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Summary 
 

o stand out in today’s fierce competition companies need to evolve their 

competitive skills. Many organizations have come to realize that it is not enough 

to only include individual products in the offering but one has to sell the whole 

company. It is then required to work with the corporate identity and express ones story 

when promoting oneself. For the corporate identity to be successful it is critical that it is 

based on knowledge about the target group’s identity and an understanding of what the 

target group values. This thesis focuses on the part of communication of the story that is 

done via visual expressions and employee behavior. To connect our different areas of 

research we have developed a model which is presented at the end of the theoretical 

chapter. The model points out the importance of that corporate identity is based on both 

customer identity and internal elements such as the employees. It also shows that corporate 

image is influenced by external influences such as customer involvement and customer-to-

customer interaction.   

To develop the understanding of how companies in the experience industry can use 

storytelling and how the customer perceives it, we have made two case studies, one at 

Såstaholm Hotell & Konferens and the other one at Stenungsbadens Yacht Club. Interviews 

were made with the employees to learn about the intended corporate identity and customer 

questionnaires were collected to learn about the image.  

The results have lead us to the following conclusions; storytelling is a useful way to express 

corporate identity, required that there is emotional engagement and that it permeates all 

parts of the organization. Visual expressions are mainly a way to communicate a theme, 

while employees are needed to communicate a full story. Finally we have came to the 

conclusion that a more suitable term for this kind of communication is story enacting.   

Key words: Storytelling, corporate identity, image and experience industry.  
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1. Introduction 
In this chapter we present the background to the issue that this thesis focuses on. We discuss 

how storytelling has been applied up until today and how the corporate identity-concept has 

developed over the past years. We then discuss the research that has been done within the 

area and show that there is a gap that we intend to fill. The introduction ends in the 

declaration of our purpose.   

 

1.1 Background 

s globalization moves forward at an incredible pace, competition is fierce and 

companies need to make sure that they have something unique and authentic 

to offer their customers. There is a wide range of products and services for 

customers to choose from and in order to get chosen, an offering needs to attract customers 

emotionally, Oh et al. (2007), Pine & Gilmore (1999).  

During the past decades competition tactics have evolved and come to revolve around how 

to “sell” an entire company and not just the product or the service that is offered. In order to 

stand out from the crowd many companies now work with their identity and to 

communicate a message that conveys who they are and why they exist. More and more 

companies have started to recognize that the company itself as well as its products and 

services can be promoted across the world by one single and powerful identity, Downey 

(1986). They have come to realize that corporate and visual identity can position an entire 

company. Corporate identity contains of three parts; communication, employee behavior 

and visual expressions. Communication aim at positioning the company and promote its 

offer, while visual expressions for example can represent an organization’s physical 

environment, Karaosmanoglu & Melewar (2006), van Riel & Balmer (1997), van Riel (1995). A 

company’s identity has proved to become the factor with most impact on consumer choices 

and it is even argued that this means that customers increasingly buy the company, its 

confidence and character, rather than the actual product or service, Melewar & Saunders 

(2000). All in all, the company needs to communicate an identity that its customers can 

identify themselves with, Pratt (1998).  

When working with its identity and communication all companies need to carefully consider 

what factors that may influence customers’ perception of the organization and its offer. The 

A 
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physical surroundings have proven to be a powerful influent on customer emotions when a 

service is consumed for pleasure, Wakefield & Blodgett (1994). Attributes such as interior 

design and lightning, as well as the atmosphere are examples of influential features, Ryu & 

Jang (2008). Customer involvement and control are other factors that may influence the 

experience, Mossberg (2003).  

One way to manage all this is through storytelling, Mossberg & Nissen Johansen (2006), 

Patterson & Brown (2005), McLellan (2006).  Marketing is all about communication of values 

that customers are touched by and engaged in, Mossberg & Nissen Johansen (2006). The 

stories should convey values that the customer shares. Stories have the ability to speak to 

customers’ emotions rather than their logics and also play a major part in the 

communication of the company’s identity to other people, Mossberg & Nissen Johansen 

(2006). A global trend “is to build an entire business or parts of a business around a story”, 

Mossberg (2008:195) and to make an intangible offering easier to grasp storytelling can be 

used when selling experiences, Mossberg (2003). A story may not only aid communication 

about the organization, but also create a holistic image of the concept and the servicescape 

as a whole, Mossberg & Nissen Johansen (2006).  

Since the experience industry is one of the markets where storytelling often is a part of the 

offering, this is the industry that we have chosen to study. The paper investigates how two 

successful Swedish hotels communicate their corporate identity, via storytelling to their 

external environment. This is then compared to how the customers perceive the hotels, e.g. 

the corporate image.  

1.2 Problematisation 

It is the opinion of the authors that storytelling, as a form of external communication, can 

result in the customer having a clear appreciation of what a company stands for and has to 

offer. When applying external storytelling the company needs to be aware of what their 

customers want and value and take this into consideration during the formation of their 

company’s identity. How the company detaches customer information and how it becomes a 

part of the company’s identity is not something that will be mentioned in this thesis. Our 

focus is on how the already established corporate identity is communicated to the 

customers. There are many tools to use for this communication but the one that this thesis 
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deals with is storytelling. We have not found any research at all about how the information 

that a story conveys, is perceived in reality. 

Storytelling is becoming an increasingly used marketing and management tool but while its 

practical application is increasing, there is still a lack of research regarding certain aspects of 

it. There is however some research regarding storytelling for internal purposes, i.e, how to 

motivate and educate the employees and the creation of company culture, Ardley (2006). 

This research is mainly written from an organizational perspective, studying how companies 

may benefit financially from using storytelling. There is considerably less research about how 

storytelling can be included in external communication. The small amount of research that is 

available is from a company perspective, aiming at increasing profits. On the other hand 

there have been no empirical studies done from a customer-perspective, i.e. how they 

perceive the message. So far, few companies in Sweden work consciously with this, but 

those that do, seem to have been very successful. 

Our aim is to contribute to the research field by filling the theoretical gap of how corporate 

identity, communicated through storytelling, is perceived by customers. In practical terms 

this research can be of use to companies, in several aspects. In order for companies to 

succeed in their work with storytelling there is a need to find out how customers actually 

perceive information communicated in this way.  

In this thesis, the issue will be illustrated by studying customers’ perception of two different 

hotels that both work with storytelling based on true stories. 

1.3 Purpose 

We intend to increase the knowledge about how companies in the experience industry can 

communicate their intended corporate identity with the help of storytelling and how the 

customers perceive the corporate identity.   
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2. Theoretical framework 
This theory chapter starts with a presentation of the different theory areas contributing in 

this thesis. The areas presented are storytelling, corporate identity, corporate image and 

influences on customer perception. A model is then laid out, explaining the relationship 

between the different areas. To specify more exactly what we focus on in this thesis the 

model is followed by a short description of the research area’s development up to date. The 

chapter ends with the state of the art and the research question.  

 

2.1 Storytelling 

t has become common to use narratives when trying to understand customers and 

competitors. Storytelling can be viewed as a way to involve customers. If you manage 

to do this better than your competitors, you will increase the chances of meeting 

customer needs, Patterson & Brown (2005). This is a production-focused view with the 

standpoint that stories can be used to favor companies. We are of the opinion that using 

storytelling is a way to show the customers that the company is committed to them and 

shares their values. People also relate to each other in terms of stories and products often 

play central roles in those stories, Woodside et al. (2008).  

 

Stories are central to the sense making process for people, Ardley (2006). Even though 

Weick (1995) has developed the concept of sense making this thesis only refer to sense 

making in its literary sense. Stories generally speak to human needs and play a big part in 

making our lives seem meaningful. They stimulate our imagination and evolve us 

emotionally, Shanker (2001). Psychologists claim that telling stories is a fundamental part of 

human beings and that they always have helped us to remember our experiences, Schank in 

McLellan (2006). “There is no tool more powerful than story”, Simmons (2006:29) says about 

influencing others since stories create imaginable footprints in the mind of the listener and 

can connect people. Stories have such strong influence because they can help people to 

understand complex matters, Denning (2001). It may make clear why an organization exists 

and how it creates value, or it may clarify how the organization differentiates itself on the 

market, Mossberg & Nissen Johansen (2006). Stories are easy to remember because they 

engage people emotionally and they have the power to totally change someone’s perception 

of something, Denning (2001).  

I 
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Stories can create a common language for everyone within an organization and hence a 

common course of action towards the world outside, Ardley (2006).  We think that to learn 

the language the company needs to be aware of the customer perspective and base the 

language on this knowledge. It helps the employees to think in a new way about them and 

therefore also about the organization that they work in, and in this way it will affect their 

behavior, McLellan (2006), Denning (2001). It may also bring people together and help them 

emphasize with each other, through the experiences that they share, Denning (2001). The 

stories may create scenarios that help customers in their understanding of how they can use 

a service. The scenarios may be a powerful tool when it comes to communication and 

problem solving, McLellan (2006). The goal of working with storytelling is to spread emotions 

that will create action among the people that one wants to influence, Simmons (2006). 

