
 

Master Thesis  
Spring 2013 

 

Kristianstad University College 
Master Programme in International Business and Marketing 

 
 
 

 
 

 
 

Can a sports team create love for a City? 
A case study of place attachment from a resident perspective 

 
 

 

 
Author: 

Merima Hadžimešić 

Amanda Oxwall 

 
Supervisor: 

Lisa Källström 
 

Examiner: 
Håkan Pihl 

 
Date: 

2013-06-02 

 

 



2 
 

Acknowledgments 

 
This master thesis is the final task after four years of studying at Kristianstad University. 

Writing this thesis has been challenging, but also inspiring and instructive in many different 

ways. We would like to thank our supervisor Lisa Källström, for the great support and help 

trough the whole process. Her ideas and the discussions have been very interesting and 

helpful in our writing. Without Lisa’s good support, the dissertation would not have been 

possible.  

 

 

Kristianstad, 2013 

 

Merima Hadžimešić   Amanda Oxwall  

 

__________________________  __________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



3 
 

Abstract 
 

Purpose – The study theoretically examine if satisfaction of a sports team can create place 

attachment to a city from a residents’ perspective. It empirically tests if this theory can be 

applied in reality through a case study of a handball team IFK Kristianstad, and Kristianstad 

city. 

 

Design/methodology/approach –A deductive approach that was based on theoretical insights 

from place attachment, satisfaction and service quality. A quantitative study was conducted 

on spectators in Kristianstad Arena. 

 

Findings – The paper reveals that high service quality leads to high satisfaction among 

spectators, which creates place attachment to Kristianstad. The results proved that residents of 

Kristianstad are more place attached to the city than people living elsewhere. 

 

Originality/value – The value of our paper is a new insight of place attachment from a 

resident’s perspective. The paper highlights that satisfaction of a sports team actually can 

create place attachment to a city. 

 

Research implications – There are many variables that are important when exploring 

residents’ satisfaction and place attachment, several of them may be education, healthcare, 

entertainment and variety in a city. By studying the different variables it is possible to receive 

a larger perspective from residents’ point of views. Additionally, the study could be applied in 

a larger context where the target group is the whole population of a city. 

 

Practical implications –The practical contribution might be valuable information for IFK 

Kristianstad about the spectators of the team; among other, the information demonstrates that 

the team is valuable for the city. Since the handball team is of importance for both the city 

and its residents, this information might be useful when marketing Kristianstad city in the 

future.  

Paper type - Research paper. 

Keywords - Place marketing, Place attachment, Satisfaction, Service quality, Sports team, 

Residents. 
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Introduction 

In a globalized world where all alternatives are many, competition is high and customer 

expectations increase, it becomes more difficult for cities to be noticed (Middleton et al., 

2009; Pike, 2004). According to Pike (2004) a place’s name by itself is not distinctive 

enough; it is, therefore, important for cities to find what is unique about them and explore 

their advantages in order to differentiate themselves against other cities (Moilanen & 

Rainisto, 2009). In order to develop their uniqueness, cities work with marketing and 

strategies, which are included in the concept of place marketing. One difficulty with place 

marketing is to fulfill the different expectations that people have. It is evident for cities to 

meet the expectations of new visitors but it is also important to obtain satisfied residents 

(Middleton, et al., 2009; Pike, 2004; Soteriades, 2012). Different segments that the society 

wants to attract are investors and firms, tourist revenues, current residents and new residents 

(Kotler et al., 2002). Further, there are various factors that may affect what makes residents 

satisfied with a city. Insch and Florek (2010) mention different factors that are important in 

order to create satisfied residents. Work, culture, shopping, nature and sports are several 

factors that might create place satisfaction.  

