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Abstract 
Place branding is a complex concept. Marketers and other people try to establish new ways of 
expressing and conducting place brands in towns, cities, municipalities, and other places. The 
purpose of this thesis concerns how involvement in the place branding process influences the 
perception of the place brand. The conceptual framework of this thesis was based on previous 
research regarding place branding, co-creation, place stakeholders and their roles, and resident 
participation with a particular focus on involvement. The research was based on a qualitative case 
study guided by the forms of observations, sixteen qualitative questionnaire, and nine interviews. 
The participants from the observed workshop and interview respondents expressed their standpoints 
and emotions. These emotions were later on linked to eight different themes which were associated 
to the three roles of place stakeholders based on previous research. Findings revealed that there are 
differences in the implementation process and perception of a place brand regarding the level of 
previous or current involvement with the place brand of Kristianstad. The findings also revealed a 
new role connected to the previously involved participants. This thesis contributes with insight into 
how the involvement affects the perception of a place brand and its implementation. This could be 
useful for municipalities, advertising agencies, organizations that deal with these types of 
challenges. 
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1. Background 
 
Envision this; A man named Erik, who was born in a medium-sized city where he 

spent his entire life being active in various sports, associations, and other 

organizations. Erik is working at a primary school located in the city. After Erik's 

54 years in the city, he has become familiar with every street corner, and has a broad 

network of people that he knows and who know him well. The municipality where 

Erik lives will launch a new branding of the city. He is curious and excited and 

cannot wait to see his city get a new life, now maybe everyone else is going to 

realize what a wonderful and beautiful city he grew up in and why he loves it so 

much. The day has come, and the new branding is presented, and Erik does not feel 

identified at all with the new image of the city and thinks it is a completely 

misrepresentative image of his city. How could it turn out like this? This is an 

example of the importance of co-creation when it comes to place branding. 

Over the years, places have felt the need to distinguish or market themselves to 

other places, to assert their distinctiveness in pursuit of various economic, 

sociological, and political goals. A brand as a concept embodies a whole set of 

attributes, that are associated with the place or product at hand (Kavaratzis & 

Ashworth, 2005). The use of corporate branding principles has become increasingly 

popular among nations, regions, cities, and neighborhoods to improve economic 

development of places. However, the many components and complex nature that 

determinates a place presents numerous challenges for marketers and branding 

experts (Ripoll Gonzalez & Gale, 2020). 

 

According to research of Kavaratzits and Hatch (2013) have place brands been 

given the role of identifying the place and find ways in which the defined identity 

of the place is relevant to several audiences and then later convincing the selected 

audiences that the identity is valid. Kristianstad, as an example, is known as the 

north-eastern part of Skåne's commercial center. Here you will find both peace and 

tranquility with varied nature but also exciting and different experiences, just an 

hour's train ride from the metropolitan area, which include cities such as Malmö 
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and Lund, within the Öresund area. The municipality has just over 86,000 

inhabitants and about 40,000 of them live in the city, in the heart of Kristianstad if 

you will (Kristianstad kommun, 2022). These are a few definitions of identifying 

Kristianstad as a place brand. 

Place branding and place brands have been in academic literature for more than two 

decades and have even developed into significant issues on the place marketing 

agenda in recent years. However, there are various definitions of the concept “place 

branding” as it is a complex conception to describe (Hereźniak, 2017). The 

assertation and the definition we have chosen of place branding is fundamentally 

dependent on the communication, construction, and management of the city’s 

image, thus the encounters between the inhabitants and their cities can be perceived 

through all sorts of images (Kavaratzis & Ashworth, 2005). 

 

Inclusive place branding is an evolutionary process characterized by 

transformation, participation, multiplicity, and democracy. Inclusive 

place branding guides sustainable place development through the 

facilitation of a social process of interaction between place 

stakeholders, such as the municipality, communities, and governmental 

organizations, with the aim of building sustainable brand equity 

(Jernsand, 2016, p. 14).  

 

Inclusive place branding is considered as a framework to enhance resident 

participation through sustainable place-shaping (Rebelo et al., 2019). In research 

from Hay et al. (2021) can residents’ stories and experiences be considered as an 

important component of an inclusive place branding process. This can be referred 

to the initial story, where the main character Erik, is not involved in the process of 

his city’s rebranding and consequently did not identify with the new place brand. 

Through storytelling and other means can the residents, including Erik, establish 

different facets of the place’s identity. In other words, stories make it possible to 

convey and portray the unique qualities of a place brand.  
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Place attachment is a concept that is most known as the emotional ties that people 

develop with a particular geographic area (Styvén et al., 2020). The concept can 

relate to an individual’s cultural and social experiences, such as their language, 

culture, religion, or their relationship with the natural environment, but also the built 

environment. Place attachment can therefore be applied as a useful component in 

the inclusive place branding process, as the residents’ stories and attachments could 

reveal important aspects of their perception and experiences that they share to the 

process. For place marketing to be successful, local voices must be included as 

much as possible to gain the intended feeling of inclusiveness and diversity among 

the targeted audience (Hay et al., 2021). 

 

1.2. Problematization  
 

Today almost, every city has attempted to brand or re- brand their city. The main 

purpose of a place brand is to highlight the unique attributes and the image of a city 

in the mind of different stakeholders (Gilboa & Jaffe, 2021). Companies are 

realizing the need to interact with their customers more socially in the current global 

marketplace characterized by growing consumer power. Based on this trend, 

scholars are promoting the concept of co-creation. Co- creation can be understood 

as the process of creating value together between firms and customers (Sarasvuo et 

al., 2022). Using co- creation, consumers contribute to the process, resulting in 

value creation and commitment to the company, resulting in value creation and 

commitment towards the product or service offered (Thelander & Säwe, 2015). Co 

-creation can be applied to a variety of marketing and management fields, including 

place branding (Sarasvuo et al., 2022, Ripoll Gonzalez & Gale, 2020, Thelander & 

Säwe, 2015).  

In recent years, citizens have become increasingly important stakeholders when it 

comes to place branding. Citizens can have a role in shaping city services not only 

by consuming them but also by being involved in the process of making decisions 

and serving as a brand ambassador (Hereźniak, 2017). This could lead to the 

construction of a long-lasting and strong local identity (Gilboa & Jaffe, 2021). 



 9 (74) 
 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

Numerous studies have found that resident participation is important to branding 

initiatives and that the achievement of the cities objectives is dependent on 

knowledge of what the citizens think about the city. As a result, failures of brand 

campaigns are not only related to difficulties in the planning and executing them, 

but there are also difficulties in understanding how the perceptions differs among 

the citizens and the other stakeholders such as communities & governmental 

organizations (Gilboa & Jaffe, 2021, Hereźniak & Florek, 2018, Alexander & 

Hamilton, 2016). Branding experts and marketers face many challenges given the 

complexity of places when attempting to apply corporate branding to support the 

economic development of places (Ripoll Gonzalez & Gale, 2020).  

Based on the literature co-creation is a relevant issue today. The notion of place 

branding often ignores the destinations internal stakeholders which may result in a 

brand identity that fails to communicate the emotions and meanings attached to the 

place in question (Thelander & Säwe, 2015). To the best of our knowledge there 

are no previous studies that explore how inclusiveness, and the level of involvement 

affects the perception of a place brand and how its implemented. This study wants 

to contribute to the understanding the consequences of how much the involvement, 

or how much you are allowed to be involved in the place branding process can 

change the way you perceive the outcome. What makes our study unique is mainly 

the comparison between three groups. The first group has been highly involved in 

the branding process. The second group has had a considerable part in the 

implementation process before subsequently having a medium level of 

involvement, whilst the third group only gets the new place branding 

implementation introduced to them.  

 

1.3. Purpose 
 

The purpose of this study is to explore how involvement in the place branding 

process influence the perception of the place brand.  
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1.4. Research question 
 

How does the residents’ involvements regarding the process of an implementation 

of a place brand presume their perception of the brand? 
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2. Theoretical Background 
 

To explore how involvement in the place branding process influence the 

perception of the place brand, this chapter will provide an overview of the aspects 

relevant to this study. These aspects include key elements of place branding and 

how it relates to its stakeholders, alongside studies of co-creation and resident 

participation. Lastly, a summary is presented. 

 

2.1. Place branding  
 

Academia and marketing practitioners have been increasingly interested in brand 

management over the last few decades. Branding is now regarded as a powerful 

tool companies and other organizations can use to their advantage in gaining 

competitive advantages on the market (Demirbag Kaplan, 2010). According to 

Kavaratzis (2004) places like cities and municipalities are including more and more 

marketing methods and techniques in their administrative practices and governing 

philosophy. However, the transfer of marketing knowledge to the operational 

environment of the above-mentioned places has proven to be a challenge and 

misalignment occurs due to the specific nature of places as marketable assets in 

comparison to products, especially cities.  

Place branding involves more factors and associations than the process of branding 

goods and services, which makes place branding more difficult and complex 

(Demirbag Kaplan, 2010). At the core of a place brand there are two essential 

branding aspects to consider: place identity and place image. The place identity can 

be seen as the most basic level of a place as it is the places “DNA”, or simpler put, 

what the place is. Conversely, the concept of place identity is: “probably the most 

elusive and paradoxical of the concepts that make place branding a particularly 

challenging endeavor” (Kavaratzis & Kalandides, 2015, p. 1372).  
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Brand image is the contrary, the “consumers” perception of the brand and is the 

number of impressions received from a variety of sources which combine to form 

a brands personality according do Skinner (2018). The image of the place brand is 

also described as the way the brand is positioned regarding other places, which is 

determined by and how the place is perceived by the consumers. More specifically, 

one may argue that the attributes of a place is harder and more difficult to define 

due to a more complicated image and the various associations places evoke are 

more diverse that other branding entities that usually have a smaller audience 

(Demirbag Kaplan, 2010). In contrast to other commercial product and service 

brands, places cannot be sold, or be owned, nor can they be managed in the same 

way as any other commercial product and service brands can. Therefore, branding 

needs to be viewed in metaphorical terms rather than in actual terms, so that the 

“brand” can be viewed simply as a metaphor for the way places compete in the 

global market (Skinner, 2018).  

