direct approach (Farquhar, 1989, p. 7: Keller, 1993 p. 12: Krishnan 
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& Hartline, 2001, p. 329). The indirect approach attempts to measure brand knowledge 

through assessing potential sources of brand equity (Farquhar, 1989, p. 7: Keller, 1993, 

p. 12: Krishnan & Hartline, 2001, p. 329). Meanwhile, the direct approach tries to 

measure brand equity more directly, through estimating consumers’ response to different 

elements of the company’s marketing program through brand knowledge (Farquhar, 

1989, p. 8: Keller, 1993, p. 12: Krishnan & Hartline, 2001, p. 329). These two methods 

are complementary to each other, and should be used together (Keller, 1993, p.12).  

 

Berry (2000, p. 128) states that branding plays an important role in service companies, 

because strong brands improve the customers’ trust in the company and enables them to 

understand the intangible factors of the product. Krishnan & Hartline (2001, p. 328) 

agrees with this statement, arguing that the role of brand equity within the scope of 

services has not been explored in detail. Berry then continues to propose a model where 

the presented brand, brand awareness, external brand communications, brand meaning 

and customer experience has an outcome in brand equity for a service company (Berry, 

2000, p. 129-130). The presented brand is defined as the brand that the company 

communicates through the communication that they can control (Berry, 2000, p. 129). It 

also includes their service facilities, the appearance of the service providers as well as the 

company logo and core elements and theme lines and slogans, and contributes directly to 

the level of brand awareness that consumers have toward the brand (Berry, 2000, p. 129). 

External brand communications refers to information received by customers about the 

company where the flow of information is not controlled by the company itself, for 

example via word-of-mouth communication, and contributes both to brand awareness as 

well as brand meaning (Berry, 2000, p. 129). Brand meaning is what comes to mind when 

consumers consider the brand itself, for example what comes to a consumer's mind when 

a certain brand is mentioned, and is not to be confused with brand awareness (Berry, 

2000, p. 129). Relating to brand meaning is also credence and experience attributes, when 

in a service setting (Bharadvaj et al, 1993: cited by Krishnan & Hartline, 2001, p. 331). 

Since services are purchased and consumed at the same time, experience and credence 

attributes help in tangibilizing the service and reduce the risk perceived by the consumer, 

making the service more prone to purchase (Krishnan & Hartline, 2001, p. 331). Brand 

awareness is on the other hand related to the customers’ ability to recall and recognize a 

certain brand when provided with a cue (Aaker, 1991, p. 61: Keller, 1993, p. 3: Berry, 

2000, p. 129).  

 

Further, the consumer's’ experience with the brand creates experience-based beliefs, 

which in turn has an effect on how the consumer appreciate the company’s brand meaning 

(Berry, 2000, p. 130). Brand meaning also refers to the perceptions that a customer has 

about the company (Berry, 2000, p. 129). Thus, if a customer has had a good experience 

at Liseberg, the customer will associate the brand with happiness and satisfaction. Torres 

and Tribó (2010) shows that customer satisfaction has a direct effect on brand equity. 

Their study concludes that the brand equity of a firm depends mainly on the degree of 

customer satisfaction (Torres & Tribó, 2010, p. 1095) According to Berry, brand 

awareness and brand meaning then leads out to brand equity for service companies 

(Berry, 2000, p. 130). It is important to notice that the model presented by Berry differs 

in degree from that of products, however not in kind (Berry, 2000, p. 130).  

 

Because services are intangible, brand names can help in tangibilizing the service 

(Krishnan & Hartline, 2001, p. 331-332; Onkvisit & Shaw, 1989, p. 13). Krishnan & 

Hartline (2001) further argues that because of the different nature of services and 
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products, brand equity might need some adaptations to be applicable into the marketing 

of services (Krishnan & Hartline, 2001, p. 328).  

 

Considering that the model of brand equity might need some adaptations in order to be 

applicable to services, the authors have looked at what underlying themes and theories 

exist within the three different models of brand equity that has been presented. As brand 

awareness has been a mutual denominator within all of the different models, it has been 

chosen to be included in our conceptual model. As brand association has been used in 

both Keller (1993) and Aaker’s (1991) models, that as well has been included. Customer 

experience and External brand communications are taken from Berry’s (2000) model of 

service brand equity, and has been chosen to be incorporated because these two has been 

identified as central parts within the service brand equity model relating to what Berry 

calls brand meaning (Berry, 2000, p. 130). Keller’s (1993) model looks at what he refers 

to as “Customer-based brand equity”. This has been the one basis for the research within 

brand equity for quite some time, but there is still no clear definition of what brand equity 

actually means (Christodoulides & de Chernatony, 2010, p. 45-46).  

 

Christodoulides & de Chernatony (2010) argue that the literature on brand equity, 

although substantial, appears to be inconclusive and somewhat fragmented, and that there 

has been no “conclusion” as to what brand equity is (Christodoulides & de Chernatony, 

2010, p. 44). This has been apparent when conducting the literature review of this degree 

project. Christodoulides & de Chernatony (2010) divide Brand Equity into two separate 

divisions: Firm-Based Brand Equity (FBBE) and Consumer-Based Brand Equity (CBBE) 

(Christodoulides & de Chernatony, 2010, pp. 45-47). Firm-based brand equity regards 

the financial value endowed by brand equity onto the business (Christodoulides & de 

Chernatony, 2010, p. 46). What differs between customer-based brand equity and firm-

based brand equity is however -.somewhat unclear. As previously mentioned, firm-based 

brand equity looks internally on how the financial value brand equity brings to the 

company. Customer-based brand equity, Christodoulides & de Chernatony argue, is 

“considered the driving force of increased market share and profitability of the brand, and 

is based on the market’s perception” (Christodoulides & de Chernatony, 2010, p. 46). The 

authors of this degree project has considered these two different, yet closely related views 

on brand equity, and has chosen to look at brand equity from a consumer-based brand 

equity perspective. 

 

3.2.2 BRAND AWARENESS 
Brand awareness is included in most models for brand equity (Aaker, 1991, p. 16; Keller, 

1993, p. 3; Berry, 2000, p. 128). Percy & Rossiter (1992, p. 264) claims that brand 

awareness is an important part of marketing strategies that is often overlooked. Further, 

brand awareness is split into two separate types: brand recognition and brand recall (Percy 

& Rossiter, 1992, p. 264). Aaker (1991) defines brand awareness as “the ability of a 

potential buyer to recognize or recall that a brand is a member of a certain product 

category” (Aaker, 1991, p. 61). In order for a certain brand to gain awareness in the mind 

of a consumer, a link between the brand and the product class of the brand must be 

provided (Aaker, 1991, p. 61). Brand awareness can consist of three different levels 

(Aaker, 1991, p. 62). These levels are brand recognition, the weakest of the three, brand 

recall and top of mind, which is the strongest (Aaker, 1991, p. 62). Thus, brand awareness 

plays an important role in the decision making of consumers (Hoyder & Brown, 1990, p. 

147). To further strengthen this, Huang & Sarigöllü (2012, p. 96) found that there is a 

positive correlation between brand awareness and brand equity, implying that a high 
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brand awareness implies a strong brand equity. While the service of Liseberg can be 

considered unique and special, no companies gets customers without being known by its 

possible consumers. Being situated in the central parts of Gothenburg since 1923, 

Liseberg might already have great awareness among its target population.  

 

The consideration set consists of products which are being considered for purchase 

(Solomon et al, 2013, p. 355). Erdem & Swait (2004, p. 197) found that a brand which is 

in the consideration set has higher chance of being bought, and that brand awareness 

increases the chance of the brand actually being in the consideration set. Brand 

recognition is the lowest level of brand awareness (Aaker, 1991, 62), and is defined as 

the brand appearing in the consumer’s mind, which in turn makes the consumer realise 

the need for the product in that certain category (Percy and Rossiter, 1992, p. 265). Brand 

recognition is the first step when communicating a product (Aaker, 1991, p. 63). Before 

a brand has been established, it is not worth communicating brand attributes to which no 

brand is associated with (Aaker, 1991, p. 63). When choosing between brands, the 

consumer’s ability to “discriminate” between brands comes in to play (MacInnis et al, 

1999, p. 60). This statement is also supported by Keller (1993, p. 3). Associations made 

need a point in the consumer's’ mind to which they can be anchored (Aaker, 1991, p. 64). 

When brand recognition has been established, product attributes can successfully be 

linked to the brand (Aaker, 1991, p. 64). Recognition depends less on what consumers 

can retrieve from memory, but more as to what brands they are exposed to (MacInnis, 

1999, p. 603). MacInnis et al (1999, p. 603) suggest that recognition can be improved by 

making the brand stand out compared to other brands.  

 

Brand recall is the next level of brand awareness (Aaker, 1991, p. 62). First, the consumer 

experience the need for a product of a certain category, and then relies on memory to 

generate what possible brand he/she can consider buying (Percy & Rossiter, 1992, p. 265). 

This kind of brand awareness is associated with a higher level of awareness than brand 

recognition (Aaker, 1991, p. 62).  

 

The first step in a consumer's’ buying process is to create a consideration set (Aaker, 

1991, p. 66). The consideration set is a group of brands that the consumer consider when 

choosing through brands he/she might buy (Aaker, 1991, p. 66). Whichever brand comes 

to mind first in this consideration set is positioned in either the evoked set (acceptable 

products) or the inept set (Products which are not acceptable) (Solomon et al, 2013, p. 

355) Within the inert set are products that are known about, but are excluded from the 

purchase process, the consumer simply does not care about them (Solomon et al, 2013 p. 

355). This means that for a product to be considered during a certain purchase, it must be 

within the evoked set of products (Solomon et al, 2013, p. 355).The next level of brand 

awareness is called the Top-Of-Mind effect (Aaker, 1991, p. 62). A product which has 

received a top-of-mind status in a consumer's’ mind is the product which will be 

mentioned first by the consumer when given a cue (Aaker, 1991, p. 62).  Therefore, it is 

important for a product to have a top-of-mind position to be the first product considered 

in the purchase process (Aaker, 1991, pp. 66-67). 

 

Brands that has been established and has high recognition as a result of many years of 

exposure and usage experiences, recognition tends to stay high during a long period of 

time even though advertising is dropped or lessened (Aaker, 1991, p. 60-70) However, 

the brand recognition has a tendency to drop or decay over time (Aaker, 1991, p. 69-70). 

Founded in 1923, Liseberg has been situated in the heart of Gothenburg for almost 93 
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years. Geographically, most people living in and around Gothenburg probably have a 

strong connection through memories and awareness.  

 

According to MacInnis et al (1999), brand recall is important when there are more than 

one or two options to choose between (MacInnis et al, 1999, p. 603). The linkage of a 

brand towards a certain brand category, becomes even more important when there are 

other multiple brands the customer can choose from (MacInnis et al, 1999, p. 603). 

However, since Liseberg is one of the major actors on it’s somewhat geographically 

limited market, as well as the largest on the market, the brand recall of Liseberg could 

potentially be high. Furthermore, Percy & Rossiter (1992) argues that in order for a brand 

to actually be purchased, the brand attitude of the consumer needs to be taken into 

consideration (Percy & Rossiter, 1992, p. 266). A consumer might know about a brand, 

but that does not necessarily mean that he/she will purchase the product. 

 

3.2.3 BRAND ASSOCIATIONS 
Brand associations are defined by as “anything “linked” in memory to a brand” (Aaker, 

1991, p. 109). In the specific setting that we will operate in, associations such as the green 

rabbit or mascot of Liseberg, and the pink Liseberg logo as well as the green and pink 

colors covering the park. An association to a brand will be stronger when it has its basis 

in many experiences and exposure to communications (Aaker, 1991, p. 109). A network 

of links will also improve the strength of the associations (Aaker, 1991, p. 109: Keller, 

1993, p. 3). A set of brand associations then become the brand’s image (Aaker, 1991, p. 

109). Berry et al (2006, p. 51) found that associations concerning employee behavior were 

significant for high-performing brands. This shows that employee’s behavior could 

possibly be an important factor for success regarding service companies. The set of brand 

associations that a consumer can retain about a brand is included in the brand’s image 

(Keller, 1993, p. 2). Associations with a brand creates brand loyalty and a base for 

purchase decisions, and through that also value (Aaker, 1991, p. 110). There are a lot of 

ways in which a brand association can create value, including incentives to purchase the 

product, differentiating the brand and creating positive feeling and/or attitudes (Aaker, 

1991, p. 110). Keller (1993) also argues that associations can take three different forms, 

namely attributes, benefits and attitudes (Keller, 1993, p. 4).  

 

Attributes are characteristics of a product or service that the consumer thinks the products 

or service have or is involved in its purchase (Keller, 1993, p. 4).  For example, the rabbit 

(mascot) of Liseberg can be associated with joy and happiness for small children, which 

in turn can give parents and children alike further incentives to repeatedly visit the theme 

park. Keller (1993 p. 4) distinguishes attributes between how directly they relate to 

product or service performance. Attributes required as necessary in order to make the 

product or service sought after by consumers are called Product-related attributes, and 

can vary between products and service categories (Aaker, 1991, p. 114: Keller, 1993, p 

.4). External aspects that of the product or service on the other hand, that relate to purchase 

or consumption, are called non-product related attributes (Keller, 1993, p. 4).  

 

The second type of associations mentioned by Keller (1993) are benefits. Benefits are the 

value which is attached to the product or service by the consumer (Aaker, 1991, p. 118: 

Keller, 1993, p. 4). Benefits can be split into three categories: functional, experiential and 

symbolic benefits (Park et al., 1986, p. 136). Functional benefits are often linked to more 

basics needs, and consist of the more intrinsic advantages of product or service 

consumption (Park et al, 1986, p. 136: Keller, 1993, p. 4). This, in relation to Liseberg 
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and the service they offer, could include the safety of the rides in the park. Experiential 

benefits relate in short to the experience of the product of service when it is used, and 

whether they are desired and lives up to expectations (Park et al, 1986, p. 136: Keller, 

1993, p. 4). From Liseberg’s perspective, this would be an example as to what rides were 

the most enjoyable, which restaurant had the best food, or whether or not there were 

enough places to rest your legs when they are tired. Symbolic benefits relate to the more 

extrinsic advantages that a product or service can have, and most often correspond to the 

non-product-related attributes of a product or service, such as social approval and self-

enhancement (Park et al, 1986, p. 136: Keller, 1993, p. 4). Again, to put this in relation 

to Liseberg, a symbolic benefit for Liseberg would be whether or not families can afford 

to go to the park, which is an expensive excursion.  

 

The third category of brand associations brought up is brand attitudes. Brand attitudes is 

defined by Wilkes (1986) as “consumers’ overall evaluations of a brand” (Wilkes, 1986; 

Cited by Keller, 1993, p. 4). Since attitudes often form the basis for consumer behaviour 

and brand choice, brand attitudes of consumers are important (Keller, 1993, p. 4). 

Whether the consumer has a positive or negative attitude toward Liseberg can of course 

play a big part. As Liseberg is constantly in the spotlight of the media during the summers, 

should bad news appear in newspapers attitudes toward going to the park might change, 

which in turn would make them lose customers. 

 

Brand associations and brand attitudes both relate to brand image (Faircloth et al, 2001, 

p. 62). Faircloth et al (2001) states that according to Roth (1994), consumers’ brand image 

can be seen as a result from the company’s marketing mix elements (Roth, 1994; cited by 

Faircloth et al, 2001, p. 64). Faircloth et al (2001) found support that shows brand image 

to have a direct, positive effect on brand image (Faircloth et al, 2001, p. 69). They also 

found that brand attitude has a positive effect on brand image (Faircloth et al, 2001, p. 