Denning (2001) means that the story is really nothing else than a means to an end with the 

purpose to take us towards a wanted state. If successful people will make this story their 

story, Simmons (2006).  We believe that this only can be successful when the corporate 

identity and therefore also the story is based on understanding of the customer. If the story 

is good enough the customer will trust you and also that your story is true. The story needs 

to articulate what the customer will get out of it and put the pieces together so that one can 

see the benefits in it, Simmons (2006).  

 

If company values are being turned in to a story it can create meaning and give people 

another perspective and something to remember the values by, Ardley (2006), Fog et al. 

(2006). All companies need a core story that communicates the company’s core values, Fog 

et al. (2006). We would like to add that it is crucial that these values are based on knowledge 

about the target customers. The core story should direct all the internal and external 

communication in the same way, Fog et al. (2006).  

 

As seen, there are many opinions on how storytelling can be used and how it affects the 

company. Because we believe that stories can create emotions and help understand a 

context we agree with McLellan (2006) and Denning (2001) that stories affect people and 

that it can help employees to better understand their organization and the meaning of it 

even though many of them are not empirically validated. We want to stress that by this we 
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do not refer to the research area of internal storytelling where employees tell stories to 

establish a company culture. Like Fog et al. (2006) we also believe that stories are useful to 

make the employees communicate the intended message to the customers. The content of 

the message should have stem from research about what the customers value and want. 

2.1.1 How to create a good story 

To be able to create a good story the company’s identity has to be constructed and 

therefore the identity of the target groups has to be discovered. When developing a story 

the first step is for management to create a shared mental image of why the company exists. 

Second, belief or even passion must be established among the employees. The feeling of 

adding value will facilitate a feeling of being part of something bigger than a person’s 

individual task. This will also make it easier for employees to promote and convince 

customers to choose their offer instead of competitors’. This starts in the internal part of the 

company, Fog et al. (2006). Areas included in this process are:  

 The company’s vision, mission and values. 

 Company milestones such as history, persons (founder, CEO etc.), successful and 

unsuccessful events. 

 Employees’ stories about the company, Fog et al. (2006). 

By including external factors, such as media, advertising, stories from customers and/or 

partners, in the process of story development a company learns about its position in the 

market. In doing so, strategic opportunities and challenges can be discovered, Fog et al. 

(2006). In our opinion, this perspective is lacking the first and most important part, which is 

to base everything about the company on the customers and their needs, wants and values. 

If the company does not base its identity on the detached information from customers we 

think that it will be difficult for them to succeed on the market. Fog et al. (2006) on the other 

hand, seem to view the involvement and importance of the customers as a secondary detail.  

 

Fog et al. (2006) presents four elements of storytelling based on how stories have been 

created in all times. It is in no way empirically proven to be valid for storytelling, but it is one 

perspective: 
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1.      Message: Stories must reflect values and goals. To be able to reach the target group 

with a story a message has to be created. The statement made in the message should be 

central throughout the story. 

2.      Conflict: Conflict is the driving force of a story that forces us to act and therefore 

becomes a turning point in a story. 

3.      Characters: A successful conflict often includes a hero and a villain for people to 

identify themselves with or against. 

4.      Plot: When the message, conflict and participating characters are decided the progress 

of the story also need to be decided. The sequence of events has to be carefully decided. If 

the beginning is well presented, the customers can decide the middle and/or end 

themselves and thereby make their own unique story. 

 

Philipson in Zineldin (2010) is currently developing this view. She suggests that storytelling is 

a misleading term. It should rather be expressed as enacting of a script. In this sense it 

involves not only the spoken word, but also everything else that touches our senses. This is a 

view that we agree with. We think that storytelling can be divided into two parts: It starts 

with a “written” story about the company, based on what their target customers want and 

value, and the background and offerings of the company. The reason for having a story is to 

provide a meaningful and integrated picture of the company. To improve the chances that 

customers get the intended picture the story is converted into material and social attributes. 

This represents “telling” of the story corresponding to the views of Ardley (2006) and Bitner 

(1992). 

2.2 Corporate identity 

 2.2.1 Definitions  

There is not only one definition of corporate identity that is accepted by everybody to be 

found. The International Corporate Identity Group (ICIG) have decided not to give only one 

definition of corporate identity, because they mean that it changes much among different 

organizations, Melewar & Saunders (2000), Markwick & Fill (1997). Instead ICIG has given a 

statement expressing the multifaceted nature of the area, stressing the difference from 

brand management, van Riel & Balmer (1997).  Some of the most commonly used definitions 

are presented below. 
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Some authors mean that corporate identity is how the members of an organization identify 

themselves with the organization Dutton et al. (1994), Hatch & Schultz (1997). Another 

stream means that it is the employees’ interpretation of how others perceive their 

organization that is the base for the identity, Christiensen & Askegaard (2001), Dutton & 

Dukerich (1991). There are even those that view corporate identity as the sum of all 

expressions made in an organization, van Riel (1995), Balmer & Gray (2000), van Reil & 

Balmer, (1997), Bernstein (1985). One author of this standpoint is Downey (1986), who 

claims that corporate identity refers to the fundamental style, character and personality of 

an organization; the forces that define it. According to him, corporate identity is the sum of 

all the elements that defines what an organization is and where it is going, including its 

history, competences and business mix etcetera. Melewar & Jenkins (2002:77) define 

corporate identity as “the /…/ manifestation of the corporate image, where it is the net 

result of the interaction of all experiences, impressions, beliefs, feelings and knowledge that 

people have about the company”. They argue that corporate identity is a strategic resource 

that can create a competitive advantage. In order for this to happen it needs to be designed 

so that it manages to appeal to all stakeholders, Melawar & Saunders (2000). Corporate 

identity includes all parts that influence the way people outside the company look at the 

organization, Olins (1989), Melewar & Saunders (2000). Abratt (1989) seems to consider 

corporate identity to be fairly the same. His definition of corporate identity is; “it is an 

assembly of visual cues /…/ by which an audience can recognize the company and distinguish 

it from others and which can be used to represent /…/ the company”, Abratt (1989:68). 

 

Many different statements about what corporate identity is have been presented above. 

None of them are empirically validated. Neither are any of them focused on a customer 

perspective nor have we found any articles that reflect this perspective. We chose to present 

these opinions to give a clear picture of what is written about the matter. In our opinion 

corporate identity consists of both knowledge about the target customers and internal 

factors such as employees and company background. This is shown in the model at the end 

of the theoretical chapter.  

2.2.2 Development of the concept 

According to van Riel & Balmer (1997) the concept of corporate identity has developed in 

three stages. In the first stage corporate identity was synonymous with graphical design and 
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visual identification. The second stage of development was to include corporate 

communication in the definition of corporate identity. The formal communication should be 

consistent, Bernstein (1985), van Riel & Balmer (1997). The understanding of corporate 

identity then broadened and in the third stage it includes the organization’s behavior, 

communications and visual expressions to internal and external stakeholders. Van Riel & 

Balmer (1997:341) state that today “a corporate identity refers to an organization’s unique 

characteristics which are rooted in the behavior of members of the organization”. In 

agreement with what we have stated earlier this is only half of the perspective that we are 

arguing for.  

 

If used properly, corporate identity can express what the organization is, what it stands for 

and what it does, Melewar & Jenkins (2002), Melewar et al. (2005), Melewar & Saunders 

(2000). In our opinion the under-lying background will be found in researching the target 

customers or in any other way detaching customer information. If the company manages to 

do this, it will increase the likelihood of appealing to the target customers. By strategically 

trying to define the corporate identity an organization may be able to position itself more 

successfully in the market place and to differentiate itself with greater impact than the 

competitors. By expressing the features that define what the organization is, it may be able 

to create a focus and a commitment that was not possible before, Downey (1986). 

Management may also be able to motivate the employees to a higher extent and make them 

behave as intended and the marketing department can get a “competitively distinct and 

internally consistent story to tell about the organization”, Downey (1986:9) and its unique 

offers. In this way, customers get a more integrated picture of the corporation and its 

competitive strengths, Downey (1986). Managing this means to spread the organization’s 

mission and vision both internally to the employees and externally to stakeholders. It also 

means how to plan, implement and maintain the external communication of company 

values through corporate visual systems and marketing communications, van Riel, 

(1995). These statements are not validated and have an internal focus. We do agree with 

van Riel (1995) that it is vital to give the identity an internal foundation but only to 

communicate a consistent identity externally. With this we do not mean that the company’s 

internal identity should be something different from what is presented to the customers but 

rather that the identity is turned into a natural part of the internal company culture. In this 
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way the employees automatically will communicate the intended message. Hence we agree 

with Downey (1986) that by creating focus and commitment internally customers will get a 

more integrated picture of the company.  

2.2.3 Corporate identity mix 

The tools organizations have to work with, to communicate its message to the external 

stakeholders are called the corporate identity mix and contains of visual expressions, 

communication and behavior, Karaosmanoglu & Melewar (2006), van Riel & Balmer (1997), 

van Riel (1995). The processes involved in creating corporate identity bring value to the 

organization, since it helps to differentiate the company, Westcott Alessandri & Alessandri 

(2004). By using the corporate identity mix efficiently, the gap between actual and desired 

corporate identity can be narrowed, van Riel & Balmer (1997).  