There are various perspectives regarding branding where Demirbag Kaplan (2010), 

contrary to Skinner (2008), has emphasized that despite heightened globalization 

and fierce competition in the contemporary market, the need to enhance product 

and place recognition and differentiation is more often moved to the forefront of 

the agenda and branding practices are prioritized. When places can differentiate 

themselves from each other, they can be made brandable entities. These types of 

efforts have been seen more frequently, as competition for investors, resources, 

tourists, and skilled workers has become more intense.  

Place branding, as previously mentioned, is according to Kavaratzis et al. (2005) 

fundamentally dependent on the communication, construction, and management of 

the city’s image, which leads to the encounters between the inhabitants and their 

cities being perceived differently through all sorts of images. Because place brands 

are abstract and involve a greater degree of complexity due to the numerous 

associations, they invoke inevitably presents several challenges (Kavaratzis, 2004).  
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2.2. Place stakeholders  
 
As mentioned in the previous chapter, it is a notable fact that place branding 

emphasizes that place bands are co-produced by a range of stakeholders and that 

brand managers are interdependent on these stakeholders for their success (Klijn et 

al., 2012). The “product” of the place includes several services, with the visitor of 

the place being the “co-producer” of each service. Consequently, place branding is 

not only a process in which brands are constructed and marketing activities are used, 

but also a governance process in which various stakeholders are crucial to the 

success of the place branding activities. In many cases, these stakeholders perceive 

the place to be branded differently, look for different solutions to problems, and 

envision different images to be conveyed. Demirbag Kaplan (2010) stated that 

despite the challenges of place branding does a resilient place brand offer invaluable 

benefits to its stakeholders once established. A solid and positive place brand is a 

critical tool when competing with other nations, regions, or cities. Thus, the concept 

of place branding today is of great interest for numerous stakeholders as it can 

provide them with beneficial advantages. 

A strong feature of place branding is that its residents, along with other stakeholders 

help shape it to what the place brand is and what it can become in the future 

(Rozhkov & Skriabina, 2015). Braun et al. (2013) have identified three key roles 

residents perform as integral parts of the place brand through their behavior and 

characteristics. The three roles have been categorized consists of residents as 

integrated part of a place brand, ambassadors who represent their place brand and 

grant credibility to communicated messages; and as citizens, who are required for 

political legitimization reason regarding the place brand. The different types of 

place stakeholders are continuously involved in every phase of the place branding 

process to ensure engagement, collaboration, and therefore also the early 

implementation of the place branding process (Braun et al., 2013). 

The different and distinctive perspectives of the place stakeholders contribute to 

place branding, and all forms of branding, profiting from stakeholder involvement. 

Involving stakeholders can furthermore contribute to the content of decision 
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making since stakeholders’ specialized knowledge is used and can improve the 

democratic quality of the decision-making process regarding place branding. 

Accordingly, stakeholders are likely to contribute both to the substance and to the 

effect of the brand (Klijn et al., 2012). Braun et al. (2013) has developed and 

identified three key roles, integrated part of a place brand, residents as 

ambassadors, and residents as citizens. These roles are central in the place branding 

process and are introduced further in the three following subchapters. All the roles 

overlap in different ways, but all roles underline the importance of residents when 

it comes to successfully develop and implement a place brand.  

2.2.1. Residents as integrated part of a place brand  
 

Residents are considered an integrated part of a place brand as they show that local 

people are crucial for the establishment of the brand, which is why they should be 

taken into consideration when developing place brands. Research has indicated that 

local people have relevance for evaluation of place brands, for justifying the 

consumption of the place brand, also to distinguish between different place brands. 

Furthermore, the perceived friendliness of the attitudes from the locals has proven 

to be a vital factor. This finding emphasizes attitude and friendliness from the locals 

as one of the factors that can decide whether a destination will succeed or fail. Thus, 

place branding can benefit from considering locals as an important asset (Braun et 

al., 2013). 

2.2.2. Residents as ambassadors for their place brand  
 

This role of ambassadorship is based on communication, Braun et al. (2013) used 

the communication model developed by Kavaratzis (2004). The model assumes that 

there are three different types of communication being used. The first is the primary 

communication and can be defined as the actions of the city itself. Regardless of 

whether communication is the primary objective of their actions or not. It 

encompasses architecture, public spaces and other offerings regarding the city and 

its behavior. The secondary communication could be considered more of the typical 
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communication. Which includes not only everything that has to do with advertising 

in different forms, but also everything you communicate for public relations 

purposes. The third communication is about the oral communication from the 

residents and the information shared between them and others. This communication 

is often referred to as word-of-mouth communication and is often considered very 

authentic and credible. This leads to the involvement and role of the residents 

regarding place branding is very important and should be considered an asset. 

Making the residents feel motivated, engaged, and respected will lead to a positive 

behavior, which in turn will lead to a behavior that benefits the city more than what 

is typically expected by residents (Braun et al., 2013). 

2.2.3. Residents as citizens   
 

Residents as citizens implement a place brand effectively, by creating a balance 

between unique brand focus and ensuring support from the broad community 

(Kavaratzis, 2004).  As argued before, one of the main ideas with place branding or 

branding in general is to differentiate the offerings and distinguish itself from the 

competitors and their general offerings. Developing a place brand can be considered 

a major challenge as there are several stakeholders involved. Which demonstrates 

the difficulties of implementing a place brand only from a so-called top-down 

structure. In most organizations and companies, there is usually some form of 

authority that ensures that the brand and its platform are designed and developed. 

Companies implement their corporate culture on their employees creating a 

decision where they either have to choose to accept the company's culture, values, 

and visions or quit. This scenario is completely different from implementing a place 

brand and is one of the reasons why place branding is so unique. 

 

A place brand cannot force its propositions, values, actions, and visions on the 

citizens. For the place brand to succeed, it is vital to have the support from the local 

citizens, as the place brand is so dependent on their support, help and the benefits 

that derives within their communication. It has been seen in previous attempts that 

failure of gaining support can lead to so-called counter campaigns, where locals 
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start campaigning to act in oppositions to the destinated place brand (Braun et al., 

2013).  

 

2.3. Co-creation  
 

Plé and Chumitaz Cáceres (2010) states that an important part of Service dominant 

logic (SDL) is the idea that customers or consumers become co- creators of the 

value, emphasizing the importance of a relationship between customers and 

suppliers fostered through interactions. According to SDL is value created in value 

configurations, through the interplay and exchange between the social and 

economic actors. SDL tries to create an extensive nature, by getting rid of normally 

used assigned labels such as “buyers”, “consumers” or “producers”. Instead, all 

different roles are referred as “actors”, except if they are referring to the traditional 

literature in question (Vargo & Lusch, 2018). The SDL theory basically states that 

the value created of services or goods is not inherent but depends on how customers 

perceive the contextual experience that are supported by it. (Plé & Chumitaz 

Cáceres, 2010). 

In recent years the term co-creation has proliferated, being related to a variety of 

topics and diverse applications such as design and development, retailing 

participatory roles of consumers, etc. As a result of the emergence of co-creation, 

the organization has ceased being the provider of value and has evolved into a 

participatory process where meaning is generated, created, and developed together. 

It’s important for businesses to not focus on products, but rather focus on what 

services they can provide to the customers (Ramaswamy & Ozcan, 2018).   

According to Ind and Coates (2013) business have embraced the concept as a way 

of developing new products and services, as well as marketing new products and 

services. Co-creation can also be examined from the consumer’s perspective, 

considering consumption as something symbolic and cultural and leads to 

consumers giving the offered goods a subjective meaning. Consumers are the ones 

who create value for goods and services on the market. The created symbolic and 
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cultural meanings are the primary reasons why these products and services are 

attractive on the market. The co-creation theory is characterized by customer 

collaboration and is central to the realization of the market offering and generation 

of the benefits requested by the consumers. (Ramaswamy & Ozcan, 2018).  

Even though co-creation advocates the involvement of additional actors, it exposes 

them for risks when they are directly involved in the creation of value. (Kambil, 

Friesen & Sundaram, 1999). Prahalad and Ramaswamy (2004) emphasize that 

consumers and businesses are increasingly involved in creating and extracting 

value. Experiences increasingly dominate value shifts, making the market a forum 

for dialogue and interaction between business, consumer communities and 

individuals. Key elements of the practice in value creation is having dialogues, 

getting access to information, transparency, and understanding the risks and 

benefits. 

In contrast to the traditional interactions on the market, both businesses and 

consumers often puts more effort towards the co-creation process. Cooperative 

relationships require both parties to determine what they want to achieve from it.  

Markets are typically characterized by opposing goals between businesses and 

consumers. As a result, the relationship between the businesses and the consumers 

creates a win-loss dynamic, where one’s win is the other one’s loss. To avoid this 

and acquire a win-win relationship both parties need to be willing to reestablish the 

relationship between them. To do so, both parties must set mutual goals and 

communicate effectively. To successfully achieve co-creation, both companies are 

facing several challenges that they need to overcome. Co-creation is not an easy 

process, and no one said it would be (Kambil, Friesen & Sundaram, 1999). 

2.4. Resident participation  
 

In the area of place branding, critical perspectives have favored practices that 

encourage local participation and involvement to define the meaning of different 

places from different actors. However, participation and inclusion can be seen as 

highly complex and ambiguous concepts and their meanings may vary according to 
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the different actors involved. Consequently, there is a chance that well-intentioned 

actions could prove counterproductive, which may result in residents being 

excluded from the impact of decisions. Even though attempts of a more inclusive 

resident participation within place branding have been made, the current state of 

place branding is still missing a more successful and comprehensive framework. 

The ideal framework should demonstrate how the local experiential knowledge can 

be utilized and how local stakeholders, especially the under-privileged can 

successfully be both engaged and empowered (Braun et al., 2013). 

