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Abstract  
A common phenomenon is that larger cities have different place identities; therefore, this thesis is based 
on the case of Malmö since it is Sweden's third largest city. The purpose was to explore how Malmö’s 
place image coheres to its place identity, and how the duality of Malmö influences the place image.  
 
The research was based on a qualitative case study with an abductive approach since the purpose was 
explorative. Furthermore, the developed conceptual framework of this thesis was based on previous 
research regarding place branding, more specifically, place image and place identity. The empirical 
material in this thesis was collected through a comprehensive user-generated content analysis of 
Instagram posts as well as through two semis-structured focus groups with people living outside of Malmö.  
 
Findings revealed that the place image and place identity cohered in some aspects, while in other aspects 
the place image differs from the place identity. Furthermore, the findings revealed a complex duality within 
the city; thus, the place identity of Malmö sends out dual messages which influenced the place image that 
strengthened the duality of Malmö.  
 
The findings of this thesis have contributed with insights to the field of place branding since the concept 
of place image has not been related to dualities within cities in previous research.The limitations of this 
thesis were that the participants in the focus groups were from the same university which might have 
influenced their perception. Another limitation was that only people aged 35 or younger participated. Due 
to Covid-19, it was hard to find people older than 35 to the focus groups and the result could receive a 
broader perspective if the participants were older. These limitations could be considered in future research 
to receive the place image of a broader age range. Furthermore, future research could consider 
complementing the method of this thesis with focus groups to expose both the positive and negative side 
of Malmö.  
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1 Introduction 

The following section presents the background, problematization, purpose and research 

question. Firstly, the background presents the highlights of the city, different points of 

view of Malmö, place branding and how Malmö work with place branding. Secondly, the 

problematization presents previous research, the research gap and explains why the 

research is relevant, also how place identity and place image are related to Malmö. 

Lastly, the purpose of the research and the research question are presented. 

 

1.1 Background  

According to Malmö Stad, the city was established already in the 1300s when S:t Petri 

church was built. The development of the industrialization in the city started in the middle 

of the 18th century because there were no longer restrictions on starting a business. It 

resulted in new lands and industries, which increased the population in the city. After the 

Second World War, the industries flourished and continued to develop until the oil crisis 

year 1973-1974. The consequences of the crisis were that large industries were closed, 

which in turn decreased the population. The downfall of the industry was followed by an 

economic crisis that harvested 2800 occupations. Thenceforth, the city has transformed 

from an industrial town to a city of knowledge. The industries were replaced by high 

educated people, modern living, and small and medium-sized companies (Malmö Stad, 

2019). 

 

Malmö Stad is marketing itself as Sweden's third-largest city that is growing faster than 

any other city in the country. The reasons behind the growth are immigration, in-

migration but also because many families with children choose to stay within the city. 

Malmö Stad highlights that the population consists of a broad diversity of nationalities, 

and one-third of the population are born in foreign countries (Malmö Stad, n.d.). 

Furthermore, Malmö Stad highlights that the city is flourishing due to education, health 

and social care, experiences, culture, architecture, innovation, industry and commerce. 

Also, that new environmentally and sustainably city areas are emerging and contribute to 

the development of a sustainable city (Malmö Stad, n.d.). 
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The opinions of Malmö are many and divergent. Edgar Mannheimer (2017) wrote that 

the view of Malmö is that it is seen as two different cities where one is marked by 

criminality, high unemployment, and overcrowding, and the other is the exact opposite. 

The large gap between these two images of the city is due to social inequalities 

(Mannheimer, 2017) where Malmö is well known as “Sweden's Chicago” because of the 

increased shootings and gang activities (Hansson, 2020). In contrast, Olof Westerberg 

(2019) wrote about how Malmö is becoming more and more secure, despite the shootings 

and high crime rates. A safety investigation showed that the number of citizens that had 

never been exposed to crimes was the highest in the last ten years (Westerberg, 2019), 

which in other words can describe Malmö as a city with duality.  

 

The strengths of the city that has been highlighted from the people living and working 

there, the communities, businesses, and the culture. Helene Norberg (2017) conducted 

three workshops where she gathered people from business, academia, non-profit and 

public sector with different backgrounds and competencies in Malmö. The purpose was 

to create expressions, images, and stories for and of the city to use it as a counterweight 

against the negative image that the media present worldwide. Approximately fifty people 

have been involved in the process to confirm, among other things, the strengths and values 

that characterize the city as a whole. Norberg (2017) highlighted that the opinions of 

Malmö are that it is an open, friendly city where diversity is accepted, but also a 

prestigious city with the willingness to cooperate and communicate. Furthermore, that it 

is a city that receives love and pride due to the nature, sea, multifaceted culture and 

experiences (Norberg, 2017).   

 

Place branding is the communication of selected, functional, physical and emotional 

attributes of a place to the people (Klijn, Eshuis, & Braun, 2012). In other words, it is the 

marketing-related process to different segments that competitively separate one place 

from other places, which in turn creates a positive place identity (Skinner, 2018). Place 

branding aims to attract people to a specific place, for example nations, cities, regions or 

communities. Hence, it usually involves both public and private parties such as tourist 

board, hotels, museums, and municipalities (Klijn et al., 2012). The place branding 

concept is built on the two central concepts, namely place identity and place image, as 

mentioned above. Place identity is perceived as the ‘’DNA’’ since it is responsible for the 
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social and individual interactions (Skinner, 2018), and the place image is the message that 

a place sends out, which in turn affects the perception in the minds of the individuals 

(Kavaratzis, 2004). To clarify, Nandan (2005) explained that the main difference is that 

the identity is something that is sent while image is something that is received and 

perceived. 

 

Malmö Stad is working both internally and externally with its place branding, where the 

city works internally with digital marketing displays and outdoor posters to market mostly 

events. The purpose of marketing through the displays and posters is to profile the city 

and emphasize the city as an attractive place (Malmö Stad, 2019). The external work that 

Malmö Stad perform is essential to be able to spread knowledge about the city and 

improve the image of Malmö. Therefore, Malmö Stad prioritize communication with 

mass media since the media have a significant influence on the image of Malmö and 

Malmö Stad (Malmö Stad, 2019). Malmö Stad is working with the place brand after 

guidelines which specify a number of value words that reflect how Malmö wishes to be 

perceived. Those words are engaging, new thinking, inclusive, diversity, pleasant, 

engaging, energetic atmosphere, and alive and kicking (Malmö Stad, 2019), which are in 

line with the opinions of Malmö that were presented in the workshops. Malmö is limited 

when it comes to affecting the place brand of Malmö and how Malmö is perceived and 

experienced depend on the people living in the city, but also visitors (Norberg, 2017). 

Therefore, it is important to explore the coherence between Malmö’s place image and 

place identity. Nevertheless, it is important to explore how different parts and the duality 

of Malmö influence the image of the city, since it seems like there are different views of 

Malmö. Furthermore, it is interesting to study how the duality of Malmö influence the 

place identity and the place image and how these two are connected to each other.   

  

1.2 Problematization 

Branding is an established concept that has been studied for decades and according to 

Kapferer (1997), branding has become important and one of the most valuable assets.  “A 

brands strength is built upon its determination to promote its own distinctive values and 

mission.” (Kapferer J.-N. , 2001). The concept of branding can be applied on more than 

just products, it can be applied to places. However, branding places is a complex process 

because of local conditions where all places are different and which means that there is 
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no standardized branding process that can be applied to all places (Hatch & Kavaratzis, 

2013). Place branding comes down to marketing geographical locations, for example, 

cities  (Demirbag Kaplan, Yurt, Guneri, & Kurtulus, 2010). Therefore, place branding 

can clearly be related to the case of Malmö since the branding concept can be applied to 

a city.  

 

The creation of a strong brand requires a shared vision and a powerful brand identity  

(Roy & Banerjee, 2014). Hatch and Kavaratzis (2013) examined the relationship between 

place identity and place brand and stated that the essential part of place branding is the 

dialogue and interaction between stakeholders. The stakeholders create the meaning of 

the place brand (Kavaratzis, 2012), and act as ambassadors for the place brand, which 

creates credibility to the messages that are communicated (Kalandides, Braun, 

Kavaratzis, & Zenker, 2013). Place identity is researched by Kavaratzis and Pedeliento 

(2019) and refers to that the individual’s self and social identities create the identity of a 

place. Previous research focuses on place identity and stakeholders but does not include 

the place image in the research.  

 

According to Kapferer (1997) the brand image creates associations and emotions towards 

the brand, which can affect the brand identity, either positive or negative. Place marketing 

depends on the communicated and constructed place’s image. Therefore, the starting 

point for the development of a place brand is the place’s image (Kavaratzis, 2004), but 

the identity needs to be defined since those two concepts affect each other (Kapferer, 

1997). As mentioned before, Kavaratzis (2004) defined place images as a message that a 

place sends out, which in turn affects the perception in the minds of the individuals. For 

example, it is impressions, beliefs and ideas that are related to a place. There is a clear 

connection and coherence between brand identity and brand image, which means that 

brand image is the receiver’s perception from the communication of the identity and 

positioning of a brand (Kapferer, 1997). According to Hultman, Nazem and 

Razafirmandimbison (2015), a brand is more than an image, it is an identity with a 

meaning that should be communicated to the audience. Previous research of place 

branding has focused on the place branding process, how place brands are used and 

consumed, or the effects of place branding (Hatch & Kavaratzis, 2013). According to 

Kalandides et al. (2013), when the place identity and place image match, it results directly 
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in a positive place reputation and indirectly in brand adoption. Previous research has 

studied how brand image and brand identity cohere and the importance of that the identity 

and image match. However, the coherence between the place image and place identity of 

a place that has a dual place identity has yet not been studied. In today's society, a 

common phenomenon is that larger cities have different identities, which previous 

research has ignored.  

 

To the best of our knowledge, no previous research has approached the perspective of 

how the place image of Malmö coheres to its place identity. Furthermore, previous 

research does not examine how the duality of a place reflecting the identity and how it 

influences the place image. Hence, more research is essential to provide insight into how 

an ambiguous place identity influences the place image. 

 

1.3 Purpose 

The purpose of this thesis is to explore the coherence of place image and place identity 

and how the duality of a city influences the place image, where the case of Malmö is 

analyzed.  

 

1.4 Research question  

How does Malmö´s place image cohere to the place identity and how does the duality of 

Malmö influence Malmö´s place image? 

 

1.5 Disposition  

This thesis consists of seven chapters that aim to address the research question: How does 

Malmö place image cohere to place identity and how does the duality of Malmö influence 

the Malmö place image? Chapter 1 introduces the background of this thesis, a 

problematization of why this thesis is relevant, followed by the purpose and research 

question. Chapter 2 explains the theoretical knowledge whereby several theories and 

concepts are presented in order to understand the thesis. Chapter 3 explains the 

methodology and what research philosophy, research approach and research design were 

used. Furthermore, chapter 3 presents how the data was gathered and collected but also 

how the data was analyzed. Chapter 4 presents the case of Malmö, which is discussed 

through every part of the research. The main findings from the focus groups and 
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Instagram content analysis are presented in chapter 5. In chapter 6, the main findings and 

the collected data are discussed and compared. Lastly, chapter 7 presents a summary of 

the previous chapters, followed by a conclusion where the research question is answered. 

Furthermore, chapter 7 presents theoretical implications, which shows the theoretical 

contribution of this thesis, critical review of what could be improved and lastly, some 

suggestions for future research. 
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2 Theoretical framework 

The aim of this thesis is to explore how Malmö´s place image coheres to its place identity 

and how the duality of Malmö influences Malmö´ place image. Therefore, the following 

sections discuss place branding, participatory place branding and the place branding 

process, place identity, place image and how place identity and place image cohere. 

Finally, a conceptual framework of how the concepts are connected and influence each 

other is presented. 

 

2.1 Place branding 

Over the last decades, place branding has become relevant; however, it is still an 

understudied topic. In today's globalized world and a highly competitive environment, 

places increasingly compete and search for the attention of the citizens. As mentioned 

before, place branding refers to geographical locations, nations, cities, regions and 

communities. Therefore, it refers to the practice of applying proper marketing strategies 

in order to differentiate cities, regions and countries from the competition by considering 

economic, social and cultural aspects (Demirbag Kaplan et al., 2010). According to Klijn 

et al. (2012), place brands communicate selected, functional, physical and emotional 

attributes to a place with the intention to attract people and give the place a specific 

meaning. These attributes that attract people are, for example, streets, markets, services, 

and atmospheres (Klijn et al., 2012). Moreover, place branding is also based on the 

importance of building an attractive brand with a clear brand concept. A strong brand is 

supported by marketing activities to enhance the awareness and familiarity of the brand 

as well as a stronger brand image (Klijn et al., 2012).   

 

According to Kavaratzis, Mahagaonkar, Warnaby, and Ashworth (2014), there are five 

answers to why place branding is important. The first answer is that place branding is 

important because it helps places compete in the increasingly intense arena of place 

competition. Therefore, it is important to have a strong brand since it is otherwise a zero-

sum game and costs money and effort.  Place branding is a useful instrument that 

facilitates countries or places when competing for limited, hypermobile, financial, 

human, or cultural resources. Moreover, place branding aims to help secure the desired 
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position within the global flows of people and capital. The second answer is that place 

branding provides strategic guidance for place development; thus, place branding is a 

useful instrument for envisioning an aspirational ‘imagined future’. Place branding 

provides vision and direction measures for future implementations and plans, and those 

measures are useful when achieving the vision (Kavaratzis et al., 2014). 

 

Kavaratzis et al. (2014) emphasized that the third answer is that the place brand provides 

a basis for stakeholder cooperation, which refers to the logic of viewing the place brand 

as a ‘common ground’. Stakeholders can be divided into two categories: internal and 

external. Internal stakeholders are, for example, residents, and, external stakeholders are, 

for example, visitors (Hatch & Kavaratzis, 2013). The cooperation enables stakeholders 

to create clear and collective goals and to work together to achieve the goals. Furthermore, 

place brand is thought to provide general actions under which the actions of different 

stakeholders can reinforce and complement each other and mutually achieve the desired 

results (Kavaratzis et al., 2014). According to Hatch and Kavaratzis (2013), the 

stakeholders are those who construct the place brand by giving it meaning and suggest 

the potential of a place. Hatch and Kavaratzis (2013) approached stakeholders as groups 

that collectively produce the place brand under the facilitation of place brand managers, 

instead of informants to the decision-making process on the place brand as this is 

undertaken by place managers. Place brand managers initiate, facilitate, and stimulate the 

place brand construction process, which is undertaken by the stakeholders. The 

stakeholders are wholeheartedly engaged and a part of the dialogue that constructs the 

place brand as one group of stakeholders themselves (Hatch & Kavaratzis, 2013).  

 

According to Kavaratzis et al. (2014) the fourth answer is that place brands provide 

solutions to practical and functional place-related problems. Hence, it refers to that place 

brands provide the context in which several time-bound and specific issues can be solved. 

Examples of functional problems are how to attract investments for a planned 

development or regeneration project, how to increase usage of the yield of a recently 

redeveloped site, or how to capitalize a tourist resource in the area entirely. Lastly, the 

fifth answer is that place brands contribute to maximizing positive place experience; in 

other words, how places are experienced by people. Place branding shape the expectations 

that people have of a specific place, which lead to increased satisfaction of the people.  
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Overall, those five answers make place brands useful in the managerial effort and in 

aligning the expectations that people receive from a place with the actual reality of the 

place (Kavaratzis et al., 2014). 