 

A lot of studies associate corporate identity with the design elements that visually express an 

organization, Selame & Selame (1988), Abratt (1989). This is an important aspect but 

nevertheless the only one.  It has been increasingly noticed that employee behavior has 

large impact on both identity and image. This is due to the increased interactions between 

the organization and its stakeholders, Hatch & Schultz (1997). Van Riel (1995) also includes 

corporate communications into what determines a company’s image. 

 

Corporate communication  

Communication can be seen as the connection between corporate identity and corporate 

image, which is a result of both controlled and uncontrolled communication, Karaosmanoglu 

& Melewar (2006), Gray & Balmer (1998). Communication activities generally aim at 

positioning the company itself and the products and services that it offers, Karaosmanoglu & 

Melewar (2006). Marketing communication can also be used to present an organization’s 

special identity qualities. Marketing communication should not only concentrate on 

promoting the product, service or experience but also the company itself, Marwick & Fill 

(1997). 

 

The internal communication is the most important since it is going to communicate the 

vision, mission and goals to the employees who in their turn will communicate this further to 

the customers. The impression made by the employees on the customers plays an important 
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role for the corporate image, Kirikiadou & Millward (2000). Based on the theories of 

Bhattacharya & Sen (2003), presented below, we argue that when the corporate identity 

corresponds to what the customers value, the corporate identity has been successfully 

established.  

 

To reach the target groups, planned communication such as using a consistent content in 

advertising and operations, should be used, Kirikiadou & Millward (2000), Westcott 

Alessandri & Alessandri (2004). They also point out how important it is to co-ordinate all 

communication channels so that they convey the same message. Communication include a 

lot of different sources, both traditional communications such as advertising and public 

relations and interior design and dress codes, Westcott Alessandri & Alessandri (2004), Pratt 

& Rafaeli (1997). Even though a company uses planned communication programs to 

communicate its identity, they also get affected by unplanned communication that cannot 

be controlled and that may cause the planned cues to be questioned, Markwick & Fill (1997). 

Cues in this sense do not correspond to what Weick (1995) means by it, but rather its pure 

literal meaning, a cue is viewed as a hint about what the organization is and does.  

 

Employees’ behavior 

Managers and employees are the organization’s face. Therefore their interactions with 

external stakeholders are important and have considerable impact on how customers 

perceive the company’s image, Gray & Balmer (1998). Employees are one of the major 

impacts on customers’ perception of a service. A study made by Ryu & Jangs (2008) showed 

that employees are able to affect customers’ level of excitement to a very high degree. 

Wakefield & Blodgett (1999) seem to be of the same opinion and state that employees’ 

service quality lead to an overall perception of the offering. They also state that if a 

somewhat poor intangible service quality may affect the customer in a negative manner, an 

outstanding tangible environment can help to work against these feelings. This implies that 

the physical environment may become a critical factor in hedonic consumption situations, 

Wakefield & Blodgett (1999). 
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Visual expressions 

Examples of visual attributes are logo, name, slogan, interior design and staff clothing, 

Karaosmanoglu & Melewar (2006), Melewar & Saunders (1998), Mukherjee & He (2008). 

These all shape the visual identity and position the organization, Melewar & Saunders (1998) 

All organizations express messages about themselves, both intentionally and uncontrolled, 

through their environment, Melewar & Saunders (2000) and the attributes are chosen based 

on how well they represent the company’s values and philosophy, Karaosmanoglu & 

Melewar (2006).  

 

According to the theories presented, corporate identity is built on three parts; 

communication, behavior and visual expressions. Even though these theories are not 

empirically validated, we have chosen to base our research on this perspective. But 

conforming to our model, the perspective still lacks the crucial part of basing the corporate 

identity on the customers. This is something we will keep in mind throughout this thesis. We 

only refer to visual expressions in the physical environment, the servicescape.  

2.3 Corporate image 

Downey (1986:110) defines corporate image as “The set of meanings by which an object is 

known and trough which people describe, remember and relate it. That is, it is the net result 

of the interaction of a person’s beliefs, ideas, feelings and impressions about [organizations 

at a particular time]”. The image is formed by all the experiences, interactions, beliefs, 

feelings and knowledge that each stakeholder has gathered about an organization, Bernstein 

(1985), Markwick & Fill (1997). Corporate image is the immediate picture of an organization 

that turns up in a stakeholders mind, Gary & Balmer (1998). Image is also defined as the sum 

of how a stakeholder perceives an organization’s identity both through its planned and 

unplanned communication, Markwick & Fill (1997), Karaosmanoglu & Melewar (2006).  

 

Image is nothing that the company itself can create. It is rather something that comes into 

existence based on the corporate identity. What the company on the other hand is able to 

affect is the elements of its identity and how those will be communicated. In other words it 

should identify what makes it unique and make sure that its message is based on reality, 

Bernstein (1985).  This means that stakeholders might have different perceptions of the 
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same company due to their own backgrounds and interests. One source for these multiple 

images to form is by the everyday interactions with employees, Markwick & Fill (1997), 

Hatch & Schultz (1997). If the employees do not handle different stakeholders consistently it 

will lead to confusion and multiple identities will form, which will lead to multiple images. It 

is therefore important for management to establish consistent and sustainable images for 

the employees in order to get a consistent identity to show to stakeholders, Markwick & Fill 

(1997). Even if these arguments are not empirically validated all authors presented are 

viewing it in this same way and we find that the presented definitions correspond to how we 

interpret corporate image.  

2.4 Influences on customer perception 

There are many factors influencing a customer’s perception of a company, Wall & Berry 

(2007) and Bitner (1992). The factors we have chosen to focus on are presented below.  

2.4.1 Physical surroundings 

People tend to rely on the physical environment to make meaning of their world and to 

guide their own behavior. The atmosphere provides stimuli that enable customers to 

recognize the attributes differentiating a venture, Wall & Berry (2007).  The environment is 

proven to be an important influence on customer emotions and behavior when the service is 

consumed for hedonic purposes and when customers spend a rather long time in the service 

setting, Wakefield & Blodgett (1994). Aesthetics such as furniture and decorations are 

attributes that often differentiate one setting from another. Ryu & Jang (2008) claim that 

atmosphere is one of the most influential factors on customer emotions. We agree with 

Wakefield & Blodgett (1994) that the environment is an important factor for leisure 

situations. 

The servicescape, which defines the actual physical space where an experience takes place, 

serves as a visual metaphor to communicate the offer. It provides tangible cues for a service 

or experience as well as the company and its image, Mossberg (2003), Bitner (1992). It may 

also be used as a way to attract the wanted customer segment. The servicescape can 

position the company and serve as a mean for differentiation and help customers to 

categorize the company, Mossberg (2003), Bitner (1992). It may enhance the activities that 

take place there and facilitate the interactions between customers and staff, Mossberg 

(2008), Bitner (1992). This happens through constant interaction with customers within the 
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physical facility and therefore it should support needs and preferences of both customers 

and employees. Consumers react to physical places with either approach, positive reactions 

such as a wish to stay and explore, or avoidance, which is determined by internal and 

emotional responses, Bitner (1992).  All the references in this paragraph are pure 

speculation, but we personally believe that the factors that Bitner (1992) mentions are very 

influential on customers’ feelings and perceptions of an offering and of the entire company.  

 

The servicescape framework is based on two research streams. The first consists of research 

in organizational behavior, carried out by for example Davies (1984) who made an attempt 

to present a framework that put together the physical environment’s features, the physical 

structure and stimuli and symbolic artifacts.  The second research stream concerns 

atmospherics in the marketing field, by for example Kotler (1973) and Donovan et al. (1982). 

Already in the 1970’s Kotler (1973:48) stated that “one of the most significant features of the 

total product is the place where it is bought or consumed /…/ in some cases the atmosphere 

/…/is more influential than the product itself”. According to Bitner (1992) her framework is 

also based in the environmental psychology research tradition that started in the 1960’s. 

With the servicescape framework, Bitner attempts to integrate those streams into one 

concept describing how the built environment, also called the servicescape, affects both 

consumers and employees in service organizations. It also shows that the physical settings 

may aid or hinder the accomplishment of both internal, organizational goals and external 

marketing goals.  

 

The servicescape needs to be esthetically appealing, to create a positive mood and 

atmosphere. It should also be designed to make the customers feel comfortable and not 

restricted or crowded, i.e.; it needs to be functional, Wakefield & Blodgett (1994).  To get 

satisfied customers, service and product quality must be fulfilled. Situational factors, such as 

weather, can also affect, Mossberg (2003).  

 Linking storytelling and the servicescape  

A competitive tool can be created by linking servicescapes to a story. To succeed with this, 

much attention must be paid to the atmosphere and design, Carù & Cova (2007). Mossberg 

(2008:207) argues “when a business is built around a story the servicescape may tie together 
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the consumption with the setting by visualizing cues”. This means that the servicescape ties 

everything together in order to make the point. We agree with this and think that the 

servicescape can be a part in “telling” the story. In this sense it works as a material attribute 

that makes the story easier to communicate. 

 

It is easy for a consumer, who has prior knowledge of the story, to dive straight into it and 

take part of the experience. For those that do not have insight, a guide can ease the entering 

into this constructed world. Stimulation of the five senses as well as social interactions with 

employees and other customers are vital. A guide can help with this and bind the parts 

together to an entity and influence feelings and perceptions of the experience. It is also 

important that there is a possibility for the consumer to influence the experience himself. He 

should be able to affect details and the interaction with others, and also take part in the 

creative process, to make the experience unique, being a co-creator of value. The 

servicescape should be designed to enhance involvement to create this, Mossberg (2008).   