Resident participation is essential within the development of a successful place 

brand development. In fact, it serves several purposes, commonly characterized by 

the contingent nature of the process. The place brand should be created by those 

who will be affected by the brand. Resident participation is not just one thing, or 

one practice connected to the place brand development. Residents are often 

involved in a wide range of ways as part of solving problems from the moment they 

are conceived (Ripoll Gonzalez & Gale, 2020). Participatory place branding is a 

concept that is emerging as a form of place branding that focuses on the 

involvement of stakeholders in place branding, with the main ambition of 

integrating the voices of different stakeholders through participatory methods 

(Kavaratzis, 2012). It is an approach similar to inclusive place branding as it 

describes a comparable process with the main differences deriving in an even 

stronger focus on place branding as an evolutionary process relying on 

participation, transformation, multiplicity, and democracy (Jernsand, 2016).  

There is still a challenge of residents to serve as legitimators. Communities must 

have adequate access to be able to empower participatory decisions regarding the 

image of a brand as a representation of a place. Residents working together as a 

joint team can improve residents’ civic engagement when it comes to decision-

making, thereby strengthening the resident’s role as legitimators as a result. For 

residents to additionally attach values and meaning to the place brand they need 

motivation and encouragement (Braun et al., 2013). 
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2.5. Summary 
 

Branding can be seen as the process of giving meaning to something or someone. 

Hence, it is regarded as a powerful tool companies and other organizations use to 

their benefit in gaining competitive advantages on the market (Demirbag Kaplan, 

2010). Places cannot be sold, or be owned, nor can they be managed in the same 

way as other commercial products. Nevertheless, many forms of places include 

marketing methods and its techniques in their administrative practices and 

governing philosophy (Kavaratzis, 2004).  

The place brand concept can be assembled by two different outlooks: place identity 

and place image. The place identity can be seen as the most basic level of what the 

place is. Brand image is the contrary, as it shows the “consumers” perception of the 

brand and is the number of impressions received from a variety of sources which 

combine to form a brands personality (Skinner, 2008). The purpose of place 

branding is to communicate, build and manage the city’s image, through the 

encounters between the inhabitants and their cities are perceived differently. 

Therefore, contributes to the creation of the place’s identity. Place brands are 

abstract and involve a greater degree of complexity in comparison to other products 

and services due to the numerous associations, which makes place branding a 

challenging undertaking (Kavaratzis, 2004).  

During recent years the term co-creation has proliferated, being associated with 

topics as diverse as applications such as design and development, and consumer 

participation. Practices concerning co-creation include having dialogues, getting 

access to information, and also understanding the risks and benefits as necessary 

key elements. These are similar guidelines in comparison to the involvement 

process within place branding. The emergence of co-creation has led organizations 

to a participatory process that generates, creates, and develops meaning together 

with their consumers. Businesses as well as place brands are facing several 

challenges to successfully achieve co-creation, as it is not an easy process to 

conduct (Ramaswamy & Ozcan, 2018). Furthermore, those who will be impacted 
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by the place branding process should be and feel involved in its creation. When 

residents involve themselves in the process of place branding, the concept of civic 

engagement can be improved when it comes to decision making, strengthening the 

residents’ position as legitimators as a result. (Braun et al., 2013). 

Braun et. al (2013) states critical perspectives on place branding that favor practices 

of engaging locals and involving them to define the meaning of distinct places. It 

serves several purposes, common to all processes defined by a contingent nature. 

Resident participation and distinctions between their roles are necessary within the 

development of a prosperous place brand development. Place branding emphasizes 

that place brands are co-produced by a range of stakeholders and brand managers 

needs to form an interdependent relationship with these stakeholders to be 

successful (Klijn et al., 2012). Three roles have been created to categorize residents 

as integrated parts of a place brand, ambassadors who represent their place brand 

and as citizens, who are required for political legitimization reasons. The three 

different roles overlap in distinctive ways, but all roles underline the importance of 

involvement and the influence of all types of residents when it comes to 

successfully develop and implement a place brand. The roles of an integrated part 

of a place brand, ambassadors for their place brand and citizens of the place brand 

provide different perspectives, levels of involvement and subsequently affect the 

implementation of the place branding process (Braun et.al., 2013). 
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3. Method 

In this chapter, we present and argue for our epistemic assumption and cover our 

research philosophy, approach, our choice of theory and design. We will also 

explain the use of observations, a qualitative questionnaire, and interviews as 

methods for data collection and describe how they were conducted. Furthermore, 

we will discuss how the data was analyzed using an inductive thematic analysis. 

Lastly, the trustworthiness of this study will be discussed as well as the 

limitations of the study. 

 

3.1. Research philosophy 
 

This study uses an interpretivist lens since the research question is linked with the 

individual and its perception. This philosophy requires more thorough 

understanding of people’s behaviors and their role as social actor in the social world 

(Denscombe, 2016). We wanted to collect deep data so we can understand the 

actions and motivation of the individual. The study is based on how different 

individuals perceive the place brand. Therefore, we have an Interpretivist approach 

as we seek to understand each individual's opinion. These opinions shape the 

society and not the other way around.  

The study focused examining if stakeholders perceive the newly developed place 

brand and its implementation differently depending on how much they have been 

involved in the process. To explore this deeper research and see beyond objective 

values, feelings, and opinions, shifting focus towards subjective perceptions and 

feelings. We wanted to discover if the findings are linked to previous experiences 

and involvement regarding the place brand. This is very complex, it is important to 

be flexible and adaptable. We believe that society and its views are not general and 

cannot be understood by facts and figures alone. This study focuses on 

understanding and interpretation and not to explain and describe the phenomenon 

in question. Interpretivism, in contrast to positivism, considers the social reality as 
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a subjective construction of human’s actions and thoughts. Realism is closely linked 

to positivism as the views, methods and explanations also rely on natural sciences 

when exploring social sciences. Nevertheless, realism assumes an external reality 

that influences human’s perception of the world, which is a perspective that differs 

from positivism (Bell et al., 2019). 

3.2. Research approach 
 

The purpose of this study is to explore how a place brand is perceived differently 

under level of involvement during the creation process it is appropriate with an 

abductive research approach. Abductive approach is often related to inductive 

reasoning. The abductive approach is characterized by making an observation of a 

phenomena and further on trying to explore and explaining it. This is usually done 

by collecting data and analyzing it with the theory of choice. It is typically known 

for the abductive approach to try making sense of things that can be seen as puzzling 

(Bell et al. 2019. The analysis will be guided by specific evaluation objectives in 

the form of observations, qualitative questionnaires, and interviews. The data will 

contribute as the core for trying to explain the identified phenomena. To summarize, 

the abductive approach identifies something that needs explanation with help from 

the qualitative data analysis. This is exactly what this study tries to contribute with.  

3.3. Choice of theory 
 

Choosing and constructing the theory firstly consisted of searching and reading 

relevant studies primarily concerning the research question. Secondly, we sorted 

the most interesting articles to create a clearer structure to base our purpose and 

research questions on. Thirdly, a thorough discussion was held between us on how 

the content should be structured and which literatures should be prioritized. We 

chose to prioritize and use three types of roles that residents can serve as according 

to (Braun et al., 2013) .  
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Our theory begins with defining the complexity of place brands and why it is 

important. Furthermore, we applied theories concerning the different roles of place 

stakeholders as complementary to understand the how the place brands are being 

co-produced by the range of stakeholders. This provides an insight of apparent 

advantages with involving different stakeholders.   

  

Moreover, the importance of co-creation is explained. This theory complements the 

stakeholder theory and clarify more in depth the challenges with different 

stakeholders and the importance of co-creation regarding a place brand. This theory 

also reflects on how to engage the different stakeholders to participate in the place 

brand. Furthermore, the study examines residents’ participations to get the 

understanding of how the residents can be seen as a stakeholder and how they can 

be managed as an asset regarding the place brand.  
 

3.4. Research design  

 
The purpose of this research is to investigate whether and how the involvement 

affects the perception of a place brand and its implementation. According to Bell et 

al. (2019) there are two different strategies being used for business research, either 

quantitative or qualitative. This study is using a qualitative method since it is 

appropriate for case studies. What mainly distinguishes qualitative research from 

quantitative research is mainly the emphasis on words and not on presented figures 

when compiling and analyzing the collected material. There is criticism towards 

qualitative methods, as it can be considered too subjective and too difficult to 

replicate. Another criticism is the perceived problem of generalizing the answers 

from the research (Bell et al., 2019). 

 

However, this study does not focus on the generalization of responses. The study 

focuses on gaining rich deep data and an understanding of this specific case and 

phenome. Qualitative studies are often characterized by being more flexible and 

adaptable in comparison to quantitative studies. This allows the researcher to 
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control and adapt during the ongoing process (Bell et al. 2019). Our research 

question is very complex and difficult to conclude in numbers, compelling us to be 

flexible and adaptable. Therefore, a qualitative study was considered the most 

efficient since we wanted rich, deep data and a contextual understanding.  

This study is based on a case study to collect data and to explore how different 

stakeholders perceives the place brand. Since the research question is heavily rooted 

in relationships and processes, a case study was very suitable. The case study 

unlocked the possibilities of combining different types of research methods. Our 

case can also be described as a typical case as it is anchored in a specific situation 

within a particular place. We had the unique opportunity to follow the beginning of 

the implementation of a place brand and observe how this is perceived by residents 

who have been differently involved. Since we did not plan this situation, rather it 

appeared as an opportunity that rarely occurs (Denscombe, 2018). 

One advantage of case studies is that it is well suited for small-scale research. This 

is consistent with our research question and the purpose of this study. Case studies 

also provides a holistic view and broadens the approach of understanding the 

complex social phenomenon being investigated. One disadvantage mentioned is 

that it can be difficult to gain access to the case study environments. By having open 

and transparent communication between all parties, we managed to stay away from 

ethical problems. There has been trust between respondents, participants, and 

researchers. We believe that the deep analysis is transferable to other studies, as we 

present clear factors and details regarding the case in the data collection. This helps 

the reader to get a better and overall picture of whether and how this can be relevant 

to other studies (Denscombe, 2018). 