69). They did not, however, find that brand attitude has a direct effect on brand equity, 

this shows a connection between brand attitude affecting brand image, i.e. affecting the 

brand equity (Faircloth et al, 2001, p. 69). Thus, brand attitude has an indirect effect, via 

brand image, on brand equity (Faircloth et al, 2001, pp. 69-70). This means, for Liseberg, 

that the attitudes about Liseberg creates a brand image within the consumer's’ mind and 

the brand. This, in turn will lead to increased customer-based brand equity. Aaker (1992) 

argues that brand image could possibly be the most accepted form of brand equity (Aaker, 

1992, p. 28).  

 

A company´s brand image, helps to differentiate the products that a company offers from 

the products that competitors are offering (Padgett & Allen, 1997, p. 50). Padgett & Allen 

continue to state that, in services brand image is the “consumer’s mental picture of the 

brand created of the brand” (Padgett & Allen, 1997, p. 50). When using this service brand 

image in advertising (making consumers relate to the brand through their mental picture 

of the brand) it is important for advertisements that consumers actually assign some 

meaning in that particular advertisement (Padgett & Allen, 1997, p. 51). 

 

3.2.4 CUSTOMER EXPERIENCE 
Mosley (2007, p. 125) argues that managing a customer experience can be a complex 

process, but argues that service companies generally are more confident when managing 

operational complexities. The interpersonal complexities that occurs when trying to 

manage and deliver a consistent customer experience has always (according to Mosley) 

been more difficult to manage (Mosley, 2007, p. 125). We argue that this could be an 
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important issue for Liseberg, having in mind all the different employees that provide the 

different services e.g. operating the rides, selling the candy, ride passes etc., but also all 

the different customers that visit the park. All of this could make the service quality very 

different every time customers and employees interact with each other. Mosley further 

argues that “operational consistency is clearly vital in avoiding customer dissatisfaction” 

(Mosley, 2007, p. 125). Relating to this statement, the customer experience is also 

impacted by the social environment in which the customer is situated (Verhoef et al, 2009, 

p. 34). Operational consistency can be a challenge. This because every employee has their 

own way of delivering a service, and especially where there are many employees that 

consistency varies. Some employees might have a bad day, and others might deliver a top 

notch quality service. Long queues and stress may also have an impact on this, especially 

when visiting a theme park such as Liseberg. Furthermore, Gentile et al (2007, p. 404) 

found that positive customer experiences can create an emotional tie between a company 

and its brand, in turn enhancing its brand value. This, we believe, can have a great effect 

on the brand of Liseberg, seeing as the service they provide is in essence an experience. 

 

More engaged employees deliver a more consistently positive service experience 

(Mosley, 2007, p. 126). This, for Liseberg, could mean that they (if done right) 

differentiate from other companies providing similar services, but could also mean that 

the customer get an increased feeling of satisfaction. It is also argued that recent studies 

has shown that interpersonal qualities such as trust and commitment has become more 

valued than technical expertise (Wiener, L, 2005; Cited by Mosley, 2007, p. 127). In 

many consumer-oriented services, such as the one of Liseberg (which is after all, an 

amusement park), services are often managed as it would be an extension of operating 

manuals or guidebooks on how to manage the service for the employees (Mosley, 2007, 

p. 127). In relation to this, Berry et al (2006) talk about service clues, which are discovered 

by customers and then processed in order to evaluate whether to buy a service, or to 

evaluate the service after it is consumed (Berry et al, 2006, pp. 43-44). These clues are 

divided into three categories; Functional, mechanic and humanic clues (Berry et al, 2006, 

pp. 44-45). Functional clues incorporate what the service offering consist of, anything 

that indicates or suggest what the technical qualities of the service is (Berry et al, 2006, 

p. 45). Mechanic clues are clues which comes from environments and objects (Berry et 

al, 2006, p. 45). Humanic clues originates from the behaviour of the personnel (Berry et 

al, 2006, p.45). Mosley argues that many of the most successful service companies take 

on an approach where they make sure that the employees have a clear understanding of 

what the brand stands for, and then encourage their employees to act naturally (Mosley, 

2007, p. 128). We appreciate that the statement made by Mosley relates to these humanic 

clues. Furthermore, it is of great importance to the customer experience in which way 

employees are able to go “the extra mile” for the customers, which is something that is 

difficult to train in advance (Mosley, 2007, p. 132). Humanic clues can be reflected in the 

way that the staff delivers the service (Berry et al, 2006, p. 45) and may thus be reflected 

in whether or not the staff attempts to “to go the extra mile” for customers (Mosley, 2007, 

p. 132). 

 

Berry et al. also argue that the mood of a person can influence their view on the quality 

of the service (Berry et al, 2006, p. 45). A consumer with a positive mood seem to have 

an easier time recalling positive feelings from a service encounter (Poon, 2001, p. 365). 

However, according to Poon (2001), people in a negative state of mind try not to recall 

negative memories, in order to improve his/hers mood (Poon, 2001, p. 365). To be able 

to provide functional, mechanic and humanic clues of adequate would then, 
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hypothetically, improve customers’ experiences. Berry et al (2006) further state that 

organizations should be more conscious in which way they work with, and understand 

the way in which, they work with these clues (Berry et al., 2006, pp. 55-56). The mood 

of a person visiting Liseberg can thus directly influence their stay, e.g. going into a queue 

with a negative mindset thinking that the wait is going to be long, the person in question 

will probably be less satisfied with the service than one that would go into the queue with 

a positive mindset, instead thinking that the ride will be fun to go on. This could possibly 

also affect the personnel at the ride, in turn bedding for a more negative (or positive) 

service delivery for customers that are net in line. 

 

3.2.5 EXTERNAL BRAND COMMUNICATION 
External brand communications refer to information about the company that is not 

provided by the company itself and is as such uncontrolled by the company, where for 

example word-of-mouth communication is one of the most common forms (Berry, 2000, 

p. 129). External brand communication such as that may both increase the brand 

awareness and provide a brand meaning for customers (Berry, 2000, p. 129). This kind 

of communication typically reach fewer people than the own company’s marketing 

activities (Berry, 2000, p. 129). Communication of this kind does not only appear in 

positive forms however (Bougie et al, 2003, p. 377). If customers are not satisfied, they 

may also spread negative word-of-mouth, complaining about the company instead of 

praising it (Bougie et al, 2003, p. 390). As Liseberg is a company receiving great attention 

from media during the summer, breakdowns and such other “force majeure”-kinds of 

situations may make customers less likely to attend the park. Force majeure is a situation 

which the company cannot influence. 

 

Word of mouth is defined by as an “oral, person-to-person communication between a 

receiver and a communicator whom the receiver perceives as non-commercial, regarding 

a product or service (Arndt, 1967; Cited by Buttle, 1998, p. 242). As previously 

mentioned, word of mouth can be both positive and negative (Buttle, 1998, p. 243; Bougie 

et al, 2003, p. 377). Positive word of mouth occurs when consumer are happy about what 

the product/service purchased has given them in return (Buttle, 1998, p. 243).  

 

Word of mouth is no longer only apparent in consumer-consumer setting offline however. 

The appearance and development of the internet and social media has created a new 

playground, popularly named eWOM, or electronic word of mouth (Cheung & Lee, 2010, 

p. 219). Communication like this can be both harmful and beneficial for a company such 

as Liseberg. With today’s technology, where newspaper, internet and social media is just 

a tap away, opinions and news articles can spread at rapid speeds. Ahluwalia et al (2000, 

p. 204) claims that consumers that are exposed to negative information can categorize the 

product in consideration as lower quality.  

 

To Liseberg, the appearance of social media has not only meant that they can market 

themselves in one more way, but also that both negative and positive word of mouth can 

spread between consumers. Newspapers are now able to rapidly report if rides are 

standing still, or if an accident has happened. In accordance to what Berry (2000) argues, 

when claiming that apart from word of mouth, publicity is one of the most common ways 

to “get” a brand externally communicated (Berry, 2000, p. 129). In short, external brand 

communication, which the company itself cannot control.  
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3.3 THE CONNECTION BETWEEN RELATIONSHIP MARKETING 

AND BRAND EQUITY 
Based on the above theories, we have created a model which explains the theories used. 

This model tries to examine the relationship between relationship marketing and brand 

equity. The building parts of brand equity, as illustrated in this conceptual model, has 

been derived from three different models of brand equity: Aaker, 1991, Keller, 1993, and 

Berry 2000. As brand awareness and brand associations are included within all of these 

models, we perceive them as central factors regarding a company’s brand equity. 

Customer experience and external brand communication are taken from Berry’s (2000) 

model. They were included as the model presented by Berry is a model which focuses on 

brand equity for a service company.  

 

We believe that these factors included can influence Liseberg´s brand equity. Through 

creating relationships and making promises to customers, expectations will be set. When, 

or if, these expectations are met, we believe that the brand equity of Liseberg could be 

enhanced. Thus, we argue that through part-time marketers, brand awareness, 

associations, customer experience and external brand communication are influenced as 

well. 

 

The concept of part-time marketers as we have stated earlier, is derived from relationship 

marketing, and because the main purpose of this thesis is to understand the role that part-

time marketers have in enhancing the brand equity of Liseberg, we argue that theories 

regarding relationship marketing could be combined with theories on brand equity as 

well. We consider that these theories to be relevant for the building and establishment of 

Liseberg´s brand equity but at the same time, we would also like find out if Liseberg´s 

brand could benefit from making use of relationship marketing in their marketing 

activities as well as recognizing the role of the front-line employees as part-time 

marketers. 

 

 
FIGURE 2: CONNECTION BETWEEN RELATIONSHIP MARKETING AND BRAND EQUITY 

(Own) 
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4. PRACTICAL METHOD 
We will begin this chapter by providing the reader with information regarding how we 

collected the data for our qualitative study. Furthermore we will give a description of 

how the interview guide was formed, how the interviews were conducted and how we 

have analysed the data. At the end of this chapter we will discuss our ethical 

considerations. 

4.1 DATA COLLECTION METHOD 
When collecting data, there are two different types: primary and secondary data (Saunders 

et al, 2009, p. 256). There are mainly two different ways in which primary data can be 

gathered: qualitative and quantitative (Bryman, 2011, p. 40). Data that has already been 

gathered by others, for other or similar purposes, used as basis of analysis is known as 

secondary data (Bryman, 2011, p. 299: Saunders et al, 2009, p. 256). Secondary data can 

be exemplified as both raw data and published summaries (Saunders et al, 2009, p. 256). 

Secondary data can be beneficial for students, as they have constraints regarding both 

time and economical resources (Bryman, 2011, p. 300-301). However, secondary data 

also has limitations (Bryman, 2011, p. 304). There is no control over the quality of the 

data, the researcher using secondary data might not be familiar with the material, and 

there might be a complex amount of data (Bryman, 2011, p. 304-305).  

 

Because of the particular setting that we will operate in, the internal perspective of an 

amusement park, as well as the way it is perceived by visitors, we feel the need for 

gathering primary data. Additional data that the authors has received comes from 

Liseberg. The data consists of a brand study, conducted by an independent partner, 

however by demand of Liseberg, and Liseberg’s own market research. While there is 

secondary data on how pleased customers are, data on how visitors perceived the specific 

variables we have determined to examine probably is not available. We therefore found 

that it would be necessary for us to gather primary data through qualitative data collection. 

Conducting interviews is one way of collecting primary data (Bryman, 2011, p. 202) and 

to do this, we conducted nine interviews with managers, front-line employees and 

customers of Liseberg 

 

4.2 DATA COLLECTION 
When conducting qualitative interviews, they can be either structured, semi-structured, 

or unstructured, determined on what type of questions are asked (Saunders et al, 2009, p. 

319-320). Standardized interviews, where the questions are exactly the same, are 

recommended to use when the researcher wants to generate findings that can be 

generalizable over a population (Bryman, 2011, p. 204). Structured qualitative interviews 

are standardized as to which questions should be asked and leaves little room for 

“interaction” between respondent and interviewer (Saunders et al, 2009, p. 320). When 

the purpose of the study is to find what the perspective of the respondent is, an 

unstructured, or “non-standardized” type of interview is better suited (Saunders et al, 

2009, p. 320). Bryman (2011, p. 416) states that when the research has a clear focus on a 

specific subject or area, semi-structured interviews enables the researcher to take on 

specific issues. Semi-structured interviews make use of an interview-guide in which there 

are questions based upon a theme or themes that the respondent and interviewer discuss 

(Bryman, 2011, p. 206: Saunders et al, 2009, p. 320). Depending on the flow of 

conversation, questions relevant to the subject and/or context may be added in order to 

gain an understanding of the respondent’s view on the certain themes (Bryman, 2011, p. 

206: Saunders et al, 2009, p. 320). Furthermore, unstructured interviews are informal, 
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often referred to as “in-depth”-interviews, where there is no predetermined list of 

questions (Saunders et al, 2009, p. 321). The interviewee is allowed to speak freely about 

what he/she feel relate to the topic area (Saunders et al, 2009, p. 321).  

 

Since the focus of this degree project is to understand if there is any relation between 

brand equity and relationship marketing, part-time marketers in specific, we believe that 

using semi-structured interviews is most suitable in attaining this goal. By allowing the 

respondents, both employees and customers of Liseberg, to express themselves freely, we 

believe that we will be able to find reasons or motives as well as attitudes toward the 

given fields of research. By asking the respondents the same questions and generally 

discussing the same themes, we hope to be able to unveil themes that will affect the 

different areas of research. Semi-structured interviews give the interviewer the possibility 

to set themes for respondents to answer, and provide the researcher with the possibility 

to develop the question further, if he or she feels the need (Saunders et al, 2009, p. 324). 

The interviews conducted were held in April 2014. There were two different groups of 

respondents; employees and customers of Liseberg. Employees were interviewed to 

examine how they work with and perceive the relationship marketing and brand equity of 

Liseberg. Further, customers of Liseberg were interviewed to research whether or not the 

relationship marketing efforts conducted by Liseberg were noticed by customers, and to 

see whether they found that their efforts made a difference to their stay. 

 

4.3 SAMPLING TECHNIQUE AND ACCESS 
The aim of this study is to develop a deeper understanding of what kind of role that part-

time marketers have in enhancing the brand equity of an amusement park. In order to do 

this, we decided to conduct interviews with three managers (where two came from high 

management and one middle-manager), three front-line employees as well as three 

customers of the Liseberg theme park.  

 

For some research, it might be possible to collect data from the entire population, while 

it might not be for other (Saunders et al, 2009, p. 212). For research questions where it 

would be difficult, impossible or impractical to collect data from the entire population, 

researchers can use a sample of the population (Saunders et al, 2009, p. 212). It is however 

important that the sample is representative of the population (Bryman, 2011, 180). 

Sampling techniques can be divided into two different groups, each with different 

subcategories; Probability sampling and nonprobability sampling (Saunders et al, 2009, 

p. 213). When using non-probability sampling, the chance or probability of getting 

selected is unknown (Saunders et al, 2009, p. 213). In order to answer the research 

question stated, researchers might have to focus on a particular group of individuals or 

sample (Bryman, 2011, p. 392: Saunders et al, 2009, p. 233). Considering that the purpose 

and context of this study is very specific, a non-probability sampling was used when 

conducting the interviews. The sampling technique used was purposive, where the sample 

was selected in order to best answer our research question (Bryman, 2011, p. 392: 

Saunders et al, p. 237). Purposive sampling involves making strategic selections of 

respondents in order to ensure that the selected respondents are relevant and able to 

answer the research question stated (Bryman, 2011, p. 392).  

 

The main contact with Liseberg has been the head of the marketing department. The idea 

of this study was first presented via telephone, and was well-received. As the 

collaboration continued, we decided that it would be beneficial for the marketing manager 

and the person conducting the interviews to meet. This initial meeting was held in March 
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2015, where the purpose and aim of the study was further elaborated and presented. The 

manager within Liseberg then helped us with procuring phone numbers to relevant 

persons within the organisation. All in all, three managers and three front-line employees 

of Liseberg were selected and interviewed. Included in the sample is also three 

respondents which visited Liseberg within the last year. These respondents were selected 

through speaking to friends, asking them if they would know anyone that would be 

interested in participating, in order to keep the relation with the respondents low. It was 

however important for us that the employees selected came from different departments 

within Liseberg, in order to obtain a broad view.  