2.4.2 Customer involvement 

Involvement is the degree of perceived personal importance, affected by knowledge of what 

personal consequences an experience may have. It includes functional and psychological 

consequences, as well as what value they may give. If there is a high degree of involvement 

the customer wants to minimize risks and maximize use. Motivation to engage in an 

experience is activated when it is perceived to satisfy important needs and values. The 

satisfaction will vary in different situations and arises when the customer sees what the 

result will be, Mossberg (2003).  

 

Mossberg (2003) argues that experiences can be viewed as an individual state where the 

customer himself creates the experience. According to her, engagement is the key to a 

positive experience. Customer behavior is affected by emotional and cognitive factors, which 

depend on knowledge about the actual situation. With increasing knowledge we strive 

towards larger challenges, Mossberg (2003).  

 

There are two dimensions to describe experiences; the degree of participation and the 

relation to the surroundings. Some experiences call for mental presence while others 

demand physical presence. In some situations the customer becomes a co-producer, 
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affecting the experience himself. An example is participation in a sport event, such as 

paragliding. A lower degree of standardization occurs when the customer is a co-producer of 

the experience, Mossberg (2003). 

2.4.3 Customer-to-customer interaction 

People tend to be selective in their choice of ventures to visit and persons to associate with. 

To facilitate this behavior, management can apply what Martin & Pranter (1989) call 

compatibility management. This implies that one should start by attracting homogeneous 

customers and then in an active way manage the servicescape and the customer-to-

customer encounters to enhance satisfaction. Thus, the company will increase its ability to 

retain new customers and keep existing ones.  

Mossberg (2003) seems to have the same point of view, stating that in many consumption-

situations other customers are as important as the personnel and the servicescape. A 

company may develop an environment that serves as a natural meeting-spot for people that 

share the same consumption-values and behavior. This may results in future friendship or at 

least momentarily increased satisfaction. The customers tend to have similar lifestyles and 

the servicescape becomes a place where this can be shown and recognized by peers, 

Mossberg (2003).  

In some hotels, the setting is designed to encourage social interaction and people that want 

the same things meet here. It may even offer activities and arrangements to ease the 

interaction between the customers. Experience-focused services are different from many 

other in the sense that this is a place where plenty of people are viewed as something 

positive, Mossberg (2003). 

We agree with that the mix of customers visiting the same venture is very important for 

satisfaction. We wanted to bring some awareness to the area because we think that other 

customers often influence the corporate image. 

2.4.4 Co-production of value 

Some authors claim that customers in certain situations should be viewed as “partial 

employees”, Zeithaml & Bitner (2000:322). This occurs when customers contribute with time 

and efforts and in that sense help to increase the total productivity for the company. An 

example of this is when customers carry their own food to the table and put away their 
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dishes when finished. With this kind of arrangement employees can focus on tasks that 

improve the perceived value. The customers can control the process and efficiency, which 

also will contribute to their satisfaction. How successful this is depends on how well the 

company has managed to give the customer empowerment and guide his/her performance, 

Zeithaml & Bitner (2000).  

2.4.5 Customer and employee control 

By giving the consumer a higher degree of control a company may be able to increase the 

enjoyment of the experience. There is interdependence between the customer and the 

employees. Mossberg (2003) states that when it comes to extraordinary experiences the 

sense of control before it takes place is low, the customer is not sure about what will come, 

and therefore it is extra important to give him/her a sense of control during the experience. 

We have not found any empirical validation of this. According to Mossberg (2003) 

companies should try and maximize both the customers’ and the employees’ degree of 

control. 

 

There are several ways to increase the levels of control; restaurants may gain control 

through placement of customers at specific tables. The customer’s control may be increased 

by giving him/her more choices and ability to modify the experience, often done by hotels 

when the customer get to choose location of the room, its size etcetera. Cognitive control 

may take place when the customer knows what will happen, but cannot affect it, i.e. at 

McDonalds where one can choose a menu, but not how the burger should be fried, 

Mossberg (2003).  
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2.5 The relationship between the customer, company and story. 

To show how the different areas of research in this thesis are connected, we present a model 

of how we view the relationship between customer, company, corporate identity and the 

story that communicates it. The model is based on the perpective that customers are the 

foundation for companys’ development of identity. The company therefore has to detach 

information about the customers’ needs, wants, identity and values first of all. 

 

 

Image 1, Corporate image formation, own. 

 

1. The identity formation starts with the individual target customer. The first step in our 

model is the company's detachment of customer identity information. This is done to find 
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out who their customers are and what they value and want. Thus, an offering that is 

perceived as genuine and appealing to the customer’s identity and values can be created.  

2. This information, integrated with the identities of the employees and the management at 

the company, as well as the company’s background and offering, makes the corporate 

identity. We think that both customers and internal factors influence corporate identity; it 

cannot exist and be successful without both of these. In creating it, one needs to start from 

the external customers and their values and then allow internal factors to influence it, to get 

a genuine identity that permeates the whole organization.  

3. This means that the corporate identity should be a reflection of both the company and its 

customers, to make it possible for the customers to identify themselves and their values 

with the company. It may make them feel that it is a company that values the same things as 

they do and that it will work to constantly improve their experiences. Corporate identity is 

then incorporated into a story that should appeal to the values, wants and needs of the 

customers and that communicates the company's mission, vision and values.  

4. To be perceived as genuine and not something made up only for marketing and to 

increase sales the story should permeate the three parts of corporate identity; visual 

expressions, communication and behavior.  Through these channels, the story is told to the 

customers. In this thesis we focus on visual expressions and employee behavior.  

5. Corporate image is affected by external influences too. Examples of such factors are 

customer-to-customer interaction, the degree of customer control and customer 

involvement. 

6. If the company has managed to capture the correct information about the customer, the 

gap between the corporate identity and the customers' perception of the company is 

minimized. The story then works as intended and the corporate identity influences how the 

target group is forming the corporate image. 

The reason for the endless arrow in the model is that customer’s values and demand are in 

constant change, which leads to constant story development. 
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2.6 Discussion 

This thesis focuses on how corporate identity is turned into a story that is told to customers 

and if the corporate image corresponds to this corporate identity.  On a more detailed level 

we will focus on how the story is communicated through visual expressions and employee 

behavior. This represents step 3-6 in the above model.  

 

In our theoretical research we found that few authors have researched the relationship 

between visual expressions and company image. And few have researched how intended 

employee behavior affects the image of the company. However, both Mossberg (2003) and 

Bitner (1992) state that there is a relationship between the visual expressions made and the 

customer’s perception of the company's identity. But none of them has given any empirical 

validation of these statements. Hence, we consider this to be gaps that need to be filled; 

suggesting theory about how customers perceive a company's identity, when expressed 

through storytelling.  

 

2.6.1 State of the art 

We have come across plenty of definitions of corporate identity and noticed that there is no 

accepted common definition.  Much research has been made in this field, but it is seldom 

validated enough, even to be considered as an emerging theory.  

 

The theories we present about storytelling are mainly based on speculations from authors 

such as Mossberg (2003) and (2008), Mossberg & Nissen Johansen (2006). Many statements 

are given regarding how storytelling can be used and what benefits it may give, but with no 

empirical validation. We therefore conclude that this is a field that is just starting to be 

explored and where there still is a gap.  

 

Bitner (1992) is a well-respected author when it comes to the definition of the servicescape; 

her definition is generally accepted by peers. The individual parts that servicescape is based 

on have been empirically studied, but there is no empirical validation for the new concept 

that Bitner (1992) presents. This is therefore also considered to be a gap.  
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Some studies have been made on how employee behavior affects customers’ perception of 

an organization, Ryu & Jangs (2008). Most authors seem to agree that employees' behavior 

is important, but none of the theories that we have referred to have been validated 

empirically. There are however other authors such as Cascio (1999) that have carried out 

extensive empirical studies in this area. Our conclusion is therefore that this can be 

considered as a dominant theory.    

 

The definition of corporate image seems to have been the same for a couple of decades and 

is generally accepted by most authors that we have come across. It has also been empirically 

validated by several peers, such as Bernstein (1985), Gray & Balmer (1998) and Sung & Yang 

(2008). This indicates that the theory about corporate image is dominant. 

 

In this thesis we will investigate the relationship between storytelling and the, by customers, 

perceived corporate identity; the image. On a more detailed level we will look into how a 

company's visual expressions and employees' behavior affect the image.  

 

2.6.2 Research question 

How can storytelling by visual expressions and employee behavior be used to increase the 

chances that a company’s image corresponds to the corporate identity? 
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3. Methodology  
In this chapter we present the design of our research; what decisions we have taken, what 

they are based on and what effect that might have on the results.  

 

3.1 Delimitations 

 To focus the thesis we have chosen to narrow the experience industry to hotels. 

More precisely we have chosen to study two hotels; Såstaholm Hotel & Konferens 

and Stenungsbadens Yacht Club, who both consciously work with storytelling and 

base it on a true story. 

 In this thesis visual expressions only refer to the physical environment; the 

servicescape. 