According to Bell et al. (2019) a case study is strongly associated to either a specific 

organization, location, person, or a specific event. To understand unique and 

complex phenomes similar to this case, there are different types of cases studies to 

choose from when conducting a case study.  The case study of this research is based 

on Kristianstad municipality and their development of a new place brand.  The case 

in question can be described as a revelatory case as it examines and observes a 

unique phenomenon. The revelatory case is described by Bell et al. (2019) as the 
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opportunity to observe something that does not occur often, which means that there 

have not been many conducted studies covering the phenomena before. This is 

completely in line with the opportunity given to study how different levels of 

involvement affect the perception of Kristianstad’s place brand. It is a unique 

research opportunity to get the chance to observe these different types of roles and 

connect them to their reflections and perceptions regarding the implementation 

process of the place brand.  

 

3.5. Data collection 
 

Based on the purpose and research question of this thesis, we decided to conduct a 

case study with a qualitative method in the form of observing a workshop assembled 

and implemented by the municipality and held nine interviews. Whilst conducting 

the data collection we predominantly gathered primary data with the assistance of 

an observation guide, a survey, and a semi-structured interview guide. To 

understand the relationships and processes combining interviews, questionnaires 

and observation was vital. The data collection has taken place in three different 

stages, beginning with the observation at the workshop. The qualitative 

questionnaire was conducted in the final stages of the workshop. Shortly after the 

workshop, interviews were held. 
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Figure 1 

Data collection process 

 

The use of mixed methods design is beneficial as the researcher use data 

triangulation to compare the different data that are collected. The researcher can 

analyze the situation by identifying the strengths or weaknesses in the different 

types of data collections, which make it easier to fill in the gaps when it is not 

possible to rely on just one method. So, with the use of mixed methods, it’s possible 

to get a more in-depth picture of the studied phenome (Bell et al., 2019). 

3.5.1. Observation and qualitative questionnaire  

This study used an observation and a qualitative questionnaire to be observed and 

collect primary data, which according to Lind (2019) refers to information that is 

collected directly and for a specific study. The workshop was arranged by 

Kristianstad municipality where we were invited to be able to observe and conduct 

a qualitative questionnaire with the assistance of the participants. The total of 21 

people participated in the workshop that was held the 28th of April 2022 between 

14:30 – 16:30. In other words the total duration of the workshop was 2 hours 

(Appendix B). 

Workshops can be useful when it comes to observing and understanding residents’ 

feelings and reflections as the participants agree or question each other’s opinions 

in this type of forum (Bell et al. 2019).  During the workshop, we conducted an 
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observation study elaborated from an observation guide (Appendix D). These 

questions were designed as a tool to be able to observe how the presented material 

was perceived and for conducting general perceptions. 

The questionnaire (Appendix E) was designed with eight different questions. Four 

questions were boxes where the respondent could fill in and develop his reasoning 

even more. The questionnaire was handed out to all participants when the workshop 

was. The participants answered the questions individually and it required no longer 

than five minutes. By handing out the questionnaire directly and individually, we 

ensured that we would receive the answers and that they would not be particularly 

influenced by others. The questions were designed to get an idea of what the 

respondents thought about the workshop and how they experienced the presented 

material, especially the film. The purpose of the survey was primarily to be able to 

strengthen and enrich the other data collection, mainly the observation. By using 

qualitative questionnaires, we received data that helped us capture the attitude the 

different participants had towards Kristianstad's place brand. 

 

3.5.2. Interviews  
 

Interviews are the most used methods regarding qualitative research. The biggest 

reasons for this is that it is so adaptable and flexible and gives the interviewer space 

to control the conversation (Bell et al., 2019). Which is important for this study to 

get as deep and rich data as possible and not just numbers and concise answers.  

This study is based on a semi-structured interview, where we have designed 

different interview guides depending on whom and what role the resident had. This 

gave us the opportunity to start from our core questions but also to pick up things 

that the respondent says and that we want to develop as it can be interesting for our 

research. 
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3.5.3. Interview guide 
 

We created an interview guide very much based on who the respondent was and 

what role they played (Appendices F, G, H). When we want to compare different 

respondents and how much they have been involved, we obviously had to take 

previous experience into account. The interview guides were divided into different 

blocks to remind us of what we were looking for and as a tool to stay within the 

framework. 

The different blocks which were the basis of our interviews were the following: 

Involvement, the workshop, the film, and ambassadorship. It ended with self-

reflective questions. By asking questions about the involvement and the workshop, 

we got a picture of how the respondent was involved and what role co-creation 

plays. When asking further questions about the presented material and especially 

the film, you receive answers to how different actors see the place differently and 

thus the connection to resident participation. The questions about ambassadorship 

helped to see what role the various stakeholders play and why they care about their 

city, which involves place branding and co-creation.  

Since all respondents except one participated in the arranged workshop, we 

recognized most of them. Thus, the interviews becoming a little more relaxed 

because we were not complete strangers anymore. 

3.5.4. Interview sample 
 

A total of nine invitations were sent out to participate in interviews and all of the 

invitations were accepted. Eight of these interviews were booked in the same week 

with a span of three days, this possibly affected our stress level. According to Bell 

et. al. (2019) several scheduled interviews on the same day could be a stress factor 

and therefore it is important to prepare a well-worked structure and tactics before 

the interview. By doing research about the respondent before the interview, it 

contributed to us having a decent view of the situation and knowing exactly which 

questions were appropriate or not. We separated the respondent into three different 
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categories based on their involvement, (Table 1). As a result, our stress levels 

decreased, which made the interviews more comfortable. 

All respondents were given different options on how and when they wanted to 

conduct the interview. Either if it were to be conducted online or if we were to meet 

in person. Most interviews ended up between 20-30 minutes, although this was 

shorter than the allotted time of 45 minutes. We still received the data that was 

needed for this study to proceed (Table 2). 
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Table 1 

Summary of segmentation 

Group Definition 

High Has been involved in the entire process with the new location brand 

and can also be considered responsible for the result 

 

 
Medium Has either been involved in the external focus group or in previous 

projects with the location brand Kristianstad. In some cases, the 

participant has been involved in both. 

 
Low Has not been involved in anything during the process. Has only 

seen the material when it was presented at the workshop. 

 

 

Table 2 

Summary of interview participants 

Gender Participant Involvement Interview length 

Female A High 27:02 

Female B High 22:10 

Male C High/Medium 22:51 

Female D Medium 18:52 

Female E Medium 22:16 

Male F Medium 31:01 

Female G Low 21:14 

Female 

Male 

H 

I 

Low 

Low 

18:00 

18:40 
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3.6. Data analysis 
The data from interviews, qualitative questionnaires and observations of a 

workshop was analyzed. The following section presents how the collected data 

from our different methods was analyzed and coded. 

3.6.1. Transcription and coding  
 

The data collection from the workshop was used to identify overall themes that 

could be observed. These themes were then used when the interviews were to be 

transcribed and coded. When coding the interviews, we also tried to identify the 

roles of Braun et al. (2013) consisting of the integrated part of the brand, the 

ambassador, and the citizen. We chose to see if we could identify additional roles 

that could not be categorized according to the previous three roles.  

The observation guide and qualitative questionnaires were coded by identifying 

meaningful expressions and themes separately to make the content possible to 

categorize. Furthermore, the process consisted of breaking down the data into 

constituent parts, then given labels within the coded text. The researcher can then 

look for recurrences or sequences of the text within and between codes and other 

data sources such as observation guides and qualitative questionnaires. By 

identifying descriptive categories that later expand and refines as the analysis 

progress creating core and themes is an approach called thematic analysis. This type 

of approach indicates a process of data reduction, where a large amount of 

information is being concentrated and categorized in to smaller and more 

comprehending sections (Bell et al., 2019).  

The interviews were partly conducted in in face to face and online settings. All of 

them were recorded by an audio-recording which provided sufficient data for 

subsequent transcription. Using audio-recording allows the researcher to 

concentrate on being present during the interview and listen actively, which is 

particularly critical when conducting semi-structured interviews, since asking 

follow-up questions and being vigilant is of high importance (Bell et al., 2019).   
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After the interviews were transcribed, they were coded and categorized based on 

the identified themes seen in the observation. The interviews were also coded based 

on the different roles that a resident can have. 

3.7. Trustworthiness 
Trustworthiness is another crucial factor of research and is concerned with the 

integrity and truthfulness of conclusions. These conclusions are commonly 

generated from other fragments of research and is hard to measure since it can be 

difficult to understand a social context externally (Denscombe, 2017). According 

to Bell et. al. (2019) there are four main criteria regarding trustworthiness to show 

validity and they are credibility, transferability, dependability, and confirmability. 

All the mentioned criteria are primarily connected to the concept of truthfulness as 

it needs to be taken under consideration within all of them.  

Credibility was achieved in this thesis by introducing a thorough summary of 

background, purpose, and course of action which provides internal validity to the 

interviewed respondents and the public. Furthermore, did this thesis provide a rich 

description of the data collection process which facilitated transferability. A rich 

description is aligned with the concept of transferability as Bell et. al. (2019) states 

that the researcher should provide descriptions of all the research methods and 

findings. Dependability refers to transcripts, data analysis and methods are 

consistent and transparently explained through the entire thesis. The thesis would 

be considered dependable if the study was conducted again with the same methods 

with the same presented results (Bell et al., 2019).  The final criteria conformability 

implies that the researcher has acted in faith with exclusions of personal values 

when analyzing the data (Bell et al., 2019). This criterion was considered 

throughout, as our personal thoughts did not affect any part of the content while 

writing the thesis.   
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3.8. Limitations 
 

This study has limitations that may have affected the outcome. Firstly, the 

observation and the qualitative questionnaires were conducted in only one 

workshop with relatively few participants. Secondly, the people invited to the 

workshop were residents involved in the business sector, meaning there were no 

teens, students, or retirees on site. This indicated that we could not assume that these 

results represent all the residents. Thirdly, a few participants had some form of 

earlier business relationship with each other. We believe this is something that can 

affect the answers, as they may respond based on personal feelings. Finally, the 

case was done solely based on Kristianstad municipality, which can be considered 

a medium sized typical municipality in Sweden. This means that the result may not 

be transferable to smaller or larger municipalities in Sweden and abroad. 