 

Gaining physical access in a field is considered to be difficult for researchers because 

individuals may not be prepared to make extra effort in form of voluntary activities that 

requires both time and resources (Saunders et al., 2009, p. 169). Sometimes that physical 

access can be hindered or denied by someone that acts according to Saunders as a 

gatekeeper or broker (Saunders et al., 2009, p. 170). We did not encounter any difficulties 

gaining physical access to the company. As mentioned earlier one of the writers of this 

degree project is an employee of the company and he had worked with one of the 

managers that we interviewed before we began our study. We considered it to have been 

an asset that one of us was an employee of Liseberg, and decided that he would be the 

one making the phone calls to the respondents and ask for the interviews. According to 

Bryman (2011, p. 383) there are some things that could help to gain access to particular 

environment (such as a company) e.g. making use of friends, colleagues or acquaintances, 

try to get some support from an insider, offer some kind of reward for granting access and 

to be ready to negotiate on what kind of access the researcher will get. We believe that it 

became much easier to gain access because one of us was an employee. He had also a big 

network of both current and former employees of Liseberg that were also able to 

participate in our study. Being also a resident of Gothenburg, it was not difficult to find 

people that have been to Liseberg as customers but also to conduct the interviews face to 

face with all of our respondents while the other author would transcribe each interview 

after they had been conducted. 

 

After we had explained the main theme of our research and our research question to the 

first manager we contacted, he liked our ideas and said that it sounded very interesting. 

Later, he recommended other managers that he believed would be interested in being part 

of our study. The managers that were interviewed were also very generous and gave us 

access to different customer and marketing reports that Liseberg had conducted. We 

believe that all of these different factors facilitated our selection of representative sample 

of participants and data gathering which in turn according to Saunders, is important for 

answering our research question and to meet our objective in an unbiased way but also in 

producing reliable and valid data (Saunders et al., 2009, p. 170). As mentioned earlier, 

we conducted nine interviews and the respondents consisted of three managers, three 

front-line employees and finally three customers that had been to Liseberg in the last year. 

  

4.4 INTERVIEW GUIDE 
When conducting research, no matter which type, careful preparation is important 

(Saunders et al, 2009, p. 328). Having good knowledge about the subject, as well as 

providing the interviewee with information that might be needed in order for him/her to 

be able to answer the questions adequately, is of importance when conducting interviews 

(Saunders et al, 2009, p. 328). When constructing the interview guide, themes included 

in the interview guide can be derived from the literature that has been reviewed (among 
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other things) and theories considered (Bryman, 2011, p. 419-420: Saunders et al, 2009, 

p. 329). We constructed our interview guide in such a way that it would fit the research 

question. Our theoretical framework worked as a basis along with literature we had 

reviewed.  

 

It was made sure that the questions asked, for both employees and customers, were open 

and neutral, in order for the respondents not to get pointed in any direction, and to 

maintain neutral as interviewers (Bryman, 2011, p. 419: Ejvegård, 2009, p. 54). The 

themes that were included in the interview guide were, apart from background questions, 

relationship marketing theory and concepts such as marketing as promises and part-time 

marketers as well as brand equity theory and concepts such as brand awareness and brand 

meaning. In order to make respondents feel more comfortable with the subject as well as 

ensure that the interviewees were not misled regarding the purpose of the interviews 

(Bryman, 2011, p. 212), the interviewees were given the chance to read the interview 

guide and to ask questions before the interviews began. The interview guides can be seen 

in appendix 1. 

 

4.5 CONDUCTING THE INTERVIEWS 
Table 1 shows a summary of the length of the interviews that were conducted. As 

previously mentioned, the respondents asked to participate in the study are of front-line 

employees, managers and customers who have visited the park within the last year (2014). 

As the purpose of this study is to understand what kind of role the front-line employees, 

being seen as part-time marketers, have in the enhancement of Liseberg´s brand equity, 

we considered it of interest to see whether or not the front-line employees and managers 

share the same view on brand equity and relationship marketing. In order to attain an 

external view on the part-time marketer’s role, we chose to interview three customers of 

the park, which we argue will complement the obtained information regarding the subject 

from the managers and employees of Liseberg. 

 

When conducting interviews, it is possible that the place where you keep the interviews 

can affect the data you collect (Saunders et al, 2009, p. 329). Saunders et al (2009, p. 329) 

also state that the location in which the interviews are held can affect the respondents and 

the responses they give, and that interviewers should choose a location where the 

respondents feel comfortable and where the interview won’t be disturbed. In accordance 

to this, the interviews conducted with managers of Liseberg were held at Liseberg, to 

make the managers feel comfortable. Two of the front-line employees interviews were 

held at the employee's’ home in order to make it as convenient for them as possible. One 

was held at the home of the interviewer. Regarding the customers, two interviews were 

held at the home of the interviewer and one was held at the home of the customer.  

 

During the interviews, follow-up questions were asked in order to get more elaborate 

answers and personal opinions, if the need was felt, in accordance with what Bryman 

(2011, p. 415) states. However, it was made sure that we kept the tone and wording in the 

interviews similar between the different interviews, and in a friendly manner to avoid the 

interviewee feeling uncomfortable. Ejvegård (2009, p. 54) highlights the importance of 

this. As Saunders et al (2009, p. 333) discuss, when conducting the interviews the 

interviewer has to act in a neutral and unbiased manner. The length between the 

interviews varied between 37 and 53 minutes for employees, and 22 and 35 minutes for 

customers of the park. 
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TABLE 1: DURATION AND LOCATION OF THE INTERVIEWS 

 

MANAGERS 
Duration 

(minutes) 

Location of the 

interview 

Manager (1) 52.29 Liseberg 

Manager (2) 53.06 Liseberg 

Manager (3) 47.24 Liseberg 

EMPLOYEES 
Duration 

(minutes) 

Location of the 

interview 

Employee (4) 45.56 Home 

Employee (5) 37.07 Home 

Employee (6) 46.12 Author´s home 

CUSTOMERS 
Duration 

(minutes) 

Location of the 

interview 

Customer (7) 22.21 Author´s home 

Customer (8) 31.38 Author´s home 

Customer (9) 35.33 Home 

 

 

4.6 TRANSCRIBING 
When conducting qualitative research, it is often recommended to transcribe the data 

acquired (Bryman, 2011, p. 428: Ejvegård, 2009, p.52: Saunders et al, 2009, p. 485). 

Transcribing means that the authors reproduce the audio-recorded information obtained 

into words onto paper, using the actual words in the interview (Saunders et al, 2009, p. 

485). Before each interview, respondents were asked if they were comfortable with the 

interviews being recorded, as well as offered to be sent a copy of the transcribed material. 

All of the interviewees were fine with the interview being recorded. Bryman (2011, p. 

132) states, among other ethical considerations, that it is important to minimise the risk 

of harm to respondents. In order to make the interviewees comfortable with the situation 

and with being recorded, as well as minimising the risk of harm, all of them were told 

that they will remain anonymous in the final result. We believe that this made it easier for 

the respondents to open up and speak more freely about the topics and themes. 

 

4.7 QUALITATIVE ANALYSIS 
Qualitative research can generate a great amount of data fast (Bryman, 2011, p. 510). But 

due to the complex nature of qualitative data, there is no standardized way of analysing 

the data collected (Saunders et al, 2009, p. 482). There are mainly two different 

approaches to analysing qualitative data: the inductive approach and deductive approach 
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(Saunders et al, 2009, p. 489-490). The different approaches are usually connected to the 

nature of the research (Saunders et al, 2009, p. 489-490).  

 

One of the most commonly used ways of analysing data is thematic analysis (Bryman, 

2011, p. 528). A thematic network analysis is as said, one of the most commonly used 

ways or methods for “Identifying, analysing and reporting themes within data” (Braun & 

Clarke, 2006, p. 79). A perk of using this kind of analysis is that it organizes and describes 

the data set in rich detail (Braun & Clarke, 2006, p. 79).  

 

A tool for organising and structure qualitative data within thematic network analysis was 

introduced by Attride-Stirling (2001, p. 388). This tool consist in using a system of basic 

themes, organising themes and global themes, which enables the analyser to create a mind 

map of the themes (Attride-Stirling, 2001, p. 388). Basic themes are the most basic themes 

drawn from the textual data, organizing themes is a middle-order theme which organises 

the data from basic themes under a label (Attride-Stirling, 2001, p. 389). Global themes 

are even bigger themes derived, and groups sets of organizing themes (Attride-Stirling, 

2001, p. 389). 

 

 
FGURE 3: STRUCTURE OF A THEMATIC NETWORK (Attride-Stirling, 2001, p. 388). 

 

When conducting a thematic network analysis, Attride-Stirling (2001, p. 390) proposes a 

three-stage process. The first step is to reduce or break down the text, where the 

researchers code the material, identifies themes within the material, and construct 

thematic networks (Attride-Stirling, 2001, p. 391). Stage two aims to “explore the text”, 

where researchers describe and explore the thematic networks found, and summarize 

them (Attride-Stirling, 2001, p. 392-394).  

 

The last stage of the process is to integrate and interpret the patterns found (Attride-

Stirling, 2001, p. 394). More than one global theme can appear when conducting the 

thematic network analysis (Attride-Stirling, 2001, p. 389). We were able to discover four 

global themes from our transcriptions. These themes are: Awareness, Promises, Part-time 

marketers and Service Culture, which were all derived having our theoretical background 

and research question in mind. As such, they will also be analysed accordingly after our 
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empirical findings has been presented. A complete overview of the themes can be found 

in appendix 2. 

 

4.8 ADDITIONAL INFORMATION RECEIVED 
Along with the qualitative interviews that were conducted, Liseberg allowed us to use 

information that they themselves had collected. This information consists of two different 

studies: one brand evaluation study conducted in 2013 by an independent company on 

Liseberg´s behalf, and one marketing study conducted by Liseberg in 2014, that measures 

the park´s customer’s satisfaction levels. These studies have been used as secondary data, 

and are being cross-referenced to in this thesis. The reason we have done this is confirm 

or discover similarities or differences between our findings and findings that Liseberg 

themselves have done, which we consider to complement our own study. 

 

4.9 ETHICAL CONSIDERATIONS 
Regarding ethical considerations, there are some foundational aspects to consider: 

whether there is harm to participants, lack of informed consent, invasion of privacy and 

whether there is deception involved (Bryman, 2011, pp. 131-132). The authors of this 

study have to the greatest extent tried to protect the respondents of this study from any of 

those factors.  

 

Another factor that plays a part in conducting ethical research is to establish trust and 

credibility between the interviewee and the interviewer, as well as any other organisation 

involved (Saunders et al, 2009, p. 182). Apart from informing respondents what the 

purpose was with the study, as well as conducting the interviews at times and places 

convenient for them, e-mail and telephone correspondence was carried out between the 

interviewer and the contact at Liseberg. Further, a short meeting was held before starting 

the interviews, in order to get familiar with each other and speak shortly about the project. 

All interviews were held in Swedish, in order to make the language issue as 

uncomplicated as possible for the respondents. Once conducted, the interviews were 

translated and transcribed to English. 

 

Harm to participants raises questions about confidentiality (Bryman, 2011, pp. 132-133). 

The respondents of this research were informed that they would be anonymous, and that 

is the way we intend to keep it. The interviewees were also asked if recording the 

interviews would be ok, something to which every respondent gave their permission. In 

compliance with what Saunders et al (2009, p. 187) states, we have attempted, to the 

greatest extent, to minimise the likelihood of causing harm to respondents. 

Confidentiality can protect the respondents from harm, both physical and emotional 

(Bryman, 2011, pp. 132-133). Since the nature of the questions take on an internal view 

of both managers and employees, the information received can be perceived as sensitive 

in its nature, which has given us further incentives as to keep the respondent’s identities 

anonymous. In combination with this, we do not believe that we have invaded on any of 

the respondent’s privacy. Invasion of privacy is strongly linked to questions regarding 

consent (Bryman, 2011, pp. 137-138).  

 

Lack of informed consent regards whether or not participants of the studies has received 

enough information about the study in order to make a qualified appreciation whether or 

not he/she wants to participate in the study (Bryman, 2011, pp. 135-137). When asking 

respondents to participate in the study, they were informed about the nature of the study 

and the purpose of the study. An introductory letter was sent to the contact at Liseberg, 
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explaining what the purpose of the study was. Other respondents (apart from managers, 

who received the information through our contact) were orally informed about the 

purpose in advance, and then asked if they wanted to participate or not.  

 

Deception can occur when researchers depict their work as something which it is not 

(Bryman, 2011, pp. 138-139). As respondents were informed in advance of the true 

purpose of this degree project, we do not believe that they were in any way deceived. 

What questions were posed in the interview guide, along with follow-up question is what 

has been analysed. No other behaviour nor spoken words without the frame of the 

interview has taken any part in this degree project. 
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5. EMPERICAL FINDINGS 
In this chapter we provide the reader with our empirical findings from our qualitative 

study. We will present the answers from our respondents regarding the different subjects 

of our theoretical framework. The information provided in this chapter has been the basis 

for the thematic network analysis, which we will address in the chapter that follows. 

 

5.1 RELATIONSHIP MARKETING 
On the subject of relationship marketing, the respondents from management as well as 

the staff of Liseberg shared similar perceptions on the relationship between Liseberg and 

their customers, whom they like to referred as their “guests”. One of the managers 

stated“…we have good relationship between guests and employees, sometimes even better 

than the relationships among the employees” (1). The importance of Liseberg to the 

citizens of Gothenburg was something that most of the employees would talk about, yet 

one of the managers shared similar opinions on the subject “…if you are from 

Gothenburg, it is not unusual that you have carry your (Liseberg) ticket card for many 

years…our main ambassadors are the people of Gothenburg”(1). Another manager 

stated: “…the relationship between Liseberg is a very emotional one, especially if you 

are from Gothenburg.” (2), one of the employees said:” I think that the people that lives 

here feel like Liseberg is theirs” (3). Another one said: “Many of them (customers) have 

a nostalgic relationship, many of our older guests have been here since they were kids” 

(6).  

 

Among the customers the same thought was evident “I am proud to have this kind of 

theme park in Gothenburg” (7), another one of the customers stated: “…a relationship 

that goes way back, because I am from Gothenburg and I have been visiting Liseberg 

since I was a kid” (8). Yet another one of the customers mentioned nostalgia:  “A very 

nostalgic relationship, very emotional because we have always visit Liseberg ever since 

we were kids” (9). 

 

During the interview process it became clear that the already established relationships 

were very important for both the managers and front-line employees of Liseberg, although 

the respondents answers on why this was the case differed, one manager said: ”Because 

we want the customers to get a good experience of Liseberg” (2). One of the employees 

stated: “Without those relationships there is no Liseberg, Liseberg is for the guests, if we 

do not have those relationships we would lose everything” (6). Some of the managers 

focused more on returning customers and revenue: “if we fail to create relationship, we 

lose their loyalty. Relationships create loyalty” (3).  “…we get a lifelong customer” (1). 

But some employees talked also about it: “It´s all about to make the guests return to 

Liseberg” (4), “…it is what Liseberg earns its money from. The relationship can be seen 

as the product we are selling” (5).  

 

When asked about how Liseberg works with creating the relationships between customers 

some employees talked about the education they receive as well as the recruitment 

process: “We have this service-education, we can read many “cases”, during the 

recruitment of employees that they pick the right persons. It is easier if the employees 

have that service-mind from the first place” (5), “Well if you have worked here for a long 

time, than you may have the Liseberg vision with you, but Liseberg have also education 

programs for their employees” (6). One of the managers stated: “We have a good business 

culture, and we have never had some guidelines or things like that on paper on how to 

create such things…but we also have service courses”(2). One employee also talked 
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about how the CEO of Liseberg acted as influential: “We also have a very good CEO who 

really lives up to the brand of Liseberg, and of course this is something that is very 

contagious” (1). 