 

Even though it is argued that brands are powerful tools to reach the audience connected 

to the brand, the brands do also have limitations. These limitations are, in general, often 

related to three characteristics, which means that brands are perceptual entities, 

constructed and experienced in an institutional environment. The institutional 

environment refers to an environment that consists of normative and regulatory pressures 

exerted on organizations by the state or society and the professions, which can be 

contested.  However, since the purpose is to create associations to give people experience, 

people still have their own perceptions. Hence, it can influence the ideas and images that 

the owner of the brand wants to communicate; which means it can recreate and change 

the meaning, association and emotional experience (Kalandides & Kavaratzis, 2015). 

There is an importance of accepting that place branding is a highly selective political 

process, which refers to that cities are not seen as homogeneous entities, which means 

that their inhabitants differ in many ways, for instance, age, class, gender and ethnicity. 

(Kalandides & Kavaratzis, 2015). 

 

2.2 Participatory place branding 

One of the major questions is in fact which components a place brands consist of and 

what resources are used in order to see their construction. A common answer can be that 

place brands are made of promotional tactics and identity claims, which means that the 

main resources for the construction of place brand can be found in official, intentional, 

and coordinated communication by local stakeholders. Those stakeholders consist of 

place branding agencies or tourism offices (Kavaratzis et al., 2014). As mentioned before, 

the ones that are involved in the formation and construction of place brands are often the 

institutions that undertake place branding projects. This view is an organization-centric 

one which comes from the private, public, or voluntary sectors. The place brand is also 

constructed and formed by individual place consumers who make place-related decisions. 

Hence, it means that individual place consumers are seen as the major players in place 

brand construction since they are the ones using and experiencing the place. Kavaratzis 

et al. (2014) expressed that brands are in general formed by society, which refers to the 
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individual-based or group-based views of the social or cultural context, also how this 

alters individual meanings to a more collective perspective. 

 

As mentioned, branding is about creating positive associations with a place and those 

associations will differ from one person to another (Kalandides & Kavaratzis, 2015).  

According to Kalandides and Kavaratzis (2015), the place brand is built on interactions 

between stakeholders and actors, where the stakeholders are the ones that give the brand 

meaning and potential. Furthermore, Kavaratzis (2004) stated that the residents are the 

most important stakeholders, but they are also the principals of marketers of the place. 

According to Kavaratzis and Padeliento (2019) the residents' interpretations of a place 

are essential for the place branding process and the place’s brand since the residents 

accept or reject the place brand. Accordingly, the residents' interactions with outsiders, 

visitors, and each other, shapes the place’s brand (Kavaratzis & Pedeliento, 2019). Zenker 

and Petersen (2014) stated that when residents express their opinion of the place it is 

informal, legitimate, and an insider source of information, which is considerable for 

internal and external target audiences. The resident’s opinions are essential since it 

influences the people's decision in staying in or moving from the city (Zenker & Petersen, 

2014). According to Hatch and Kavaratzis (2013), it is significant to invest in dialogue 

and participation of stakeholders since it is investments in those aspects that establish the 

place brand.  

  

There have been numerous attempts to describe and formulate a place branding process 

due to the complexity of places. The main steps in the branding process are the same; 

however, it differs from one place to another depending on the local conditions and the 

implementation of the branding process (Hatch & Kavaratzis, 2013). Due to the fact that 

every place is different, there are no ‘one-size-fits-all’ branding processes.  Moilanen and 

Rainisto (2008), suggested a place branding process that consists of five different stages, 

which are startup and organize, research stage, forming the place identity, making, and 

enforcing the plan, and lastly, implementation and follow-up. On the contrary, Kavaratzis 

(2009) expressed that the branding process starts with the formulation of a place’s vision, 

which is determined by the people who are responsible for the branding, the local 

population, but also the potential partners.  
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According to Kavaratzis and Pedeliento (2019), the identification process consists of four 

sub-processes that occur at the same time and engage stakeholders that are both internal 

and external. The first sub-process is expressing, which involves the identification that is 

based on culture. The second sub-process is impressing, which is the impression of 

identity that external stakeholders experience. The third sub-process is mirroring, which 

involves how the image of external stakeholders reflects the identity. The fourth and last 

sub-process is reflecting, which refers to how identity is embraced in the understanding 

of the culture (Kavaratzis & Pedeliento, 2019). In more detail, those four sub-processes 

aim to allow or encourage locals to express cultural features that form the place identity 

(expressing) and influence the images of others by mirroring the impressions and 

expectations (mirroring). Furthermore, the four-sub processes aim to leave positive 

impressions (impressing) to create new meanings and symbols into the culture. Hatch and 

Kavaratzis (2013) stressed that those four sub-processes contribute to an effective place 

branding. However, the most important element of the place branding process is that both 

internal and external stakeholders undertake the process through the interplay between 

culture, identity and image.  

 

2.3 Place identity 

Place identity is an essential part of place branding since it has a large influence on the 

branding process. Skinner (2018) defined place identity as the place’s “DNA”, in other 

words, what the place is, compared to Kavaratzis and Padeliento (2019) that defined the 

place identity as an outcome of a process. The process appears when the self and social 

identity, and social projects and individual biographies interact with each other 

(Kavaratzis & Pedeliento, 2019). Identification with a place contributes to strong 

connections between the person's self and the place, which in turn gives people a feeling 

of belonging and meaning (Zenker & Petersen, 2014). According to Kalandides and 

Kavaratzis (2015) there are three different types of place identity. The first, identification 

of, involve how individuals and groups recognize and understand the place by assigning 

the place characters. The second, being identified as, is how individuals and groups 

acknowledge their relation to, for example, their residence and place of origin. The third, 

identification with, is how individuals and groups embody the place with their own 

identities, it is about the connections between the world and the people (Kalandides & 

Kavaratzis, 2015).  
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Furthermore, Casidy, Helmi and Bridson (2019) emphasize that the place identity is a 

reflection of a place’s personality, values, mission, vision and positioning strategy that 

permeates the visualities of a place. The visualities of a place refers to the symbols, logos 

and slogans, and are related to the positioning strategy of a place. The place’s personality 

refers to the characters of the place identity that differentiate the place from other places. 

Mission reflects the actual plans to achieve the place identity vision, which in turn derives 

the stakeholders' behaviors. The mission also explains what the place identity stands for 

and what it aims to accomplish; meanwhile, the values are about principles that stress the 

implication and management of the place identity (Casidy et al., 2019). 

 

The concept of place identity is the most paradoxical and elusive concepts within place 

branding and result in challenging place branding processes. Hence, the identity of a place 

is not always easy to determine, and it can vary between stakeholders (Hatch & 

Kavaratzis, 2013). According to Hatch and Kavaratzis (2013), the place identity is easier 

to understand as a process of dialogue between stakeholders, and place branding should 

consist of a similar process.  

 

2.3.1 Three pillars of place identity  

Viriya Taecharungroj (2019) developed the framework Three pillars of place identity 

(See figure 1), by using existing models and frameworks. The three main pillars of place 

identity are physics, practices, and personality. Firstly, Place physics is the first pillar and 

refers to a place’s symbols and attributes that are visual for the stakeholders and an 

essential part of the place identity. The place physics includes street indicators, 

landmarks, historical plaques, urban design, sculptures, and decorations. Hence, the 

geography and the natural features of a place are essential place physics that are shaping 

the brand identity of a place. Secondly, Place practice is the second pillar and is the 

phenomenon of people's lifestyles and includes how people live, dress and drive. 

Moreover, it also includes rituals and events that shape the experience for why a place is 

known. Examples of rituals and events that are included are parades, ceremonies, artist 

performance and street parties. Furthermore, the pillar place practice involves social 

relations, which in turn includes cooperation and competition among stakeholders. 

Thirdly, Place personality is the third pillar and refers to the emotional, symbolic, and 

affective part of place identity. This pillar can be described as the human characteristics 
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that are associated with a place brand, and those characteristics are the reason why places 

distinguish from each other and create a unique identity (Taecharungroj, 2019).   

 

Figure 1. Taecharungroj’s Three pillars of place identity and interactions (Taecharungroj, 2019). 

 

The three main pillars interact with each other and create institution, representation and 

experience. Institutions appear when place physic and place practices interact with each 

other, which could be defined as the power, control, property, legal regulations and social 

norms that in turn, portray the physical or materiality. Furthermore, experience appears 

when place practice and personality interact. The definition of experience is something 

that is felt or learned from contact with other persons. Unique experiences of places are 

therefore created when responsibility, emotions and activity are consociated with 

people’s rituals and behaviors in a place. The formation of representation of a place 

appears when place physics and personality interact, which is descriptions of a place that 

are communicated through media and other channels. Those representations are imprinted 

on the audience's minds with publicity, advertising and public relations (Taecharungroj, 

2019). 
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2.4 Place image 

Place image is central in the process of making a place attractive and desirable for visitors 

(Stylidis & Cherifi, 2018). Kavaratzis (2004) expresses that place image is important 

since it is an essential part of the development of a place brand. Place image can be 

defined as a result of different messages that the place sends out, and those massages 

shape the image of the place in the mind of every individual receiver (Kavaratzis, 2004). 

Stylidis and Cherifi (2018) define place image as impressions, beliefs, and ideas that a 

person relates to a place. According to Nandan (2005) it is associations with a brand, in 

our case a place brand, that shape the image. Brand associations can be divided into three 

dimensions:  benefits, attributes, and attitudes.  Benefits can be described as the level of 

satisfaction regarding people's needs. Attributes refer to the offerings that are specific for 

that brand. Attitudes refer to the individual evaluation of the brand (Nandan, 2005). 

According to Stylidis and Cherifi (2018), the place image consists of three different 

components: conative, cognitive, and affective. The first component conative image 

refers to the behavior and the intentions to visit or revisit a place. The second component 

cognitive image is defined as the individual's evaluation and knowledge of the place 

attributes. The third and last component affective image refers to the individual feeling 

that a person evolves towards a place (Stylidis & Cherifi, 2018).  

 

There are differences between brand identity and brand image, where Nandan (2005) 

means that the main difference is that identity is something that is sent while the image is 

something that is received and perceived. Brand identity is created by managerial 

activities compared to the brand image that is created by perceptions of the individuals 

(Nandan, 2005). According to Kalandides and Kavaratzis (2015), place image and place 

identity lack meaning without each other, since the place image is a central part of the 

process of the formations of the place identity. Roy and Baneereje (2014) claim that brand 

image is the result of the associations that brand identity creates. Similarly, Troung (2019) 

states that place identity is necessary for stakeholders, while the understanding of how 

the audience perceives the place image is essential in order to determine the strength of 

the brand (Truong, 2019). Roy and Baneereje (2014) also state that the brand identity and 

brand image are interrelated with each other and by establishing coherence between them, 

marketers are able to build the branding strategy. 
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2.5 Summary and conceptual framework 

The place brand concept is built on place identity and place image, which is illustrated in 

figure 2. To be able to receive an overview of place identity and place image, a 

summarization is presented below (See table 1). The place branding process is defined by 

Moilanen and Rainisto (2008) and consists of five different stages, start-up and 

organization, research stage, forming place identity, making and enforcing the plan, and 

lastly, implementation and follow-up. On the contrary, Kavaratzis (2009) describes the 

process as a vision that is formulated by the people responsible for the brand and locals. 

The vision then results in relevant actions that are essential for the place brand. 

 

Table 1. Summary of place branding conceptualizations of place identity and place image 

 ASPECTS CONTENT AUTHORS 

Place Identity Three different types of 

place identity 

Identification of, being 

identified as and 

Identification with  

Kalandides and 

Kavaratzis (2015) 

 Reflection of a place’s 

personality 

Values, mission, vision 

and positioning strategy 

that permeates the 

visualities of a place 

Casidy, Helmi & 

Bridson (2019) 

 Three pillars of place 

identity 

Place physics, practices 

and personality 

Taecharungroj (2019) 

    

Place Image Three dimensions of 

brand associations 

Benefits, attributes and 

attitudes 

Nandan (2004) 

 Three different 

components 

Conative, cognitive and 

affective 

Stylidis & Cherifi 

(2017) 

 

Based on the theoretical discussion above, a conceptual framework is developed to 

illustrate the relationship between place image and place identity and why they are 

relevant to this thesis (See figure 2). The framework is adjusted from Taecharungroj’s 

(2019) Three pillars of place identity and interactions and Nandan’s (2005) Three 

dimensions of associations and illustrate how place identity relate to place image. The 

framework also illustrates potential differences between the place identity and place 
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image and how a dual place identity has an influence on the formation of the place image. 

Taecharungroj’s (2019) model was chosen because it explains the different aspects of the 

place identity concept in a profound way. Hence, it is a distinct model that consort well 

together with the Nandan’s (2005) model. Furthermore, Nandan’s (2005) framework was 

chosen since Stylidis and Cherifi (2017) concept is based on Nandan’s (2005). 

  

Figure 2. The coherence of place identity and place image and the influence of a dual place identity 

 

The place brand is located at the top of the model since, as the theoretical discussion 

indicates, the success of the place brand is built on the coherence of the identity and image 

(Kapferer, 1997).  Place identity is located in the left column because it describes the 

three building blocks that shape the place identity. The place identity building blocks are 

sent out to the receivers, which in this case are the building blocks of place image. As 

Roy and Baneereje (2014) claim, the brand image is the result of the associations that 

brand identity creates. Accordingly, the three arrows from the place identity to the place 

image, illustrate that all three parts of the place identity are associated and affect all three 

parts of place image.  
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3. Method 

This thesis aims to explore the coherence between the place image and place identity of 

Malmö and how the dual city identity of Malmö influences the place image. Therefore, 

the following chapter will not only present the chosen research methods and design of 

this thesis, but also how the data was gathered and further analyzed. The chapter ends 

with a discussion regarding the trustworthiness, namely the credibility and transferability 

of this thesis, followed by a presentation of the limitations in the empirical findings. 

 

3.1 Research philosophy 

There are three main research philosophies, namely positivism, interpretivism, and 

realism. These three philosophies refer to the way of how humans view the world and the 

assumptions of their physical surroundings (Lind, 2014). However, interpretivism aims 

to emphasize the importance of understanding people’s perceptions of reality (Bell, 

Bryman, & Harley, 2019). Thus, the research philosophy most aligned with this research 

purpose is interpretivism. Furthermore, the individuals’ perceptions and each of those 

experiences need to be included and considered being part of the valid truths of this thesis. 

 

3.2 Research approach 

There are three main methods of action that can be used in a research approach, namely 

deduction, induction, and abduction. These concepts have their origin within the logic of 

drawing conclusions, and they are useful when illustrating the role of theory in scientific 

investigations. The first concept, deduction refers to that theory has a prominent role, both 

in the beginning and at the end of the research. Hence, the researcher moves from theory 

to data collection where the theory is compiled, where hypotheses are later derived, and 

further empirical experiences are tested. The second concept, induction refers to that the 

use of the theory is more subdued and less controlled in the research. The researcher 

makes conclusions of empirical experiences and further from data collection to theory, 

which means that it is the opposite of the deductive approach. The third and last concept, 

abduction, can be explained as a composition of deduction and induction. Abduction 

refers to that the researcher creates an interaction between theory and data collection in 

order to build theories about the world (Lind, 2014). This thesis is based on how Malmö’s 
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place image coheres to its place identity and how the duality of the city influences the 

place image. Hence, it appears natural to use an abductive research approach, even though 

all three approaches can be used. Furthermore, the abductive research approach enables 

an analysis of previous research and existing ideas to embrace new findings in terms of 

implications and knowledge. 