4. Case study 
 
Kristianstad is a city located in northeastern Skåne. And the city's history dates to 

1614 when the Danish king Christian IV founded the city of Kristianstad. The 

fortress city of Kristianstad was intended as a city for defense, crafts, and trade. The 

trading tradition remains as Kristianstad is today titled as the northeastern Skåne 

shopping center. According to Kristianstad Municipality you will find peace with a 

variety of nature at the same time as it also offers new exciting and extraordinary 

experiences, just an hour's train ride from the metropolitan area. The municipality 

has just over 86,000 inhabitants and about 40,000 of them live in the city center of 

Kristianstad. Something that is unique is the rich and varied nature in the form of 

the area called Vattenriket which is located around Kristianstad. This area has been 

designated by UNESCO as a Biosphere Reserve area, which means that it serves a 

model area that shows how we can both preserve and develop nature's resources in 

a sustainable way. In addition to beautiful nature, Vattenriket offers the visitor 

center Naturum and many other places to visit (Kristianstad kommun, 2022). 
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Apart from the nature, the municipality writes on its website that it uses the 

following profile.  

The municipality's profile is Spirit of Food - food and experiences for 

all senses. Every day, almost all Swedes, and many in other countries, 

eat something that comes from Kristianstad. Our feeling for food and 

drink has been founded for generations. 

The purpose of this profile according to the Municipality's own website is to 

highlight the long tradition of different varieties of cultivation, rearing and 

processing of different food. It is mentioned in the profile that almost every day, 

most Swedes and people around the world eat something that has its origins or has 

been produced in Kristianstad. It is also emphasized that professional actors are 

trained daily in the food and meal scene at different levels of education in 

Kristianstad. Something that is unique about Kristianstad is Sweden's first and 

largest science park with food as its profile area (Kristianstad kommun, 2022). 

Another strong profile that is associated with Kristianstad is Orangea Staden, which 

is described on their website as an idea to gather around, but also a non-profit 

organization that manages the idea and connects the stakeholders. The association 

works for us together to develop Kristianstad into a healthy, safe, and vibrant city 

for many generations to come. The task is to get existing players to cooperate and 

to make what is already good in Kristianstad even better, whether it is about trade, 

tourism, sports, culture, housing construction, schools, security, or integration. The 

business will lead to proud residents and more visitors who return (Den Orangea 

Staden, 2022). 

 The city of Kristianstad began to work with a new place brand 2019 (Figure 6), 

where they main goal was to highlight the image and the uniqueness of the 

municipality. The reason has been previous and current surveys of how well known 

the municipality is (figure 2), where it is clearly shown that Kristianstad is not as 

well-known as one would like (Kristianstad kommun, 2022). 
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Figure 2 

Summary of survey about how well known Kristianstad is 

 

 

 

 

 

 

 

Comparisons have also been made with similar municipalities concerning 

attractiveness. The surveys have shown that Kristianstad has the lowest percentage 

score in four out of five questions regarding the attractiveness of Swedish 

municipalities (Figure 3). The following municipalities were part of the survey; 

Växjö, Kalmar and Halmstad.   

 

Figure 3 

Summary of survey about attractiveness of Swedish municipalities  
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During the process, the municipality worked with two different marketing agencies 

in order to improve the communication. One of the contacted agencies only focused 

on the film production. The film itself is one of the vital parts in the municipalities 

plan of promoting Kristianstad, while the other agency developed the concept 

behind it. At the final stage of the process, the municipality also put together an 

internal focus group where all participants were employees of the municipality. In 

addition to the internal focus group, an external focus group consisting of four 

outsiders contributed. These four people contributed with skills, ideas, and general 

input, mainly towards the presented material. 

Early in the process, the municipality decided that they must emphasize what is 

unique and personal about Kristianstad. They also decided quite early on that water 

should have a key role in the place brand Kristianstad. Based on this decision, 

different materials were developed that would be easily accessible for everyone via 

kristianstad.se. A completely new color palette was presented, consisting of three 

shades of blue, one shade of orange and one yellow (Figure 5). A new logo was also 

presented with a new font (Figure 4).  

 

Figure 4 

New font and logo 

 

 

Figure 5 

New color palette 
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The municipality also presented material for film, signs, posters, social media, 

advertising. Images and texts that were produced and will be free to use in the 

future. One of the key elements of the presented material was a film that was cut 

into three different lengths. 

The film takes place in Kristianstad and is about a young girl named Ebba who 

writes a letter to her grandmother. In the letter, she dreams away about her life and 

how it takes place in Kristianstad. The film follows Ebba from the day she arrives 

in Kristianstad, the first day of school, her first friend. You get to see her grow up 

and meet her love at a local nightclub. You get to follow them as a couple through 

everyday life and various activities are shown in the film. During the scenes there 

is a lot of drone footage over Kristianstad city and its beautiful landscape. 

In the beginning of spring 2022 the municipality started the process with the 

implementation of the new place brand. During this process the input from the 

external and internal focus group has been very vital. Besides the input from the 

focus groups, the municipality started to present the place brand for residents 

outside the focus groups. The first step to start the implementation and was to show 

the material at a workshop they hosted. At the workshop they presented the 

produced material and had different exercises to get input from various 

stakeholders. They highlighted how to act as an ambassador and how to promote 

the place brand Kristianstad. The participants at the workshops were people who 

had different professions and lived in different parts of Kristianstad. Some of them 

saw the material for the first time, while others had been more involved during the 

process (Figure 6). 
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Figure 6 

Timeline of the Kristianstad place brand 
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5. Findings and Analysis 

In this section, we will present our empirical findings from the observations, 

qualitative questionnaire, and interviews. Since the aim of the present study was 

to explore how involvement in the place branding process influence the 

perception of the place brand, these findings will also form the basis for further 

analysis. The findings regarding the observed participants observed feelings, 

statements and distinctive roles during the workshop will be disclosed. Moreover, 

the found roles and contrasts regarding the interview respondents’ level of 

involvement will be presented. 

 

5.1. Workshop 
 

The municipality held a workshop in order to start the process of implementing the 

new place brand. During this workshop we conducted an observation study to get 

empirical material where we were able to identify various emotions and themes. 

We elaborated on differentiations between the respondents regarding their level of 

involvement. The questions in the observation guide were designed as topics for us 

to pay additional attention to. Therefore, the previous chapter on place stakeholders, 

and their three specific roles, were also of great interest when analyzing what was 

said by the different stakeholders.  

The observation questions covered opinions that were extra important for the 

participants, things that were said that surprised us, patterns and emotions all linked 

to the participants previous engagement and involvement concerning the place 

brand of Kristianstad. The feelings and emotions detected from the observation 

were often in connection to the participants’ reflections on previous engagements 

and could be sensed in their arguments and statements regarding the place brand. 

For example, the participants often made comments about how similar the 

presented material was compared to previous projects regarding Kristianstad’s 

place brand. There were many comments about the status quo, which we assume 
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reflects back in relation to previous projects. We considered the body language of 

some participants as critical, everything from sighs to rolling the eyes when talking 

about how the place brand has been developed. 

At the workshop, there were many themes that can sometimes be difficult to identify 

by observation. Despite this, we could identify eight different themes that are 

overarching, strong and not too niche (Table 3). By using these overarching themes, 

we could capture how more participants reacted without having to go into the level 

of detail. We also believe that it can be difficult to go into feelings in detail when it 

comes to an observation. With this being said, an assortment of eight themes was 

compiled in a table in order to identify the different roles a resident can have. 

The observed feelings and themes were widely spread throughout the workshop. 

The most positive input often correlated with the participants individual 

organizations being acknowledged. On the one hand, creativity, commitment, and 

the notion of positive change were key subjects which, from our point of view, 

created the most positivity within the workshop regardless of the participants’ level 

of involvement. On the other hand, the negative emotions of frustrations and 

malcontent were displayed by some of the participants when previous projects or 

associations regarding the place brand were mentioned. The city’ security issues 

and when their organization was partly or wholly misrepresented within the place 

brand, were also observed as reasons that contributed to negativity within the 

workshop.  
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Table 3 
Summary of identified themes 
 
 

Theme Definition 

Frustration Frustration was sensed by some participants when the presentation was over and the 

topics concerning previous projects or associations regarding the place brand 

 

Malcontent Malcontent was displayed by most participants when discussing the process. Also, by 

showing dissatisfaction towards the presented material, this could be in terms of 

complaining. 

 

Pride Pride was expressed in the participants when talking about who they represented and 

when positive and unique aspects about Kristianstad were discussed. 

 

Energy Energy was indicated when the participants agreed or received positive feedback on what 

they thought were important topics and when subjects about creativity, commitment and 

the notion of positive change was discussed.  

 

Participation 

 

Engagement 

 

Respect  

 

Cooperation 

Participation was shown partly by only appearing at the workshop. But also to actively 

listen and express oneself 

 

Engagement was shown when participants wanted to contribute with personal input and 

discuss 

 

Respect was shown when everyone was allowed to participate and was appreciated. 

 

 

Cooperation was shown when the participants were willing to cooperate and actively 

sought the input of others. 
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5.2. Qualitative questionnaire  
 

The qualitative questionnaire which we handed out to every participant after the 

workshop demonstrated a comprehensive result considering the participants 

identifying as the role of an ambassador regarding the place brand Kristianstad 

(Figure 7).  

 

Figure 7 
 
Summary of questionaries 
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The qualitative questionnaires also strengthened and confirmed some of the themes 

we identified at the observation, as illustrated by the quotes in Table 4. 