 

When customers were asked how Liseberg could facilitate the relationships between 

visitors and employees they answer similar answers focusing on management “Well 

management could tell the new employees that they want them to greet the visitors 

welcome and things like that, and not just stand there silent” (8), another one said: “By 

telling the employees that they always represent Liseberg, e.g. if the person handling the 

tickets would look at the tickets like a bus driver, it would not be that fun. They have to 

blend in into the Liseberg world in a sense” (9). 

 

5.1.1 MARKETING AS PROMISES 
When discussing what promises Liseberg makes toward its customers, there is a strong 

consensus among employees and managers that the promises made most often relate to 

emotions and feelings. But these promises have changed over time, as one of the 

managers said: “The promises have changed over the years; we have promoted Liseberg 

with its logotype, we positioned ourselves as the biggest and best. But we also have many 

other promises that has to do with the customer’s feelings. That Liseberg should be 

friendly, that the customers should be well taken care of” (1). Other respondents had 

different opinions: “Of course, the promise of value for the money, but overall I think that 

the big promise that we make is an emotional one, that we promise an experience 

somehow” (2) and “We provide unique experiences, which create memories for life” (3). 

This view was generally shared among the front-line employees of Liseberg as well, 

“There is a promise that the customers will have a good time, that it should be safe” (5), 

“... That there is something for everyone, that everything you need to have a good day 

should be there, from food to rides” (4), and one employee felt that “Happiness and 

safety, they promise a warm and ambient feeling” (6). 

 

When talking to consumers of the park, the response was generally the same regarding 

the promises: “[I expect] a nice moment, and a nice experience” (7), “They promise you 

a good time” (8). However, all of the consumers all agreed regarding one promise; “I am 

most interested in the powerful attractions, I expect them to be good, and Liseberg is the 

only place that has them”, “The promises they make for me is about the rides, fun people 

and the whole package” (7).  

 

When talking about the customers’ expectations, the respondents perceived them in many 

cases as somewhat similar to the promises made by Liseberg, “The same as promises 

made, a fun time and fun rides” (5), “Fun experience. Expectations may be different 

depending on how many times you have been here” (4), one of the managers stated: 

“Value for the money, but even here I think people expect something emotional” (2), 

while one of the front-line employees said: ”They expect to have a good day, maybe their 

best day” (6). One of the managers put his beliefs about what customers expect as simply 

as “Screams, Laughter and Horror!” (1), and continued to mention that “We measure a 

lot in Liseberg, and we also try to measure how the expectations of the guests were met” 

(1). Another manager had a different view on the expectations of the customers: “[...] 

Positive expectations, that we always deliver the same. That this years’ experience would 

be the same as last years” (2).  
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Some of the customers’ expectations were matching the promises that they believed were 

made by Liseberg, “That it was going to be fun” (7), some had different expectations: 

“You expect to walk into another world. A world where you can escape reality” (9), and 

“You always expect to ride the rides that you had in mind. You know that there sometimes 

might be long waiting lines or that the attractions might be closed” (8).  

 

Discussing what could hinder Liseberg fulfilling the promises and expectations that the 

customers have about their visit, opinions did differ. One employee felt that “There is a 

risk when working from a “manual”, I think you have to be able to be yourself in order 

to make people happy” (5). Similarly, one employee thought that “...It is not only about 

the rides, because all the people you meet as a guest affect your experience. Employees 

should act in a proud way and represent Liseberg and what it stands for” (6). Another 

employee thought that “If we are not in tune with what we want, how everyone should 

work with [the customers], it can damage us” (3). Another employee believed that the 

challenges were not only among the staff, but that other “force-majeure”-type kind of 

events could hinder Liseberg from delivering the promises and living up to expectations: 

“Sometimes maybe a ride is closed, and people may have come to ride that specific 

attraction” (4). One manager stated that “...Most of the time [disappointment] has to do 

with an accumulation of many different events that didn’t turn out as the customers 

expected them” (2). Yet another manager felt that Liseberg themselves put up goals that 

were hard to attain, and that the whole company had to be aiming for the same goal in 

order to reach them: “...We want to be the heart of Gothenburg. People cannot work here 

if they don’t feel that way about Liseberg. This is actually a difficult promise we in a sense 

have made to ourselves. So we have to ask ourselves “can we be Gothenburg’s heart?”” 

(1). 

 

The customers that we interviewed had somewhat different opinions. One thought that “I 

don’t know. I have always had a nice time” (7) when asked what he felt could hinder 

Liseberg from delivering the promises. One thought that “if some parts of the park is 

closed you can get disappointed, or if you can’t ride the attractions you wanted, for one 

reason or another” (8). Another customer had a similar view, but put more emphasis on 

the staff: “... the staff is also important because you expect them to act in a certain way, 

they should be happy and dedicated” (9). 

 

5.1.2 PART-TIME MARKETERS 
When talking about the staff as part-time marketers and their role within Liseberg, it 

becomes noticeable that the company has become more service-centric, one of the 

managers stated: “Service is more important today than in the past.” (1). Generally 

among the employees and managers, there is a consensus that the employees play a big 

part when fulfilling the promises that Liseberg makes: “[The employees] have a very 

central role, creating the relationships between Liseberg and the guests. The people that 

meet the guests are the ones that represent Liseberg, not our rides” (3), “They play a big 

role, they are the ones that people see when they are here, and they represent Liseberg” 

(4), another customer stated: “...The most important role. They are the first impression 

the people get of Liseberg” (5), while yet another one mentioned: “I think they have the 

biggest role, because the guests expect to be treated in a good way from the time you buy 

the ticket until you leave the place” (6). One employee elaborated further on this specific 

topic: “I think that every employee is important, the question is if [managers] manage to 

convey this. To make employees see that they are not only representing the specific ride 
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they operate, but all of Liseberg and the promises we make. You are something more than 

just a service provider” (2). 

 

When the customers were asked about what kind of role the front-line employees have, 

the answers were more scattered. One of the customers simply stated that “With their 

professionalism they make it possible to keep Liseberg´s promises for me and my kids. I 

think they fulfill the promises made every time” (7). Another customer said that “They 

have to melt in into that [theme-park] world, they should be happy and fun” (9). One 

stated that “Something really bad is when they seem not to care, if they do not care about 

what they are representing, they cannot keep what Liseberg has promised” (8). 

 

When asked with the question of how Liseberg works with training their employees to 

represent Liseberg on every encounter, the answers were varying a bit. However, 

emphasis was put on that it is not only to do your job, but to try to do a little extra, one of 

the managers stated: “It is very important to teach the employees that it is not just about 

how to put seat belts on the customers, but also about the relationships with the 

customers. To become a “Lisebergare”, on an emotional level” (2). Freedom in the work 

is also a factor playing in: “[They] give you freedom to create relationships” (5) was the 

response of one employee. Others thought that education plays a big part: “We have 

information meetings, where we talk about the service approach. We also have an 

introductory course when we start working here” (4), but continues to say that “It would 

be good to have an “advanced” course for people that has been working here for a while” 

(4). One of the managers explained that “We have a special unit that handles staff 

questions, recruitment, living the brand etc. We try to create a common ground on every 

level so that all the employees should be aware of what the brand Liseberg stands for and 

“live” the brand” (1), another one of the managers stated that “We have the service 

courses, but I think that senior employees and management can be seen as role models” 

(3). One of employees further elaborates on the importance of new employees: “It already 

starts during the interview stage in the recruitment. During the interviews, you talk a lot 

about and act the way of the Liseberg “feeling”. In my opinion, I think that the employees 

get that feeling on a very early stage” (6).  

 

When talking about how the employees were motivated, most employees felt that 

generally, they were: “I think everyone encourage each other. Even if you have a bad 

day, you are in “Liseberg-mode”, where you never lose focus on the best way to do your 

job” (6). Other employees had different appreciations about why they are motivated: “I 

think we are very keen about our employer. I think most employees are proud to work at 

Liseberg. I don’t know why, but it [..] becomes like a snowball effect when you see others 

that are also happy to work there” (4). Managers believed that management played a big 

part: “Management and staff that returns to Liseberg are very good motivators for new 

employees. I think that the whole staff helps each other and motivates each other during 

bad and good times” (1). The freedom that comes with the job was also believed to 

motivate employees, as one manager stated: “We give employees the freedom to be 

themselves out there. To have a good time, and at the same time representing Liseberg” 

(3). One employee found the managers to be helpful in motivating: “Managers talk to 

employees to see how everything is going, and it was really nice to feel that they cared 

enough to visit several times a day” (5).  

 

As for customers that had been to the park, beliefs of whether employees were motivated 

to market Liseberg on every encounter were somewhat split: “I know that there are many 
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younger people that works at Liseberg, and even if they talk and have fun with each other 

they do not neglect their job and that is OK for me because I see that they are having fun 

as well, I feel glad to see that younger people are working and are happy doing their job” 

(7), “I have experienced that they are motivated. You always remember the extremely 

happy ones, but also the really boring ones, which makes you forget about the “normal” 

people working there” (8). Another customer did not think that they were motivated at 

all: “No, I don’t think that they have that kind of incentive. I think that many people there 

work as their first job, and others maybe because they like that kind of atmosphere” (9), 

 

When discussing whether or not Liseberg has some type of control measures in order to 

see whether employees in fact are motivated to make the best marketing effort, the 

answers varied. One aspect that came up was the surveys that Liseberg carries out in the 

park, one of the managers stated: “We have (GUNDE) which is a market study over the 

guests that have been here, in this way we get immediately comments from customers. We 

compare all of those many comments to comments from previous years, and try to answer 

if we are heading towards our goals or not” (1). One of the employee stated that: “I can 

only think about the customer surveys that management receives where they can see what 

the guests think about the employees and about the job we do” (4), but continues: “I get 

always surprised over that the majority of people think that we do a very good job” (4). 

Another manager elaborates that it is hard to keep track of everything everywhere, but 

that “It is more of a feeling that you as a manager get regarding a specific ride and then 

we also have customer surveys, and you can also see how many times you have to talk to 

customers that complain in a specific area of Liseberg. In such a way we can get some 

kind of statistic over the whole thing. And we develop some kind of “gut feeling” over 

how things are being done around the park” (2). One of the employee's mentioned 

clothing and posture: “Well regarding the clothing, I know that you are supposed to wear 

the uniform in a certain way, you should stand in a proper way and not appear like just 

“hanging”” (5), yet another one of the managers said: “Well I think that everyone watch 

how the other works and how the “role models” act and I think that the whole thing takes 

care by itself. As long as you have the main values of Liseberg, we allow you to have a 

lot of space on being who you are.” (3). Finally, performance reviews and confidence 

from managers appeared in one statement from one of the employees: “There is no one 

that stands there controlling what you do, but you have these employee and manager 

meetings where you get to talk to your boss and things like that. I don’t think that you can 

control human beings and the way they interact, but Liseberg has very high confidence 

in us that we are doing a good job” (6). 

 

5.2 BRAND EQUITY 
Regarding what type of advertising Liseberg uses, the respondents were unanimous: 

“traditional” marketing, one of the managers said: “We are very traditional in a way that 

we have a marketing budget, goals etc” (3), one of the employees mentioned: “TV 

commercials, trams and newspapers” (4). However, the use of “twists” in their marketing 

exercise was mentioned by some of the managers: “we also take risks sometimes like the 

“Helix app”. It is a process of deciding in what to invest in, what could be the best 

investment for the marketing of Liseberg” (3), “we also have more specific marketing for 

specific rides, or specific tools such as the Liseberg rabbit” (2). Word-of-mouth was also 

considered to be central, one of the managers stated: “mostly I think it is word of mouth. 

People know that if they want to ride a specific attraction like “helix” they have to come 

to Liseberg” (2), one of the employees said:“I talk about Liseberg with my friends, if I 

did not like the product I would not talk good about it” (5), while another one said:“Hard 



  

41 

 

question, there are many different ways. A lot of social media coverage, Facebook, TV-

commercials, and us as employees” (6). One of the managers had another view on the 

marketing efforts: “I would say that if we achieve to make good memories for the 

customers those millions of customers are the main marketers for Liseberg” (1). 

 

Customers of the park were asked if they could explain what Liseberg as a brand stands 

for, and they shared the generally thought that the park stood for fun, as well as 

belongingness between individuals: “A nice moment, sometimes even some good artists, 

and the kids can come along, so it has this family-vibe.” (7), “Happiness, fun, family 

place, I have never been to Liseberg alone, so I associate it with “togetherness”” (8). 

 

The next question that we asked the employees concerns the value and status of the brand 

Liseberg. The general idea was that Liseberg has a strong brand: “I think is very high, I 

don’t think that there is someone that doesn’t know about Liseberg (in Sweden), maybe if 

you have not been here, you know that Liseberg exists” (6), another one of the employees 

stated:“I think that Liseberg is better than okay, pretty high actually” (4), and another 

one: “I would say that Liseberg has a strong brand” (5). Gothenburg, as a city, was also 

strongly associated with Liseberg, one of the managers stated: “I know that many people 

in Sweden if asked what they associate Gothenburg with, would mention Liseberg, trams 

and even Volvo. I think that the public awareness is pretty high regarding Liseberg.” (1). 

Yet one of the managers was concerned that the brand might be overrated: “. But I think 

that we sometimes overrate people´s perceptions about us. We do not want people to think 

that we are all about the money, that we try to sell a dream but in the end we are only 

concerned about people’s money. I think that the brand Liseberg is everything we got” 

(2).  

 

The view that Liseberg has a high level of brand value was also shared among the 

customers that were interviewed, one of them said: “I think it has a high brand value 

because it is a very nice place to visit. You have this different expectations and in my 

opinion they are always met, the kids have always fun.” (7), and it was also found that 

the brand, to them, has a strong connection to Gothenburg, as another one of the 

customers stated: “A very high value, I associate it a lot with Gothenburg, it makes 

Gothenburg better” (8), another one mentioned:“Because I am from Gothenburg I think 

Liseberg is in my opinion very good in comparison to other theme parks” (9).  

 

When employees were asked about how they believe that customers perceive Liseberg, it 

was believed that customers have a positive view on Liseberg: “I think many have a 

positive opinion, I mean that is why they are here” (3). It was also believed that the 

consumers has a good view upon arriving to Liseberg, as one of the employees stated: 

“Yes I think so, they arrive already with good perception about Liseberg and then we 

take over and we really do not have to do so much because of that” (5). It was also 

believed that the brand image is so strong, that it is hard to destroy: “I think that most of 

the people that have visit Liseberg have had a good time and I think that even those who´s 

day was not that fun could think about returning to Liseberg again. I think it is very 

difficult to “destroy” Liseberg for someone.” (6). Furthermore, thoughts that customers 

also get value for their money appeared, as one of the managers stated: “We would like 

the customers to think about Liseberg as a place where they got value for their money, 

and got treated well” (2), regarding what makes up the brand, another manager said: “: I 

think that people perceive Liseberg in a positive way, at the same time, we are not the 
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brand, and I think that the customers are the brand of Liseberg” and continuing, “We do 

not own the brand, the customers do and that is important to remember” (1).  