 

3.3 Research design  

The research design of this thesis is a case study that uses a qualitative approach to be 

able to answer the research question and to gather more verbally nuanced information 

(Lind, 2014). Since the purpose of the research is concerned with the subjective 

understanding and perception of a city, the individual’s subjective perceptions point in 

the direction of a qualitative strategy. There are some objects of study to consider when 

conducting a case study, such as a single organization, a single location, a person, or a 

single event (Bell et al., 2019). This thesis considers the second mentioned, a single 

location, which in this case is the city Malmö. Moreover, interviews and focus groups are 

common methods when collecting empirical data for case studies to receive an in-depth 

understanding. Furthermore, case studies are in general associated with a qualitative 

research approach, where the empirical material that is collected consists of pictures, 

words, or things that have a visual history, which later is analyzed (Denscombe, 2017). 

In a certain sense, this thesis is exploratory in its purpose, which means that it intends 

merely to explore the research question rather than providing final and conclusive 

solutions to existing problems (Bell et al., 2019).  

 

3.4 Data Collection  

The following section presents the qualitative method, which in this case, consists of both 

primary and secondary data. According to Lind (2014), primary data refers to information 

that is collected for a specific study, and secondary data refers to information that is 

collected by previous resources. In order to determine the place identity and duality of 

Malmö, the secondary data were collected from a content analysis of user-generated data 

on Instagram. Additionally, the secondary data was also based on information from the 

official website of Malmö Stad, as well as news features and the report ‘’What is Malmö’’ 

which concerns the case of Malmö. 
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3.4.1 Content analysis of user-generated data 

The first data collection method, as mentioned above, was a content analysis of user-

generated data on Instagram. The aim of the method was to determine the place identity 

and duality of Malmö, but also to determine the place identity in order to see if the place 

image cohered to the place identity. Hence, to determine the place identity of Malmö, the 

picture-based method was to prefer since it is valuable when it comes to identifying how 

different things are presented (Denscombe, 2017).  

 

In order to capture the place identity, information, and photos from Instagram posts from 

ten different city districts in Malmö were analyzed. To be able to explore it systematically, 

two different lists on google were used to be able to identify the place identity. The city 

districts were chosen based on the search “popular city districts in Malmö” on Google, 

where a list presented 39 different city districts, and the five that were chosen were 

Limhamn, Hyllie, Slottstaden, Västra Hamnen and Kirseberg (Orestadsfastigheter, u.d.). 

Those five city districts were chosen out of 39 since they were mentioned the most when 

googling “different neighborhoods in Malmö”. Furthermore, five other city districts were 

chosen based on a list of the most vulnerable and exposed city districts in Malmö 2018 

(Backlund, 2018), and those city districts were Nydala, Hermodsdal, Lindängen, Seved 

and Rosengård. The reason for choosing five districts that are well-spoken about and five 

districts that are the most exposed was to capture the duality of Malmö.  

 

A comprehensive semiotic picture analysis has been conducted to categorize and 

thematize pictures from Instagram posts in order to identify similarities and differences 

between the city districts. Moreover, the semiotic picture analysis was used to capture 

and determine the place identity and duality of Malmö. The selection of the pictures 

posted on Instagram took place on the 20th of April 2020, where the pictures were 

gathered through searching the different city districts' locations at Instagram and looking 

at the “checked-in” posts at each city district. The selection of pictures resulted in 20 

pictures of each city district, which in turn resulted in a total of 200 pictures. The 

Instagram posts that were selected from each city district were the 20 most recent posts 

uploaded in the districts. The posts that were deselected were posts of cartoons, videos, 

and advertising in order to receive a credible view of the place identity. The selection of 



 

20 

pictures resulted in 20 pictures of each city district, which in turn resulted in a total of 

200 pictures. 

 

3.4.2 Focus groups  

The primary data of this thesis consists of, as mentioned above, the collected information 

that was gathered from the focus groups to determine the place image of Malmö, and if 

there is a coherence between the place image and place identity. Focus groups are 

important when it comes to an understanding of how people feel and reflect since 

participants agree or question each other’s opinions (Bell et al., 2019; Lind, 2014). Hence, 

it results in a more comfortable environment than regular interviews do, since the 

participants can discuss their opinions with each other (Bell et al., 2019). It was relevant 

for this thesis to use focus groups as research methodology since it enabled an open 

discussion with subjective perceptions, where the participants could express and discuss 

their viewing point and thoughts of Malmö. Furthermore, focus groups were useful, not 

only to gain insight into the individuals’ subjective perceptions opinions and attitudes, 

but also to capture the place image of Malmö.  

 

The preferable number of participants within a focus group is six to nine people to obtain 

different opinions and still be able to manage a discussion (Denscombe, 2017). Thereby, 

two focus groups were held, and both consisted of seven participants between the ages of 

20 to 35, which resulted in a total number of 14 participants (See table 2 & 3). The reasons 

for choosing two focus groups were mainly to gain a broader insight, as well as to receive 

different perspectives and opinions. The participants were given fictitious names to 

respect their anonymity, which they were informed before each focus group started. Both 

focus groups were held in a conference hall at Länsförsäkringar office in Kristianstad on 

the 12th of May 2020, were the first focus group started at 18.00. The second focus group 

started at 19.00, and both focus groups took approximately one hour each.  

 

3.4.3 Participants selection 

The selection of participants was based on people whose origins are from other cities in 

Sweden than Malmö. The reason why people living outside of Malmö were chosen was 

to be able to capture the place image and a broader view of Malmö. Furthermore, to 

understand the perceptions, opinions, and attitudes of people between the age of 20 to 35 
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(See table 2 and 3). The criteria of the participants were that they should have visited 

Malmö during the last year. The reason why people between the ages of 20 to 35 were 

chosen was that they were the most flexible people of our environment to contact who 

would be able to participate in a focus group. Thus, it is was a convenient selection of 

choosing participants from the same university, which also works together at 

Länsförsäkringar. The participants work at the company as a telemarketing group two 

times a week during the evenings. Due to the current situation regarding Covid-19, which 

was a pandemic spreading worldwide, it was hard to find people who were interested in 

participating in a focus group. Therefore, the participants were selected based on our 

social network with the aim to collect different viewpoints from people living outside of 

Malmö. Moreover, there was no difference in the criteria from the two groups since the 

only criteria were that they were living outside of Malmö and that they had visited Malmö 

at least one time over the past year.  

 

Table 2. Participants of focus group 1 

Date Focus group Participant Gender Age Origin 

2020-05-12 1 Filip Male 25 Tingsryd 

 1 Bert  Male 24 Sölvesborg 

 1 Sebastian Male 26 Södertälje 

 1 Leo Male 23 Bjärred 

 1 Martin Male 25 Stenungsund 

 1 Jenny Female 22 Sjöbo 

 1 Fiona Female 23 Trelleborg 
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Table 3. Participants of focus group 2 

Date Focus group Participant Gender Age Origin 

2020-05-12 2 Linus Male 21 Karlskrona 

 2 Oskar Male 23 Kristianstad 

 2 Adam Male 20 Mora 

 2 Anna Female 35 Tollarp 

 2 Julia Female 20 Växjö 

 2 Martina Female 23 Kristianstad 

 2 Freja Female 21 Bodarp 

 

3.4.4 Focus group guide 

Denscombe (2017) claims that the structure of interviews can either be structured, 

unstructured, or semi-structured. To determine the different aspects of the place image of 

Malmö, an interview guide was created and used in both focus groups (See appendix 6). 

The focus group guide was semi-structured since the format allowed each participant to 

elaborate flexibly on discussions as long as the participants in the focus group stayed 

within the topic (Denscombe, 2017; Lind, 2014). In addition, the interview guide of the 

focus group aimed to structure the session from the beginning until the end, and it 

functioned as a way of guiding the focus group in the direction of the purpose of the 

research (Lind, 2014). 

 

The purpose of the focus group guide was to create valuable discussions, internal 

reflections, and debates between the participants. The participants were asked to write 

down their answers, to have their own subjective perceptions and opinion, and not 

become affected by others. After the participants had written down their answers, they 

were asked to discuss their opinions, statements, and perceptions with each other to share 

their thoughts and ad new perspectives. The questions in the focus group guide were 

based on the conceptual framework that was created in this thesis (See figure 2). The 

questions and activities in the focus group guide were based on the part of the model that 

describes the place image, which consists of the concept attributes, benefits, and attitudes. 
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Before the focus group session started, we made it clear that we would not participate in 

the discussions, instead we would guide the focus group with nine questions and 

activities. We also highlighted that it was acceptable to ask questions, to speak freely and 

that there was no correct or incorrect answer. We also confirmed that the anonymity of 

the participants was respected and asked for permission to record it. Furthermore, the 

spoken language was Swedish since it was the native language of all the respondents. The 

focus group sessions lasted approximately one hour, and the respondents received 

invitations through social media, some weeks before the focus group was held, where 

both time and location were explained. 

 

The focus group started with the first question where the participants were asked to 

explain three to five things that they felt when they heard “Malmö”. The first question 

refers to the attitudes, which means that it contributes to the identification of the attitudes 

the participants had about Malmö. The second question consisted of twenty pictures (See 

appendix 7) that were displayed, and the participants were asked to independently choose 

five of those pictures that they thought described Malmö best. Hence, the second question 

aimed to identify the attitudes of the participants. The third question consisted of four 

different statements and the participants were asked to choose one or two of those 

statements that they felt were most in line with their image of Malmö. Moreover, the 

answers of the third question made it possible to identify if they had positive or negative 

attitudes towards Malmö and if they considered that Malmö was a dual city. The fourth 

question aimed to identify the attributes, benefits, and attitudes of the participants, since 

they were asked to describe Malmö for a person who has never visited the city.  

 

Moreover, the fifth question aimed to identify which attributes that were specific for 

Malmö. Thus, the participants were asked to write down three to five unique offerings 

that they believed that Malmö provides and then discuss it with the group. The sixth 

question was aimed to identify the attitudes of the participants, where they were asked if 

they agree to the image of Malmö that media sends presents. The seventh question aimed 

to identify the befits and attributes of Malmö, but also how well the city satisfied people’s 

needs in terms of its offerings. Hence, the participants were asked to write down and 

discuss five things that they considered as Malmö’s most important offerings. The eighth 

question aimed to identify the duality of the city where the participants received the 
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question if they believe that the different city districts in Malmö differ from each other. 

Lastly, the focus group ended with a discussion where the participants were asked to 

discuss if they believed that the session had changed their image of Malmö. In addition, 

this question aimed to identify the participants' benefits, attributes, attitudes, and opinions 

of the duality of the Malmö. 

 

3.5 Data analysis 

The data that was collected from the user-generated content analysis of Instagram posts 

and focus groups were analyzed. The following sections presents how the collected data 

from the different methods was analyzed and coded. 

 

3.5.1 User-generated content 

As mentioned before, in order to determine Malmö’s place identity, posts on Instagram 

were analyzed. The data collected from the Instagram posts were coded and categorized 

based on the conceptual framework (See figure 2). The 200 posts on Instagram were 

coded with adjectives but also with main- and sub-attributes (See appendix 1), which 

were based on the codes created by (Taecharungroj, 2019). Taecharungroj (2019) based 

the codes on the model Three pillars of place identity and divided the codes into five main 

attribute, which were business, objects, people, activities and personality dimension. The 

main attributes that were used to code the data in this theses were objects, people, 

activities and personality dimensions. The main attribute business was deselected since it 

was not relevant to the post on Instagram posted in different city districts. The main 

attribute objects refers to a place physics, people and activities refers to place practice 

and personality dimension refers to the place personality. Furthermore, the main attributes 

are divided into sub-attributes (See appendix 1), which is why the Instagram posts were 

coded with one main attribute and one sub-attribute (See appendix 3). Hence, the 

attributes exclude each other in order to determine which attribute was highlighted the 

most. The list of sub-attributes was adjusted to suit the purpose of this thesis. The sub-

attributes that were added were buildings and natures under the main attribute objects and 

sport under the main attribute activities (See appendix 1).  
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The Instagram posts were coded with one adjective, and open coding was applied to 

determine the adjectives (See appendix 2) and to be able to categorize the pictures based 

on their specific characteristics (Denscombe, 2017); thus, the adjectives are connected to 

the place personality. The reason why the place personality was coded with both attributes 

and adjectives was to receive an in-depth understanding of the place personality and to 

highlight the duality of Malmö. The adjectives were not predetermined since the open 

coding method was used; thus, the Instagram posts received an adjective, based on our 

common point of view when the post was analyzed. 

 

3.5.2 Focus groups 

The focus group sessions were audio recorded, which all participants approved. After the 

data was collected, the transcription of the focus groups was performed, which took 

approximately 6 hours and resulted in 19 pages. Moreover, when the transcriptions were 

done, the material was analyzed through an abductive coding, which included an 

inductive and deductive approach. An inductive coding means that the coding is not only 

based on the theoretical discussion, which deductive coding is, but it is also based on the 

statements of the participants, which explains the patterns in the material. According to 

Denscombe (2017), it is important to capture the meaning of the discussion to make sense 

of the material. Therefore, the first step of the coding process included making sense of 

the material and relevant information that could later be analyzed. The coding was done 

by coding the material into three themes, namely attributes, benefits, and attitudes (See 

appendix 8), which refers to our conceptual framework. 

 

According to (Bell et al., 2019), the researchers of the thesis need to scrutinize the 

transcriptions several times to ensure that the pattern can be considered as a theme. All 

the transcribed material was used through the whole findings and the first step of the 

coding process aimed to categorize the different arguments and opinions of the 

respondents. In order to categorize the answers and discussions, the focus was to find 

similarities and differences within the opinions and perceptions of the respondents. 

Hence, these similarities and differences were compared with each other and connected 

to the model through the findings.   
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3.6 Credibility and transferability  

Validity is hard to measure since it is difficult to understand a social context externally 

(Denscombe, 2017). However, according to Bell et al. (2019), there are four criteria 

regarding trustworthiness in order to show validity. The first criteria is credibility, which 

means that the participants are trustworthy and that they received the information that 

was necessary to understand the topic and questions. Totally fourteen people participated 

in the focus groups, and all of them fulfilled the criteria that they had visited Malmö 

during the last year, which means that they had knowledge about Malmö. Furthermore, 

since the focus groups were semi-structured, it allowed open answers, and the respondents 

was able to ask questions if they did not understand the questions. The respondents could 

have been influenced by the answer of other participants in the focus group, which was 

the reason why they were asked to write down their answers.  

 

This research aims to understand the specific case of Malmö and how the identity and 

image cohere. Therefore, the second concept transferability does not refer to the aim of 

this thesis since the purpose of this thesis was not to generalize and transfer the findings 

to other cities. The third concept dependability refers to transcripts, methods and data 

analysis are consistent through the thesis and if the result would be the same if the study 

was done again with the same method (Bell et al., 2019). This thesis contains a visible 

and consistent method and data analysis, where every step has been explained to receive 

high transparency. Finally, the last concept conformability refers to if the researchers have 

acted in faith and left out personal values, which that the authors have analyzed the data 

with an objective approach (Bell et al., 2019). The confirmability was considered during 

this thesis, where our personal thoughts have been left out. The Instagram posts were 

chosen based on our own common opinion, but since we do not have a personal winning 

of affecting the results, the confirmability is still high.  