 

Table 4 

Summary of illustrated quotes from the questionnaires 

Theme Illustrated quotes 

Engagement ”I have a passion for my hometown – it is important to work 

together to grow and build a brand” 

 

Cooperation “Felt responsibility for participating and a responsibility for 
the place as a whole” 
 

Pride “I am passionate about our municipality having a positive 
development” 
 

Frustration “I have been to many workshops that are about strengthening 
and developing Kristianstad’s place brand so there was 
nothing new” 
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5.3. High involvement respondents  
 

The respondents who belong to the group categorized as having high involvement 

in the process of the place brand are also considered to be particularly responsible 

throughout the entire process. During the interview they often highlighted to their 

professional role as ambassadors, hence they did not refer themselves much as 

residents. The respondents often highlight the place brand as a crucial part for the 

municipality to grow and prosper further. They often mentioned that Kristianstad 

needs to acquire potential residents who are attracted to the place brand based on 

living there or for business purposes. The municipality needs to be more able to 

establish companies and let companies develop here to gain visitors.  

The highly involved respondents mentioned that making Kristianstad’s place brand 

attractive is just as important for the university as other businesses, where they 

mentioned The Absolute Company as one of the most essential ones. During the 

interview the respondents mentioned that they want to build the new and improved 

place brand together with the residents. The high involvement respondents were 

perceived as motivating and having an engaging relationship with its residents will 

in turn lead to positive behavior. This will benefit the place brand even more than 

what is usually expected by residents (Braun et al., 2013).  

The respondents wanted to change the way other people considered and reflected 

on Kristianstad from: “Uh, Kristianstad, why should I apply for it? It does not seem 

so fun to: “Wow Kristianstad! I want to work here!”. The reason behind these 

statements were reflecting and highlighting the ongoing struggles with recruiting 

talent to come live and work in Kristianstad. 

Even though the answers highlighted their work with the place brand, they 

emphasized that the participants personally and genuinely think that Kristianstad is 

an incredible place. They also talked about how much potential Kristianstad has 

and that they can develop the municipality in several more prosperous ways. The 

respondents often mentioned how they are proud of the place and its attributes. The 

respondents mentioned how it is very inspiring to have the opportunity to inform 
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other people about these attributes for them to be able to appreciate and acquire a 

sustainable growth for the municipality.  

As Kristianstad has all these positive attributes, the respondents mentioned that they 

have a unique opportunity to establish pride from its residents and attraction from 

people from other cities. They want to build pride from what the place brand already 

consists of. The highly involved respondents and the municipality’s primary source 

of communication is used to raise awareness. It encompasses development, overall 

attractiveness, work opportunities and other subjects connected to the place brand 

(Braun et al., 2013).   

But once again they highlight that the municipality cannot do it themselves and 

should not do it themselves. Hence, they are only a small part of a greater 

association of people which the place brand consists of. This is the reason why they 

need influential and competent people who represent different organizations linked 

to Kristianstad. They talk about that they have met the external focus group several 

times, they do not know how many times exactly, but it has been very valuable for 

them. Furthermore, they have shown the material to politicians and received input 

from them. A more attractive location leads to that companies are founded, and 

more people locate in Kristianstad. This in turn leads to increased tax revenues, 

which in turn leads to reinvestment. It is a good and desired circle according to the 

respondents with high involvement regarding the implementation of the place 

brand.  

Table 5 highlights what was said by the respondents during the nine interviews. The 

respondents were asked adapted questions who should compare the three groups 

with different respondents and how much they have been involved with the place 

brand implementation. These different levels and what was said was later 

noticeably connected to the three previously mentioned roles of the place 

stakeholder.  
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Table 5 

Summary of interview with highly involved participants 

Participant Role Theme Illustrative quotes 

B Ambassador Energy “I think this is a fantastic place with good 

potential, we think wisely when it comes to our 

own way of evolving, I would say. I would very 

much like more people to want to move here and 

create a future here”  

 

A Integrated  Engagement “We need to be this engine that we talked about if 

we want to stick together, we need to be some kind 

of driving force in it […] without more engines out 

in the municipality and more people running it, it 

will not be so much of it” 

  

A Ambassador Pride “I also talk about [Kristianstad] privately too and I 

also talk about it elsewhere as... ...well, so I always 

talk very highly of [Kristianstad]”  

 

B Ambassador Pride “But the longer the time goes, the more unique 

parts you see, unique more and unique most you 

can talk about everything. There are strengths if 

you say so if water is unique. So, there are 

strengths in the food and in Skåne etc.”  

 

 

A Ambassador Pride “I am not [Ambassador] for the city of Kristianstad 

but for the place Kristianstad because it is so much 

more than just the city”  

 

B Integrated Engagement “We have as much potential as we can develop 

[…] I think it's very interesting to have the 

opportunity to spread the word it to other people, 

so we really get the sustainable growth type”  
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5.4. Medium involvement respondents 
 

The respondents who belonged to this group had a medium level of involvement 

during the place branding process. This group of respondents were or are all part of 

external focus groups and some of them had been involved in previous projects 

concerning Kristianstad’s place brand.  This group had responsibilities to provide 

legitimacy and valuable input through their unique positions to improve 

Kristianstad’s place brand. All respondents accepted the mutual fact that they were 

ambassadors and represented Kristianstad. They claimed that their roles in these 

external groups meant that they could provide positive changes and perspectives 

regarding the place brand. Place branding helps residents to engage in decision 

making and strengthen their position as legitimators if they are and feel involved in 

the process (Braun et al., 2013).  

Even though each respondent was willing to represent Kristianstad as a place brand, 

there were some contradictions between those who identified as ambassadors. They 

showed frustration and malcontent with the newly presented material and with 

certain changes of the process. One of the respondents described his/her frustrations 

in relation to previous experiences of being a part of the place brand: “Yes, I am 

affected by my earlier involvement in the process and am affected by the fact that 

[the place branding process] takes time. Communication is often a developing 

process.... So yes, I am absolutely affected by my previous experiences”.  

This type of reasoning was typical for the respondents who have been a part of the 

process a longer amount of time. For a place brand to be successful, the highly 

involved people must form a close working relationship with essential place 

stakeholders involved in the process (Klijn et al., 2012). The respondents often 

expressed their frustrations regarding their expectations towards the process 

regarding previous experiences. The mentioned experiences were not always 

positive as another one of the respondents stated. He/she had been involved with 

the process of building the place brand of Kristianstad before and the respondent 
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voiced disappointment implying that not much has happened since the process 

started. 

All though the respondents expressed a lot of feelings of frustration and 

dissatisfaction, they all talked about how they partly took responsibility for the 

outcome, gave expressed positive yet critical views of the presented material, and 

presented several types of in-depth solutions that could benefit the place brand of 

Kristianstad. Several respondents mentioned that most of the residents are not 

particularly used to that Kristianstad is being portrayed as nicely and that it is 

important that the residents can feel included in the new material. At the same time, 

the respondents were often enthusiastic about providing constructive and solid 

suggestions on how the implementation process should move forward in their view. 

The respondents often suggested a simpler structure with a shortlist of what the 

place brand should include to make it easier to unify all the stakeholders of the 

brand. It was also said that the addition of a concrete budget would make the 

implementation more meaningful which would lead to an overall greater motivation 

to create something worthwhile.  

The medium involved group also emphasized that all the work done so far was a 

great start but that it needs more effort and progression. They said that they liked 

the various group meetings in forms of workshops and focus groups and that they 

were great platforms for cooperation. One respondent stated that: “We cannot do 

everything at once, but we have to start again from somewhere, and I think that 

these types of meetings are a great start!”.  

Table 6 highlights what the respondents said during the nine different interviews 

that were held.  
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Table 6 

Transcripts from interviews with medium involved participants 

 

Participant Role Theme Illustrative quotes 

E Integrated Engagement ...It [engagement] goes hand in hand with my 
regular job so it is in my own interest to be 
engaged for that reason as well, it can be difficult 
to find the commitment and drive if you work with 
something completely different, so I think I am 
engaged regarding the place brand!”  

 
F Progressiantor  Malcontent I have a commitment to Kristianstad and think that 

this issue [the place brand] has been neglected for 
an extremely long time [...] when you compare 
Kristianstad with other cities it becomes obvious 
that were not in the same discussion.”  
  

C Progressinator Frustration “I am disappointed of the ones in charge because 
the process has taken so long, and it has been so 
difficult to receive ideas. We have had to redo a lot 
of the work we have done ourselves, so I've taken 
a few steps back for several reasons really...”  

 
D Ambassador Pride “I think that we as ambassadors want to show that 

we are involved and want to be involved as it gives 
strength to the community where many from the 
business community and traders meet [...] it is 
important that we actually show up because we 
think it's important”  
 

C Citizen Cooperation “The strongest and most vibrant method is when 
things grow and come from below. To make the 
citizens believe in themselves. Finding and 
creating a social commitment for the citizens is 
key. It is not possible to attract people here unless 
we ourselves believe that [Kristianstad] is the best 
place to live and work.”  
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5.5. Low involvement respondents 
 

The respondents who belonged to this group have not been involved in anything 

regarding the implementation of the new place brand. The first time they saw the 

material was when it was presented at the workshop. A common denominator in 

the three presented groups was that all participants identified as ambassadors for 

Kristianstad and are all proud of the place they live in. The main form of 

ambassadorship is the oral communication about Kristianstad with people they 

meet. Even though the participants had different backgrounds and have lived in 

Kristianstad for different amounts of time, they all expressed pride of the place. 

Some participants expressed more emphasis on their profession and the specific 

place they lived in, as a part of the entire place brand, instead of Kristianstad as a 

whole. There is research that shows that local people are capable of evaluating and 

identifying important differences between place brands. Therefore, place branding 

implementations can benefit from considering locals as important assets and 

including them in the process (Braun et al., 2013).  