 To measure the actual corporate identity an observation of the actual employee 

behavior and an objective assessment of the servicescape would have to be done. 

But since we have limited time, we will only look in to what the employee behavior 

and servicescape is intended to create. This has been done by interviewing 

management and employees. We are aware that this will give us a biased view of the 

corporate identity. 

3.2 Sample 

e will make a case study in the experience industry, focusing on hotels. This 

method is useful when one wants to highlight certain phenomena, but do 

not have time to carry out a large study, Merriam (1998).  Of the few 

companies that work with storytelling in Sweden, many tend to be hotels. Another reason 

that affected us in our choice of industry was the possibility to get in contact with hotel 

guests and ask them questions. This means that we done a “convenience sample”, in the 

business with most companies. We then created a list of the hotels we knew worked with 

storytelling and the two hotels that were first to accept are the two to take part in this study.  

The main criteria for the hotels chosen are that they use a true story to communicate their 

identity. Both of them have been extensively mentioned in media and won awards for either 

their design or the food and service that they offer.   

To get as broad an empirical material as possible, we asked to speak to people with distinctly 

different positions, but having one thing in common; that they all worked with the 

W 
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communication of the company’s corporate identity. At both hotels we asked to speak to 

five people with the same positions to be able to later compare the information. The 

positions we asked for were; hotel manager, marketing manager, a receptionist, a 

conference sales person and one other key figure of the hotel’s own choice. 

To carry out the questionnaire we had to get help from management to get the customers to 

answer our questions. The reason is that we were only able to visit each location for one 

day. The questionnaires were sent to the hotels after the interviews with the employees had 

been conducted, since we wanted to see if any of the questions had to be adjusted or 

adopted to better fit each hotel. The participants had to be people who have visited the 

hotel in real-life. We also wanted the participants to be private guests and not conference 

guests. The reason for this is that the conference guests have not chosen to come to this 

particular hotel themselves to the same degree as the private guests have. At each hotel we 

aimed for 15 guests to answer the questionnaire.  

3.3 Interviews 

The internal empirical data collection took place through partially structured interviews. We 

had an interview guideline to follow, but asked additional questions throughout the 

interviews and changed angle if something turned out to be differently than anticipated. This 

made it possible to pick up on certain vibes that appeared and adapt to the interviewee’s 

ideas and mood changes. This type of interview also gave us the possibility to explain and 

pose further questions if anything was unclear.  

3.4 Questionnaire 

To get the customers’ perspective we conducted a query. At the top of the questionnaire we 

made a small presentation about who we are and why we want to ask these questions. We 

also wrote our contact information in case someone had any questions or wanted to take 

part of the result. The first two questions were closed and were about their age and gender. 

The rest of the questions were open since we wanted the guests to write in their own words 

how they experienced the hotel.  

3.5 Realization  

The interviews were conducted when visiting the hotels. We felt that it was important to 

visit each hotel to see the physical surroundings and to get a feeling of the atmosphere in 
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real life. At each hotel we started our visit with a tour, to get to know the hotel. Our host, at 

Såstaholm the hotel manager Katarina Malmi and at Stenungsbaden the marketing manager, 

Karin Åkerman, guided us. During the tour we also got much background information about 

the facilities and the companies.  

After the tour we conducted the interviews. Before our visit we had sent them a list of five 

persons that we wished to interview and this was satisfied to as high degree as possible. 

Despite this there were a few changes, since the manager had to make the schedule 

according to the staff available. At Såstaholm we ended up conducting four interviews 

excluding the hotel manager and at Stenungsbaden we made five interviews excluding the 

marketing manager. The interviews with the managers were made during the tour and we 

were therefore not able to record them, although we took notes. The rest of the interviews 

lasted between 11 and 30 minutes.  

During the interviews we wanted to establish more of a conversation than a strict interview 

with questions and short answers. That is why we had an interview guideline to follow, but 

were free to exclude questions that had already been answered or include new questions to 

make answers more clear. During some interviews we asked additional questions that were 

connected to that person’s specific role. At the end of each interview we asked if they had 

anything to add or comment to make sure that they felt that they had had the chance to tell 

us everything they wanted. To get continuity all interviews were conducted by the same 

person. The other person took notes and had the chance to interpose if the interviewer 

forgot something, or if an additional question needed to be asked. 

Afterwards all interviews were transcribed. The transcriptions were made in Swedish since 

the interviews were made in Swedish. By translating them into English some nuances and 

meanings could have been lost. The transcriptions were made so that we would not miss 

anything of importance and to increase the reliability. 

After the interviews the questionnaires were being prepared. Since we only had one day at 

each hotel we did not have time to gather replies on the questionnaires ourselves. Since we 

also wanted to have the information from the interviews with the employees first, we 

agreed with the staff at both hotels to send the ready-made questionnaires by post, 

afterwards. They then helped us to gather answers and make sure that they were filled in by 
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guests. The two hotels had different methods in collecting the answered questionnaire. At 

Såstaholm they handed out the questionnaires when the guests checked out from their stay, 

whereas Stenungsbaden handed them out when the guests checked in and asked them to 

return it at the check-out. Stenungsbaden had difficulties in getting people to answer the 

questionnaires, so to make it easier for them we gave them some advice about alternative 

methods and to encourage the guests we sent them lottery tickets to hand out to people 

who answered. The questionnaires were then mailed back to us. 

3.6 Operationalization  

3.6.1 Operationalization for internal interviews 

To give a relaxed atmosphere and not get into personal questions immediately the 

interviews started with the exhortation ”Tell us a little about the hotel”. With this opening 

question, the purpose was to get each interviewee’s version of the overall story and see to 

what extent it corresponds to the intended story, articulated by management. The question 

will give us an understanding of how the employees view the hotel and we may find out if 

management has managed to create a common view of the company among the employees. 

It is critical to communicate a consistent message to customers. We relate this question to 

theories by Ardley (2006) and Fog et al. (2006), explaining that stories can create a common 

behavior in interaction with customers. It may be something by which employees and 

customers may remember the values of the company. We think that this may create a 

possibility for the employees to tell us about the hotel in a personal and emotional way.  

  

The second question is asked to get further into the story and what it is based on. Our 

intention with ”What are the company’s vision, mission and values?”,  is to find out what the 

story is founded in, and how it is integrated into the company. By asking about vision, 

mission and values we will learn the intended message of the story and if the staff know 

about it. If management spread the mission and vision internally, customers can get a more 

integrated picture of the organization and its strengths, Downey (1986). To succeed with 

this, management must establish a common idea why the company exists, Fog et al. (2006). 

By asking this question we may find if everyone is aware of what the intention with the 

company is.   
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The follow-up question “How do you communicate this to the customers?” aims at finding 

out how they consciously show their values and story to the customers.  To be able to 

communicate the story via the vision, mission and goals, the internal communication needs 

to be well managed, Kirikiadou & Millward’s (2000). The identity mix consists of three 

elements out of which we have chosen to focus of two; visual expression and behaviour, 

Selame & Selame (1988), Abratt (1989), Hatch & Schultz (1997), van Riel (1995). By asking 

this question we want to look into how the companies use those elements. The attributes 

should be chosen based on how well they express the company's values and philosophy, 

Karaosmanoglu & Melewar (2006). The attributes may also work as stimuli for the customers 

when they discover what is special about a company, Wall & Berry (2007). This is why we 

want to see how internal values practically are turned into reality, through physical 

attributes and employee behavior.  

  

In the theory we mention that the goal of storytelling is to spread emotions among the 

people that one wish to influence, Simmons (2006) and we think that the employees can do 

this to a high extent. Therefore “Have you got any directives from management regarding 

treatment of the customers?” is asked to see what the intended behavior is. How the 

employees interact with customers has an important impact on customers perceived 

company image, Gray & Balmer (1998). By asking this question we may find if management 

works with employee behavior at all. Is employee behavior "designed" to help expressing 

what the hotel is all about? The aim of the following question “Do you, yourself do anything 

additional to communicate the message to the customers?” is to see if the employees take 

initiatives, and how they consciously try to inspire the customers on their own. If the story is 

well established internally, employees may feel like they are striving towards a common goal 

and get motivated to help in getting there, Ardley (2006). As a complement, we also ask 

“What emotions do you want to awake?” to see what the behavior is aimed to result in 

among customers. Wakefield &Blodgett (1999) mean that service quality affect customers' 

overall perception of the offering. 

  

The objective with the question ”What do you intend for the customers to remember from 

their stay here?” is to find out what the employees perceive as the most important aspects 

of their offering. Simmons (2006) says that stories create "footprints" in people’s minds and 



31 
 

we hereby want to know what footprints the employees want to leave. This question is also 

connected to Denning’s (2001) theory stating that stories may help to engage customers 

emotionally and enhance memories. 

  

“Give an example of how the customer can discover what makes this hotel special during 

their stay.” With this question we will find out how the company intends to create the 

footprints. Since corporate image is what immediately turns up in the customer’s mind, it is 

crucial to be aware of what can affect it, Gary & Balmer (1998). It can also be related to 

theory on corporate identity mix, where for example Melewar (2006) and van Riel (1995) 

present different ways to communicate corporate identity. Our aim is to find out if they have 

tried to base the environment on the story and create a holistic expression for the company. 