 

3.7 Limitations 

Three limitations of this thesis are determined in its empirical findings that might affect 

the credibility of the results. Firstly, the participants in the focus groups were from the 

same university and shared the same social surroundings, which might have influenced 

their perceptions. Secondly, 20 pictures of a place can be considered as too few in order 

to draw a specific conclusion of a place. However, an investigation was made on whether 
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the result would be different if 100 posts of the same place were analyzed, but there were 

no posts that deviated since similar images were posted in each city district. Thus, the 

result would not have been different if 100 posts were analyzed. Thirdly, if the focus 

groups would have had participants older than 35, it might have affected the result in 

terms of receiving a broader perspective and attitudes about Malmö. As mentioned before, 

due to the pandemic of Covid-19, it was hard to find focus groups with people older than 

35 that were interested in participating in a focus group. The reason why people were not 

interested in participating was because of the social distance restriction that the 

government advised people.   
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4. Case presentation 

The following section provides information about Malmö regarding its development and 

changes, followed by the current situation of the city. Finally, three workshops in Malmö 

that have been held with the strategy of making Malmö a more attractive city will also be 

presented.   

 

4.1 Malmö´s history and current situation 

Until the year 1658, Malmö was under Danish rule with almost 3 000 inhabitants at that 

time. Today, Malmö is defined as the third largest city and is known as the fastest growing 

major city in the country (Malmö Stad, n.d.). Malmö has during the twenty-first century 

developed from being an industrial city, to become the city of knowledge. Hence, it refers 

to the fact that the city is constantly evolving with a huge focus on security and the 

residents, in order to make Malmö more attractive (Malmö Stad, 2019).  

 

Malmö is filled with people from 184 countries worldwide where the birth countries most 

occurring are including Iraq, Syria, former Yugoslavia, Poland, Denmark, Lebanon and 

Afghanistan. In general, people from these countries often move due to several factors, 

for example, to study, work, seek protection, to reunite with relatives, but also because of 

better living conditions (Malmö Stad, n.d.). Furthermore, Malmö points out that there are 

distinct migration patterns in the city, which shows that the largest in-migration occurs 

between the age of 20 to 25. People between the age of 30 to 45, mostly families with 

children, stands for the largest out-migration. The families that move from the city 

generally move to surrounding municipalities, in order to commute to Malmö (Malmö 

Stad, n.d.).  

 

Malmö Stad is an organization with almost 25 800 employees and people who live in 

Malmö probably meet this business every other day, in one way or another. The 

responsibility of Malmö Stad is to provide good service with high quality (Malmö Stad, 

2019), where it is the municipal council that decides how the business should be 

organized. The city of Malmö consists of several administrations; however, each 
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administration and company are governed by a committee or board, which in turn is 

selected by the city council (Malmö Stad, 2019). 

 

Furthermore, Malmö is constantly growing, and the city has increased with 58 000 

workplaces over the past twenty years. The operations that have increased during the last 

ten years are the areas of business services, education, hotel and restaurant operations 

(Malmö Stad, n.d.). According to Malmö Stad (2019), 185 285 people have a workplace 

in the current situation, and unemployment has declined. Despite the decline in 

unemployment in Malmö, compared to the whole country, the city faces major challenges 

when it comes to unemployment, which is still at a high level. Besides, the unemployment 

depends largely on the fact that there is a lack of matching between the jobseekers’ skills 

and employers’ demand (Malmö Stad, n.d.). Hence, it can strongly be related to the fact 

that many employers expect jobseekers to be able to handle the Swedish language fluently 

in both speech and writing.  

 

As mentioned before, Malmö is a city where people from both the public and private 

sectors are constantly working together to create a better and more attractive city, not 

only for the residents, but also for the visitor. Therefore, it has been important for the 

organization of Malmö Stad to coordinate, administrate and drive a process called “What 

is Malmö”, which refers to a working method within the city. The initiative and the issues 

that have been addressed have been conducted by people from business, academia, non-

profit and public sectors with different backgrounds and competences. However, the 

purpose of the processes was mainly to find new solutions to already identified 

challenges, where the criminality was the most recognized challenge (Norberg, 2017). 

  

According to Hansson (2020), seven people died from shootings in Malmö 2019, but the 

city emphasizes that the quota of the citizen in Malmö that has never been exposed for 

crimes was 76,7 percent the previous year (2019). The number of crimes that have been 

reported to the police has decreased the previous year as well as the shootings within the 

city (Malmö Stad, n.d.). Patel (2018) describes the city as: “Every story has two sides like 

a coin, if you cannot see the other side at once, you have no right to judge it.” This quote 

can serve as a counterweight to the image of the city that is published in the press 

worldwide.  
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4.2 Malmö City’s workshops – What is Malmö?  

Within the process of “What is Malmö?”, 50 persons from different organizations have 

been involved. The process was conducted during three workshops where the participants 

gathered to construct a concept with the purpose to contribute, develop, and disseminate 

stories about Malmö. Moreover, the persons were re-grouped each workshop in order to 

mix competencies and to enrich the discussions with different perspectives. The only 

exception was workshop 2 where a thematic grouping took charge of the participants' 

specific competencies (Norberg, 2017). 

 

Moreover, after the three workshops were done, a closing meeting was held where the 

developed concept was presented, discussed, and later submitted to Malmö Stad. The first 

workshop aimed to receive a common picture of the current situation of Malmö, which 

was based on facts and statistics regarding the economy, crime, media’s image both 

nationally and internationally, but also studies about how residents and visitors perceive 

Malmö as a city. After that, the groups discussed their own opinions and highlighted the 

strengths, weaknesses, opportunities, challenges and threats within the city. The 

following strengths and key values that were mentioned by the participants were: Open 

and friendly city, attitude, courage and willingness, proximity, the sea, multiculturalism, 

and innovative business. On the other hand, they also claimed that Malmö has 

segregation, poverty, exclusion, racism, hatred, violence, and negative media image 

(Norberg, 2017). 

 

The second workshop focused more on “how” and “who” where the purpose of the 

workshop was to develop ideas and visions about how future organizations should spread 

the stories of tomorrow to promote Malmö. Moreover, the group conducted place ads that 

aimed to specify the organizations and the tasks they needed to overcome, but also which 

skills requirements they requested. Additionally, the organizations and working methods 

that were created were the following: Innovation Malmö, Go Malmö, Malmöfonden, and 

Business Region. Firstly, Innovation Malmö, which was described as an event organized 

by companies and non-profit organizations. Secondly, Go Malmö, which was described 

as how events in Malmö would be coordinated and visualized. Thirdly, Malmöfonden 

was described to be a value-based organization where members donate their time or 

money to work with challenges and social problems in the city. Lastly, Business Region 
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was described to be a network of impactors or ambassadors all over the world who would 

act to attract investments and companies to Malmö. Lastly, the third workshop was aimed 

to the participants to develop further ideas that had been developed at the second 

workshop, but into more concrete and feasible proposals (Norberg, 2017). 
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5. Empirical findings  

The aim of this thesis is to explore the coherence between the place image and place 

identity of Malmö and how the duality of the city influences the place image. Hence, this 

section presents the empirical data collected from the content analysis of user generated 

Instagram posts and the focus groups. The chapter starts with presenting the place 

identity of Malmö followed by a presentation of the place image of Malmö.  

 

5.1 Place Identity of Malmö 

The following section presents an understanding of Malmö’s place identity and how the 

citizens of Malmö perceive the city, since images are valuable when it comes to determine 

how different things are presented. As Skinner (2018) defines it, the place identity is the 

place’s “DNA”, which in other words describes what the place is. The focus in the content 

analysis of user generated data on Instagram (See appendix 3) was on the places’ physics, 

practice, and personality. Place physics, practice and personality are essential concepts 

since they contribute to a deeper understanding of what Malmö’s place identity is, and 

they capture the different building blocks of Malmö’s place identity. Place physics refers 

to symbols and attributes that are specific for Malmö, and place practice refers to the 

phenomenon of the citizens of Malmö’s lifestyles and includes how people live, dress and 

drive. Moreover, it includes rituals and events that shape the experience for why Malmö 

is known. Furthermore, place personality refers to the emotional, symbolic, and affective 

part of Malmö (Taecharungroj, 2019). 

 

5.1.1 Place Physics 

A place geography and natural features are essential place physics that shape the brand 

identity of a place. Moreover, place physics includes street indicators, landmarks, 

historical plaques, urban design, sculptures, and decorations (Taecharungroj, 2019). 

Based on the content analysis of user-generated data on Instagram, Malmö’s place 

physics is the most common attribute that is highlighted, since place physics is coded as 

objects. The citizens of Malmö highlighted Malmö’s natural features but also urban 

designs, which in turn shaped the place identity. The main attribute that occurred most 

frequently was objects, since the data showed that 93 out of 200 posts on Instagram were 
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coded with the main attribute named objects (See appendix 4). Images that were coded 

with the main attribute objects, contained images of buildings, nature, vehicles, business 

objects, other objects, and animals (See figure 3).  

 

 

 

 

 

 

 

 

City district: Limhamn 

Main attribute: Objects 

Sub attribute: Nature  

Figure 3. Example of place physics attributes 

City district: Västra Hamnen 

Main attribute: Objects 

Sub attribute: Buildings 

 

 

The sub-attributes that occurred most frequently on the Instagram posts were nature and 

buildings (See appendix 4). The data showed that 53 of the posts on Instagram were coded 

with the sub-attribute nature, and 27 of the posts on Instagram were coded with the sub-

attribute buildings. Images of Malmö’s natural features, such as the sea and green areas, 

for example, parks, were the majority of the images that occurred in the user generated 

data on Instagram. Furthermore, common images, that the citizens of Malmö posted on 

Instagram, were images of urban designs like Turning Torso and Emporia. The historic 

plaque Zlatan Court and the urban design Öresundsbron are well-spoken places; however, 

they only occurred in one image each. Moreover, images of streets, animals, and roads in 

different city districts infrequently occurred on the Instagram posts.  

 

Although the data revealed that the images were mainly objects, they differed from one 

city district to another, which in turn revealed that the different city districts presented a 

city of their own with different character in every aspect. For example, the images 

published in the city district Hyllie, showed modern buildings while the images published 

in Hermodsdal and Slottstaden revealed images of older buildings. Another example 

where the images of buildings differed was in the city districts Västra Hamnen and Seved, 
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where Västra Hamnen showed images of modern buildings and the areas around the 

buildings were clean. In comparison, the images published in Seved and Nydala revealed 

colorful buildings with a scribble on (See figure 4). Based on the Instagram posts, the 

image shows two different cities, where the most popular districts can be seen as one city, 

whereas the most exposed districts can be seen as another city. Hence, it indicated that 

the images revealed a duality within the city since the different city districts highlighted 

different images even though the Instagram posts were of buildings.  

 

City district: Nydala 

Main attribute: Objects 

Sub attribute: Buildings 

City district: Västra Hamnen 

Main attribute: Objects 

Sub attribute: Buildings 

Figure 4. Examples of images in different city districts  

 

The data also revealed similarities and differences between the different city districts (See 

appendix 5). The images posted in the city districts Hyllie and Västra Hamnen showed 

modern buildings, streets, and surroundings. In contrast, images posted in the city districts 

Hermodsdal, Nydala, Lindängen, and Seved revealed old buildings, courtyards, and 

buildings with a scribble. Moreover, images posted in Hyllie and Västra Hamnen revealed 

similar images, which illustrate one city, while Hermodsdal, Nydala, Lindängen, and 

Seved revealed images that illustrate another city. Consequently, the different city 

districts presented a duality within Malmö that indicated that the city could be divided in 

two different cities, where one city shows a trace of an older city with a lot of experience, 

and the other shows a new, modern and unexperienced city. Another example where the 

data reveal similarities and differences were the images posted in Slottstaden, Lindängen 

and Västra Hamnen. The citizens in Slottstaden and Lindängen posted images of green 



 

35 

areas and soccer fields, whereas images posted in Västra Hamnen and Limhamn showed 

harbors and the sea (See figure 5).  The findings, once again, showed an existing duality 

within the city since the different city districts present two different cities. The first city 

illustrates a city with lots of green areas and sport, whereas the second city illustrates a 

harbor city close by the sea. 

 

 

City district: Lindängen 

Main attribute: Activities 

Sub attribute: Sport 

Figure 5. Differences between city districts 

City district: Västra Hamnen 

Main attribute: Objects 

Sub attribute: Nature 

 

 

5.1.2 Place Practice 

As mentioned before, rituals and events that are included in place practice are parades, 

ceremonies, artist performance and street parties. Furthermore, it involves social 

relations, which in turn includes cooperation and competition among the citizens in 

Malmö (Taecharungroj, 2019). Two main attributes are related to the place practice, 

which are people and activities (See appendix 1). The main attribute that occurred most 

frequently of the two attributes was people, which occurred in 24 out of 200 posts on 

Instagram. Images that were coded with the main attribute people were images of, for 

example, groups of people. Furthermore, the main attribute activities occurred in 20 out 

of the 200 posts on Instagram. The images that were coded with activities were, for 

example, images of people riding a bike, dining/ drinking, or playing football (See figure 

6). Further examples of images that were coded with activities were images of gatherings 

like home and garden parties, picnics, kids playing at playgrounds, social activities, 

outdoor cafés, and sports. 
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City district: Lindängen 

Main attribute: People 

Sub attribute: Locals 

Figure 6. Examples of place practice attributes  

 

City district: Lindängen 

Main attribute: Activities 

Sub attribute: Sport

 

The Instagram posts revealed that the sub-attributes that occurred most frequently were 

locals and dining/drinking. Locals occurred in 24 posts on Instagram, while dining/ 

drinking occurred in 7 posts on Instagram (See appendix 4). Furthermore, two sub-

attributes that occurred a few times and are related to people and activities were 

businesspersons that relate to people, and shopping that relate to activities. Images of 

businesspersons only occurred in three posts on Instagram while shopping only occurred 

in two posts on Instagram. 

 

Even though the citizens of Malmö posted images of activities and people, the images 

differed from one city district to another within these aspects (See figure 7). The data 

revealed that the city districts Rosengård, Lindängen, Hermodsdal, and Nydala showed 

images of local gatherings, events, and kids playing at playgrounds. Moreover, those city 

districts showed a communion that seemed to be open for everyone, in comparison to 

Limhamn, Västra Hamnen, Kirseberg, and Slottstaden that revealed images of gatherings, 

such as home parties and family dinners. Consequently, Malmö revealed a duality that 

showed that Rosengård, Lindängen, Hermodsdal, and Nydala presented one city with 

characteristics of communions. On the contrary, Limhamn, Västra Hamnen, Kirseberg, 

and Slottstaden, presented another city that had other characteristics, such as familiarity.  
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City district: Limhamn 

Main attribute: Activities 

Sub attribute: Dining/ Drinking 

City district: Nydala 

Main attribute: Activities 

Sub attribute: Attending festivals 
 

Figure 7. Differences between city districts 

 

Furthermore, images posted in Slottstaden and Limhamn revealed images of kids 

pottering in home environments and kinds playing in gardens. In contrast, images posted 

in Lindängen, Rosengård and Hermodsdal, once again, revealed images of kids 

performing different activities, for example, playing football. The five city districts 

Slottstaden, Limhamn, Lindängen, Rosengård and Hermodsdal revealed similar images 

since they showed images of kids. However, the images revealed differences since the 

images of kids were in different contexts, depending on which city district the image was 

posted in. Hence, Malmö revealed a duality within this aspect, since Slottstaden and 

Limhamn showed images that indicated one city, compared to Lindängen, Rosengård and 

Hermodsdal that showed images that indicated another city. 