This study is based on Kristianstad city, located in south of Sweden, where the interest of 

handball is more popular compared to other parts of the country. Kristianstad city has around 

35,000 inhabitants living in the central part of Kristianstad and over 80 000 people living in 

the municipality of Kristianstad. The city has many different areas that are aimed to reflect the 

destination: shopping, history, food, nature, events and sports (Kristianstad, 2013). The city 

has its own handball team called IFK Kristianstad, which further has its own home arena, 

Kristianstad Arena. The arena was built in October 2010 and has an audience capacity of 

approximately 4 800 spectators (IFK Kristianstad, 2013). Handball has in the last years 

become more highlighted in Kristianstad and three different aspects could explain this. First, 

because of the city’s successful handball team IFK Kristianstad; second, because of the new 

arena that makes it more entertaining for spectators to watch handball and finally, because the 

city hosted the Handball World Cup in 2011 (HUI Research, 2011). IFK Kristianstad plays in 

the highest division in Sweden called Elitserien and has the largest average audience during 

handball games. During the autumn season of 2012/2013, the average audience in 

Kristianstad reached 3926 spectators. Consequently, IFK Kristianstad almost had twice as 

many spectators during their games compared to other teams (Idrottonline, 2013). This 

comparison is an evidence of the large popularity and significance of IFK Kristianstad and the 
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high level of the supporters’ loyalty to the team. A reason behind the large number of 

spectators in Kristianstad could be explained by IFK’s success; they have been positioned on 

second place two years in a row in the Swedish championship (IFK Kristianstad, 2013), 

which we believe receive more attention since it is distinguishing for a small city like 

Kristianstad. 

In order for IFK Kristianstad to keep obtaining this popularity around the handball games they 

have to keep satisfying the spectators. In addition, research shows that there is a link between 

satisfaction and people becoming attached to places. Scholars state that when people become 

satisfied with the overall quality of a place and arrangements, they also become more attached 

to that place (Hwang et al., 2005). Moreover, expectations and demands on intangible aspects 

become more important for a city’s residents when basic needs already are satisfied (Azevedo 

et al., 2013). The demands can for example be cultural or sports activities such as shopping in 

galleries or watching sports in an arena (Insch & Florek, 2010).Consequently, it is important 

that residents feel satisfied with different factors a city offers, therefore, we can state that IFK 

Kristianstad is an important part of what the city Kristianstad has to offer in order to make 

residents satisfied. However, most previous research within the field is done within 

destination and place marketing where visitors’ and tourists’ perspectives are studied. This 

leaves a gap in the literature and develops a growing interest on focusing on investigating 

residents’ perspective. Therefore, we choose to apply the research question: 

Does spectators' satisfaction with IFK Kristianstad positively affect their place attachment to 

Kristianstad city? 

There are many different factors behind the strategy of our study; first, it is interesting to 

understand the connection between sports events and places since events play an important 

role for people living in the city. Second, most of all published journal papers within the field 

consist of quantitative case studies (Lucarelli & Berg, 2011); therefore, we believe it would be 

the most appropriate method to apply to our study. A third reason is that most previous 

research within destination and place marketing focuses on the aspect from the tourists’ 

perspective (Insch & Florek, 2010; Hwang et al., 2005; Alexandris et al., 2006). Yet, since a 

city’s development is dependent on maintaining current residents we will focus on the 

residents’ perspective. Finally, a fourth reason isbecause of the phenomena of the large 

number of spectators attending IFK Kristianstad’s handball games. The audience number in 

Kristianstad compared with other cities shows that there is a huge overall interest of the team. 
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Literature review 

In recent years have destination and place marketingbecome popular among cities. The two 

concepts are similar, however, they differ since their objectives are different. Destination 

marketing focuses on attracting both visitors and tourists (Pike, 2004) while place marketing 

concentrates to make the city attractive for everyone (Insch & Florek, 2010). The intention of 

place marketing is to attract investors, companies and maintaining current residents (Zenkeret 

al.,2010; Insch & Florek, 2010). According to Zenker et al. (2010) place marketers often 

believe that a city brand is a completely controllable communication tool, however, the 

perception of a brand differs significantly since diverse target groups have different interests 

and perspectives. In Kristianstad’s case, the handball team IFK Kristianstad is an important 

part of the city, which has obtained a lot of attention in the city.The team is not included in 

Kristianstad city’s brand; thus, it still plays an important role. Normally when cities work with 

place marketing they also develop a place brand. Kotler and Armstrong (2012) define the 

concept brand with a name, symbol or design, or a combination of these mentioned features 

that can be associated with a product. For a place brand to become stronger and more easily 

recognized, it is necessary for the brand to be associated with concrete and real assets that a 

city has to offer (Andersson & Wilhemsson, 2012).Since we believe that many residents in 