The respondents were surprised and dissatisfied with the fact that not enough 

diversity was shown in the presented material. There was also a perception 

regarding the lack of diversity: “What surprised me a little is perhaps that they did 

not show Kristianstad's real diversity, that is, that I miss the lake kingdom in the 

film. And many times, the lake kingdom is only Ivösjön or Vånga… but we have 

much more to show off in the span of the film.”  

A low involved participant mentioned that there are many people who have other 

circumstances and other interests who may not be the ones that contribute the most 

in terms of tax revenue or intellectual capital. According to the participant the 

municipality can benefit the most from including this segment. Another participant 

suggested that it is a huge mistake, as it were, to just ignore a large part of the 

population and not make it a place that everyone together can be proud of. 

The implementation of the place brand is going to be successful if the people in 

charge think outside the box and involve more people according to most 
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participants within this group. Place brands need to strike a balance between 

focusing on a unique brand identity while maintaining the support of the broader 

community regarding the residents with low involvement in the process 

(Kavaratzis, 2004). The core of the new place brand was mainly based on local 

opinions, while the participants wanted to get a broader view and get input from 

other cities and see what they can offer to Kristianstad. The importance of everyone 

being allowed to speak was also emphasized. The participants of this group 

expressed that it is important for everyone in the business sector to have a place 

brand that is experienced positively and considered an overall attractive 

environment to conduct business in. To keep up with the trends it was seen as vital 

for the participants to fill the place brand with various attractive attributes.    

Table 7 highlights what the respondents said during the nine different interviews 

that were held.  
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Table 7 

Transcripts from interviews with low involved participants 

 

 

 

 

Participant Role Theme Illustrative quotes 

H Ambassador Energy “I think I am an ambassador for Kristianstad, 
and an ambassador is for me someone who 
talks a lot about his brand and who tries to 
get a positive message and a positive image 
in different ways” 

 
I Citizen Respect “…I think it is such a splendid mistake to, as 

it were, just ignore a fairly large part of the 
population and not make it a place that 
everyone together can feel pride and joy 
over.” 

  
G Citizen Respect “…what surprised me a little is maybe that 

they did not show Kristianstad's real 
diversity, that is to say that I miss” 

 
H Integrated Engagement “You should talk a lot about each other, and 

about our city, so that I feel that I am involved 
when I am in different forums where I can try 
to influence.” 

 
 

G Citizen Respect “Do you want a variety of it all and that if the 
council is to be interesting then maybe you 
should not just focus on the core of 
Kristianstad and so that we grow together and 
become interesting.” 

 
G Integrated Engagement “The actual job that has been done I have not 

been able to do anything about because it has 
already been done. On the other hand, I had 
opinions at this meeting, and they listen to 
these opinions.” 
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6. Discussion 
 

In this chapter, we will discuss the empirical findings that were collected through 

the observation, qualitative questionnaires, and interviews. These findings are 

particularly interesting to the research question of how the residents’ 

involvements regarding the process of an implementation of a place brand 

presume their perception of the brand. 

 

 

Braun et al. (2013) previously mentioned three identified key roles residents 

perform through their behavior and characteristics (1) Ambassador (2) Integrated 

part and (3) Citizen. The observations revealed an emerging clear behavioral trait 

reoccurring throughout the implementation of the new place brand. We discovered 

that there were themes that did not fit into the three roles. Therefore, the role of the 

progressinator was identified and created as an additional fourth role. This role 

focuses on the progress and the implementation more than the actual concept behind 

the place brand. 

We identified two specific attributes linked to each role. The role of being an 

integrated part of the place brand refers to local people that identify with the place 

brand and with their affiliation to it. This contributes with genuine insights 

regarding improvements of the place brand (Braun et al., 2013). This indicates an 

underlying understanding of why the place branding process is important, 

considering the greater good for everyone involved in the process. Participation 

and engagement are the two key themes regarding this role. They give a sense of 

wanting to be a part of the implementation and is often elaborated on other 

participants ideas as we observed at the workshop.  

We could identify energy and pride as two key themes in the role of an ambassador 

which also was observed at the workshop. The focus was portraying and suggesting 

different benefits from a stronger and more improved place brand. Other 

encouraging areas such as creativity, energy and laughter were noticed when 
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observing participants identified as this role. They also often had a positive 

responsiveness to ideas and the presented material by those with the highest form 

of involvement, which we thought portrayed them as authentic and credible. All 

participants could be considered ambassadors hence all of them stated that a change 

of perception of the town is needed. Ambassadors displayed pride in representing 

themselves, their respective organization and Kristianstad. According to Braun et 

al. (2013) keeping the residents motivated and engaged will lead to positive 

behavior that will benefit the place brand. Participants identified with the themes 

energy and pride also showed evidence of how they portray Kristianstad in the form 

of their communication. This makes the connection to the Braun et al. (2013) 

definition of ambassadors even stronger, as it attributes great importance to 

communication. 

 

For the place brand to succeed, it is crucial to have the support from the participants 

with this role. The place brand is dependent on their support, as they are the people 

they need to convince in order to make positive changes regarding the place brand 

(Braun et al., 2013). This leads us to connect the role of Citizens to the identified 

themes of respect and cooperation. The role of a citizen was primarily distinguished 

by the participants with less previous involvement in the place brand process. The 

workshop provided an open and welcoming environment where no topics were of 

the table. It seemed like every participant could make their voice heard with the 

sentiment of everyone working together with the notion of similar benefits from the 

new implementation. These observations exhibited both respect and cooperation as 

significant cornerstones with the aim to involve the citizens of the workshop. 

Kavaratzis (2004) mentions that its vital to ensure support from the community as 

a whole. This was identified with participants who were less involved as they often 

represented places and organizations outside the city center, unlike those with more 

involvement. 

The final role which we identified and created was the Progressinator with 

frustration and malcontent as the two key themes. It can be challenging for 

participants to serve as progressinators, as the individuals with the highest 
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involvement must grant sufficient access to be able to empower the participatory 

decisions regarding the place brand. The acknowledged progressinators at the 

workshop displayed malcontent by being more outspoken and stating more specific 

demands and expectations of the presented material and what progress had been 

made since previous projects. As the participants discussed topics and worked 

together, it was made clear that these certain participants had more estimated 

frustration which is heavily connected to this role. Previous involvement also led 

to an added frustration in their feedback and in the overall rhetoric and 

presentations of ideas observed by us and the other roles of participants that were 

present at the workshop.  

 

6.1. Ambassadors 
 

The empirical finding showed that all participants felt pride regarding the place they 

live in. As a result, everyone felt that they want to be an ambassador for the place. 

The main form of ambassadorship came from people deliberately talking about the 

place or organization they represented to neighbors, people around them and people 

they met when they were out and about in different contexts. The ambassador role 

is based on communication (Braun et al., 2013). 

It was noticed that the participants often favored the ambassadorship based on their 

own interests. Despite this they put a lot of encouragement on helping each other 

and not just focus on their own interests. Stakeholders perceived ambassadorships 

differently depending on the level of involvement. Those who were less involved 

had a slightly smaller perspective as they tended to focus more on the specific place 

where they lived. For example, they highlighted the good attributes in their small 

village. Therefore, they can be seen as ambassadors of Kristianstad. However, when 

the involvement increased, the perception made a shift to a bigger perspective. This 

bigger perspective often focused on how being an ambassador can be profitable. 

Even though the highly involved participants emphasized that there was a basis for 

genuine feelings towards the city, the focus was often on what they gain from being 
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an ambassador. The more involved they had been, the more they encouraged other 

stakeholders to act as ambassadors. It was emphasized that ambassadorship and 

proud citizens are important for strengthening the place (Kavaratzis, 2004). 

6.2. Citizens 
 

When it comes to identifying the role of citizens, we clearly noticed that it was often 

identified with those who were less involved. As mentioned by Braun et al. (2013) 

a place brand cannot force its propositions, values, actions, and visions on the 

citizens. For the place brand to succeed, it is vital to have the support of the local 

citizens, as the place brand is so dependent on their support. The participants who 

were identified as having low involvement in the process emphasized that there was 

a lot missing in the presented material. They often criticized that the presented 

material felt forced, non-democratic and displayed a surrealistic image of 

Kristianstad. There was no focus on the time management and how the development 

of the place brand has been conducted. Some medium involvement participants 

were recognized in the group, and the role of the citizen could be identified. 

However, this was very toned down and no major emphasis was placed on this 

topic. Instead, the focus was on the process itself and how much it had been 

developed since the previous place brand.  

Those who were identified as highly involved rarely talked about themselves in the 

role of the citizen as they had been responsible for the produced material. In other 

words, they probably agreed with the image and vision from the very beginning. 

However, there was a lot of discussions from the highly involved about wanting 

other people who were less involved to act as the role of citizens. It was pointed out 

that it was important to co-operate and to include the less involved, because they 

aspired to build a democratic place brand from the ground up. The role of the citizen 

emphasizes that if you want to implement a place brand effectively, there must be 

a balance between the broad community and the more involved residents 

(Kavaratzis, 2004).   
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6.3. Integrated  
 

This finding emphasizes attitude and friendliness from the locals as factors that can 

decide whether a place brand will succeed or fail. This leads to that place branding 

can benefit from considering the locals as an important asset (Braun et al., 2013).  

 

When it comes to the role of the integrated part of a place brand, it can be argued 

that everyone performs this role regardless of how much they have been involved. 

As previously mentioned, this role is about the perceived friendliness of the 

attitudes from the locals and has been proven to be a vital factor. This is very much 

connected to the previously mentioned roles of the ambassador and citizen. Are you 

a proud citizen and feel that the vision and presented image fits in with you as a 

citizen? Then you will be a positively integrated image of the place. As those who 

have been less involved have more opinions about presented material, it can be 

argued that this also shows in their participation and engagement. 