 

5.1.3 Place Personality 

The place personality can be described as the human characteristics that are associated 

with a place brand, and those characteristics are the reason why places distinguish from 

each other and create unique identities (Taecharungroj, 2019). The main attribute that 

relates to place personality is the personality dimension, where 62 out of 200 posts on 

Instagram were coded with this main attribute. As mentioned before, the main attribute, 

personality dimension has sub-attributes, which are emotionality, simplicity, 

responsibility, aggressiveness, and activity (See appendix 1). Images that were coded 

with the main attribute personality dimension were, for example, images of people, 

children, children with pets and people laughing (See figure 8 and 9). 
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City district: Nydala 

Main attribute: Personality dimension 

Sub attribute: Responsibility 

City district: Hermodsdal 

Main attribute: Personality dimension 

Sub attribute: Activity

Figure 8. Examples coding of personality dimensions 

 

The data showed that the sub-attribute that occurred most frequently was activity, which 

occurred in 24 out of the 62 posts on Instagram. Images of children playing were, for 

example, coded with the sub-attribute activity. The sub-attribute emotionality also 

occurred frequently since it occurred in 23 out of the 62 posts on Instagram. For example, 

images that were coded with emotionality were images of children, children with parents, 

people laughing and people with pets (See figure 9). Furthermore, the sub-attribute 

simplicity occurred in 11 out of the 62 posts on Instagram. The images that were coded 

with the sub-attribute simplicity were images of people sitting by the sea (See figure 9). 

The sub-attribute responsibility resulted in three images that were coded with it, and the 

sub-attribute aggressiveness only resulted in one image. To exemplify, images that were 

coded with responsibility were images of children with adults. The post on that was coded 

with aggressiveness was posted in Lindängen and illustrated a form from the police. 

City district: Limhamn Main attribute: Personality dimension 
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Sub attribute: Emotionality 

City district: Rosengård 

Main attribute: Personality dimension 

Sub attribute: Simplicity  

Figure 9.  Examples of the sub-attribute related to personality dimension 

 

There were differences and similarities between the images published in different city 

districts. The data showed that the city districts with most personality dimension images 

were Nydala with 12, Lindängen with 10, Rosengård with 9, Kirseberg and Hermodsdal 

with 8, and Västra Hamnen with 6 images (See appendix 5). In contrast, the data revealed 

that the city districts Slottstaden, Hyllie, Seved, and Limhamn had less than five images 

that were coded with the main attribute personality dimension. The data from the city 

districts Kirseberg and Rosengård were mostly images that were coded with emotionality, 

while Nydala and Hermodsdal were mostly images coded with activity. The sub-attribute 

responsibility only occurred in images that were published in the city districts Rosengård 

and Limhamn. Moreover, the data revealed that only fifty percent of the city districts had 

images that were coded with simplicity. Those city districts were Lindängen, Västra 

Hamnen, Rosengård, Nydala, and Kirseberg. The differences between the city districts 

revealed a duality within the city since it showed that the different city districts had 

different characters.  

 

In order to receive a deeper understanding of the place personality of Malmö, adjectives 

were used as a coding method. Hence, the adjectives describe and reflect the 200 images 

individually based on our common point of view. The coding of the 200 posts on 

Instagram, posted in different city districts, resulted in 20 adjectives (See appendix 4). 

The data revealed that the adjective that occurred most frequently were the adjective 

happy, since 70 of 200 posts were coded with it. Images that were coded with the adjective 

happy were, for example, images of people laughing (See figure 10) and playing children.  
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Adjective: Happy 

 

 

Adjective: Wonderful 

Figure 10. Example images of the adjectives happy and wonderful 

 

The adjective that also occurred frequently were the adjective wonderful, since 26 of the 

200 images were coded with it (See appendix 4). Posts on Instagram that were coded with 

the adjective wonderful were, for example, images of different natures (See figure 10). 

Furthermore, the adjective colorful resulted in 20 images, free resulted in 18 images, and 

peaceful resulted in 15 images (See figure 11). Another adjective that occurred several 

times was the adjective dismal, where the data showed Dismal in 15 of the posts on 

Instagram. The posts on Instagram that were coded with the adjective dismal were, for 

example, images of parking lots and buildings (See figure 11). 
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Adjective: Peaceful 

 

Adjective: Dismal 

 

Adjective: Free 

 

Adjective: Colorful  

Figure 11. Examples of images coded with different adjectives 

 

Furthermore, the adjective happy occurred most frequently in almost every city district, 

except for Seved. Hence, it indicates a duality since Seved showed mainly images of 

buildings that did not give an impression of happiness. The adjectives wonderful, 

colorful, and free occurred differently in the various city districts (See appendix 5). For 

example, the city districts that showed the most colorful images were Slottstaden, Seved, 

and Kirseberg, compared to the posts in Hyllie and Nydala, which showed images that 

were mostly coded with the adjective wonderful. Slottstaden showed colorful food and 

backyards, compared to Kirseberg that showed colorful natures and terrace houses. 

Hence, two different cities were shown even though they showed colorful images. 

Furthermore, Seved revealed yet another colorful city since the images showed colorful 

buildings with scribbles. Although the city districts Hyllie and Nydala showed wonderful 

images, they revealed two different cities, since Hyllie showed wonderful landscapes, 

meanwhile, Nydala showed wonderful communions. Consequently, even though the 

different city districts share the same adjective, the duality is complex and by analyzing 

the Instagram posts, it was visible that duality exists within the city. 
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Different adjectives characterized different city districts, for example, the adjectives free 

and modern occurred most frequently in the city district Västra Hamnen. In comparison, 

the adjectives colorful and happy occurred most frequently in the city district Kirseberg. 

Hence, it indicated that the duality exists since the different city districts showed images 

that had different characters. Another adjective that revealed a duality within the city was 

the adjective dismal, which occurred most frequently in the city districts Seved (See 

appendix 5).  The data showed that Seved had four posts on Instagram that were coded 

with the adjective dismal, followed by Rosengård and Lindängen that both had three 

posts. Furthermore, Kirseberg, Hermodsdal and Nydala had one post each on Instagram 

that was coded with the adjective dismal. The city districts that were coded with the 

adjective dismal revealed similar posts of grey and clouded images, compared to Hyllie, 

Västra Hamnen, Limhamn and Slottstaden that only revealed positive images. Hence, 

there was a duality between the city districts, since one city showed a positive identity; 

meanwhile, the other city showed both positive and negative identities. 

 

5.1.4 Summary of Malmö’s place identity  

The empirical findings of place physics, practice, and personality summarized Malmö’s 

place identity, which showed that place physics is the attribute that the citizens of Malmö 

highlighted the most. Hence, the most frequent place physics that was shown in the 

images was natures, namely the sea and green areas, but also different buildings. 

Furthermore, the urban designs that were shown most frequently in the images were 

Turning Torso and Emporia; meanwhile, Zlatan Court and Öresundsbron occurred in a 

few images, although they are well known. The images that were posted in different city 

districts also revealed similarities and differences; for instance, modern buildings were 

shown in some city districts, while other city districts showed images of old buildings. 

Also, the city districts' location revealed which attributes that were highlighted, for 

example, city districts located by the sea, showed images of the sea. In contrast, city 

districts located around the center of the city showed images of green areas. Hence, the 

findings showed that there was a duality within the different aspects which indicated that 

the city could be divided into different cities.  
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The place practices that the citizens of Malmö mainly highlighted were images of locals, 

gatherings of people, and people having a drink or dinner. The different city districts 

highlighted different place practices, for example, garden parties and local gatherings 

were highlighted in the most exposed city districts, while the most popular city districts 

highlighted home parties and dinners. Also, the images of kids performing different 

activities were highlighted differently in the city districts. The place personality that the 

citizens of Malmö highlighted were emotionally and simplicity. Furthermore, the 

adjectives that describe the place personality of Malmö were happy, wonderful, free, 

peaceful and dismal. The adjective that occurred most frequently in almost every city 

district was the adjective happy and the adjective dismal only occurred in some of the city 

districts; meanwhile, the rest of the adjectives differed from one city district to another. 

Therefore, the findings showed that the duality existed within the place physics, practice 

and personality, which in turn revealed that the differet city districts presented a city of 

their own with different character in every aspect.  

 

5.2 Place Image of Malmö 

Kavaratzis (2004) defined place image as a result of different messages that the place 

sends out, and those massages shape the image of the place in the mind of every individual 

receiver. The following section presents the empirical findings of the focus groups to give 

an understanding of the place image of Malmö and how it is perceived by people not 

living in the city. The discussions in both focus groups focused on the place attributes, 

benefits and attitudes of Malmö. The place attributes refer to offerings that are specific 

for Malmö, while place benefits refer to how well the offerings of Malmö satisfy the 

individual’s needs. Furthermore, place attitudes refer to the individual’s evaluation of 

Malmö. Since the place image is impressions, beliefs and ideas that a person relates to a 

place, the individuals images of Malmö can differ from each other (Stylidis & Cherifi, 

2018).  

 

5.2.1 Place Attributes 

The respondents discussed which attributes they considered specific for Malmö and one 

interesting aspect that the respondents in both focus groups discussed was the restaurants 

offerings and open-air cafés. For example, Martina argued, “Malmö has Lilla Torg with 

all its open-air cafés, which differs from other cities, such as Kristianstad”. Similarly, 
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Leo agreed and filled in that Lilla Torg is a special offering since the atmosphere on Lilla 

Torg is different from other places. To clarify, Lilla Torg is a market area in Malmö where 

many restaurants with open air cafés are gathered. Furthermore, Bert summarized the 

groups answer “Then we agree that nice food, events, good communing, job opportunities 

and shopping like Emporia and the city center” similarly, Freja expressed, “Then we all 

agree that MFF, nice restaurants, good night life, Emporia and green areas are offerings 

that are specific for Malmö.” Hence, both focus groups agreed and concluded that the 

offerings of restaurants, good food, and the restaurant environments were specific for 

Malmö. Moreover, the respondents in both focus groups highlighted the shopping 

opportunities, since both groups agreed on Emporia and one group also highlighted the 

city center. 

 

The respondents in both focus groups also discussed the event and festival offerings that 

Malmö offers. Adam argued, “The Malmöfestival has something for everyone, food 

offerings from different countries, music and activities for both children and adults”. Julia 

agreed with Adam and added that the Malmöfestival also is free for everyone to attend 

and that festivals in other cities have an entrance fee. Moreover, one respondent in each 

focus group highlighted that the night life in Malmö was good, for example, Freja 

expressed, “The nightlife in Malmö is also good, especially the nightclub Etage”. Similar 

to Freja, Leo said that the nightclub Etage is specific for Malmö and that it is better than 

the nightclub in, for example, Kristianstad. As mention in the section above, the 

respondent in both focus groups agreed and concluded that the nightlife and events are 

offerings that are specific for Malmö. Furthermore, both focus groups highlighted that 

they associate Malmö with football and Zlatan Ibrahimović. For example, Anna argued, 

“Malmö has a lot of culture, both culture as diversity but also culture within football. Let 

us not forget MFF”, and the rest of the respondents in that focus group agreed with her. 

 

The discussions in both focus groups revealed that the respondents considered Malmö as 

a beautiful city; however, the second focus group was more specific than the first focus 

group in their expressions. For example, Julia in focus group two expressed, “I think that 

Malmö offers a mix of beautiful parks and the sea” and Oskar filled in and said, “I agree 

with Julia but I also think that Malmö is the city of parks”.  The respondents both 

highlighted the sea and the green areas, for example, Anna stated, “A beautiful and 
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exciting city with a lot of green and water areas, filled with restaurants with enrich food 

sense and a positive multiculturalism”.  As mentioned before, the respondent in both 

focus groups summarized the attributes that they associated and considered specific for 

Malmö (See table 4). 

 

Table 4. Summary of attributes in Malmö 

Attributes of Malmö  

Restaurants Lilla Torg 

 Open-air cafés 

 

Events and Festivals Malmöfestivalen 

 Etage 

 

Football MFF 

 Zlatan Ibrahimović 

 

Shopping Emporia 

 City center 

 

Nature Green areas 

Water areas 

 Sea 

 

Buildings Turning Torso 

  

 

The Respondents were also asked to choose five images that they considered reflected 

their image of Malmö, which resulted in five images that confirmed what they already 

had discussed. The first focus group selected image number 3, 5, 7, 12 and 13 while the 

second focus group selected image number 5, 7, 12, 13 and 14 (See appendix 7).  Hence, 

it revealed that there is a duality between the city districts since the images present 

different views of Malmö. 

  

5.2.2 Place Benefits 

The respondents in the focus groups discussed how well the offerings of Malmö satisfy 

their individual needs. The respondents were asked what the perfect city would offer and 

how well it agrees with Malmö’s offering. The answers were similar in both focus groups, 

for example, Martin in the first focus group said, ”The perfect city is close to the sea, has 

good commuting, lots of activities, nice restaurants and nightlife, and I actually think that 

Malmö has it all”. Leo agreed with Martin and expressed, “I think that the perfect city 

should have parks, nature, events, festivals, shopping and lots of restaurants, and yes, 

Malmö has it”. The respondent Jenny and Fiona expressed that a city should have 
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shopping, night life, commuting, housing opportunities and good restaurants, which were 

in line with the previous respondents’ thoughts and opinions. Hence, the first focus group 

agreed and concluded that Malmö satisfies their individual needs (See table 5).  

 

The respondents' answers in the second focus group were similar to the first group, for 

example, Julia expressed, “The opportunity of work, education, shopping, social 

affiliation, a team spirit even if you do not know everyone, and I think that Malmö offer 

this.” However, the respondents in the second focus group highlighted one aspect that 

they felt that Malmö did not have, for example, Oskar argued,  “Green areas, a safe 

environment, variety of shopping offerings and restaurants, activities and good 

connections to other cities and countries. A safe environment is the one thing that does 

not agree with Malmö’s specific offerings”. Similar to Oscar, Freja said, ”Safety, nice 

restaurants and bars, green areas, lively, and what Adam said, that there are not only 

industries, there is a core/ heart! Those things are my image of a perfect city. Everything 

except safety agrees with Malmö”. Hence, the respondent in the second focus group 

concluded that their views of a perfect city were similar, and that Malmö lacks the safety 

aspect (See table 5). The findings of the focus groups showed one city that has characters 

of beautiful natures, job opportunities, shopping and events and another city that has a 

character of an unsafe environment. Hence, it revealed that Malmö is viewed different 

cities, which in turn shows that there is a duality of Malmö. 