Kristianstad are supporters of IFK that have a big interest in handball, Kristianstad could be 

associated as a handball city. This could lead to additional attention and awareness among 

both citizens and visitors in the city. Similar to brand, another concept within place marketing 

is place image, which is defined as the experience that people have of a place (Tasci & Kozak, 

2006). A strong place image of a place brand affects its success and the stronger image a 

brand has, the stronger it becomes (ibid). Consequently, it is assumed that if Kristianstad’s 

residents obtain positive experience during their appearance in the city, their image of 

Kristianstad will become more positive and stronger. This might further lead to a concept 

called place attachment, which refers to the sense of a place and includes both symbolic and 

emotional expressions (Hwang et al., 2005).  

 

According to Williams et al. (1992) and Moore and Graefe (1994), place attachment consists 

of the two dimensions: place identity and place dependence. The first dimension, place 

identity, is defined as “a person’s emotional connection as a process of environmental self-

regulation”. The second dimension, place dependence, is described as a person’s assessment 

of a specific place; it includes the awareness of its uniqueness combined with other forms of 

functionality. Further, the uniqueness and functionality can together meet the needs and goals 
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of a person (Williams et al., 1992). Place attachment has been studied in different contexts 

and three articles mainly inspired this study. The first article written by Hwang et al. (2005) is 

an empirical study that investigates the relationship between tourists’ service quality and 

place attachment in five national parks in Taiwan. The results showed that there is a positive 

effect between perceived service quality and satisfied tourists. Also, the authors conclude that 

there is a positive effect from place attachment to satisfaction. The second article by 

Alexandris et al. (2006) measures place attachment to a skiing resort. They investigate the 

tourists’ perceived service quality and how it affects the development of place attachment. 

The results showed that tourists that perceive high service quality feel strong place 

attachment. The final article written by Azevedo et al. (2013) is a study of the residents of 

Portimão, the second most populated city in the south of Portugal. This article differs from the 

other articles since it investigates quality of life and place attachment from residents’ 

perspective. Finally, the study reveals similar results, which show that the city’s quality of life 

attributes influences residents’ place attachment. 

 

All three articles found supportive relationships between peoples’satisfaction andplace 

attachment. However, there is a lack of research on residents’ perspective and their place 

attachment, therefore, it would be interesting to investigate these concepts and apply them to 

IFK Kristianstad and Kristianstad city. Further, since events could be one important variable 

to obtain satisfied residents, we believe it could be interesting to investigate satisfaction of 

sports events. We would also like to investigate if satisfaction of sports events can affect place 

attachment to a city. Satisfaction is a definition of the overall feeling and impression 

customers have towards an organisation. This might be beneficial to the organisation as it 

may lead to positive word-of-mouth and customer loyalty (Wiid & Cant, 2012). From a place 

marketing perspective, satisfaction and positive experience from residents are important in 

order to promote the advantages of living in a city (Insch & Florek, 2010). People become 

satisfied when their expectations have been achieved, therefore, satisfaction is the only basic 

factor that can influence future intentions of people (Thamnopoulos et al., 2012).Also, in 

sports spectator perspective, it is of importance to keep spectators satisfied as it has a 

significant meaning for customers to attend to future events (Wiid & Cant, 2012).  

 

In order to measure satisfaction the three articles studied service quality within different 

objectives. Consequently, the authors found significant relationships between perceived 

quality and satisfaction. Service quality is important within in the field of marketing for the 
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reason that perceptions for service quality are directly linked to customer satisfaction and 

customer maintenance (Thamnopouloset al., 2012). Additionally, service quality defined as 

an intangible construct, which consists of three features: intangibility, heterogeneity and 

inseparability of production and consumption. Compared to goods, services differ by the way 

they are produced, consumed and evaluated by consumers (Kim et al., 2006). Consequently, 

consumers are able to experience and judge the quality of physical goods, while they for 

instance cannot judge the quality of intangible service. Further, services are heterogeneous 

which means that their performance often differs depending on producers and consumers. 

Finally, production and consumption of most services’ are inseparable since they often appear 

during interaction between a customer and a provider. Additionally, service quality is not only 

evaluated on the outcome of a service, hence, the process of the service delivered is also 

considered whenever during the experience (ibid). 