This question relates to theories about how the servicescape and employee behavior is 

connected to the corporate story, Mossberg (2008). 

   

“In what way can the customer affect his/her stay here?” To be engaged and able to affect 

the situation is critical, when it comes to experiences. All customers' experience it in their 

own individual way and is affected by their own emotions, Mossberg (2003). This question 

answers how the hotel tries to involve the customer in story creation, and if the customer is 

given any control, Mossberg (2003). It contributes to find out whether the customer is 

involved in the production of value, Zeithaml & Bitner (2000). Storytelling is claimed to be a 

way to involve the customers, Patterson & Brown (2005) and with this question we will find 

out if that is the case here.  

  

Within the experience business it is common to design the physical environment so that it 

encourages customer-to-customer interactions, Mossberg (2003), Martin & Pranter (1989). 

With the questions; “Do you think that the guests stay is affected by other guests in any 

way? If they are, how?” and “What do you do to affect the guests’ interaction with each 

other?” we intend to look into if the hotels has done anything to ease customer encounters 

and in that case what. We think that other customers can affect one's view of a venture in 

many ways. Therefore it is important to find out how the company argues around this and 

how they intend to "control" it. Whether or not this is successful depends on if the company 
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has managed to empower the customer and guide him through the experience, Zeithaml & 

Bitner (2000). 

  

“How would you describe the atmosphere at your hotel?”  We think that the employees 

perception of the atmosphere corresponds to how they want it to be, which is why we 

through this question not only may find out what the atmosphere is like, but also how  the 

company consciously work on affecting the atmosphere. The atmosphere provides stimuli 

that enable the customer to recognize the attributes that defines the organization, Wall & 

Berry (2007). Therefore we want to look into if this is something that the company is aware 

of and work with. The question is also related to Kotler's (1973) theory about how the 

atmosphere sometimes is even more influential than the offering itself. This question is 

connected to the parts of the identity mix that this thesis focuses on; behavior and visual 

expressions since these strongly influence the atmosphere, Karaosmanoglu & Melewar 

(2006), van Riel & Balmer (1997), van Riel (1995).  

  

To learn more about the servicescape the request “State three interior design details that 

are typical for this hotel” is useful. This gives information about interior design details that 

have been used by the staff to connect the physical space to the story, Mossberg (2003), 

Bitner (1992). The intention was to find out if there is anything in the physical environment 

that embodies and is a metaphor for the entire concept, clearly differentiating the setting, 

Mossberg (2003), Bitner (1992). This is related to the theories by Ryu & Jang (2008) and 

Karaosmanoglu & Melewar (2006) as well as Mukherjee & He (2008), about how visual 

attributes, such as interior design, help to differentiate and position the company as a unity.  

  

The question “Describe the hotel with three words” is an extension of the first two questions 

that we asked. Here we want to find out what the core of the company is. We think that it 

can help us summarize the corporate identity and make it comparable to the corporate 

image. When we ask the customers the same thing, we may be able to recognize if the 

image includes what the company thinks is unique about the offer, Bernstein (1985). With 

this question we also want to see if management has managed to establish a common 

understanding of the identity.  
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3.6.2 Operationalization for customer questionnaires 

In our formulation of the questionnaire the intention was to get a material that to a high 

degree was comparable to the information we got from employees and management. This 

will help us to see how well the intended corporate identity corresponds to the perceived 

corporate image, and what affect the story has had on it. In addition to strictly related 

questions, we also asked a few questions that we felt would increase the chances to find out 

how customers perceive the companies and what influences this perception. 

  

The first question “Describe the theme of the hotel with a few words/sentences” is clearly 

responding to the first question we asked the employees. In this way we may see how the 

customers have perceived the overall story. The intention is to get them to summarize their 

main impressions of the hotel, giving us some information of what they perceive to be the 

overall theme. The questionnaire then continues with a follow-up question “How has the 

theme been connected to a) the interior design and b) the staff?” with which our intention is 

to see if there are obvious ways for the customer to discover what the story is. Since both 

hotels' consciously work with their story and base their offering on it, we guess that they 

also work in this way with the hotel's features. We will see if the customers have picked up 

those signals. As Bernstein (1985) explains a company can communicate the story to 

different degrees with the corporate identity mix, making it easier for the customer to 

understand it. These questions may give us insight to if the visual expressions and the 

employee behavior have worked as the companies intended. 

  

The question “What is the hotel’s background story?” serves as a means to see if the hotel 

has managed to make the customers aware of its background. Awareness of important 

events in a company's history can help employees to convince customers to choose them 

over competitors, Fog et al. (2006). We want to know if this is a tool that the hotels' staff has 

used and if it got through to the customers. In the end, this is what the whole story is built 

around and therefore crucial to the understanding of the theme.  

  

When we ask the customers to “describe the hotel with three words” it is connected to the 

exact same question that we previously have asked the employees. Likewise are the next 
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couple of questions where we ask about the feelings that the hotel awakes, the atmosphere 

that it has and the memories that will be clearest after the visit.    

  

We then continue by asking “In what way have employees’ behavior affected your view of 

the hotel?”, it is corresponding to the questions about management directives for behavior 

and own behavioral initiatives that the staff may take.  

  

In the same manner the last three questions are corresponding to questions that we asked 

the staff. “In what way have the other guests affected your stay?” is asked to see if the hotel 

has managed this part of the experience well enough. And the question “In what way have 

you been able to tailor your visit to fit your own needs and wishes?”, will make it clear if the 

hotel gives the customer enough possibilities to affect the result of the visit. The very last 

question “Name three interior design details that can represent the hotel”, will tell us about 

how the customers perceive the servicescape and if management has managed to design it 

in compliance with the theme.  

 

3.7 Validity 

We think that the validity in this thesis is rather high. Thanks to a well constructed interview 

guide and a questionnaire, well founded in the interview questions, we have been able to 

measure what we intended to. We have been able to compare customer answers to the 

employees’ view of the story and the offering and understand by what differences and 

similarities may be caused. In this way corporate identity and image could be compared and 

we were able to look into how the story affected it.  

3.8 Reliability 

We also believe that the reliability is high in this study. If the study was carried out again, we 

regard the results to be fairly the same. The information gathered from the interviews may 

vary slightly depending on personal chemistry etcetera, but the content would probably be 

the same. We were able to ask follow-up questions and adapt the interview to the persons 

that we met, which made it possible for us to get much information. Assuming the same 

customer questionnaire would be used again, we think that the results would be similar to 

ours. Even though we did not collect a large number of questionnaires from the customers 
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we could see a pattern in the answers.  Customers have been chosen randomly and the only 

reason that answers may shift if the study was repeated would be that other customers 

would take part. The choice of certain hotels may affect the findings. They made it easy for 

us to discover differences that affect the company image, but this was just our luck. If the 

same study was carried out based on two other hotels, these and other things may be 

easier/harder to distinguish. 
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4. Empirical study 

In this chapter we present information gathered through interviews with the employees at 

each hotel. The information is divided into two sections, one for each hotel. We also give a 

short overview of the organizations and their background, i.e. their stories. A brief 

summation of the data presented in this chapter can be found in the matrix in Appendix 1.  

 

4.1 Såstaholm Hotell & Konferens 

4.1.1 Background 

åstaholm Hotell & Konferens is a hotel and conference facility located in Täby north 

of Stockholm. Formerly named Höstsol, it is a place with a rich history that they still 

preserve. In its glory Höstsol, from 1918, was a home for actors and actresses that 

got the opportunity to spend their retirement at this manor. Höstsol is told to have been a 

glamorous place, filled with divas that lived for the appreciation and attention a whole life 

on stage had given them.  

Höstsol closed in the late 1970’s. 15 years ago it became Såstaholm Hotell & Konferens and is 

today a part of the Winn-hotel Group. Its business is conference guests during weekdays and 

private guests on weekends. In 2009 the hotel was awarded with “Svenska möten”’s price 

“The best meeting facility in Sweden” and the restaurant is listed in the White Guide. Two 

years ago Såstaholm started to give a scholarship to new promising actors or actresses. The 

award consists of a financial part and the opportunity to get a room named after them and 

decorated in their personal style. The hotel has 93 rooms, each dedicated to one of the 

actors that once lived there.  

In addition to accommodation and conference-possibilities they offer what they call 

Backstage. This is a room filled with theater-costumes and other theatrical attributes, for 

guests to try on and wear to dinner if they want. Såstaholm promises to “let the customers 

have the lead role”, during their visit. The aim is to provide everything needed for the 

customer to have a fun experience, while it is up to the customer him- or herself to respond 

if he or she wants to.  

 

S 
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The persons we interviewed were: 

 Katarina Malmi, hotel manager, 

 Maria Tallén, conference salesperson, 

 Camilla Dahlman, sales and marketing manager, 

 Heidi Huhtala, meeting director and 

 Ulf Sevesson, head waiter and event manager. 