 

Table 5. Summary of Malmö’s benefits 

Benefits Non-benefits 

Nature 

Sea 

A feeling of unsafety 

Commuting 

Activities 

 

Events 

Festivals 

 

Shopping 

Restaurants 

 

Job opportunities  

 

5.2.3 Place Attitudes 

The respondents in the focus groups discussed and evaluated their opinions of Malmö, 

and to the question on how they would describe Malmö for a person who had not visited 

Malmö, Leo expressed “I would describe for that person that Malmö is beautiful dazed 

city with large gaps between people.” Similar to Leos opinion, Martin said, ”I would say, 
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a beautiful big city that unfortunately seems to have a lot of criminality.” The respondents 

pointed out that even though the city is beautiful, it struggles with large gaps between the 

people and criminality. Furthermore, the respondents were asked if their image of Malmö 

were in line with the image that media present. The respondent in both focus groups 

agreed and disagreed with the image that media presents. For example, Sebastian argued, 

”Both yes and no, since media present Malmö as a city with high criminality, but it is 

Sweden’s gate to Europe, everything comes in and out in Malmö. This is how it works in 

cities like Malmö, which is why it is not strange that the city has high criminality,” and 

Martin added, ”Is it only me or does media denigrate Malmö as soon as something 

happens? I do not think that media denigrate Stockholm and Göteborg as much as 

Malmö”. Martina had similar thoughts and expressed, “But Malmö is located closed to 

Copenhagen and everything, everything and everyone comes in and out there, Malmö is 

like a gate. I think that Media exaggerate”. Hence, both focus groups highlighted that 

media exaggerate and that the high criminality depends on Malmö’s location. Moreover, 

Bert also agreed and disagreed with the image that media presents and stated, ”I partly 

agree with medias image of Malmö since media present a negative view, while my own 

experiences and my view of Malmö it that it is a lot of community. As mentioned, I’m 

indecisive”. The respondents repeatedly showed that the city has a duality since they 

highlighted the city as beautiful, but on the other hand, they highlighted the city with high 

criminality and large gaps between the people. 

 

The respondents in the focus groups received four statements and were asked to choose 

one or two statements that described their image of Malmö. The first focus group 

answered statements one and three, which showed that their image of Malmö is that 

Malmö can be divided in two different cities, and Malmö’s city districts differ from each 

other. For instance, Leo explained, “I think that Malmö’s city districts differ from each 

other, because of the segregation,” similarly, Bert argued, “I thought about the 

segregation and gaps between people in Malmö. If you take Lindängen versus Slottstaden 

for example, the distance between them is large when it comes to gaps between people, 

but they the geographical distance between them is not large”.  In addition, the second 

focus group answered that statement one, Malmö is a city that can be divided in two 

different cities, described their image of Malmö. For example, Linus stated, “The group 

is united that the third statement is the most suitable description of Malmö, due to 
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segregation, criminality and multiculturism,” and Anna added, “Also, since people have 

different economic possibilities when it comes to education, work, and living standard. 

There are, for example, differences between Västra Hamnen and Rosengård”. Thus, the 

participants in both focus groups pointed out that Malmö is seen as two different cities 

because of segregation (See table 6). The findings of both focus groups distinctively 

revealed that Malmö has a duality since the respondents in both focus groups stated that 

the city could be divided in two different cities. 

 

Table 6. Summary of respondent’s attitudes of Malmö 

Attitude Argument 

A negative image due to media Agree with high 

criminality 

 Media denigrate Malmö 

 Media exaggerate 

 

A positive image due to media 

 

Disagree with media 

since it is common in 

large cities 

  

A negative image of that Malmö’s city districts differ from 

each other 

 

Segregation 

A negative image of that Malmö is seen as two different 

cities 

Segregation 

 Criminality 

 Multiculturalism 

 

5.2.4 Summary of Malmö’s place image 

The empirical findings of place attribute, benefits, and attitudes summarize the place 

image of Malmö, which will be presented in this section. Malmö’s place imagen showed 

that it is a beautiful city with a lot of green and water areas, sea, numerous restaurants, 

and open-air cafés that are gathered at Lilla Torg, and shopping opportunities, including 

Emporia and the city center. Furthermore, Malmö’s place image showed that it is as a city 

with arrangements, such as, festivals and events, namely Malmöfestivalen, but also a city 

with a football culture where Zlatan Ibrahimović and MFF are well known. Malmö’s 

place image also showed that it is as a city with job and commuting opportunities that 

fulfill people's needs. On the contrary, the place image showed that it is a city with 

segregation, multiculturalism, and high criminality, which creates a feeling of not feeling 

safe. Furthermore, Malmö’s place image showed that it is a city that can be seen as  

different cities and that the city districts differ from each other. Hence, the different place 

images of Malmö indicated that the city has a duality since they differ from each other. 
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6. Discussion 

The following chapter compares and discusses the findings that are presented in this 

thesis. Since the aim of this thesis is to study how the place image and place identity of 

Malmö cohere and how the duality of Malmö influences the place image, the chapter 

starts with presenting a discussion of the coherence between Malmö’s place image and 

identity. Thenceforth, a discussion of how the duality of Malmö influences the place image 

is presented. 

 

The empirical findings related to Malmö´s place identity revealed a beautiful city because 

of the sea, green and water areas, modern and old buildings, and urban designs, namely 

Turning Torso and Emporia. Hence, the view that Malmö is as a beautiful city coheres to 

the place image, which was confirmed by the participants during the two focus groups. 

The empirical findings of the focus groups, which relate to Malmö’s place image, 

revealed that people who live outside of Malmö believed that it is a beautiful city due to 

the sea, green areas such as parks and water areas. Furthermore, the empirical findings of 

the focus groups revealed that people who live outside of Malmö associate the city with 

urban design of, for instance, Turning Torso and Emporia. Hence it indicates that the 

place image coheres to the place identity (See figure 12). As Kalandides and Kavaratzis 

(2013) stated, the reason why the image coheres to the identity is since the place image 

and place identity lack meaning without each other. Also, because the place image is a 

central part of the process of the formations of the place identity. Thus, both the place 

image and place identity of Malmö showed a dual city within various aspects, but the 

main aspect was that the city was seen as different cities since the city districts differ from 

each other. The Instagram posts revealed that the different city districts highlighted 

different aspects, which in turn showed different cities depending on which city districts 

Instagram posts were viewed. Hence, it could be the reason why the focus groups showed 

that Malmö is seen as two different cities, where one city is beautiful due to all the 

offerings and nature, and another city that is segregated and has high criminality. 

According to Nandan (2005), the identity of a place is something that is sent, while the 

image of a place is something that is received and perceived, which indicates that 

Malmö’s place identity sends out that the different city districts differ from each other. In 
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turn, that message of duality is received and perceived by the people living outside of 

Malmö, which then shape the place image. Hence, it indicates that there is a coherence 

between the place identity and place image of Malmö (See figure 12). 

 

 

Figure 12. The place image and place identity of Malmö 
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The empirical findings that are related to Malmö´s place identity revealed that the citizens 

of Malmö highlighted communions, such as local gatherings, garden parties, dinners with 

friends, home parties, family dinners and outdoor activities. In comparison, the findings 

of the focus groups revealed that people who live outside of Malmö focused more on the 

offerings in Malmö, for instance, restaurants, events, festivals, and shopping. 

Furthermore, the focus groups showed that the people living outside of Malmö associated 

Malmö with job opportunities and useful commuting. Thus, the respondents in the focus 

groups highlighted one city that has numerous offerings and another city that has job and 

commuting opportunities, which revealed that the respondents had a dual image of 

Malmö. The empirical findings of both the place identity and the place image showed that 

Malmö offers activities and gatherings in different performances. However, the citizens 

of Malmö did not highlight job opportunities and useful commuting, since they had their 

focus on gatherings with friends and families, and gatherings within the city districts. In 

contrast, the focus groups associated Malmö with large official gatherings and events, 

namely, Malmöfestivalen. Thus, it showed that there is no coherence between the place 

identity and place image of Malmö within this aspect. Worth mention, the events and 

festivals that the focus group highlighted are arranged in the end of the summer, which 

could be one reason why the data did not reveal Instagram posts of those events and 

festivals. Another possible reason why the data did not reveal Instagram posts of events 

and festivals could depend on to the current situation regarding the coronavirus, which 

has resulted in that events and festivals are cancelled. Consequently, the result within this 

aspect could have a different outcome depending on what time of year the Instagram posts 

are collected. Furthermore, if the data was collected in different seasons the result could 

differ, for example, the place image and place identity could have cohered if the data was 

collected in the summer or autumn, while data collected in the spring and winter could 

have revealed no coherence between the place image and place identity.  

 

The difference between the findings of the place identity and place image could depend 

on that the participants in the focus groups are visitors in the city and that their friends 

and family do not live in the city. In contrast, the citizens of Malmö have their friends 

and family close to the city, which is why they are able to have gatherings together with 

them. The place image is a result of different messages that the place sends out, and those 

massages shape the image of the place in the mind of every individual receiver 
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(Kavaratzis, 2004). Hence, the people living outside of Malmö are able to receive 

messages from other sources that are not the citizens of Malmö, which is perhaps why 

there is no coherence between the place image and place identity in some aspects. 

 

The empirical findings of Malmö´s place identity also showed a safe environment with 

happy people who live a peaceful and free life. Meanwhile, the place image revealed an 

unsafe city with high criminality, segregation, and multiculturalism, which indicated that 

there is no coherence between the place image and place identity. According to Kavaratzis 

and Hatch (2013), the identity of a place is not always easy to determine, and it can vary 

between stakeholders. Hence, the place identity of Malmö that the citizens' presents can 

differ from, for example, the identity of Malmö that the media decide to present, which 

was highlighted in the focus groups. The participants claimed that all their negative 

thoughts about criminality in Malmö has come from the picture that media has presented. 

In turn, it is possible that Malmö has a dual place identity that influences the place image 

of Malmö; thus, it can result in that the people living outside of Malmö perceive the 

dualities. 

 

The empirical findings of Malmö’s place identity revealed a duality within the city, where 

the popular city districts highlighted modern buildings, children pottering and playing in 

backyards. In contrast, the five most exposed city districts highlighted older buildings, 

buildings with scribbles on, and children playing and performing different activities at 

soccer fields and playgrounds. Thus, the different city districts revealed a duality, since 

the images posted by the citizens of Malmö differed from one city district to another and 

visually showed different cities. Hence, these findings showed that both the place image 

and place identity revealed that the duality existed in more than the aspect regarding the 

popular and exposed city districts. Many city districts shared the same adjectives, main 

attributes, and sub-attributes, but at the same time, they were visualized as different cities. 

An example of this duality was city districts that showed images that were mainly coded 

with the adjective colorful visualized different colorful images. As mentioned, 

Slottstaden showed colorful food and backyards compared to Kirseberg that showed 

colorful natures and terrace houses. Furthermore, the findings of duality cohere with the 

place image of Malmö since the participants believed that the city was dual and differed 

from one city district to another. As mentioned before, the place image is created by the 
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perceptions of the individuals' mind (Nandan, 2005), which is why the duality of the city 

creates a certain place image of Malmö. 
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7. Conclusion 

Chapter seven starts with presenting a short summary of this thesis, followed by a 

conclusion of how the place image and place identity of Malmö cohere and how the 

duality of Malmö influences the place image. Moreover, theoretical implications and 

practical implications are presented on how this thesis possibly contribute in theory and 

practice. Lastly, chapter seven ends with a critical review where improvements are 

highlighted, and suggestions for future research within place branding is presented. 

 

7.1 Summary of thesis 

This thesis studied how the place image and place identity of Malmö cohered and how 

the duality of Malmö influenced the place image. The previous research that was 

presented in this thesis resulted in a conceptual framework that was based on the concepts 

place image and place identity. The conceptual framework contributed to exploring the 

coherence between the place image and place identity of Malmö but also how the duality 

of Malmö influences the place image. Hence, this thesis is a qualitative case study with 

an abductive approach. The data was collected through a content analysis of user-

generated data on Instagram and through two focus groups. The content analysis of user-

generated data on Instagram aimed to contribute with information and understanding of 

Malmö’s place identity and how the citizens of Malmö decided to present the city. The 

two focus groups aimed to provide information and determine the place image of Malmö 

in order to examine the perceptions of the people living outside of Malmö.  

 

7.2 Conclusion 

In conclusion, the aim of this thesis was to study how Malmö’s place image cohered to 

the place identity and how the duality of Malmö influenced the place image. Based on 

the empirical findings, the conclusion of this thesis is that Malmö’s place image cohered 

to the place identity in some aspects; meanwhile, in some aspects, the place image 

differed from the place identity. The first aspects of Malmö’s place image that coheres to 

the place identity are the aspects that indicate that Malmö is a beautiful city that has 

numerous offerings that contribute to the satisfaction of people’s needs, namely, 

restaurants, sea, nature, festivals, and events. The second aspect that showed a coherence 
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between the place image and place identity of Malmö was the aspect that relates to urban 

designs, such as Turning Torso and Emporia. The urban designs ware highlighted by the 

citizens of Malmö but also by the people living outside of the city, since they associated 

Malmö with Turning Torso and Emporia. As mentioned before, the place image is a result 

of different messages that the place sends out, and those massages shape the image of the 

place in the mind of every individual receiver (Kavaratzis, 2004). As a result, one 

conclusion can be that the place identity sends out dual messages, which can be the reason 

why the place image only coheres in some aspects, and why there is a duality within the 

place image. 

 

The first aspect where there is a lack of coherence between the place image and place 

identity, is the aspect that relates to that the place image focused on social offerings, 

compared to the place identity that highlighted community with friends and families. The 

second aspect of the place image that does not cohere to the place identity is the aspect 

that the place image and the place identity highlighted some attributes that differed. The 

place image highlighted job opportunities and good commuting and the citizens of Malmö 

decided to highlight other aspects. Hence, the place image did not cohere to the place 

identity. The third aspect where there is a lack of coherence is the aspect of a safe 

environment since the place image indicated that Malmö is a city with high criminality 

and segregation. Compared to the place identity that indicated that Malmö is a city where 

people are safe, happy, free, and living a peaceful life. As a consequence, one conclusion 

might be that the lack of coherence between the place image and place identity strengthen 

the duality of the city, which in turn reflects the place image. 

 

Based on the empirical findings, the duality of Malmö influences the place image. The 

result revealed that the place image indicated that Malmö is a beautiful city with 

numerous offerings, but at the same time, it is a segregated city that bears the stamp of 

high criminality. The place identity of Malmö showed a dual city in many different 

aspects. One aspect was that the attractive city districts showed one city, meanwhile, the 

less attractive city districts showed another city. As mentioned before, the attractive city 

districts revealed modern buildings, the sea, and children playing in backyards, compared 

to the less attractive city districts that revealed old buildings with scribbles on, children 

playing at playgrounds, and children performing different activities. However, the duality 
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within the city was more complex and revealed that the different city districts could share 

the same adjectives, main attribute, and sub-attribute, nevertheless the city districts 

showed completely different cities. For example, the adjective wonderful revealed that 

one city district showed wonderful landscapes while another city district showed 

wonderful communions. Similarly, the sub-attribute nature revealed different cities 

depending on which city district was viewed, for example, one city district revealed 

natures like the sea, while other city districts revealed green areas like parks. 

Consequently, a conclusion might be that a complex duality results in that some aspects 

of a city highlight and strengthen while other aspects becomes hidden, which in turn 

reflects the city’s image, in other words the place image. Thus, if there is an existing 

duality within a city it influences the place image, which in turn also becomes dual. 

 

7.3 Theoretical implications 

Considering the theoretical implications, the concepts of place branding, place identity 

and place image have been approached by several researchers before. However, to the 

best of our knowledge, the coherence between these concepts has yet not been approached 

by previous researchers. Hence, this thesis contributes to the research on place image and 

place identity of a place but also to the coherence between the place image and place 

identity. Furthermore, the place image and place identity of a place that has a dual place 

identity has, to the best of our knowledge, not been approached before. Thus, this thesis 

also contributes to new research on how the duality of a place influences the place image. 