 

The next part in the interviews considered the staff as part-time marketers and their impact 

on the brand of Liseberg. Both managers and front-line employees were convinced that 

they could influence the brand of Liseberg, as one of the managers stated : “Yes I am 

convinced that they do. They do it more than others. I think they have greater impact than 

marketing campaigns. We can create expectations with campaigns but if the image of 

Liseberg and the expectations do not match then we fail” (3). But there were some 

differences in opinions as to why they have an impact on brand equity, some managers 

and employees mentioned the creation of relationships to have a central role as well. One 

of the managers said: “Absolutely! I think that, absolutely. Relationships are being 

established on every millimetre that the customers walk in Liseberg. The 2000 season 

employees are the ones that build this whole thing” (2), and one of the employees 

stated:“Yes, because I have the freedom to create relationships, maybe if I got even more 

freedom to do that maybe I would become more creative in a way. Because my position 

as an employee is the most important marketing, I think that of course my behaviour can 

have an impact on the brand of Liseberg” (5). Another view, which permeates the entire 

internal philosophy of Liseberg is that customers are seen as guests, as one of the manager 

stated: “We try to tell our employees that outside Liseberg people are customers, inside 

the walls of Liseberg they become our guests, and should be treated as guests” (1), one 

of the employees added: “Yes in a way that I think that as a theme park, Liseberg is very 

concern about how the employees treat the guests, make them feel welcome and to have 

a good experience. That is why we do not call customers as customers but as guests at 

Liseberg” (4). Another employee thought that the representation of Liseberg goes further, 

beyond the walls of the theme park: “even if you are not at your job, if you act on a bad 

way outside Liseberg some people may recognize you as an employee of Liseberg which 

of course could affect the brand of Liseberg in a bad way” (6), remembering that you are 

always on stage while at Liseberg. 

 

The interviewed customers agreed that the employees, as part-time marketers play a big 

role: “Absolutely. the whole consumer contact thing is dependent on them, they are the 

one that you see, everyone is expecting a good time so I think that it is important that they 

are happy and express the spirit of Liseberg” (9), and another one said:“I think the one 

you meet give a good impression, they seem to be very alert and thoroughly, they provide 

a positive image of Liseberg” (7). This view was shared between all of the customers, but 

one also had some thoughts on the uniforms: “Yes, when they have the Liseberg uniforms, 

they are Liseberg staff and you expect them to be nice and to treat you nice. There was 

this time when I saw the staff joking and laughing with each other, and I thought that was 

fun, because if they were having fun at work, it should also be fun for me” (8). 

 

 

5.2.1 AWARENESS 
When the employees were asked about what they believed to be the consumers 

perceptions of Liseberg in comparison to other parks, they all were very confident about 

Liseberg´s position and they all gave similar answers, one of the managers stated: “We 

have done many researches on this topic and we can clearly see that we are the best” (1), 

while another one said: “In our opinion we think that we are so much better than other 

theme parks in Sweden” (2). One of the employees stated: “My guess is that the brand of 

Liseberg is pretty high in comparison with other theme parks” (5), another employee 
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said: “I think that Liseberg stands pretty high, maybe the highest among other theme 

parks” (4). One of the managers even said: “As a reference point compare to other theme 

parks in Sweden” (3). 

 

We asked the customers themselves about how they perceived the brand of Liseberg in 

comparison to other theme parks, their answers were similar to what the employees 

believed should be the case one answered: “…as a theme park I think it is the best” (7), 

another one said: “I have been to other parks …but they are not the same…other parks 

are not that personal” (8), yet another of the customers answered in a similar way: “I 

think Liseberg in my opinion is very good in comparison to other theme parks” (9). 

 

When we asked the employees if they thought that the customer’s perception of Liseberg 

was affected by the employees, the majority of the respondents agree that it was so and 

talked about the treatment of the customers, as one manager said: “…an employee can 

destroy the image that a customer has of Liseberg by the way he or she treats the 

customers” (1), another one of the managers said: “…the customer’s perception of 

Liseberg is affected very much by the employees. People talk about with others about 

their experiences with the staff of Liseberg, how they were treated and things like that” 

(2). One of the employees answered: “Yes I think so, if you are treated on a good way, it 

creates more value for you” (4). Another employee talked about the relationships with 

the customers: “Very much, because to create the Liseberg ambient between the guests 

and employees the relationships act as a bridge between us” (6), yet another employee 

talked about “selling” the Liseberg brand to customers: “Maybe if the employees would 

start to “sell” Liseberg to the customers by telling them that e.g. “Liseberg is the biggest 

theme park” (5). 

  

When customers were asked about how the employees at Liseberg affected their 

perception of the theme park, the majority answered on a similar way and mentioned 

happy staff: “Well if the staff is happy and becomes more fun to visit Liseberg and people 

becomes happy as well” (8), another one of the customers answered: “I think they affect 

my perceptions a lot when I am at Liseberg, happy staff makes it like a culture shock when 

you visit Liseberg” (9). One of customers mentioned professionalism and the concern of 

customers safety as enough“…they work very professionally overall, they seem secure 

and they are nice and are concern about your safety and that is quite enough for me” (7).  

 

Regarding what kind of associations was most important for customers to have about for 

Liseberg, half of the employees talked about similar things such as happiness and joy: 

“Joy, new thinking regarding the new attractions” (5), one of the managers stated: 

”Safety, happiness and quality, I think that quality is a very important association, clean, 

good staff, good food etc.” (3), another manager answered: “Happiness…screams, 

laughter and horror… It depends on what the customer is looking for” (1). The other half 

of the respondents talked about items as well as more personal associations to the 

individual, as one of the employees answered: “The rabbit, Balder (the rollercoaster), 

things I associate Liseberg with since I was a child” (4), a manager stated: “Well I think 

it depends on who the customers is, if the customers comes from Gothenburg, then we 

want them to feel that Liseberg is theirs” (2), one employee “Even if you visit Liseberg 

in a group, family and friends, you are there “on your own”, your own personal 

experience. I don’t think that Liseberg needs to be associated with “items” because it is 

all about the feelings, when you think about Liseberg you think about the experience, the 

feelings not necessarily an item or a logotype” (6).  
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When customers were asked about what their associations with Liseberg they all talked 

about items such as the park and the colours green and pink and the rabbit but also about 

things like music, the summer, the city of Gothenburg, one of them said:  “The logotype, 

the colours green and pink and the rabbits” (8), another one answered“…I think about 

the colours, green, pink, the summer park, summer overall, the music and performances. 

I think that Liseberg is a big part of the city of Gothenburg” (9). 

 

5.2.2 BRAND MEANING 
When the respondents were asked about what they believe is most influential on the 

customer experience, answers were generally split between two different topics: Word of 

mouth and the individuality of the customer. One of the managers stated that “:  Word of 

mouth, what people tell each other about their experiences. The experiences that the 

customers gets in Liseberg is very important” (1), but continued to say that “Social media 

is also very crucial, we have one of the biggest Facebook groups in Sweden, we try to 

encourage customers to come up with new names for new attractions etc.” (1) Showing 

that Liseberg tries to incorporate customers into Liseberg. One of the employees told us 

that “Word of mouth, I think that is what creates more expectations of the experience the 

most” (6). Respondents that touched upon the individuality of the customer stated that as 

a manager answered: “I think that is very individually and personal question [...] I think 

it is very different from customer to customer, and we cannot just mention one thing only.” 

(2), and as an employee stated: ”It depends on the guest, what you want to get of your 

visit, but for the majority of the guests I would say that it is the attractions that affect their 

experience the most.” (4). another manager claimed that the experience was dependent 

on what the goal of the visit was: “I think it depends on what you want to experience. If 

you want to see [a concert] maybe you just focus on that” (3). Only one of the employees 

claimed the he thought he was important for the customer experience: “I think as an 

employee I am very important for the customer experiences, I think employees influence 

guests experiences the most, especially through the relationships we establish.” (5).  

 

When customers were asked to describe their recent visit to Liseberg, they were generally 

pleased with their stay, as one of the customers stated: “: I went there with someone that 

have not been there so many times so it was fun. You focus more on everything else instead 

of just what you know you like, because the other person does not know the place as well 

as you do.” (8), another one answered: “It was a good experience, especially when riding 

the new attractions. It was a fun time.” (7).  

 

When discussing how the staff influences the customer experience, the general opinion is 

that it has a big effect, one of the managers stated: “I think that small things like if the 

doorman greets the people goodbye and wishing them a good day, I think that things like 

that mean a lot for people. The staff and the meetings out there are what creates the 

experience that the guests have” (3). One of the employees had similar thoughts, but 

looking upon it from another angle: “Huge, because from my own experience I know that 

it gets annoying if you visit some place and you are met in a bad way” (6). One of the 

managers related the customer experience to their expectations and value for money: “As 

I said before it all depends on how the staff treat the customers, some people may have 

save their money for visiting Liseberg, and our job is to give them what they expected” 

(1). Another employee spoke more about how the staff is able reinforce the expectations 

of the consumers: “I think that we can make the experience better, reinforce it. Maybe 

some guest think it was a fun ride, but if the employees treated them good or bad affect 
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the experience” (4), and continues to underline the importance of how expectations of 

consumers can differ: “If an employee does something good for the customer maybe they 

only think it was nice, but if an employee treats the guest on a bad day, it gets much more 

focus” (4). While one employee related a little more to tangibles and appearance, 

“Everything from how I look, if I look interested in the guests and not only sitting there, 

that you do each moment of your job the way it is supposed to be done” (5), one of the 

managers also thought that employees might sometimes “forget” about the fact that they 

do affect the customer’s experience: “: I think that the employees may not think about 

this, and they just go on operating the rides and things that come along with that, but if 

all the employees are doing a great job, of course it has some influence on the customer 

experiences” (2). 

 

The view that one respondent had, about the “good” job that many employees do, and 

might not get noticed because of the high expectations people have from the beginning, 

is reinforced by customers that has attended the park, one of the customers stated: “As I 

said, they do their job and are very nice. There was nothing/nobody especial that I can 

remember but instead overall they are very nice.” (7), another one of the customers said: 

“I cannot remember any particular case, the only contact that you have is when you buy 

the ticket or handle it over. It is nothing that I think about, but of course you expect 

everything to work as smooth as possible, there is no big interactions.” (9). Meanwhile, 

one customer highlighted the fact that he/she thinks it is nice to see employees embrace 

the fact that it is a place of joy: “I think it is really fun to see that the employees also have 

fun with each other instead of someone just sitting there serious and doing their job.” (8). 

 

When we asked the employees about how they thought that the way they handle difficult 

situations could affect the customer’s experience, they all talked about the how to treat 

customers and how to act towards them, one of the manager stated: “…employees have 

to remember that we have guests, if the guest is not content we have to make sure to listen 

to them and treat them right” (1), another manager answered: “… It is always a question 

for the individual employee, “should I get more involved?” …we want them to choose the 

right decision, namely to fix the problem as soon as possible on the spot when they have 

the customer in front of them” (2), one of the employees said: “Yes I do believe so… if 

you act on a calm way, explain to the guest in a calm way what is wrong, then you can 

get a satisfied customer” (5), another one stated: “it is important to have a good answer 

for the guest, you should act with confidence and control” (6). One of the managers even 

mentioned that it only takes one employee to ruin the experience of a customer (3) “Very 

much, it only takes that one season-employee would do or say something wrong…and the 

whole customer experience could change because of that…you should not ignore the 

guest´s problem, even if you may not fix the problem you can show that you care”. 

 

When we asked the customers if they thought that the employee's way of handling 

difficult situations affected their experience as customers, they talked about similar 

things, one of them said: “I think that the staff could affect the experience in a good way 

if they took the time to explain why some situations occur perhaps” (8), and another one 

answered: ”For me the most important is that the employees are calm, answer questions 

from the customers…that is how they stand out from the otherwise fast moving people 

around” (9). 

 

When we asked the employees about their effect on the kind of word of mouth among the 

consumers, some employees talked about their own word of mouth as important: “if 
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employees have good things to say about Liseberg, people listen and if people are well 

treated during their visit of course people talk about it” (4), another one stated: “Yes if 

you talk about negative things with people that doesn’t work here, negative rumours 

spread as well as negative feelings about Liseberg”(6), one of the employees referred to 

friends as possible future guests: “I think so, because when I talk to my friends who could 

be future guests of Liseberg” (5). One of the managers stated: “I think that all those 

people that works and have worked here are responsible for the spreading the word-of-

mouth of Liseberg as well as those that have some kind of relationship with them” (2). 

Another manager mentioned the importance of happy employees:  “is important for us to 

spread that feeling that the whole staff matters. We want to be Sweden's greatest 

workplace because we know that happy employees lead to happy guests, that returns” 

(1). But one of the managers talked about other things that could have greater effect on 

word of mouth among customers than the employees: “Some kind of effect, we monitor 

ourselves and what is said about us on social media but it is mostly about the expectations 

that people have, if they are not met and things like that” (3). 

 

When we asked the consumers if they talked to others about their experience on Liseberg 

none of the respondents mentioned anything about the employees, one customer 

answered:“…If I have been there you always talk about it, you talk about the new 

attractions, how many people there were and stuff like that” (8), and another one 

answered: “Yes, especially when you ride the big attractions…I never talk about anything 

else, like how clean the park was and things like that, only the attractions” (9). 
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6. THEMATIC ANALYSIS AND DISCUSSION 
Our thematic network analysis resulted in the finding of four global themes: Promises, 

Part-time marketers, Service culture and Awareness. We will address each one of them 

below. 

6.1 PROMISES 
The first global theme we identify was promises. According to Gummesson (1999, p. 

224), most promises (between consumers and companies) are made without written 

contracts, but are instead moral and ethical promises to e.g. perform a service. We believe 

this is the case between Liseberg and its customers because even though the employees 

and customers of Liseberg did not necessarily think about what Liseberg offered their 

customers in terms of promises. Both the employees and customers could agree upon the 

same kind of promises when asked about what kind of promises Liseberg gave to 

customers. The promises that the employees of Liseberg could agree upon were the 

promises to their customers about happiness, laughter, horror, that Liseberg have 

something to offer everyone i.e. a place for everyone, that everyone was welcome at 

Liseberg, and that there will be fun rides at Liseberg. Employees of Liseberg also talked 

about that because of those same promises, customers should expect a type of standard 

when visiting Liseberg, it should be safe, clean and of high quality. It became very clear 

that the employees were aware of the kind of expectations Liseberg´s promises created 

for the customers. 

 

Considering that big amount of trust that consumers place in word-of-mouth and that it 

can in fact change the way consumers perceive the brand (Egan 2011, p. 96). It became 

understandable why the employees considered their work to become even more important 

because they believed that if they were not able to keep their promises, bad word of mouth 

could begin to spread among the customers. According to Bitner (1995, p. 246), it is not 

enough to only make attractive promises to the customers, the promises must be delivered 

and often in real time by the employees. From the answers we received from managers 

and employees we argue that they were all aware of this.  

 

This was also confirmed from the customer’s point of view which we interpret as that 

Liseberg is very well aware on what they are promising their customers, although they 

may not advertise those like promises. Promises about safety and quality were kept 

according to the customers, although one respondent stated that how the place looked was 

nothing that he thought about while visiting Liseberg, but instead he focused on the rides. 

But this statement was also supported by the employees whom all of them mentioned that 

Liseberg (as mentioned above) promise something for everyone and some customers may 

not be interested in things like the park or the food but are there e.g. for the music 

performances or the rides. 

 

Liseberg conducts much research on customer satisfaction (Liseberg, 2015c).  From their 

most recent report on customer satisfaction, one can read that the overall customer 

satisfaction was 94% in 2014 (Liseberg, 2014). It was evident during the interviews that 

the employees were very well aware about the customer´s satisfaction level, one of them 

said that because the customers return this must mean that they are content. Another 

employee said they consider every customer as a “life-long customer”. This is in line with 

what Grönroos talks about, when customers are content with what they have paid for i.e. 

when the companies keep their promises, the customers may become loyal customers in 

the future (Grönroos, 2009, p. 351), we believe that this is what is happening between 

Liseberg and their customers. Regarding the issue of things that could hinder Liseberg 
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from keeping their promises all of the employees agreed upon that one big issue could be 

if a specific attraction that an individual was expecting to ride was closed because one 

reason or another i.e. the employees were concerned about malfunctioning technology 

but also other external factors which they could not control such as the weather or that 

the waiting queues were too long. When employees talked about more internal factors 

that could hinder Liseberg from keeping their promises, they mentioned that the way 

employees treated the customers and the way the employees behave could ruin the 

customers experience, resulting in that the promises of a happy place with happy 

employees would not be kept. 