4.1.2 Information from interviews 

Såstaholm; the organization, its vision and goals 

When we asked the interviewees to tell us a little about Såstaholm they all gave a similar 

impression of the hotel. The marketing manager told us that they started to work with 

storytelling about eight years ago, through cooperation with the consultancy Stylt Trampoli 

AB. A theater-inspired profile was put together. Until then, it had the same theme, but it was 

not implemented well and the hotel gave a messy impression. All of the interviewees were 

well aware of Såstaholm’s former role as Höstsol and seemed to appreciate and genuinely 

know the details of it. The marketing and sales people could easily turn their thoughts of 

what Såstaholm is into words. This could have been interpreted as a “sales pitch”, but their 

affection for Såstaholm was obvious.  

Most of the interviewees had a clear picture of what Såstaholm’s vision and mission were. It 

could not be told word by word, but all of them could express the content of it. Såstaholm’s 

goal is to become the best meeting facility. At the same time they want to strengthen their 

private market and get a more even coverage over the days of the week. In this way they will 

have several “legs” to stand on and attract more people. The goal is to become the obvious 

choice for both meetings and weekends, which are their two main-segments. They want 

everyone to instantly know what Såstaholm is, when mentioned in different situations. They 

want to be professional but yet personal and playful. The head waiter mentioned that one of 

the “silent” goals is to be a modern company at the cutting edge of environmental work. He 

also brought up the importance of protecting Höstsol’s legacy and keep telling people the 

story.  

All of the interviewees were well aware of PEGA, which are the values that they strive for. 

PEGA stands for Personality (personlighet), Engagement (engagemang), Joy (glädje) and 
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Businesslikeness (affärsmässighet). This seemed to be something that for them symbolizes 

Såstaholm and a way of living. The business likeness was also related to persuasion of 

delivery-assurance, which they all expressed that they value. One employee pointed out that 

it is a company in constant change. The meeting director stated “as long as we are happy 

with our job and enjoy it here, this will spread and affect the guests”. She also talked about 

the warmth at the hotel and that it had to do more with soft values than what they deliver in 

pure hardware and functionality. PEGA was viewed as a tool for making the customers 

return over and over again.  

Words that came up, when we asked them to describe Såstaholm with three words, included 

theatre-inspired, personal and professional, innovative, joy and quality. The head waiter 

stated that ”we are personal and people are a little crazy”. It is not rare that the staff dresses 

up in clothes and attributes from Backstage. Several of them described the atmosphere as 

warm and relaxed, playful.  

Visual expressions 

The employees were asked to mention three interior design details that were typical for 

Såstaholm. Words that came up were; art deco, the furniture and all the small theatre-

related details. The marketing manager mentioned the stars on the doors, the font in all 

their written material and the costumes in Backstage. The interior has been designed to 

enhance communication of the fantastic history that has taken place here. For this purpose 

they decided to keep the Jugend-style and add a touch of theatrical attributes to it. Walls are 

painted in characteristic colors such as deep red and purple. One way to discover what is 

characteristic for Såstaholm is through the style that can be seen everywhere. Small details, 

such as that the dinner is called soirée and that the business cards look like old fan cards of 

movie stars, are things that remind of the theatre-theme. Also the information in the hotel 

rooms is laid out in the format of a manuscript, rather than the usual folder. 

The head waiter chose the boa that one wrap around one’s neck, as a very symbolic detail. 

He told us that it is something that the staff would wear whenever they feel like it. He also 

picked a really comfortable and nice looking conference chair, as well as a beautifully set 

dinner table. Thus, he wanted to include all aspects of Såstaholm; decadence and elegance, 
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effectiveness of the conference side and high service level. He finished by saying that if he 

would summarize the hotel in one word, it would be “gala!”.  

The conference salesperson, brought up the elevator, which is designed as a mini-library, a 

very characteristic and significant interior design detail. They have strengthened the 

craziness through small details such as buttons that explicitly says “do not press” and then 

makes a noise when one does.  She also told us that management always encourages them 

to put a twist on things and if everybody has this in mind the whole place will be a little 

twisted in the end. This is why the bar table in one of the conference rooms is hanging from 

the ceiling instead of standing on the floor and why the moose in the lounge bar wears 

sunglasses and a boa. The work with twisting the hotel never ends, even if the twists 

concern smaller and smaller details. 

Employee behavior 

 “Extreme pride over the product that we offer” was mentioned by the conference 

salesperson as something that brought the staff together. By feeling happy about going to 

work, they express this to customers. She says that this is an important success-factor.  

Directives from management about how to treat the customers are few. Despite this, many 

of the interviewees expressed a clear view of how they should act among customers. All 

members of staff should always greet customers with a question, such as “how was your 

dinner?” or “are you enjoying yourself?”, whenever they encounter them. The conference 

salesperson told us that she always tries to keep her eyesight lifted and put herself in the 

customer’s position. In this way she thinks that she increases the chances of seeing every 

customer and attend to their shifting needs. The meeting director said that “it is okay for us 

to be ourselves and have a laugh with the customers” and she points out that this makes it 

natural for them to see every customer. Yet, again the marketing manager expressed that 

they do not really have directives from management, but that there should be 

professionalism, personality and joy in every customer meeting. She also stated that all she 

does is to be herself, something that seems characteristic for all the employees that we met 

with.  

One way to show that they care about their guests is that one manager always works on 

Saturdays. This person’s only task that day is to act as host and make sure the customers feel 
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welcome and gets a warm greeting. These small details are something that they work hard 

on. The marketing manager stated that “one lives in Såstaholm’s heart and soul”.  

Other influences on customers’ perception 

There are many ways for customers to influence their stay at Såstaholm. This was made 

clear in multiple ways during the interviews. The head waiter explained that the easiest way 

to take part is to shape the experience. In this way the customer will make his own 

experience and affect others’ at the same time as he has fun. This can be done practically by 

getting dressed up at Backstage and then have dinner in those fancy clothes. All of the 

people we interviewed were convinced that guests affect each others’ stays a lot at 

Såstaholm. Backstage works as a platform for this and is a way for the hotel to ease 

interaction between customers. Backstage is always open and is a place where groups can 

mix. Såstaholm also offers the possibility to be completely separated from other guests, 

through the use of one of their five dining rooms. Hence, it is important for the employees to 

know the purpose with a group’s visit. Some people needs a push to go downstairs to 

Backstage while others just want to be left alone.  

It was pointed out that, at Såstaholm they value the possibility of not having to book 

activities in advance, so most activities do not need booking, such as the Cabaret where 

guests have the possibility to sing Singstar, play Guitarhero and Wii. But some activities need 

pre-booking; one example is the “Murder-mystery” which is a mini-act that a partner 

company rigs. Both the marketing people and the restaurant intentionally work with 

theatre-inspired activities, such as Hollywood dinners, resembling the theme.  

The meeting director told us that they always try to accommodate their customers’ wants. 

As one of them said “if they want to have lunch at 7pm we let them”. They have a lot of 

people, who come back for occasions and always want to have the same room. She also told 

us that the food is one of the most common things for guests to remember from their visit at 

Såstaholm. This is rather a complement to what the hotel offers though; it is not part of the 

main offer, in itself. What she really intends for customers to remember are the story about 

Höstsol and the theatre-aspect. One important feature to create these lasting memories is 

Backstage. It may erase possible differences between positions when the CEO gets dressed 
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up and has fun together with the staff of the warehouse. She thinks this a groundbreaking 

way to have conferences and bring employees together.  

The conference salesperson expressed that she wants people to leave Såstaholm and feel 

that it has delivered in all different parts of the experience. She wants customers to be 

assured that Såstaholm always will offer the same high quality and standards. And knowing 

that if something goes wrong it will be corrected instantly, in a way that satisfies the 

customer. The head waiter on the other hand told us that he wants everyone who leaves 

Såstaholm to feel like a star. He also points out that he always wants to top the guests’ 

expectations in all ways possible and that they leave feeling surprised of the high level of 

service. He says that for him it is all about to touch people rather than impress them. He 

expressed “I want the customer to feel tickled from all the craziness that goes on here … and 

I want the guests to become addicted to us”.   

The meeting director mentioned that she thinks that they are good at telling their story 

today and that most people leave the hotel knowing about Höstsol. The conference 

salesperson expressed that she thinks it is the easiness to have fun that is characteristic for 

Såstaholm. There is no one that tells the guests what to do, but it is always handy and right 

there, if they feel like having a bit of fun. She agrees with the meeting director that the food 

is something that they get a lot of positive feedback on. They offer massive buffets with 

anything you can think of, served in the old manor kitchen.  

Såstaholm has a 90% return rate on conference guests, but they also have plenty of locals 

who just come for dinner or lunch. The conference salesperson and the head waiter think 

that these guests are attracted to the coziness and the fact that Såstaholm is a contrast to 

many of today’s very modern restaurants, where everything is sterile and clean. They think 

there is a certain kind of warmth in this house that you hardly find elsewhere. The feelings 

that they want to awake among guests was told to be welcoming, a homely feel and that the 

service has a “high ceiling”.  

4.1.3 Information from questionnaires 

At Såstaholm 18 questionnaires were collected of which three were answered by couples 

and one by two women. Seven men and fifteen women answered the questionnaire. Seven 
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of the respondents were between 21-30 years old and five were 41-50 years old. The 

remaining six belonged to different age groups.  

Såstaholm; the hotel 

On the exhortation to describe what the theme of the hotel was, everyone answered, in one 

way or another, that the hotel had a theater theme. Six respondents also mentioned the 

connection to film. Five persons made the connection with retired actors and actresses. 