For example, Kavaratzis and Hatch (2013) have studied the relationship between the 

place brand and place identity but have not included the place image in the research. 

Kalandides et al. (2013) discussed the residents’ role in the communication and formation 

of the place brand, and similarly, Kavaratzis and Kalandides (2015) studied the role of 

participatory place branding. Hence, the previous research has not considered the concept 

of place image in the context of participatory place branding. Moreover, Kavaratzis 

(2004) studied city marketing and the importance of the city’s image; however, the place 

identity and duality of a place are not approached in the research.  

 

 

 



 

57 

7.4 Practical implications 

Through the case of the city Malmö, this thesis contributes with new insights into how 

dualities within cities influence the place image. Hence, the findings of this thesis could 

be valuable for marketers that are marketing a city since the collected data of this thesis 

contribute with insights into both place identity and place image. The purpose of this 

thesis was to study how Malmö´s place image coheres to the place identity and how the 

duality of Malmö influence Malmö´s place image. However, even though the findings in 

this thesis are connected to the case of Malmö, the findings can be applied on other larger 

cities, for example, Göteborg and Stockholm.  

 

7.5 Critical review and future research 

Even though the research question is relevant to the case of Malmö, only one city was 

studied. The content analysis of user-generated data on Instagram only the reveals the 

positive sides of Malmö. Hence, the findings related to the place identity could gain 

higher credibility if it were complemented with a method that also captured the negative 

side of Malmö. An implication for future research can be to complement the content 

analysis of user-generated data with focus groups, to strengthen the place identity, and to 

expose both the positive and negative sides of Malmö. Furthermore, the credibility of the 

findings could also increase by complementing the focus groups with participants over 

the age of 35, to receive a wider perspective of the place image. Thus, an implication for 

future research can be to complement the focus groups with participants between the ages 

35-50. Moreover, future research on how the duality of a place influences the place image 

is essential in order to determine the credibility of the findings of this thesis.   
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Appendix 1. Coding of attributes 

 

Main attribute Sub-attributes 

1. Objects (Physics) 1.1 Nature 

 1.2 Buildings 

 1.3 Vehicles 

 1.4 Business objects 

 1.5 Festival objects 

 1.6 Animals 

2. People (Practices) 2.1 Businesspersons 

 2.2 Visitors 

 2.3 Locals 

3. Activities (Practices) 3.1 Preparing/ selling / serving food and beverages 

 3.2 Attending festivals 

 3.3 Walking down the street 

 3.4 Commuting 

 3.5 Dining/ drinking 

 3.6 Shopping 

 3.7 Selling of other items 

 3.8 Sport 

4. Personality dimension 

(Personality) 

4.1 Responsibility 

 4.2 Activity 

 4.3 Aggressiveness 

 4.4 Simplicity 

 4.5 Emotionality 
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Appendix 2. Summary of adjectives 

 

Adjective 

Happy  

Colorful  

Dismal  

Wonderful  

Free  

Modern  

Cute  

Clean  

Peaceful  

Lonely  

Grey  

Familiar  

Boring  

Powerful  

Interesting  

Creative  

Mysterious  

Playful  

Simple  

Calm  
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Appendix 3. User generated content analysis 

 

City district N.O Picture description Adjective  Main attribute Sub-attribute 

Nydala 1 People that are dancing  Happy People Locals 

 2 Four persons in a dancing 

hall 

Wonderful Personality dimension Activity 

 3 Two babies on a sofa Familiar Personality dimension Emotionality 

 4 Children in kindergarten Playful Personality dimension Activity 

 5 Two persons on a bike lane Wonderful Activities Walking down the 

street 

 6 Children in kindergarten Happy Personality dimension Emotionality 

 7 Coffee time in a coffee 

shop  

Wonderful Activities Dining / Drinking 

 8 Time for a conference Wonderful Personality dimension Simplicity 

 9 View of buildings Calm Objects Nature 

 10 A person holding a cake Simple Objects Food and beverage 

 11 Buildings with graffiti Creative Objects Buildings 

 12 Building with apartments Dismal Objects Buildings 

 13 Person in a garden Happy Personality dimension Simplicity 

 14 Two persons dancing 

tango 

Happy Personality dimension Activity 

 15 Floral tree in front of a 

building 

Happy Objects Nature 

 16 Running children  Playful Personality dimension Activity 

 17 A woman is photographing Creative Personality dimension Walking down the 

street 

 18 People gathered in a park Wonderful Activity Attending festivals 

 19 Two women, one of them 

holding a baby 

Happy Personality dimension Responsibility 

 20 People gathered in a 

dancing hall 

Wonderful Personality dimension Activity 

Hermodsad

al 

1 A person in a car Modern Object Vehicles 

 2 Children gathered on a 

basketball court 

Happy Personality dimension Activity 

 3 Woman photographed 

while working 

Happy People Businessperson 

 4 Children gathered  Happy Personality dimension Activity 
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 5 Children gathered Happy Personality dimension Activity 

 6 People gathered in a 

garden 

Wonderful Objects Nature 

 7 A parking with cars and 

buildings behind 

Lonely Objects Nature 

 8 Bike lane in a residential 

area 

Peaceful Objects Nature 

 9 Photo of a woman  Modern People Visitor 

 10 People are painting 

together 

Wonderful Personality dimension Activity 

 11 Two babies are playing in 

a kindergarten 

Happy Personality dimension Emotionality 

 12 A male companion Wonderful People Locals 

 13 A photo of a tree  Peaceful Objects Nature 

 14 A man dancing street 

dance 

Happy Personality dimension  Activity 

 15 Photo of a building and its 

apartments 

Mysterious Objects Buildings 

 16 Dessert with berries Happy Objects Food and beverage 

 17 Buildings and nature in the 

evening 

Dismal Objects Nature 

 18 Children in classroom Happy Personality dimension Activity 

 19 Children and their 

creativity 

Creative Personality dimension Activity 

 20 People gathering in a park 

which is surrounded by 

buildings 

Happy People Locals 

Lindängen 1 Woman on a flea market Happy Activities Selling of other items 

 2 A form from the police Dismal Personality dimension Aggressiveness 

 3 Playing children in a 

courtyard 

Happy Personality dimension Activity 

 4 Football game Happy Personality dimension Activity 

 5 Person riding on a bike in 

the forest 

Free Activities Sport 

 6 Soccer field  Dismal Objects Nature 

 7 High rise and trees Clean Objects Buildings 

 8 People in a meeting Interesting People Businesspersons 

 9 Three men laughing in the 

street 

Happy People Locals 

 10 Women in a meeting Interesting People Businesspersons 

 11 Injured woman on a soccer 

field 

Powerful Personality dimension Emotionality 

 12 Building and trees Boring Objects Buildings 



 

65 

 13 Woman holding a large fan Colorful  Activities Shopping 

 14 Kids in a soccer field Happy Personality dimension Activity 

 15 Parking lot and a building Clean Personality dimension Simplicity 

 16 A swan in swimming in a 

lake 

Free Objects Nature 

 17 Motorway and high rises Dismal Personality dimension Simplicity 

 18 Bikes in a park Free Objects Nature 

 19 A man playing billiards Happy Personality dimension Activity 

 20 Kids at a playground Happy Personality dimension Emotionally 

Seved 1 A woman sitting in a bus 

shed 

Dismal People Local 

 2 Man in front of a building Free Objects Buildings 

 3 A green building and its 

apartments 

Dismal Objects Buildings 

 4 Two happy girls   Happy Personality dimension Activity 

 5 Cars in front of a building 

that is covered by graffiti 

Dismal Objects Building 

 6 Building that is covered by 

graffiti 

Clean Objects Building 

 7 A store with street art Colorful Objects Building 

 8 A street with cars and 

buildings 

Dismal Objects Building 

 9 A wall that is covered by 

graffiti 

Colorful Objects Nature 

 10 Coffee time in a garden Peaceful Objects Nature 

 11 Sunset from an apartment  Wonderful Objects Nature 

 12 Breakfast on a table Clean Activities Dining/drinking 

 13 A truck parked on the 

street 

Peaceful Objects Nature 

 14 A wall outside a building 

covered by graffiti 

Colorful Objects Building 

 15 Cars, trees and buildings 

of a residential area 

Peaceful Objects Nature 

 16 Cars, trees and buildings 

of a residential area 

Peaceful Objects Nature 

 17 A wall that is covered by 

graffiti which describes 

Malmö  

Colorful Objects Nature 

 18 Three happy persons 

gathered together 

Happy People Local 

 19 Two men sitting on a fence Happy People Local 

 20 People gathered in a park Free People Local 
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Rosengård 1 Two men sitting at a 

rooftop   

Happy Personality dimension Emotionality 

 2 Woman holding her son Familiar Personality dimension Responsibility 

 3 A meadow and a sunset Free Objects Nature 

 4 A guy in a square Colorful Personality dimension Emotionality 

 5 Zlatan with children in a 

playground 

Happy Personality dimension Responsibility 

 6 A plate with food Colorful Objects Food and beverage 

 7 Girl on a street Happy Activities Walking down the 

street 

 8 A truck on a street Boring Objects Vehicles 

 9 Three people hugging  Happy Personality dimension Emotionality 

 10 A guy with sneakers 

around his neck 

Modern Activities Shopping 

 11 A man in a garden Happy Personality dimension Activity 

 12 A father with his son Familiar Personality dimension Emotionality 

 13 Guys playing hockey Happy Activities Sport 

 14 Guy standing in front of 

Zlatan court 

Happy Personality dimension Activity 

 15 Guy standing in front of a 

tunnel 

Dismal Personality dimension Simplicity 

 16 Two men standing in front 

of a store 

Dismal People Visitors 

 17 Passports in a pile Free Objects Other objects 

 18 Five people after a run Happy Activities Sport 

 19 A boy at a basketball court 

full of doodles 

Happy Activities Sport 

 20 A man walking home with 

groceries in the rain  

Dismal Activities Walking down the 

street 

Limhamn 1 A baby cuddling with a 

dog  

Familiar People Locals 

 2 A car and a building Lonely Objects Buildings 

 3 Trees and forest  Peaceful Objects Nature 

 4 A glass of wine on a table 

in a garden 

Free Objects  Nature 

 5 A woman who recently 

bought an apartment 

Free Personality dimension Responsibility 

 6 Two ducks in a garden  Happy Objects  Nature 

 7 A confused dog Wonderful Objects Nature 

 8 Four happy girls with 

similar sweaters 

Happy People Locals 

 9 Coffee time on the bed  Free Personality dimension Emotionality 
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 10 Flowers in a garden Wonderful Objects  Nature 

 11 A girl playing with her dog Happy Personality dimensions Emotionality 

 12 People gathered together to 

have a good night 

Happy Personality dimensions Activity 

 13 Sunset and a street with 

parked cars  

Peaceful Objects Nature 

 14 Food served on a table at 

home 

Clean Activities Dining/drinking 

 15 People gathered together 

and eating 

Happy Activities Dining/drinking 

 16 Cottages by the beach Colorful Objects Nature 

 17 A group of people playing 

football together 

Happy Activities Sport 

 18 Two cats are laying 

together 

Peaceful Personality dimensions Emotionality 

 19 Picture of a woman in 

front of the sea 

Happy Objects Nature 

 20 Boats and restaurants at 

the harbor  

Peaceful Objects Nature 

Hyllie 1 A view from a balcony on 

other buildings and a 

garden 

Wonderful Objects Nature 

 2 The entrance of Emporia 

shopping mall 

Clean Objects Buildings 

 3 Photo of buildings Clean Objects Buildings 

 4 Flowers on a table at home Wonderful Personality dimensions Emotionality 

 5 Photo of a man that is 

running 

Happy Objects Nature 

 6 Photo of two buildings Wonderful Objects Buildings 

 7 A person at home enjoying 

TV and popcorn 

Peaceful Personality dimensions Emotionality 

 8 A dog enjoying the sun Happy Objects Animals 

 9 A car with a water tower 

and a building behind 

Wonderful Objects Nature 

 10 An unsorted puzzle Happy People Locals 

 11 Two persons bowls with 

each other 

Happy Personality dimensions Emotionality 

 12 Picture of white flowers on 

a sunny day 

Wonderful Objects Nature 

 13 A view of Öresundsbron 

and a part of Hyllie 

Wonderful Objects Nature 

 14 A photo of two buildings 

on a sunny day 

Wonderful Objects  Building 



 

68 

 15 Two persons took a 

morning run 

Happy Objects Nature 

 16 Sunset in Hyllie Peaceful Objects Nature 

 17 A meadow and a building 

far away 

Grey Objects Nature 

 18 Man on a motorbike 

outside a restaurant 

Happy Personality dimensions Activity 

 19 The square outside 

Emporia shopping mall by 

night 

Peaceful Objects Nature 

 20 A bike lande surrounded 

by housing 

Lonely Activities  Walking down the 

street 

Slottstaden 1 Two children playing at 

home 

Happy Personality dimensions Emotionality 

 2 People having a good 

evening at home 

Happy People  Locals 

 3 A person grows flowers at 

home 

Colorful People Locals 

 4 Woman sitting next to a 

pond 

Peaceful Objects Nature 

 5 Sunset and a building Peaceful Objects Buildings 

 6 Three children sitting on a 

table 

Happy Activities Dining/drinking 

 7 Food on a table Colorful Objects Food and beverage 

 8 Woman sitting on a 

balcony and eating  

Happy Activities Dining/drinking 

 9 A little girl sitting on a 

chair 

Happy Personality dimensions Emotionality 

 10 Many plates and glasses 

served at a table 

Clean People  Locals 

 11 Two children playing in 

the garden 

Happy People Locals 

 12 Buildings photographed 

from an apartment 

Wonderful Objects Buildings 

 13 A mother and two children 

playing in the garden 

Happy People Locals 

 14 A happy woman sitting on 

a balcony 

Happy People Locals 

 15 Food served at a table on a 

balcony 

Colorful Objects  Food and beverage 

 16 A dog sitting beside a table 

with food and wine 

Wonderful Objects Food and beverage 

 17 A smiling woman holding 

food 

Happy People Locals 

 18 A garden with buildings 

behind 

Colorful Objects Nature 
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 19 Food and beverage served 

at a table 

Clean Objects Food and beverage 

 20 Five happy women 

gathered together 

Happy People  Locals 

Västra 

Hamnen 

1 Two girls laughing by the 

sea 

Happy Personality dimension Emotionality 

 2 Two girls talking by the 

sea 

Happy Personality dimension Simplicity 

 3 A girl having picnic by the 

sea  

Happy Personality dimension Simplicity 

 4 The town from a sea 

perspective in in sunset 

Wonderful Personality dimension Simplicity 

 5 A dog  Cute Objects Nature 

 6 The sunset by the sea Wonderful Objects Nature 

 7 A person facing the sea Free Personality dimension Simplicity 

 8 The sea and the 

Öresundsbridge 

Free Objects Nature 

 9 The Turning torso building Modern Objects Buildings 

 10 A man fishing by the sea Happy Personality dimension Activity 

 11 Turning torso Modern Objects Buildings 

 12 A ladybeetle Free Objects Nature 

 13 Plants in the sun Free Objects Nature 

 14 Turning Torso Modern Objects Buildings 

 15 Houses in the sun Modern Objects Buildings 

 16 The sea Free Objects Nature 

 17 Boardwalk and Turning 

Torso 

Modern Objects Buildings 

 18 The sea Free Objects Nature 

 19 Two birds in the sea Free Objects Nature 

 20 Sunset by the sea Colorful Objects Nature 

Kirseberg 1 A woman sitting in a 

garden 

Colorful Objects Nature 

 2 Trees in the sun Colorful Objects Nature 

 3 Flowers and the sun Colorful Objects Nature 

 4 A meadow covered in 

snow 

Free Objects Nature 

 5 Two kids in a room Happy Personality dimension Emotionally 

 6 Two men in a gym Happy Personality dimension Activity 

 7 An alley and trees  Colorful Objects Nature 

 8 Houses covered in snow Wonderful Objects Buildings 

 9 A woman with a dog Happy Personality dimension Emotionality 
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 10 Friends having dinner Happy Activities Dining/drinking 