 

According Bitner (1995, p, 248), service relationships are built from the encounters with 

the service providers, and those encounters tests the organization´s ability to keep its 

promises. Many employees mentioned that during the recruitment process, Liseberg 

could find future employees that could deliver what was expected from them. External 

factors such as weather or technology plus internal factors such as not appropriate 

behaviour from the employees, is something that the personnel we interviewed considered 

to be a problem. According to Bitner (1995, p. 249), issues such as recruitment, training, 

use of technology in delivery, are the heart of challenges service managers face. We 

conclude that these challenges are something that the employees of Liseberg are very 

conscious about. 

 

Our empirical findings from our interviews with the employees and customers of 

Liseberg, showed that Liseberg actually did keep its promises to the customers. This was 

also something that the customers could ensure, and some customers even said that they 

had never experienced a bad day at Liseberg, this could be connected to what Bitner 

(1995, p. 248) talks about when he says that when a customer has an existing relationship 

with a firm, each encounter can contribute to the overall image the customer has of the 

organization. This could also mean that the relationship between Liseberg and its regular 

customers is now predictable, the initial problems are solved and that the customer have 

learned what to expect (Bitner, 1995, p. 249), i.e. the customer has gained a feeling of 

trust in the company (Grönroos, 2000, p. 5). Through our research, we discovered that 

Liseberg is well aware of what their customers want and actually success in keeping the 

promises they have made to them. This leads to a mutual trust and confidence between 

the customers and the company (Mitchell, 2000, p. 191).  

 

We argue that Liseberg´s brand equity is affected in a positive way when Liseberg keeps 

its promises to their customers, this is something that was very evident while asking the 

customers because their answers showed that such associations contributed to a sense of 

well-being and overall quality of life, as Bitner (1995, p. 249) claims, and because 

customers know what to expect from Liseberg, their uncertainty decreases and Liseberg´s 

brand becomes stronger which is very profitable for the company (Apéria & Back, 2004, 

p. 42). 

 

6.2 PART-TIME MARKETERS 
The second global theme we identified was part-time marketers. Every employee that 

have some kind of encounter with customers is in fact a part-time marketer (Gummesson, 

1991, p. 60), and at the same time is responsible for the establishment of relationship with 

the customers. According to Worthington and Horne (1998, p. 39) the difference between 

traditional marketing, which focuses on what you can do to the customer, the definition 

of relationship marketing focuses on what you can do for the customer.  
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During the interviews with the employees of Liseberg, it became really clear that all of 

the employees were aware of the importance and the focus that Liseberg was putting into 

the relationships with its customers. One of the employees mentioned that without the 

relationships with the customers Liseberg would not exist. Another employee said that 

the rides and the park “managed themselves” fine, and that the product that employees 

were selling was the service to the customers and the way they treated them i.e. the 

relationships. Yet another one of the employees stated that the relationship between 

customers and employees of Liseberg was like a bridge that created the ambient of 

Liseberg. Some of the employees were not even able to mention what kind of marketing 

activities that Liseberg used, but instead they said that they could guess that it was TV-

commercials or/and ads on newspapers. We consider that this kind of thinking from the 

employees of Liseberg confirms what some researchers consider to be a paradigm shift 

from the traditional marketing mix that companies used to have in the past (Berry, 1995, 

p. 237; Grönroos, 1997, p. 322).  

 

Because our main focus of our research is about how the employees, being seen as part-

time-marketers affect the brand equity of Liseberg, we asked the employees questions 

regarding their role as part-time marketers as well. One of the main themes that came up 

during the interviews was the theme the employee’s motivation and what motivated them 

to be better part-time marketers. Although reward systems could be in effective tool for 

motivation of staff in the service market (Egan, 2011, p. 181), this was something that the 

managers of Liseberg did not use, instead they gave their front-line employees freedom 

to be themselves while interacting with customers. This was something that all the 

employees could agree upon. One employee said that it would feel strange to have some 

kind of manual on how to act towards customers, but because the employees have so 

much freedom to be themselves in the encounters with customers, they felt more 

motivated and as they said more happy to be there among other happy employees. One 

employee even talked about the CEO whom he perceived as a big role model on how to 

represent the brand of Liseberg. Other employees mentioned that other employees could 

also function as role models. Employees also talked about the importance of being a part 

of the Liseberg world and that everyone should feel happy and be surrounded by happy 

employees because happy employees make happy customers, statement like those are in 

line with what was mentioned above, the satisfaction of the staff is related to customer 

satisfaction in customer oriented work (Egan, 2011, p. 181). All of the employees we 

interviewed considered their role as part-time marketers to be the most important role 

regarding the marketing and the brand image and equity of Liseberg. The employees were 

also concerned about what kind of word of mouth their behaviour towards the customers 

could generate, we argue that the respondent’s statements are in line with what 

Gummesson claims (1991, p. 60) regarding about the importance of the part-time 

marketers. 

 

Interestingly, when asked about the role that the part-time marketers have on the 

relationship with the customers, customers themselves could not say that the employees 

played that big part. Some of the respondents mentioned that as long as they did their job, 

the employees of Liseberg were not something that customers thought about, as long as 

the rides worked. The encounters that the customers have with the front-line employees 

were very short, most of the time it was during the time the customers paid for the ride 

i.e. it was only some second’s long interaction. The only time that customers could 
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mentioned that they thought about the relationships with the part-time marketers were 

when something went wrong e.g. when a ride was closed.  

 

Gummesson (1999, p. 53), talks about when employees do not have the opportunity to 

confront customers behaviour and needs, the employees may develop phantom images of 

customers. Even if we do not think that the employees of Liseberg have created phantom 

images of the customers, we argue that phantom perception of how they are perceived by 

the customers exist. This could be the case because of the fact that the encounters with 

customers are only seconds long. One of the employees mentioned that someone once 

said to him “I have a relationship with Liseberg, but Liseberg does not have a relationship 

with me”. Internally though, those relationships with customers were perceived as very 

important, although they might not have been that important from the customer's point of 

view. One of the customers said that it was important that the employees “blended in” 

into the world of Liseberg, and not stood out. 

 

6.3 SERVICE CULTURE 
The third global theme that was identified has been named service culture and includes 

different aspects such as customer treatment, expectations, how employees learn from 

each other and an organisational theme that we have chosen to call “Lisebergare”. 

 

Difficult situations that appear during a customer's’ stay at Liseberg can possibly be one 

of the aspects that affects the experience at Liseberg the most. It is apparent that the 

employees play a big role in the kind of situations where it might be tough to always keep 

the service up to par with what the customer expects. It is appreciated (by customers) if 

the employees can keep calm during these situation, and has time to explain what has 

happened or why that kind of situation appears. According to employees, that is also the 

way that they aim to do it, showing on an alignment between customers’ expectations and 

employees’ guidelines. Mosley (2007, p. 125) argue, as previously mentioned that 

managing customer experience is a complex process. This can also be seen within 

Liseberg, as there is no “right way” of delivering the service. Due to the differences 

between employees as well as differences from customer to customer, the employee needs 

to “see” the customer and get a notion for what that particular customer needs in order to 

fulfil his/hers expectations.  

 

When further discussing the customer experience, employees (both managers and front-

line) felt that the freedom in service delivery was a good thing. In accordance to Mosley’s 

(2007, p. 128) further arguments, many successful companies encourages employees to 

“act naturally”, as long as they know what the brand they represent stands for. We get the 

notion that this is the way that Liseberg creates their service deliveries as well. Of course, 

there are some guidelines in that they should always say “Hi” etc., but the most important 

factor, from what we have appreciated through the interviews conducted, is that the 

employees “own” the service they provide. This freedom is not only appreciated by the 

employees, but also by the customers coming to the park. The freedom also allows 

employees to “go the extra mile” in order to create an experience as good as possible for 

the customers, something which is appreciated by the customers. This relates to the 

research conducted by both Mosley (2007) and Berry et al (2006). Berry et al (2006, pp. 

43-44) Talks about how humanic clues can work toward fulfilling a customer’s service 

experience, and Mosley (2007, p. 132) can improve the service experience by going “the 

extra mile”. As one respondent mentioned, the employees that gives that “extra mile”, 

along with employees that gives customers a terrible service experience are the ones that 
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are remembered. Employees that contributes with good service, yet does not give that 

little extra touch, are not remembered. We get the notion that this is the case because the 

level of the service provided is high. “Bad” service stands out, and when every employee 

delivers up to customer expectations, the general appreciation of the level of service 

increases, which means that the employees delivering the “outstanding” service stands 

out even more, while it is very hard to achieve that level of service.  

 

According to Liseberg´s survey (Liseberg 2015c),  94% of customers were satisfied with 

Liseberg in its entirety, and gave them 4’s and 5’s on a scale spanning between 1-5, where 

5 was the highest.  The customer experience and treatment was also found to be important 

for the spread of word of mouth between customers. While the employees believed that 

they were important for the content of the word of mouth, it seems like that is not the 

case. Mostly, respondents were talking about the rides, how they were and how much 

people were there. 

 

When visiting Liseberg, customers do not only have expectations about the rides and the 

environment, they also have expectations about the staff. Not only are they expected to 

be nice, e.g. deliver the service in the way that customers expect, but they are also 

expected to “melt in” with the atmosphere. This further enhances the above discussed 

setting, where the “normal” employees are overseen, and possibly remain unnoticed. In 

order for this to enhance the brand equity of Liseberg, these “normal” employees need to 

increase their efforts to go the “extra mile”, in accordance with the reasoning of Mosley 

(2007). 

 

The ability deliver these services to expectations comes from learning how to do it both 

from other employees and an internal service course that Liseberg provides. While the 

service education was believed to be beneficial among the employees, they also stated 

that taking part in another service course later in their employment could help in their 

service delivery. This way, employees can, in a more confined setting than while working, 

get tips on how to deliver a better experience for the customers. This could enhance the 

experience for customers as well as give employees more confidence when meeting 

customers in the park. 

 

What was appreciated to work as a more “fine-tuning” element when educating 

employees in how to deliver a service that is as good as possible, is the seasonal 

employees that comes back to work for Liseberg. They are appreciated when teaching 

new employees in how to live up to customer expectations. Through the workplace 

education that the new employees get when learning how to operate the rides or how the 

cashier system works, employees get simultaneously educated in how to behave toward 

customers. Not only should this create a feeling of belongingness, but the employees get 

tips on how to behave during day-to-day operations as well as how to handle certain 

situations as they appear. This creates a relationship between both personnel and an 

approach toward how to act toward customers. 

 

An important factor during the day-to-day operations is the personnel’s ability to “see the 

customer”, identify its needs and as well identify which approach to take in order to make 

them appreciate the service. Families might require a more friendly approach while 

groups of teenagers might think it is more enjoyable to have an employee joke around 

with your group. Humanic clues, as described by Berry et al (2006, p. 45), relates to just 

this, among other things, and states that when evaluating a service, these clues play in on 
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how the service is evaluated. Enhancing these clues (appearance, enthusiasm etc.) can 

lead to more positive reactions to the service provided. A more positive reaction to the 

company services in turn leads to a better brand equity. The fact that there is little control 

from management and the previously mentioned freedom that the employees have when 

delivering the service also makes for a more unique service delivery from employee to 

employee: everyone has their own way of delivering the service. This can make the 

service feel more authentic, again relating to Mosley (2007, p. 128) which state that acting 

naturally plays a big part in many successful service companies. In turn, this should 

generate marketing as well: According to Gummesson (1991, p. 72-73) employees 

represent the company and act as marketers themselves. 

 

Top management can also become an inspiration for the front-line employees and not 

necessarily work as controllers. Empirical findings has revealed that top management can 

act as role models for the employees at Liseberg. This, we believe, is related to the culture 

within Liseberg, and the internal concept of the “Lisebergare”. A Lisebergare is in essence 

anyone who works at Liseberg, no matter what role you have or what you do during the 

days. Both year-round and seasonal workers are considered to be Lisebergare. The 

concept is a guideline on how to act toward each other as well as customers and is a way 

of always representing the brand Liseberg, in a good way. We believe that this concept is 

very important for the service culture within Liseberg, and it means that you do not only 

treat your customers in a respectful and nice way, but also your colleagues at work. This 

process starts early on, as early as in the early stages of the interview process at Liseberg. 

Employees state that when considering who to hire, “service-mindedness” plays a great 

part. This service-mindedness then starts to develop into the Lisebergare-concept. The 

concept can be considered to be the very foundation in the activities where relations are 

created between staff and customers, which also is what Grönroos (1995, p. 252) claims 

is the base and nature of the service business. 

 

6.4 AWARENESS 
The final global theme we discovered was awareness. It relates to how Liseberg is 

perceived by both customers and employees, both in term of how well known the brand 

is, and as well what affects its awareness. The brand of Liseberg is considered to be very 

strong. This has been shown both in the empirical data collected, as well as in data 

collected by Liseberg, which were handed to us. Liseberg is therefore considered to score 

high in both brand recognition and recall. Recognition and recall is the foundation for 

brand awareness (Percy and Rossiter, 1992, p. 265), which are important factors regarding 

how well-known a brand is. Brand awareness then affects brand equity in a positive way 

(Huang & Sarigöllü, 2012, p. 96). In the most recent brand report, conducted by an 

independent company on behalf of Liseberg, 1435 interviews were conducted, 1045 of 

the respondents came from other parts of Sweden, and the ages of the respondents were 

between 15-75 years (Liseberg, 2013). 

 

In the brand report, spontaneous knowledge (brand recall) of Liseberg was estimated to 

91% for the entirety of Sweden, and as high as 98% in Gothenburg (Liseberg, 2013). The 

closest competitor, in terms of recall, scored at 88% in Sweden and 81% in Gothenburg. 

Regarding recognition, or “assisted awareness”, as it is called in the brand report, 77% 

knew very well about Liseberg, and 20% knew partly about the company in Sweden, and 

locally, a staggering 97% knew very well about Liseberg (Liseberg, 2013). The fact that 

the customers that were interviewed also believed Liseberg to be one of the better parks 

they have been to further enhance the notion that Liseberg is a strong brand. Thus, this 
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confirms that the awareness levels of Liseberg are indeed high. Although it should be 

noticed that the company that conducted the research were employed by Liseberg, but are 

not owned by Liseberg. Having a high level of awareness is considered to be an 

antecedent of high brand equity through retention of the brand in the consumer's’ mind 

(Keller, 1993, p. 3).  

 

Liseberg also represents the city of Gothenburg in many cases. Respondents strongly 

associated Liseberg with Gothenburg and the summer, and felt that Liseberg is an 

important trademark for Gothenburg. This shows that the trademark of Liseberg goes 

beyond being a brand which is associated with only a brand, but has become a trademark 

for Gothenburg through many years of tradition, and sometimes even nostalgia. 61% of 

participants in the previously mentioned brand report connected Liseberg as a 

spontaneous association to Gothenburg (Liseberg, 2013). Further associations that 

customers have with Liseberg, are: the carousels, attractions, fun, the rabbit, Gothenburg 

(Liseberg, 2013) 

 

However, reasons for visiting Liseberg among people who had been there some time in 

their life, 41% answered the fun attractions, 37% mentioned something fun to do with the 

family, and 30% mentioned to give the children a fun experience (Liseberg, 2013). This 

can be put into relation to what the customers in our research stated, where they ranked 

the two first aspects.  