 

Research shows that the higher service quality people perceive the more satisfied they 

become, which in turn leads them to feel place attachment. Service quality is a common 

method when measuring satisfaction. By studying the quality of different services you receive 

a level of satisfaction.  We believe that this theory can be applied in other contexts. Therefore, 

we want to investigate spectators and the popular handball team IFK Kristianstad. Since the 

handball team has a crowded arena during games and since sports events is a variable that can 

contribute to more satisfied residents we believe this study is of big interest. Satisfaction of 

the handball team would affect how spectators feel about the city.  If the theory is supportive 

in this case, highly satisfied spectators would feel higher place attachment to Kristianstad. If 

IFK Kristianstad is offering high service quality we believe that spectators will feel more 

satisfied, which the first hypotheses of our study investigates. Service quality in IFK 

Kristianstad’s case is shown by all the services during the event. The second hypothesis 

investigates if there is a relationship between high satisfaction of IFK Kristianstad and high 

place attachment to Kristianstad city. This will further lead the spectators to feel higher place 

identity and place dependence of Kristianstad, which creates place attachment. Our 

hypotheses consists of qualified assumptions based on previous theories, therefore we 

hypothesize: 

 

H1: The higher service quality the higher satisfaction. 

 

H2: The higher satisfaction the higher place attachment. 
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From the hypothesis reasoning we developed a model Creating Place Attachment among 

Residents. The model consists of three different parts: service quality, satisfaction and place 

attachment. It explains that high service quality of IFK Kristianstad leads to satisfied 

spectators that in turn feel place attached to Kristianstad. Service quality is an evaluation of 

how a spectator experiences the service around the handball team; if a spectator is pleased 

with the service it will lead to satisfaction. The outcome of the model explains that the 

handball team IFK Kristianstad creates place attachment to the city.  Further, a satisfied 

spectator will develop place attachment to Kristianstad city (Theodorakiset al., 2001; 

Alexandris et al., 2006). 

 

 

 

 
 

 

 
Model: Creating Place Attachment among Residents. Merima Hadzimesic & Amanda Oxwall (2013) 

 
 
Sample and data collection 

The aim of our study is to investigate whether satisfaction around the team IFK Kristianstad 

also affects the place attachment to the city. The population is spectators of IFK Kristianstad 

who live in and around Kristianstad city. The size of the city and the limited range of 

activities could explain the big interest in handball among residents in Kristianstad. Since 

there is a large involvement around the handball team in Kristianstad we expect that many, 

yet, not all of the spectators live in and around the city. In this way we can measure the 

perspective of residents. 

 

According to Pike (2002), previous studies within destination and place marketing have 

preferred structured methods and most research has used a questionnaire survey. This study is 

based on a quantitative approach and the reasons behind this are several. The first reason is 

because of the wish to explain the results with a wide perspective. A second reason was the 

time aspect since it was possible for us to receive many answers in a short time. The choice 

behind the date when the survey was collected was because it could have been the last game 

of the season, depending on whether IFK Kristianstad won or not. Third, many respondents 

enable us to generalize the data in order to obtain a good reflection of the reality; hence, the 

individual citizen was not of interest in this case. A fourth and final reason is because a 

H1 H2 

SERVICE 

QUALITY 

 

SATISFACTION 

 

PLACE 

ATTACHMENT 
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quantitative method offers the ability to make systematic set of responses, which made the 

collection of data easier.  

 

The investigation was conducted the 21th of March 2013 at Kristianstad Arena right before 

IFK Kristianstad’s second semi-final game. We were standing at the entrance of the arena in 

order to be visible and to acquire spectators to participate. The total population at the second 

semifinal was about 4800 spectators and we received 262 answers. We evaluate the 

population to be reliable in this case since most of the spectators at Kristianstad Arena live in 

and around Kristianstad city. 

 

Measurement 

The questionnaire was written in Swedish and contained 21 questions. The questionnaire was 

based on three key terms: service quality, satisfaction and place attachment that were derived 

from our model “Creating Place Attachment among Residents”. Each key term was 

comprised of multiple items and the questions were measured on a seven-point Likert scale 

with 1 indicating, “strongly disagree” and 7 indicating, “strongly agree”. The questionnaire 

started with four basic demographic questions about gender, age, residence and how many 

home games they have been to. Place attachment consisted of three questions concerning 

place identity and four questions about place dependence inspired by Hwuang et. al. (2005) 

and Alexandris et al. (2006).The perceived service quality was measured with the model 

SPORTSERV. Five aspects were adapted concerning the variables responsiveness; access; 

security; reliability and tangibles. Nine questions within service quality were inspired from 

Theadorakis et al. (2001), Kim et al. (2006) and Huyen (2008). Finally, satisfaction was 

measured with three overall items inspired by Insch and Florek, 2010. All 21 questions were 

modified in order to suit the perspective of our study. 