 11 A child opening presents Happy Personality dimension Emotionality 

 12 A dug under a table Wonderful Personality dimension Emotionality 

 13 A shadow of two women Colorful Personality dimension Simplicity 

 14 A park in the evening Dismal Objects Nature 

 15 Houses on the street Colorful Objects Buildings 

 16 Two Colorful houses Colorful Objects Buildings 

 17 People dining Happy Activities Dining/drinking 

 18 A father with his daughter Happy Personality dimension Emotionality 

 19 Hamburgers at a cafe Happy Objects Food and beverage 

 20 People celebrating in a 

garden 

Happy Personality dimension Emotionality 
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Appendix 4. Summary of user generated content analysis 

 

 

 

 

 

 

Adjective Number of 

adjectives 

Main attribute Number of 

main- 

attributes 

Sub attribute Number of 

sub-

attributes 

Happy  70 Objects  93 Nature  53 

Wonderful  26 Personality dimension  62 Buildings  27 

Colorful  20 People  24 Locals  24 

Free  18 Activities  20 Activity  23 

Peaceful  15   Emotionality  23 

Dismal  13   Simplicity  11 

Modern  8   Food and beverage  8 

Clean  8   Dining/drinking  7 

Familiar  4   Walking down the 

street  

5 

Lonely  3   Sport  5 

Creative  3   Responsibility  4 

Interesting  2   Businesspersons  3 

Boring  2   Shopping  2 

Playful  2   Vehicles  2 

Powerful  1   Animals 1 

Grey  1   Attending festivals  1 

Mysterious  1   Other objects  1 

Cute  1   Aggressiveness  1 

Simple  1   Selling of items  1 

Calm  1   Visitor  1 

    Visitors  1 
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Appendix 5. Summary of different city districts 

 

 

Nydala 

Adjective Number of 

adjectives 

Main attribute Number of 

main attributes 

Sub attribute Number of 

sub-attributes 

Happy  6 Personality dimension  12 Activity  5 

Wonderful  6 Objects  5 Emotionality  4 

Creative  2 Activities  2 Buildings  2 

Familiar  1 People  1 Nature  2 

Dismal  1 
 

 Walking down the 

street  

2 

playful  1 
 

 Simplicity  2 

Calm  1 
 

 Dining/drinking  1 

Simple  1 
 

 Food and beverage  1 

 
 

 
 Locals  1 

 

Hermodsdal 

Adjective Number of 

adjectives 

Main attribute Number of 

main attributes 

Sub attribute Number of 

sub-attributes 

Happy  9 Objects  8 Activity  7 

Wonderful  3 Personal dimensions  8 Nature  5 

Modern  2 People  4 Locals  2 

Peaceful  2 
 

 Businessperson  1 

Lonely  1 
 

 Visitor  1 

Mysterious  1 
 

 Emotionality  1 

Dismal  1 
 

 Vehicles  1 

Creative  1 
 

 Buildings  1 

 
 

 
 Food and beverage  1 
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Lindängen 

Adjective Number of 

adjectives 

Main attribute Number of 

main attributes 

Sub attribute Number of 

sub-attributes 

Happy  7 Personality dimension  10 Activity  5 

Dismal  3 Objects  5 Nature  3 

Free  3 People  3 Buildings  2 

Clean   2 Activities  2 Businesspersons  2 

Interesting  2 
 

 Emotionality  2 

Powerful  1 
 

 Simplicity  2 

Boring  1 
 

 Locals  1 

Colorful  1 
 

 Aggressiveness  1 

 
 

 
 Shopping  1 

 
 

 
 Selling of other 

items  

1 

 

Seved 

Adjective Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of 

sub-attributes 

Colorful  4 Objects  14 Nature  7 

Dismal  4 People  4 Buildings  7 

Peaceful  4 Activities  1 Local  4 

Happy  3 Personality dimension  1 Activity  1 

Clean  2 
 

 Dining/drinking  1 

Free  2 
 

 
 

 

Wonderful  1 
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Rosengård 

 

 

Limhamn 

Adjective Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of sub-

attributes 

Happy  7 Objects  10 Nature  9 

Peaceful  4 Personality dimension  5 Emotionality  3 

Free  3 Activities  3 Locals  2 

Wonderful  2 People  2 Dining/drinking  1 

Familiar  1 
 

 Buildings  1 

Lonely  1 
 

 Responsibility  1 

Colorful  1 
 

 Activity  1 

Clean  1 
 

 Sport  1 

 

 

 

Adjective Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of sub-

attributes 

Happy  9 Personality dimension  9 Emotionality  4 

Dismal  3 Activities  6 Sport  3 

Free  2 Objects  4 Responsibility  2 

Colorful  2 People  1 Activity  2 

Familiar  2 
 

 Walking down the 

street  

2 

Modern  1 
 

 Vehicles  1 

Boring  1 
 

 Shopping  1 

 
 

 
 Nature  1 

 
 

 
 Food and 

beverage  

1 

 
 

 
 Simplicity  1 

 
 

 
 Visitors  1 

 
 

 
 Other objects  1 
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Hyllie 

Adjective Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of sub-

attributes 

Happy  7 Objects  14 Nature  9 

Wonderful  6 Personal dimensions  4 Buildings   4 

Peaceful  3 People  1 Emotionality  3 

Clean  2 Activities  1 Animals  1 

Grey  1 
 

 Locals  1 

Lonely  1 
 

 Activity  1 

 
 

 
 Walking down the 

street  

1 

 

Slottstaden 

Adjective  Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of sub-

attributes 

Happy  10 Objects  8 Locals  8 

Colorful  4 People  8 Food and 

beverage  

4 

Peaceful  2 Personality dimensions  2 Nature  2 

Clean  2 Activities  2 Buildings  2 

Wonderful  2 
 

 Dining / Drinking  2 

 
 

 
 Emotionality 2 

 

Västra Hamnen 

Adjective Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of sub-

attributes 

Free  7 Objects  14 Nature  9 

Modern  5 Personality dimension  6 Buildings  5 

Happy  4 
 

 Simplicity  4 

Wonderful  2 
 

 Emotionality  1 

Cute  1 
 

 Activity  1 

Colorful  1 
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Kirseberg 

Adjective Number of 

adjectives 

Main attribute Number of main 

attributes 

Sub attribute Number of sub-

attributes 

Happy  9 Objects  10 Nature  6 

Colorful  7 Personality dimension  8 Emotionality  6 

Wonderful  2 Activities  2 Buildings  3 

Free  1 
 

 Dining/drinking  2 

Dismal  1 
 

 Food and 

beverage  

1 

 
 

 
 Simplicity  1 

 
 

 
 Activity  1 
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Appendix 6. Focus group guide 

 

Introduction:  

We start by welcoming the focus group, presenting ourselves and the topic without revealing the purpose 

of the thesis, in order to avoid biased answers and influenced opinions. Moreover, we ask for permission 

to record/ videotape the session, also assure anonymity, and explain that the material will only be available 

to us and our supervisor. Furthermore, we inform the group that we will not participate in the discussion, 

instead guide the group with questions and activities. There is no correct or incorrect answer which means 

that it allows each respondent to be creative and think out loud during the session. The focus group will 

take approximately one hour. 

 

Question Purpose 

1. 

Write down three to five words that you think 

about/associate with Malmö.  
The participants will discuss and agree on three to five 

words.  

Attitudes 

 

This activity contributes to capture the attitudes that 

people have about Malmö. 

2. 

Write down five pictures of twenty that you consider 

define Malmö? 
(The participants will choose between twenty 

preselected images) 

 

Attitudes 
 

This activity contributes to capture the attitudes of 

the participants. 

 

3. 

Which of the following statements do you consider 

being the most coherent according to your personal 

image of Malmö? Motivate why / why not the 

alternatives cohere to your image.  
1. Malmö is a city which can be divided into 

two cities.  

2. Malmö can be seen as a single city. 

3. The districts of Malmö differ from each other  

4. The districts of Malmö are similar to each 

other 

Attitudes & Duality 
 

Depending on the participants’ responses, the 

activity contributes to identify if they have a 

positive or a negative attitude to Malmö. Also, the 

activity contributes to capture if there are a duality. 

 

 4.  
 

If you should describe or explain Malmö with one 

sentence to a person who has never visit the city, how 

would you describe it? Write down the sentence. 
The participants discuss their answers with each other.  

Benefits, attributes & attitudes 

 

The activity contributes to capture the overall picture 

that the participants have about Malmö. 

5. 

Write down three to five unique offers that Malmö 

provides. (Offers that you consider being specific for 

Malmö) 
Then the participants will discuss and agree three to 

five of them.  

Attributes 

 

The activity contributes to capture the attributes 

which are specific for Malmö.  
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6. 

Do you think that the image that media sends out, (a 

dual city with high crime rate), cohere to the image of 

your own about Malmö? 
Why /why not? 

Attitudes 
 

The activity contributes to capture the attitudes of 

the participants.  
 

7. 

Write down five things that you consider being the 

most perfect offerings for a city (For example 

restaurants, culture, shopping, entertainment etc.) 
Then the participants will discuss if the chosen ones 

are in accordance to what Malmö has to offer? Why / 

why not? 

 

Benefits & attributes 
 

The activity contributes to capture how well Malmö 

tends to meet people’s needs, also what is 

considered being specific for the city. 

8. 

Do you consider that the different districts of Malmö 

differ from each other? why / why not? The 

participants will discuss their answers. 

Duality 

 

This contributes to capture any duality of the city.  

9. 

Based on today’s discussions and activities, do you 

feel that your image of Malmö has changed?  

Benefits, attributes, attitudes & duality 

 

Contributes to a summary of opinions and 

perceptions.  
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Appendix 7. Images used in focus groups 

 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

8 

 

9 

 

10 

 

11 

 

12 
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13 

 

14 

 

15 

 

16 

 

17 

 

18 

 

19 

 

20 
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Appendix 8. Table of coding - focus groups 

 

Building Block Code Illustrative examples 

Place Image Attribute “I think that tasty food, good restaurants, 

beautiful city with nice views and cool buildings 

like turning torso and Emporia” - Martin 

 Attribute “The Malmöfestival has something for everyone, 

food offerings from different countries, music and 

activities for both children and adults” - Adam 

 Attribute ”We can also choose festivals? Events can both 

be football and music events” - Jenny 

 Attribute “Malmö has Lilla Torg with all its open-air cafés, 

which differs from other cities, such as 

Kristianstad” - Martina 

 Attribute “Then we agree that nice food, events, good 

communing, job opportunities and shopping like 

Emporia and the city centre” - Bert   

 Attribute “Malmö has a lot of culture, both culture as 

diversity but also culture within football. Let us 

not forget MFF” - Anna  

 Attribute ”I agree with Lilla Torg, there are nice outdoor 

cafes. I also think that green areas and and the 

Malmöfestival is nice” - Freja 

 Attribute “Then we all agree that MFF, nice restaurants, 

good night life, Emporia and green areas are 

offerings that are specific for Malmö” - Freja 

 Attribute ”Safety, nice restaurants and bars, green areas, 

lively, and what Adam said, that there is not only 

industries, there is a core/ heart! Those things are 

my image of a perfect city. Everything except 

safety agrees with Malmö” - Freja 

 Attribute “I think that Malmö offers a mix of beautiful 

parks and the sea” - Julia 

 Attribute “I think that Lilla Torg is a special offering since 

the atmosphere on Lilla Torg is different from 

other cities” - Leo 

 Attitudes ”A city that is not as good as Stockholm. Möllan 

is like Söder in Stockholm, so you can say that 

Malmö is a smaler and inferior version of 

Stockholm” - Sebastian 

 Attitudes ”I wrote that Malmö is a city with a mixed/ 

divided culture” - Bert 

 Benefits/ Attitudes “I would describe for that person that Malmö is 

beautiful dazed city with large gaps between 

people” - Leo 

 Attitudes ”I would say, a beautiful big city that 

unfortunately seems to have a lot of criminality” - 

Martin 
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 Benefits ”Then we are united that Malmö is a beautiful 

dazed city with large gaps between different 

groups of people” - Bert 

 Benefits “A beautiful and exciting city with a lot of green 

and water areas, filled with restaurants with 

enrich food sense and a positive multiculturalism” 

- Anna 

 Attitudes ”I would describe Malmö as a city with a 

segregated community”- Oskar 

 Benefits “The opportunity of work, education, shopping, 

social affiliation, a team spirit even if you do not 

know everyone, and I think that Malmö offer this” 

- Julia 

 Benefits “Green areas, a safe environment, variety of 

shopping offerings and restaurants, activities and 

good connections to other cities and countries. 

Safe environment is the one thing that does not 

agree with Malmö’s specific offerings” - Oskar 

 Attributes “We all agree with criminality, Zlatan 

Ibrahimović, multicultural and Sweden’s third 

largest city” - Freja 

 Attributes “Our answer is that we associate Malmö with 

criminality, Zlatan Ibrahimović, football, big city 

and Emporia” - Bert 

 Attitudes “I thought about the segregation and gaps 

between people in Malmö. If you take Lindängen 

versus Slottstaden for example, the distance 

between them are large when it comes to gaps 

between people, but they the geographical 

distance between them is not large” - Bert 

 Attitudes “The group are united that the third statement is 

the most suitable description of Malmö, due to 

segregation, criminality and multiculturism” - 

Linus 

 Attitudes “Also, since people have different economical 

possibilities when it comes to education, work and 

living standard. There are, for example, 

differences between Västra Hamnen and 

Rosengård” - Anna 

 Attitudes ”Both yes and no, since medias present Malmö as 

a city with high criminality, but it is Swedens gate 

to Europe, everything comes in and out in Malmö. 

This is how it works in cities like Malmö, which is 

why it is not strange that the city has high 

criminality” - Sebastian 

 Attitudes “But Malmö is located closed to Copenhagen and 

everything, everything and everyone comes in and 

out there, Malmö is like a gate. I think that Media 

exaggerate” - Martina  

 Attitudes ”I partly agree with medias image of Malmö 

since media present a negative view, while my 

own experiences and my view of Malmö it that it 
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is a lot of community. As mentioned, I’m 

indecicive” - Bert 

 Attitudes ”Is it only me or does media denigrate Malmö as 

soon as something happens? I do not think that 

media denigrate Stockholm and Göteborg as 

much as Malmö” - Martin  

 Attitudes “I think that Malmö’s city districts differ from 

each other, because of the segregation” - Leo 

 

 