Those who have been highly involved have produced the material and are the ones 

responsible for it. It would be considered strange if these people did not behave in 

a way that would promote Kristianstad and its place brand. We could identify that 

the less the participants have been involved the less they can benefit of being a 

productive part of the place brand. The highly involved participants often talk about 

the benefits with a successful implementation of a place brand which usually leads 

to more tax revenue.   

 

6.4. Progressinators 
 

The role as the progressinator can be discussed from different points of view. Those 

who had a medium involvement in the implementation process could be perceived 

as having more authoritarian voices, mainly because of previous knowledge and 
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expertise within the field. This means that they can have a greater significant role 

as progressinators, as their opinions are valued higher and are seen as more credible.  

Medium involved participants tend to reflect on earlier events as they have a unique 

insight into previous processes and materials that have been presented in the past. 

This means that they often focus on the process and how much it has been 

developed since they have been involved in similar projects in the past. This often 

resulted in the display of malcontent.  

We got the impression that their reflections affect their view of future development 

opportunities for the implementation of the place brand. They often questioned the 

implementation as they felt that not much progress had been made regarding 

previous projects that they have been involved in. It was not only malcontent 

regarding the presented material, but also of how the municipality started the 

implementation. There was a certain frustration according to the progressinators 

when the material was presented with content and ideas they recognized from 

previous projects. What made us create a new role was that none of the roles Braun 

et al. (2013) highlights the perspective on the implementation process regarding the 

development of a place brand. 
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7. Conclusion 
 

In this section, we present a summary of the thesis as well as conclusions about 

how the involvement affects the perception of a place brand. Furthermore, we 

will present practical implications and conclude a critical review with 

suggestions for future research. 

 

7.1 Summary of thesis 
 

The purpose of this study was to explore if the involvement affected how the 

participants perceived the place brand and its implementation. We could identify 

that all participants had the same opinion of Kristianstad being a place you want to 

live and work in. This was probably the reason why everyone felt like an 

ambassador for Kristianstad. The things that are unique about the place brand 

should be highlighted, and most often when participants emphasized this it was 

from self-interest. A common denominator for the place brand was the access to the 

water in all its forms, nature, sports, and other attributes. 

We could also clearly tell that it was possible draw parallels and identify the roles 

mentioned by (Kavaratzis 2004, Braun et al., 2013). One of the identified things 

was that they all perceived the place brand differently, linked to how much they had 

been involved. We could also see that those who had not been involved did not care 

at all about the process itself and the development of the place brand. Instead, the 

focus was mainly on whether they thought the material reflected their image of 

Kristianstad. This was more personal, and they often did not see the bigger picture. 

Their opinions were often linked to things that they thought were missing within 

the presented material. 

Those we have identified as highly involved usually talked about which different 

roles others would have and how important these were. They wanted to emphasize 
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that the place brand was something that they build together, and everyone should 

be able to express their opinion. However, they kept this at a very professional level 

and seldom mixed in their personal opinions. The internal focus group often spoke 

as "we" instead of being personal. The highly involved residents mentioned several 

times that they were dependent on everyone and that co-operation achieves success. 

They had a long-term view and talked about how an attractive place creates more 

tourism and jobs, which in turn generates more tax-revenue. They had a different 

vision compared to those who were less involved. Those who were not involved at 

all did not focus on the tax-revenue. They mainly focused on how Kristianstad 

should be represented to get a fair picture of it. Those who were identified as 

medium involved also thought that it showed a somewhat cringe and forced picture 

of Kristianstad. This was not something that was raised by those who were highly 

involved. 

We could recognize a certain frustration from some participants. Those who had 

been involved in previous projects or in the external focus groups had a different 

view of it all. There was almost always a clear opinion on what was positive about 

the material and what was not, hence the focus here was on other things. Those who 

had been involved in previous projects often expressed themselves critical of the 

lengthily amount of time spent on the process of developing the place brand. It was 

perceived that they made higher demands as they had previous experiences of the 

development of the brand from earlier projects. We experienced these demands and 

expectations as being difficult for the municipality to engage in. Recurring feelings 

and expressions were in the sense of: Have we not come any further? Here we go 

again.  

This is where the newly identified role of progressinator comes in and fills the gap. 

There were participants who were characterized by the desire to move forward and 

the frustration that there has been no significant development. These could not be 

clearly identified in any of Braun et al. (2013) previously discussed roles and the 

requirement for a new role emerged.  

It becomes a proper challenge to try and meet these demands and opinions for those 

responsible of the place brand of Kristianstad. To summarize, with more amount of 
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time spent developing the place brand and more previous in-depth involvement with 

the process, the higher the expectations of new material and the implementation 

will be. 

 

7.2. Theoretical implications  
 

Place branding, place stakeholders, co-creation and resident participation are 

concepts that are researched thoroughly in numerous studies. Research concerning 

the previously mentioned concepts have already covered a large amount of what 

they indicate. To the best of our knowledge, previous research has not 

comprehensively covered the perspective of involvement regarding a place brand. 

We had the benefit of gaining deep and insightful understandings of how the 

implementation process of Kristianstad is structured and why the concept of 

involvement is an important factor. No previous research has focused on how roles 

perceive implementation and how the level of involvement affects this. The 

Progressinator provides a new perspective and findings that make this thesis 

contribute to new insights of how the participation in the place branding process 

influence the perception of the place brand.     

 

7.3. Practical implications 
 

We believe that this thesis can contribute with insight into how the involvement 

affects the perception of a place brand. This could be useful for municipalities, 

advertising agencies and organizations that deal with these kinds of projects. The 

perceptions differ depending on the level of involvement or the lack of involvement. 

With the newly identified role progressinator, the awareness of what reactions can 

occur during an implementation also increases. This leads to a new perspective to 

consider when implementing a place brand. Progressinators often already have a 
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perception of how the process should be conducted. The progressinators mostly 

strive to progress and want the project to keep moving forward and break the status 

quo. 

The collected data of this research can also be interesting for people who want to 

explore this phenome and have an interest in contributing to developing and 

designing future place brands. Kristianstad is a normal sized and typical 

municipality, which means that we believe that the research also can be used in 

other comparable municipalities such as Halmstad, Växjö and Kalmar. 

 

7.4. Critical review and suggestions for further 
research  
 

Since this research only has been based on the Kristianstad municipality and their 

implementation of their new place brand. What was being said and observed cannot 

be considered as a general outcome. To explore this even more, future researchers 

could do case studies on other comparable municipalities similar to Kristianstad. 

To expand our research even further, we could have participated in more workshops 

and had more participants to examine in this case. This would have led to a more 

thorough and deeper overall data to analyze. Something that could have been 

interesting for future research is to consider opinions from the younger generation. 

Considering information from younger participants in the age range 15-25, could 

have contributed to useful information. We believe that the people in charge often 

talk about the future, but do not talk with the future. 
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Appendix A – Film of Kristianstad 
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Appendix B – Invitation to workshop 
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Appendix C - Workshop Agenda 

 

 

 

Agenda 28 april

�Ğů�ϭ�/ŶƚƌŽĚƵŬƟŽŶ�ŽĐŚ�ƐƚƌƵŬƚƵƌ 

ϭϰ͘ϯϬ�Ͳ�ϭϰ͘ϰϱ� � sćůŬŽŵŵĞŶ�ŽĐŚ�ŝŶůĞĚŶŝŶŐ

   �ĂŐĞŶƐ�ĂŐĞŶĚĂ
� � � /ŶƚƌŽĚƵŬƟŽŶ�Ɵůů�ƉůĂƚƐǀĂƌƵŵćƌŬĞ�ŽĐŚ�ǀŝŬƚĞŶ�Ăǀ�ĂƩ�ŚĂ�ŵĞĚ� 
�� � � ŽůŝŬĂ�ŝŶƚƌĞƐƐĞŶƚĞƌ�ŽĐŚ�ƐĂŵƐŬĂƉĂŶĚĞ�ŝ�ƉƌŽĐĞƐƐĞŶ

ϭϰ͘ϰϱ�Ͳ�ϭϱ͘Ϭϱ� � WůĂƚƐǀĂƌƵŵćƌŬĞƚ͕��ŝůĚĞŶ�Ăǀ�<ƌŝƐƟĂŶƐƚĂĚ

�Ğů�Ϯ�tŽƌŬƐŚŽƉ�ʹ�ŝŶƐŝŬƚĞƌ�ŽĐŚ�ƵƚƐŝŬƚĞƌ

15.05 - 16.10  tŽƌŬƐŚŽƉ�ĚĞů�ϭ��ʹ�'ƵůĚŬŽƌŶ�Ͳ�ĂƩ�ĂƌďĞƚĂ�ŵĞĚ�ĚĞƚ�ďƌĂ�ƐŽŵ�ĮŶŶƐ�   
   tŽƌŬƐŚŽƉ�ĚĞů�Ϯ��ʹ�sĂƌƵŵćƌŬĞƚƐ�ƉĞƌƐŽŶůŝŐŚĞƚ͕�ŝĚĂŐ�ŽĐŚ�ŝ�ĨƌĂŵƟĚĞŶ
� � � tŽƌŬƐŚŽƉ�ĚĞů�Ϯ�ʹ��ŵďĂƐƐĂĚƂƌ�ĨƂƌ�ĞŶ�ƉůĂƚƐ

�Ğů�ϯ�^ƵŵŵĞƌŝŶŐ�ŽĐŚ�ĨŽƌƚƐćƩŶŝŶŐ�ĨƌĂŵĊƚ

ϭϲ͘ϭϬ�Ͳ�ϭϲ͘ϮϬ� � ^ĂŵŵĂŶĨĂƩŶŝŶŐ

ϭϲ͘ϮϬ�Ͳ�ϭϲ͘ϯϬ� � �ǀƐůƵƚ

DŽĚĞƌĂƚŽƌ͗�WĞƌ�^ŝůũĞŬůŝŶƚ
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Appendix D - Observation guide 
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Appendix E - Questionnaire 
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Appendix F - Interview guide, high involvement 
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Appendix G - Interview guide, medium involvement 
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Appendix H – Interview guide, low involvement 
 

 