 

Results of the study 

Out of the 262 respondents 141 were men and 121 were women. When it comes to the age 

most of the participants were between 20-60 years old. The result also showed that the 

majority of the respondents lived in and around Kristianstad, which we defined as living 0 to 

10 kilometers from the center of the city. Only a small percentage was visitors that lived in 

another city. Lastly, the results also showed that 45, 4 % of the participants have seen more 

than 10 games in Kristianstad Arena and 29, 4 % have seen between 4-9 games.  
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A reliability analysis was performed by a Cronbach’s alpha test. This method indicated that 

the items regarding the same field could be united. We had three variables: service quality, 

satisfaction and place attachment. The nine items concerning service quality were summed to 

achieve the variable (Cronbach alpha of the nine items were 0,853). The second variable 

satisfaction consisted of four items, however, one question was eliminated since it contributed 

to a lower constructed variable. Cronbach alpha of the four items showed 0,784, while three 

items showed 0,828. Concerning the third variable place attachment, seven items were 

summed to construct a new variable and showed 0,853.  All results indicate that there is an 

intern correlation between the different questions.  This allowed us to combine each area into 

one variable when measuring the concepts. 

 

When measuring residents’ place attachment to the city the mean showed 5, 56. A higher 

percentage (43, 8 %) indicated stronger place attachment to Kristianstad city. We define a 

higher percentage of place attachment when respondents answered a 6 or a 7 on the Likert 

scale. We can further note that most of the respondents have been to more than 10 games in 

Kristianstad Arena. A higher percentage (44 %) of the answers showed stronger place 

attachment whereas the majority live in and around Kristianstad city. With a t-test we 

investigated the level of significance between place attachment and where people live, this 

test showed 0,001; likewise the level of significance between place attachment and the 

number of games was investigated the same manner and indicated 0,00. As a result, both 

cases showed to be supportive. 

 

In the case of measuring satisfaction, the results showed that the spectators were very satisfied 

with the team IFK Kristianstad as the mean indicated 6, 07. However, the results showed that 

a higher percentage (42, 7 %) of the people living in and around the city was more satisfied 

than the rest of the respondents. We define a higher percentage of satisfaction as a 6 or a 7 on 

the Likert scale. Concerning the number of watched games at Kristianstad Arena 37 % of the 

spectators answered they have been to more than 10 games. We can further observe that the 

more games spectators go to, the more satisfied they become; this indicates that there is a link 

between numbers of watched games and satisfaction. With a t-test we investigated the level of 

significance between satisfaction and where people live, the test showed 0,034; likewise 

satisfaction and the number of games the respondents have been to were tested and indicated 

0,00. Therefore, both cases were supportive which means that there is a relationship between 

the different variables. 
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Finally, when measuring service quality of the team and the arena it showed that the majority 

of the respondents (66, 4 %) experienced high service quality. With a t-test we investigated 

the level of significance between service quality and how many games they have been to. 

There was a significant correlation between the number of games that the spectators have 

been seen and service quality (0, 00). 

 

We made two regression analyses. First, we observed to what extent service quality affects 

satisfaction in our case. The coefficient of determination showed 0.420. Second, we observed 

the coefficient of determination of how much satisfaction affects place attachment, this test 

showed 0.138.  