 

When asked what marketing activities Liseberg has, employees felt that the marketing 

conducted was in a sense what has become the “traditional” marketing activities by 

companies, advertising campaigns in newspapers, TV and so on. However, during further 

discussions, it appeared that it is believed that word of mouth also plays a big part when 

marketing Liseberg. Word of mouth is one of the most common forms of communication 

about a company (Berry, 2000, p. 129). In this case, most respondents found it as an 

important part of the marketing of Liseberg. The interviewed customers confirmed that 

they were in fact talking about Liseberg with their friends and acquaintances. The driver 

of the word of mouth, or what the customers that we spoke to felt that they were talking 

about with their friends concerning Liseberg, was to the most extent the rides. The 

employees does not seem to be included to a greater extent in the word of mouth. 

However, the employees of Liseberg seem to be spreading the word about Liseberg 

themselves, among their friends, as part time marketers even when they are not wearing 

their uniforms. This, we believe, can be related to the pride that employees feel about 

working at Liseberg. Whilst it cannot be directly defined as word of mouth, we also get 

the notion that these marketing efforts, although probably not considered as pure 

marketing efforts by themselves, also helps to increase the awareness of Liseberg.  

 

Since Liseberg was established in 1923, it has been a central part of Gothenburg. Being 

an amusement park, and for the time it has been an amusement park, it has a long tradition 

of serving its customers with thrills. We believe that the lineage of Liseberg and the fact 

that it has been situated in central parts of Gothenburg for more than 90 years also helps 

to create awareness about the park, through tradition. For example one customer that was 

interviewed had been going to Liseberg every year for at least 35 years.  

 

Awareness takes a central part in most brand equity models, including the models of 

Keller (1993) and Aaker (1991), which are two models that has received great attention. 

Given the fact that the brand awareness of Liseberg is considered as high, we do believe 
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that the awareness currently possessed by Liseberg throughout Sweden (as well as other 

countries) has a positive effect on the brand equity of Liseberg, in accordance to what 

Aaker (1991), Keller (1993) and Berry (2000) states. As mentioned above, factors that 

makes it possible for Liseberg to contain the awareness which they have built up is not 

entirely made up by traditional marketing activities such as advertising, but is also 

affected by word of mouth marketing between consumers, and possibly even from 

employees onto their friends and relations. 

 

However, we felt that there might be a mismatch within Liseberg regarding the marketing 

channels. Internally, the employees are seen as the core (along with customers, of course) 

of the future existence of Liseberg. Employees are viewed upon as “relation-creators”, 

and as such, very important. This is in line with the arguments that Grönroos (1995, p. 

252) carries: that relationships are the base and nature of service relationships. When 

speaking to the managers and employees, they were not viewed upon as a marketing tool 

per se, although important for the marketing. We believe that by changing this view, and 

possibly even increasing the employee's’ understanding their role as part-time marketers 

what they represent could further enhance the brand equity of Liseberg. 

 

6.5 PART-TIME MARKETERS AND BRAND EQUITY OF LISEBERG 
Based on our findings regarding our global themes, we conclude that relationships with 

customers, the way the service was delivered and the keeping of Liseberg´s promises 

were central themes throughout the interview process with the participants. From the 

interviews we conducted with the employees, we found that they considered relationships 

with customers and the way they delivered the service to the customers as something very 

important for the brand of Liseberg. Nevertheless one of our findings that we would like 

to discuss more in depth regarding our research question, is the effect that part-time 

marketers have on Liseberg´s brand equity. 

 

Marketing success is in many cases subjective and depends on the objectives that the 

organization sets for itself (Ambler, 1997, p. 283). Nevertheless an increasing brand 

equity means future profits or cash flow represented by customer’s habits and attitudes 

towards the brand (Ambler, 1997, p. 284). Through the interviews we discovered that 

some of the employees had not thought about themselves in terms of “part-time 

marketers”. However, they all could agree upon that they played a big role, if not the 

biggest role in enhancing Liseberg brand equity. Managers that participated in our study 

claimed that the role of the front-line employees as part-time marketers was crucial 

because management could give directives on certain things to the employees, 

management could even decide on different marketing campaigns, but if the front-line 

employees who are the ones that interact with the customers on a daily basis would fail 

to deliver Liseberg´s vision, everything would just fall apart. These findings tell us that 

the front-line employees of Liseberg understand their marketing role.  

 

Gummesson (1991, p. 61) asks how managers handle the part-time marketers when and 

if they understand their marketing role. Through our study we discovered that managers 

of Liseberg were well aware of the marketing role the front-line employees played. They 

saw the front-line employees as part-time marketers that played the biggest role 

representing Liseberg. We discovered that employees of Liseberg who met customers on 

a daily basis did not have any manual with rules to act after, but instead there were given 

plenty of freedom to be themselves as much as possible during the encounters with 

customers. Front-line employees confirmed that they were given much freedom to act 
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towards the customers in a way that felt most natural for themselves. Managers stated that 

they wanted their staff to be happy, and wanted Liseberg to be the best workplace in 

Sweden, with happy employees because happy employees create happy customers. 

 

When we asked the customers on how they perceived the employees of Liseberg, the 

answers varied, but we discovered that overall, the customer did not really think about 

the employees in terms of their role as part-time marketers. We argue that statements like 

1) as long as things run smoothly, or 2) the employees must blend in, and 3) you never 

remember the employees until something extraordinary happens when you have to deal 

with them for a longer period of time, show that even if customers did not consider the 

front-line employees to play a big part of their experience at Liseberg, but expected them 

to act in way that they became sort of invisible to them.  

 

We conclude that the data provided by Liseberg and the answers we got from our 

respondents, show that front-line employees in terms of part-time marketers have an 

important role in enhancing the brand equity of Liseberg, and that both management and 

front-line employees share the same opinion regarding the marketing role they play. Thus 

our findings are consistent with Gummesson´s study (1991), which emphasises the crucial 

role of the part-time marketers. Our discovery is the one that part-time marketers of 

Liseberg reinforce and enhance Liseberg´s brand equity by blending in, and making sure 

that things run smoothly so that the customers of Liseberg may get their expectations of 

the Liseberg world and experience matched, as well as living up to customer’s 

expectations of what Liseberg is all about, but at the same time making a possibility for 

a unique experience. 
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7. CONCLUSIONS AND RECCOMENDATIONS 
In this chapter we aim to answer our research question. We will also provide the reader 

with our general conclusions regarding our research question and purpose of our study. 

Furthermore, we will present our theoretical contribution as well as practical 

recommendations for Liseberg regarding how to enhance their brand equity by focusing 

on the part-time marketers. The limitations that we have encountered in our study will 

also be presented in this chapter as well as our suggestions for future research in this 

area. At the end of this chapter, truth criteria will be discussed.  

 

7.1 GENERAL CONCLUSIONS 

The purpose of this thesis was to gain deeper understanding about the kind of role that 

part-time markets have in the enhancement of Liseberg´s brand equity. In order to fulfil 

this purpose, a qualitative study including both employees and customers of the park was 

conducted, where it was explored how the role of part-time in enhancing Liseberg´s brand 

equity was perceived by customers, managers and employees of Liseberg. Furthermore, 

data regarding the brand equity and customer surveys, provided by Liseberg, were 

examined. By using these sets of data, we were able to answer our research question: 

 

What kind of role does part-time marketers have in enhancing the brand equity of 

an amusement park? 

 

The role that the front-line employees have as part-time marketers in Liseberg was 

perceived to be very important by the managers and front-line employees. The customers 

of Liseberg perceived that front-line employees represented the company the whole time 

during their visit to the park. Regarding the influence of these part-time marketers on the 

amusement park of Liseberg´s brand equity, both the front-line employees and managers 

consider it to be the most important part of Liseberg´s marketing activities. Customers 

agreed upon that part-time marketers indeed have some kind of influence on the park´s 

brand equity, although they consider other things to be of higher importance to the 

enhancement of the brand e.g. the particular attractions and activities in the park. Even if 

some customers mentioned that employees could either make their visit a good one or a 

bad one with their way of treating the customers, they all agreed upon that such a thing 

would not change the overall perception of the brand of Liseberg, because Liseberg 

represented something much bigger for the customers we interviewed. Through our study 

we discovered that nostalgia and proudness of the park being a part of Gothenburg were 

things that mattered even more. 

 

The findings from our study and the material provided by Liseberg shows that the brand 

equity of Liseberg is considered to be strong. This is created through a high brand 

awareness throughout Sweden, among other factors. This strong brand awareness is not 

only created by the traditional marketing activities that Liseberg uses, but also through 

word of mouth and the long tradition that Liseberg has. The word of mouth spread is not 

only spread by consumers, but also by the employees onto their friends and others. Thus, 

the employees does not only have the role as part-time marketers while working at 

Liseberg, but our research implies that employees continue to market Liseberg while not 

wearing the uniform as well.  

 

The promises that Liseberg makes to its customers are perceived to be kept by both 

customers and employees. The promises made are also consistent with the customers’ 

expectations Liseberg. This leads to that visitors of the park are satisfied with their stay. 
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Satisfied customer’s return, which creates customer retention for Liseberg. By conducting 

marketing research, Liseberg gets a clear picture on whether or not the customers were 

content with the service provided, but also what they need to change. To consider every 

customer as a “life-long” customer also shows the level of commitment to retain 

customers from Liseberg’s part.  

 

Creating these relationships and keeping the promises that the company has made towards 

its customers builds expectations towards the company. Those expectations are being met 

when the company keeps its promises. This creates a notion of predictability which builds 

trust between Liseberg and its customers. 

 

In Liseberg’s case, we argue that this trust and predictability enhances the brand equity. 

We also argue that this predictability does not impair the unique experience that Liseberg 

wants to create for each customer, but that the consumers know what kind of service they 

will receive: they just do not know how. Having a feeling that you know what kind of 

service to expect and will receive, enhances the brand in the consumer’s mind. As shown 

in the analysis and discussion, there is mutual trust between Liseberg and their customers, 

which implies that this should be the case. 

 

From our findings we can conclude that the concept of “Lisebergare” gives employees 

(both management and front-line) a good sense of what the brand is about, and what 

values it has. The freedom given to the employees in service delivery also makes way for 

creating a unique experience for the customers. This freedom in the service delivery is 

not only appreciated by the managers and employees, but also by the customers. It is 

perceived that the freedom in service delivery allows the employees of Liseberg to 

become a part of the atmosphere of Liseberg, which positively affects the customers of 

Liseberg.  

 

Furthermore, we found that part-time marketers play a big role in enhancing the brand 

equity of Liseberg, but at the same time they can also lower or weaken the brand equity 

of the park. This means that part-time marketers can have a positive but also a negative 

influence on the brand equity of Liseberg. Nevertheless, we argue that by allowing the 

front-line employees to have freedom in their service delivery, they are also motivated to 

create unique experiences for the customers of Liseberg. This motivation to create a good 

experience for everyone in turn leads to customer retention through customer satisfaction, 

which in turn leads to a stronger brand equity for Liseberg. It should also be mentioned 

that while part-time marketers can influence the brand equity of Liseberg, they are not 

the only factor in the establishment of the brand equity.  

 

7.2 THEORETICAL CONTRIBUTIONS 
We have been able to study what kind of role that the part-time marketers have in the 

enhancing of the brand equity of a theme park. Furthermore we have also been able to 

examine how the role of the part-time marketers is perceived by both customers and 

employees. Our qualitative study made it possible for us to examine these parts in a way 

that to our knowledge, has not been done before.  

 

We argue that previous studies on relationship marketing, regarding the concepts of 

marketing as promises and part-time marketers such as the one conducted by Grönroos 

(1999) as well as by Gummesson (1991), can be used to explain the role of the part-time 

marketers in the service industry. Furthermore, previous research on relationship 
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marketing has also focused on how much brand equity is explained by trust Ambler 

(1997), or in the affect that relationship marketing has on customer’s satisfaction and 

loyalty (Leverin & Liljander, 2006). According to these studies, relationship with 

customers, and the keeping of promises with the help of part-time marketers, creates 

loyalty, commitment and trust, which according to previous studies (Berry, 2000; Aaker, 

1991) are products of a strong brand equity as well. Nevertheless, we have not been able 

to find any research on the kind of role that part-time marketers might have on the 

enhancement of the brand equity of an amusement park, and especially not on 

municipality owned amusement parks.  

 

We found that there was a lack of research on this area and we believe that we have 

contributed with a more in-depth understanding in the field of brand equity in the 

amusement park industry with our semi-structured interviews of managers, employees 

and customers of such a theme park. We were also able to conclude what kind of role the 

part-time marketers have in enhancing the brand equity of a theme park. By conducting 

those semi-structured interviews with those three different groups of a theme park´s 

stakeholders, we could compare their different views and opinions in the subject. 

Furthermore, we have not been able to find that such a qualitative study has been 

conducted before.  

 

7.3 MANAGERIAL IMPLICATIONS  
Regarding the contribution of managerial implications as a result of this study, we 

considered it to be of importance to remember the purpose it, i.e. to gain a deeper 

understanding about the kind of role that front-line employees considered as part-time 

marketers, might have in the enhancement of Liseberg´s brand equity.  

 

Based on our findings, one managerial implication can be made: Freedom. From what we 

found in our empirical study, the freedom of enactment while working was one of the 

factors that employees and customers appreciated the most. We argue that this is one 

important factor for why the employees of Liseberg seem to be appreciated by the 

customers when asked about the service delivery of the theme park. Relationship 

marketing needs to be strong in order to achieve a great service culture. Therefore we 

argue that this will lead to that front-line employees will be perceived as “living” the 

brand. On the other hand, if relationship marketing is weak, we believe that by just giving 

employees freedom in their service delivery, could result in the employees doing “what 

they want to do”, instead of focusing on how to please the customers and establishing 

relationships with them.  

 

Empowering employees with this “freedom” will enable them to personalize the service 

given. This could lead to a unique service. It is however important that the employees 

know what the brand stands for in order to maintain that brand image toward consumers. 

Empowering employees in this way, yet making sure that they know what and how they 

are supposed to convey the brand, could make for front-line employees having a more 

prominent role in the form of part-time marketers, which in turn can make for a stronger 

brand.  

 

It is also important that the company knows what promises that they make toward their 

consumers. If these promises are not kept, customer expectations will not be met, and if 

these customer expectations are not met, the company most likely cannot satisfy 
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customers. Thus, the company’s brand will most likely have a weaker brand equity than 

a company which can deliver up to par with customer expectations.  

 

Creating a strong relationship marketing culture within a company may also improve the 

way that the company is marketed by its employees when outside the work environment. 

As seen in the case of Liseberg, employees continue to market Liseberg even when “out 

of uniform”, thus increasing awareness and knowledge of the brand. 

 

7.4 PRACTICAL RECOMMENDATIONS FOR LISEBERG 
While we did not write on commission for Liseberg per se, we feel that making a few 

practical recommendations to Liseberg is in order. This degree project does after all have 

its basis in the operations of Liseberg, and the company has allowed us to take part of 

their information, and has been involved through interviews with full-time managers as 

well as employees.  

 

The first suggestion that we would like to emphasise is for Liseberg to create “follow-up” 

service courses for the employees, perhaps in a form of seminars. This would give 

employees an opportunity to share their experiences with difficult situations, customers 

and other aspects that employees feel can benefit them in day-to-day operations.  

 

As we discovered in the analysis and through the interviews conducted, front-line 

employees in the form of part-time marketers does not seem to be viewed upon as just 

that. Giving the front-line employees a clearer view on the fact that they, on every 

encounter, represent the brand Liseberg could perhaps narrow the gap between marketing 

activities and part-time marketers. We do not recommend that this should impair the 

employee's’ freedom in service delivery, but making them realise that they in fact are 

part-time marketers, can work as a motivator towards increased marketing activities by 

employees. This also means that Liseberg could use a stronger relationship marketing 

programme. Through stronger relationship marketing activities, the brand values of 

Liseberg may take a greater part in the daily operations, without impairing the freedom 

of the service delivery of the front-line employees.  