 

Findings 

The theoretical purpose of the study is to explain if satisfaction of a sports team can create 

place attachment. We measure if there is a relationship between service quality of a team and 

satisfaction in order to investigate if satisfied spectators feel attached to a city. We tested the 

correlations with Spearman’s rho test. The correlation between service quality and satisfaction 

was 0,619. This indicates a moderate correlation, which means that the variable service 

quality has a moderate relationship to satisfaction. This further shows that the relationship 

between service quality and satisfaction can be explained to some extent; yet, there may be 

other variables that have an impact. The correlations between satisfaction and place 

attachment were 0,421, which also show a moderate correlation. Hence, there might be other 

variables that also have an impact on this relationship. Consequently, since both correlations 

indicate that there is a relationship, the two constructed hypotheses are supportive. The 

empirical purpose of the study was to investigate if the relationships in the model Creating 

Place Attachment among Residents are applicable in reality; this result appeared to be 

supportive in the case of Kristianstad city and its handball team IFK Kristianstad. Considering 

the regression analyses the relationship between service quality and satisfaction was relatively 

high, meanwhile the relationship between satisfaction and place attachment was relatively 

low. We can note that there is a relationship between both variables; however, the last 

mentioned relationship is rather weak. This can be explained by other variables than 

satisfaction affecting place attachment. 

 

Conclusion 

This study aimed to investigate concepts from the literature within the place marketing field 

relating place attachment, satisfaction and service quality. The intention was to investigate 
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whether there is a relationship between the concepts. The concepts were applied and 

examined if residents’ satisfaction of a handball team and its activity can contribute to place 

attachment to the city. A structural model was constructed and the aim was to see if the model 

was applicable in the reality. First step explains if high service quality leads to high 

satisfaction and the second step explains if high satisfaction creates place attachment. 

Supported results were showed in both cases. There is a positive relationship between the 

spectators’ perceived service quality during handball games and their overall satisfaction with 

the team IFK Kristianstad. Additionally, supported results showed that there is a positive 

relationship between the spectators’ satisfaction of the team and their place attachment to 

Kristianstad city. 

The findings of this study also confirm that there is a significant difference between spectators 

that are actual residents of Kristianstad city and spectators that live in other cities. The results 

showed that the residents of Kristianstad city are more satisfied with IFK, which also leads to 

stronger place attachment to the city. Further, with results showing that a majority of the 

spectators have seen more than 10 games and are very satisfied with the overall impression 

with IFK Kristianstad indicates that the team plays an important role for the city. It also 

demonstrates the importance of a wide range of activities for the residents to feel content and 

satisfied.  

The theoretical contribution to the literature is valuable information about how to create place 

attachment to a city from a resident’s perspective. We contribute to fill a gap in the literature 

since it has not been done in this context before. Place attachment is important from a 

resident’s perspective since it is a result of a satisfied resident.  A satisfied resident will more 

likely continue to want to live in the city and further on be a valuable ambassador of the city.  

The practical contributions to the society are insights of this investigation that can be valuable 

for both IFK Kristianstad and also to Kristianstad city. The study confirmed that the handball 

team is valuable for the city. This can lead to knowledge of its value to Kristianstad that can 

result in more collaboration in form of sponsorship and increased publicity. Practically, IFK 

Kristianstad will also receive demographic information about the spectators of the team. Since 

the handball team is of importance for both the city and its residents, this information might 

be useful when marketing Kristianstad city in the future. 
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In future research it would be interesting to investigate if results show the same effects in a 

bigger city in Sweden or even other parts of the world. Another suggestion is to measure other 

factors than sports that may enrich satisfaction and place attachment of residents, for example 

culture, arts, natural environment or different community assets. Further, the results showed 

that the majority of the respondents felt high place attachment; yet, it would be interesting to 

additionally investigate the concept in a larger context where the target group is the whole 

population of a city. 
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Appendix 1 

 
 
Table 1. 

 

 Spectators demographics      

Total 262              

  
Number Percent 

Gender Male 141 53,8% 

 

Women 121 46,2% 

    Age -19 30 11,5% 

 
20-40 98 37,4% 

 

41-60 96 36,6% 

 

61- 38 14,5% 

    Residence Kristianstad City 142 54,2% 

 

< 10 km outside Kristianstad 79 30,2% 

 

Another City 41 15,6% 

    Games* 1-3 66 25,2% 

 

4-9 77 29,4% 

 

<10 

 

119 

 

45,4% 

 

* Watched games in Kristianstad Arena during season 2012-2013 

 

 

Table 2. 

 

Hypothesis  Estimates of coefficients Hypothesis test 

H1: The higher service quality the higher 

satisfaction 

 

0,619 Supportive 

H2: The higher satisfaction the higher Place 

attachment 

0,421 Supportive 

 

 

Table 3. 

Spearman's rho correlation matrix of the variables 

 Variables Service Quality Satisfaction Place Attachment 

Service Quality 1,000 

  Satisfaction 0,619** 1,000 

 Place Attachment 0,528** 0,421** 1,000 

** Correlation is significant at the 0,01 level (2-tailed).   
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Table 4. 

Factor analysis results of all measurements items 

 

Mean Cronbach's α 

    Variables       

Service Quality   5,66 0,853 

Responsivenss 

 

4,99 

 Access 

 

5,92 

 Security 

 

5,88 

 Reliabillity 

 

4,63 

 Tangibility 

 

6,22 

 

    
    Overall Satisfaction   6,07 0,828 

IFK Kristianstad 

 

6,05 

 Game arrangements 

 

5,97 

 Deliveredexperience 

 

6,19 

 
    Place attachment   5,55 0,853 

Place Identity 

 

5,47 

 Place Depencende 

 

5,63 

 

     

 

Table 5.  

 

Regression 1 (Service Quality and Satisfaction) 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,648
a
 ,420 ,417 1,00261 

a. Predictors: (Constant), Service_quality 

 

Table 6.  

 

Regression 2. (Satisfaction and Place Attachment) 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,372
a
 ,138 ,135 1,28840 

a. Predictors: (Constant), Satisfaction 
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Appendix 2 
 

Hej! Vi är två Magisterstudenter från Högskolan Kristianstads ekonomprogram som skriver 

vår magisteruppsats om IFK Kristianstads påverkan på Kristianstad stad. Vi skulle varit 

tacksamma om du tog din tid och hjälpte oss genom att medverka i vår enkätundersökning. O 

 
 

Kön:      Man      Kvinna 
 
 

 

Ålder:     -19    20-40    41-60     61+ 

 
 

Bor: 

          Kristianstad stadskärna  0,5-1 mil utanför Kristianstad 

  

          Mer än 1 mil utanför Kristianstad  Boende på annan ort/stad 

 

 

Hur många handbollsmatcher med IFK har du sett under säsong 2012-2013 i Elitserien? 

 

Hemmamatcher    Bortamatcher 

 

         1-3 Matcher    1-3 Matcher 

         4-9 Matcher   4-9 Matcher 

         Fler än 10 Matcher   Fler än 10 Matcher 

 

Vänligen svara på nedanstående påståenden genom att kryssa i det alternativ som stämmer 

bäst in på dig. (Instämmer ej=1 Instämmer helt=7)  

 

 

1. Kristianstad betyder mycket för mig  

 

2. Jag är väldigt fäst vid Kristianstad 

 

 

 

 

 

3. Jag identifierar mig starkt med 

Kristianstad 

 

 

 

 
4. Att titta handboll i Kristianstad är viktigare för 

mig än att titta på det i en annan stad 
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5. Jag upplever mer tillfredsställelse när jag tittar 

på handboll i Kristianstad än i en annan stad 

 

 
 

6. Det finns ingen annan stad som kan ersätta 

Kristianstad då jag ska titta på handboll 
 

 7. Jag tycker om att titta på handboll i Kristianstad 

mer än i en annan stad 

  

 
 
 

8. IFK’s funktionärer har alltid viljan att hjälpa mig 

vid behov 

 

 

9. Det är lätt att kommunicera med IFK’s 

funktionärer 

 

 
 
 

10. Arenan ligger lättillgängligt 

 
 

 

11. Tillgång till information om IFK är 

lättillgängligt 

 

 
 

12. Jag känner säkerhet under matcherna 

 
 
 
 

13. IFK håller sina löften som de lovar  
 
 

14. Det är bekvämt att befinna sig i arenan 

 

 

 

 

15. Det är en trevlig stämning i arenan under 

matcherna 

 

 
 

16. Arenan har en trevlig miljö 

 

 

 

 
 

17. Jag är nöjd med IFK Kristianstads handbollslag 

 

 
 
 

18. Jag är nöjd med IFK Kristianstad 

matcharrangemang 

 

 

19. Jag är nöjd med den upplevelse som IFK 

Kristianstad ger mig 

 

 

20. Jag är nöjd med IFK’s biljettpris 
 

 

 

 

 

 

Tack för din medverkan! 