 

Living up to expectations has been a big theme within this thesis. While it is hard for a 

company such as Liseberg to live up to every customer’s expectations, we argue that it is 

of great importance that front-line employees should know what kinds of expectations the 

customers have. These expectations are created by the promises Liseberg makes. Unless 

fulfilled, the service experience will not be considered as adequate, and Liseberg as a 

brand might get weaker in the mind of the consumers. Thus, providing employees with a 

clear view of what kinds of expectations customers have about Liseberg could improve 

the accuracy of the service they provided to customers. 

 

7.5 LIMITATIONS AND FUTURE RESEARCH 
One limitation that we encountered was in the data that was collected. While both 

employees and customers were interviewed, and data was acquired from Liseberg, we 

feel that this study would have benefitted from conducting a quantitative study towards 

the customers. From the study we conducted, we were able to compliment the thoughts 

and perceptions of the customers with the data we received. However, the data acquired 

from Liseberg was not made for the same purpose that we possess, and conducting a 

quantitative study towards the customer would improve the fit for the research. While the 
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data that we collected through qualitative interviews was by no means insufficient for this 

particular study, results on a wider scope may be attainable.  

 

Another limitation within this work is the fact that the interviewed customers all come 

from Gothenburg. This affects the study in a way that we get the perceptions from local 

persons, which might have a biased view on Liseberg. Again however, the data received 

from Liseberg spans over the entirety of Sweden, and possibly the Nordic area. To address 

this, future studies should not only conduct quantitative studies from the customers’ 

perspectives, but also attempt to gather respondents from other parts of Sweden and 

possibly even other countries. This would make way for a broader study, which could 

show views on what people from different parts of Sweden appreciate or what could be 

better for Liseberg. 

 

As for future research, many of the employees mentioned the strong service culture which 

exists in Liseberg. It would be interesting to see what the antecedents of this strong service 

culture is, how they appeared and how they are maintained within Liseberg, or any other 

strong service culture. Extending this type of research would also be interesting, to 

explore whether or not this is a phenomena typical for the amusement park industry or if 

the results could be replicated in other parts of the service sector.  

 

7.6 TRUTH CRITERIA 
When establishing the quality of research, validity and reliability are two criteria 

(Bryman, 2011, p. 351). Reliability and validity does however differ between qualitative 

and quantitative research (Bryman, 2011, p. 352). Reliability concerns the replicability of 

the research (LeCompte & Goetz, 1982, p. 32), and is divided into external and internal 

reliability (Bryman, 2011, p. 352). Validity concerns whether or not what was intended 

to research was actually researched, and is split in Internal and external validity (Bryman, 

2011, p. 352).  

 

External reliability regards the extent to which a study can be replicated (Bryman, 2011, 

p. 352). In most circumstances, this is difficult to manage when conducting qualitative 

research (Bryman, 2011, p. 352). We believe that this work is replicable in other settings 

because of the nature of the research. One aspect that can create problems however is 

whether or not researchers can gain access to managers and employees and their thoughts. 

Another aspect that should also be taken into consideration regarding reliability is the fact 

that follow-up questions were asked during the interviews, which may have affected the 

result of the study. 

 

Internal reliability considers whether the researchers are in agreement regarding how the 

researchers interpret the information gathered in the research (Bryman, 2011, p. 352). 

Crucial to internal reliability is interrater or interobserver reliability (LeCompte & Goetz, 

1982, p. 41). Interrater reliability aims to explain whether or not the views of multiple 

observants are congruent enough, in order to be able to arrive at the same conclusions 

about the phenomena at hand (LeCompte & Goetz, 1982, p. 41). Regarding internal 

reliability or interrater reliability, we believe that the requirements necessary are met. The 

two of us have consistently discussed what viewpoints we have had, as well as how to 

interpret the results gotten from the study.  

 

Internal validity means that there should be conformity between the researchers’ 

observations and the theoretical ideas and contributions which are developed, in other 



  

61 

 

words whether or not what is intended to be measured is actually measured (LeCompte 

& Goetz, 1982, p. 43). According to LeCompte and Goetz (1982, p. 43) internal validity 

tends to be one of the strengths with qualitative studies. Because of the nature of this 

study, and the semi-structured forms of interview guides that were used during the 

interviews, we argue that in our case, the internal validity is strong. Because of the 

possibility to state follow-up questions during the interviews, we argue that what we 

intended to measure was in fact measured.  

 

External validity regards to what extent the study can be generalized in other settings 

(LeCompte & Goetz, 1982, p. 43). This can in many cases set problems for qualitative 

researchers, since it is most often hard to replicate the social settings in which the research 

was conducted (LeCompte & Goetz, 1982, p. 43). Because of the fact that the sampling 

conducted within this study was purposive, and as well the special context of this degree 

project, we argue that the external validity could perhaps be weak. However, we do 

believe that conducting similar research in other settings can bring results which are the 

same as the ones we have gotten, but that it can be difficult to claim that the results of this 

degree project are generalizable for every company and every context. 
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APPENDIX 1 
 

Interview guide for managers and front-line employees: 

 

Background questions: 
1. What position do you have in Liseberg? 

2. How long have you been working at Liseberg? 

3. How long have you had this position at Liseberg? 

 

Theme: Marketing as promises  
1. What kind of promises does Liseberg make to their customers?  

2. In your opinion what kind of expectations do customers have about their visit to 

Liseberg? 

3. What do you think could hinder Liseberg to fulfill made promises and 

expectations to customers? 

 

Theme: Relationship marketing  
1. How would you describe the relationship that customers have with Liseberg? 

2. Why are established relationships with customers important for Liseberg? 

3. How does Liseberg work with creating relationships between customers and 

employees? 

 

Theme: Part-time marketers  
1. What kind of role do front-line employees have in delivering promises made by 

Liseberg?  

2. How does Liseberg work with training employees to represent Liseberg on every 

encounter with customers? 

3. How are employees motivated to make the best marketing of Liseberg on every 

encounter? 

4. Does Liseberg control whether this is made? How? 

 

Theme: Brand equity  
1. What marketing activities do you have? 

2. How do you appreciate the value/status of the brand Liseberg? 

3. Do you think that, generally, consumers has a good view on the brand of 

Liseberg? 

4. Do you think that the staff, in terms of part-time marketers, have any impact on 

the brand of Liseberg? How?  

 

Theme: Awareness  
1. How do you believe consumers perceive Liseberg, in relation to other 

amusement parks?  

2. Do you believe that this is affected by the employees of Liseberg? 

3. What associations do you believe are most important with Liseberg? 

 

Theme: Brand Meaning  
1. What do you believe is most influential on the customer´s experience? 

2. Do you believe customer experience is influenced by the staff? 
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3. How do you believe the employees way of handling difficult situations affect the 

customer experience? 

4. Do you believe that the staff (part-time marketers) have any effect on what kind 

of word-of-mouth is spread between consumers? 

 

Interview guide for customers: 

 
Background questions: 
1. Number of years visiting Liseberg? 

2. Number of visits per year? 

 

Theme: Brand equity 
1. If you think about Liseberg as a brand, could you please explain what this brand 

stands for? 

2. In your opinion, what kind of brand value does Liseberg have? Would you consider it 

to be high or low? Why? 

3: Do you think that the front-line employees have any impact on the brand of Liseberg? 

How? 

 

Theme: Awareness 

1. How do you perceive the brand of Liseberg, in relation to other amusement parks? 

2. What are the main associations that you have about Liseberg? 

3. In your opinion, how do the front-line employees affect your perceptions about 

Liseberg? 

 

Theme: Brand meaning 
1. Please describe your experience during your recent visit to Liseberg? 

2. What kind of influence did the front-line employees have on your customer 

experience? 

3. In your opinion, does the employees “way of handling” difficult situations affect the 

customer experience? How? 

 

Theme: Marketing as promises 
1. In your opinion, what kind of promises does Liseberg make to customers? 

2. What kind of expectations did you have about your recent visit to Liseberg? 

3. What do you think could hinder Liseberg to fulfill made promises and expectations of 

customers? 

 

Theme: Relationship Marketing 

1. How would you describe your relationship with Liseberg? 

2. Do you perceive that relationships with customers are important for Liseberg? Why? 

3. How could Liseberg facilitate relationships between visitors and employees? 

 

Theme: Part-time marketers 
1. In your opinion, what kind of role do the front-line employees have in delivering 

promises made by Liseberg? 

2. Do you perceive that employees are motivated to make the best marketing of 

Liseberg on every encounter? Why? 
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Interview guide for managers and front-line employees (Swedish 

version): 

 

Bakgrundsfrågor: 
1. Vilken position har du på Liseberg? 

2. Hur länge har du jobbat på Liseberg? 

3. Hur länge har du haft den här positionen på Liseberg? 

 

Tema: Marketing as promises (marknadsföring som löften) 
1. Vilken typ av löften ger Liseberg till sina kunder? 

2. Enligt din åsikt vilken typ av förväntningar har kunder om sitt besök till Liseberg? 

3. Vad tror du skulle kunna hindra Liseberg att uppfylla de löften som de gett samt 

förväntningar till kunderna? 

 

Tema: Relationship marketing (relationsmarknadsföring) 
1. Hur skulle du beskriva relationen som kunderna har med Liseberg? 

2. Varför är de etablerade relationer med kunderna viktiga för Liseberg? 

3. Hur jobbar Liseberg med att skapa relationer mellan kunder och anställda? 

 

Tema: Part-time marketers (deltids marknadsförare) 
1. Vilken roll har ”frontlinje anställda” när det gäller att leverera/hålla löftena som 

Liseberg gett? 

2. Hur jobbar Liseberg när det gäller att utbilda sina anställda i att representera Liseberg 

under varje möte med kunderna? 

3. Hur/på vilket sätt är de anställda motiverade att utföra den bästa marknadsföringen av 

Liseberg under varje kundmöte? 

4. Har Liseberg någon sorts kontroll om hur detta görs? Hur? 

 

Tema: Brand Equity (varumärkes värde) 
1. Vilka marknadsföringsaktiviteter har du? 

2. Hur uppskattar du värdet/statuset av varumärket Liseberg? 

3. Anser du generellt, att kunderna en god uppfattning om varumärket Liseberg? 

4. Tror du att personalen, i termer av deltids marknadsförare, har någon inverkan på 

varumärket Liseberg? Hur? 

 

Tema: Awareness (medvetenhet) 
1. Hur tror du konsumenterna uppfattar Liseberg, i jämförelse med andra nöjesparker? 

2. Tror du att detta påverkas av de anställda på Liseberg? 

3. Vilka associationer tror du är de viktigaste med Liseberg? 

 

Tema: Brand Meaning 
1. Vad tror du är mest inflytelserik när det gäller kundernas upplevelse? 

2. Tror du kundupplevelsen påverkas av personalen? 

3. Hur tror du att anställda sätt att hantera svåra situationer påverkar kundens 

upplevelse? 

4. Tror du att personalen (part-time marketers) ha någon inverkan på vilken typ av 

”word-of-mouth” sprids mellan konsumenter? 
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Interview guide for customers (Swedish version): 
 
Bakgrundsfrågor: 
1. Antal år som du besökt Liseberg? 

2. Antal besök per år? 

 

Tema: Brand Equity (varumärkes värde) 
1. Om du tänker på Liseberg som ett varumärke, kan du förklara vad detta märke står 

för? 

2. Enligt din åsikt, vilken typ av varumärkes värde har Liseberg? Anser du värdet är 

högt eller lågt? Varför? 

3: Tror du att ”frontlinje anställda” har någon inverkan på Lisebergs varumärke? Hur? 

 

Tema: Awareness (medvetenhet) 
1. Hur uppfattar du varumärket Liseberg, i förhållande till andra nöjesparker? 

2. Vilka är de viktigaste associationer du har till Liseberg? 

3. Enligt din åsikt, hur påverkar ”frontlinje anställda” din uppfattning om Liseberg? 

 

Tema: Brand Meaning 
1. Beskriv din upplevelse under ditt senaste besök till Liseberg? 

2. Vilken typ av påverkan hade ”frontlinje anställda” på din kundupplevelse? 

3. Enligt din åsikt, kan de anställdas sätt att hantera svåra situationer påverka 

kundupplevelsen? Hur? 

 

Tema: Marketing as promises (marknadsföring som löften) 
1. Enligt din åsikt, vilken typ av löften ger Liseberg till sina kunder? 

2. Vilken typ av förväntningar hade du om ditt senaste besök till Liseberg? 

3. Vad tror du skulle kunna hindra Liseberg från att uppfylla sina löften och 

förväntningarna som kunderna har? 

 

Tema: Relationship marketing (relationsmarknadsföring) 
1. Hur skulle du beskriva din relation med Liseberg? 

2. Uppfattar du att relationer med kunderna är viktiga för Liseberg? Varför? 

3. Hur kan Liseberg underlätta relationerna mellan besökare och anställda? 

 

Tema: Part-time marketers (deltids marknadsförare) 

1. Enligt din åsikt, vilken typ av roll har ”frontlinje anställda” när det gäller att 

leverera/hålla Lisebergs löften? 

2. Uppfattar du att de anställda är motiverade att göra den bästa marknadsföringen av 

Liseberg under varje kundmöte? Varför? 
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APPENDIX 2 
 

Global theme: Promises 

Organizational theme - Rides 
Basic theme: 

 Rides attract customers 

 Important to keep up to standards 

 High quality and safety 

 Creates expectations 

 Creates word of mouth 

 

Organisational theme - Happiness 
Basic theme: 

 Happy employees makes happy customers 

 Pleasant atmosphere 

 Promises of joy 

 Expectations of happiness 

 A place for fun 

 

Global theme: Awareness 

Organisational theme  - Word of mouth 
 Rides create WOM 

 Employees create WOM 

 Customers create WOM 

 WOM is affected by the staff, in different ways 

 

Organisational theme - High awareness 
 Liseberg is a strong brand 

 Liseberg is a destination to travel to 

 Awareness is created through tradition 

 Liseberg is important for people living in Gothenburg 

 Liseberg is important for Gothenburg 

 

Organisational theme - Marketing 
 Traditional marketing channels 

 PTM’s not seen as a marketing channel 

 

Global theme: Part-time marketers 

Organisational theme - Motivation 
 Freedom in service delivery means motivates employees to be more creative 

 Higher motivation leads to happier customers 

 Happier customers leads to increased WOM 

 Increased WOM leads to higher awareness 

 

Organisational: Front-line employees 
 Important for marketing 

 Important for the brand of Liseberg 

 Important for the customers expectations 

 Creates awareness 
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 important to deliver to expectations 

  

Organisational theme - Relationships 

 Relationships between guests and employees are seen as important internally 

 Relationships last for a very long time 

 Relationships create retention of customers 

 Nostalgia from customers 

 Creates expectations 

 “The little things” 

 

Organisational theme - Brand impact 
 PTM’s considered to have great impact on the appreciation of the brand 

 Personifies Liseberg 

 Impressions are important for customers 

 

Global theme - Service culture 

Organisational theme - Customer treatment 
 How hard situations are handled 

 Important during difficult situations 

 Important for customers experience 

 Important for WOM 

 Freedom in how the employees deliver service 

 

Organisational theme - Expectations 
 Employees are expected to act in certain ways 

 Expectations that they “melt in” with the atmosphere 

 “Normal” employees tend to “disappear” 

 

Organisational theme - Learning 
 Employees that are coming back helps new employees to learn how to deliver 

service 

 Learning how to “see the guest” plays a big part 

 Top management can also become an inspiration for front-line employees 

 Service education 

 Little control by management makes for a unique service from employee to 

employee 

 

Organisational theme - “Lisebergare” 
 Important for the service culture 

 A “guideline” for how to act 

 A way of always representing Liseberg 

 Starts early on, already in the interview process 

 Employees inspire each other 
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