Other words that the respondents thought summarized the theme were; history, the 

surrounding nature, classy, relaxing, magic, glitter and glamour. One couple described 

Såstaholm as “A nice relaxed atmosphere in a filmic surrounding”.   

When we asked the respondents to describe the history behind Såstaholm 14 of them knew 

that it had been a home for retired actors and actresses. Three persons did not give an 

answer at all saying that they were not informed. One couple answered that the hotel 

manager and the “scripts” in the hotel rooms had informed them. One man said that it had 

been “a home for retired divas that found peace on “the autumn of their lives” and after that 

became a conference venue that came on the right track ten years ago”. A couple of women 

also knew about the history and said that the hotel today had managed to maintain the old 

atmosphere.  

The most frequent words that came up, when we asked the respondents to describe 

Såstaholm in three words, were friendly and nice, charming and beautiful and the thought of 

history. Other attributes were the food and its location in nature and theater. Describing 

words were also cozy, exciting, exclusive and proud. One woman described Såstaholm as 

having the “glory of stars” and another said “structured chaos”, by which she meant 

something good, best described the hotel, together with beautiful and history. One person 

did not answer the question at all.  

One respondent did not answer the question about what feelings Såstaholm awoke. Some 

people brought up the feeling of peace and quietness. Several people also mentioned 

happiness. Many people mentioned that they felt a cozy and familiar feeling. Others 

mentioned creativity, a feeling of freedom, good service, expectation and curiosity. One 

woman said “It is fun to dress up the way you want to and one gets the feeling that as a 
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guest you are important to the employees” and one man stated that “One gets carried away 

by the spirit of the house and the interior design”.  

When it came to what the respondents will remember the best from their stay at Såstaholm, 

fifty percent mentioned the good food and wines. Eight people mentioned the employees’ 

nice treatment and service and seven people mentioned the surroundings, both the lake and 

the rooms and the dining rooms indoors. One person specifically mentioned the lobby and a 

couple of others mentioned Backstage and the exciting theatre theme. Another person said 

that the overall impression; the so called red thread, was the most memorable. Someone 

said that they would remember “the funny idea with the concept in the different hotel 

rooms”.  Another person answered the lamps. 

Visual expressions 

All respondents could connect the physical surroundings to the theme. Some only answered 

that it had a good connection but most also exemplified it with what they found most 

significant. The furniture was mentioned as characteristic for the time when the actors and 

actresses lived there, having the style of art deco. It was also mentioned that a lot of interior 

details helped to enhance the theme such as paintings and photographs of famous former 

actors and actresses. The dull and dark colors of wallpapers, textiles and hangings were also 

commonly mentioned. Four persons mentioned that the rooms were decorated with the 

actor’s/actress’s personality and style in mind. That costumes and wigs that can be found on 

different locations in the hotel were mentioned by a few.  Some people also connected the 

interior with glamour, saying that they have “kept and restored the old”.  

On the exhortation of mentioning three typical interior design details the most mentioned 

were paintings, posters and portraits of old actors and actresses. The second most 

mentioned detail were the wallpapers with its decorative patterns. Also other textiles such 

as cushions were mentioned. The coloring, especially gold and red, was mentioned a few 

times. The third most common detail was the lamps followed by the art deco furniture. Two 

people especially mentioned the group of furniture in the lobby. Backstage, peacock 

feathers and the signs were also mentioned.  
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Employee behavior 

On the question about how the employees could be connected to the theme one person did 

not answer at all whereas two persons answered that they could not see any special 

connection. One third of the respondents said that the employees had good knowledge 

about Såstaholm and its history and were good at sharing this information by telling small 

anecdotes. “It feels like they are really enthusiastic about the history of Såstaholm”.  Some 

people did not connect the employees’ behavior to the theme but said that they are nice, 

engaged, helpful, relaxed and entertaining. Another person said “the employees radiate 

happiness and make everyone feel like they have the lead role during their stay here”. Their 

clothes were also mentioned as classy but not strict. Three respondents mentioned the 

employees’ business cards, with the design of old fan cards of movie stars, as enhancing the 

connection to the theme. 

Everybody had had a positive experience from his or her stay at Såstaholm.  Many people 

stated that the treatment by the employees had enhanced the impression of Såstaholm. The 

employees were described as giving good service and being very nice, enthusiastic and 

engaged. Someone mentioned that the employees had been informing him or her with 

feeling and from their own hearts. One man said that they had chosen Såstaholm because of 

the service that they already knew of and that they had got a very positive impression. One 

woman stated that the employees had given an “unusually friendly and warm treatment for 

being in Sweden”. Another man said that the employees had affected his view of the hotel a 

lot and “The employees are always more important than location and the size of the room”. 

He ended his answer by giving the employees at Såstaholm 5+. Four respondents wrote that 

they would gladly come back. There was one person who did not answer this question. 

Other influences on customers’ perception 

The most common description of the atmosphere was calm. Words combined with this were 

welcoming, harmonious, secure, pleasant, different and full of feeling. One person said that 

the atmosphere was “Different, soothing and fun at the same time” another mentioned “Old 

style charm” and a third said that it felt historical with old traditions and ended with “If walls 

could talk”. Theatrical atmosphere was mentioned by a few others as well as warm, 

informal, playful, party and glamour.  
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The guests that answered our questionnaire had not been influenced much by other guests. 

Three did not answer and twelve answered that other guests had not influenced them. The 

reasons could be different, but some answered that they had not been in contact with any 

other guests, partly because there were very few other guests. The remaining three 

respondents had had a positive experience from the other guests. One said that it had been 

a good mix between young and old guests and another respondent stated that it had 

contributed to an informal and nice atmosphere.  

10 respondents did not answer the question if they had been able to customize their stay. 

One person said that they had been able to customize it to 100 %. Another person said that 

she had been on a tour and got the dinner served at the table in the restaurant, but had not 

customized anything apart from that. Then there were two people answering that they had 

bought a weekend package and did not need anything else than what was already included. 

One couple said that they had been in contact with Ann in the reception and consulted 

Adam when it came to wines. One woman answered that they had played “Shuffleboard” 

and went for a walk. 

4.2 Stenungsbaden Yacht Club 

4.2.1 Background 

Stenungsbaden Yacht Club is a hotel and conference facility located in Stenungsund north of 

Gothenburg. The hotel has a Newport and a romantic ocean liner theme which can be 

discovered in everything from the physical interior in the hotel and the staff’s clothes to the 

food in the restaurant. The story began in the mid-seventies when the hotel was bought by 

Tomas Wallin, Klas Hammar and Anders Personne. Tomas Wallin started the big drive for the 

sailing competition America’s Cup. The hotel was turned into a yacht club and the yacht “Tre 

Kronor” was designed on the top floor of what today is the famous Villa J.C Stevens. The 

team did not win the competition, but won the prize for most beautiful boat. Today the 

hotel still has its connection to sailing in the Newport theme and the location attracts many 

sailors, but they are now focusing on being a relaxed and elegant hotel, with good 

entertainment and good food. 

Choice Hotels bought the hotel in 1999. By changing the name to Quality Hotel & Resort 

Stenungsbaden, much of the previous glamour was lost. That is why the consultancy 
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company Stylt Trampoli was hired to transform the hotel “from ferry to yacht” as Karin 

Åkerman the marketing manager put it. Stylt Trampoli has designed the hotel rooms, the 

lobby and Villa J.C. Stevens. The hotel rooms are divided into different sections called racing 

class, cruising class and the suites are called Captain’s cabin. The villa has got its name from 

America’s Cup’s first winner. With its 12 individual designed rooms, all named after a Cup 

winner, it is mostly rented as a conference facility. In 2009 the villa was appointed the best 

conference and meeting venue at the European Hotel Design Award. Even today, Stylt 

Trampoli is involved in marketing efforts and continues to design elements.  

The persons we interviewed were: 

 Karin Åkerman, marketing manager, 

 Jonas Mathiasson, salesperson towards private customers, 

 Angelica Jansson, cleaning and laundry manager, 

 Elin Nilsson, responsible for private bookings, 

 Lars Olemyr, sales manager and 

 Charlotte Karlsson, conference hostess. 

4.2.2  Information from interviews 

Stenungsbaden; the organization, its vision and goals 

The interviewees all started by telling us a little about Stenungsbaden and its background. 

They all seemed to be aware of the story, but they knew the details of it to a varying degree. 

One example was that we heard two different versions of how the yacht was transported to 

the regatta; the marketing manager said that the Italians, who ended up winning, helped 

them to fly the yacht to America, whereas the sales manager said that it was transported in 

a Russian freight plane.  The private sales booker expressed Stenungsbaden’s special twist 

as; “we are specialized in being flexible and able to do lots of different kinds of things”. She 

said that this is what differentiates them from other similar facilities. The private salesperson 

added that they could reach almost everyone with their concept, but this is nothing that 

they aim for, since that may make the offer unclear. For this not to happen they need to be 

very clear in their marketing efforts, “not to get stuck in the middle”.  

The private salesperson also told us about Stylt Trampoli’s involvement in the story 

development and how it is based on the true story of Stenungsbaden. He expressed that 



47 
 

they are aiming at creating a “Newport … and American East coast on the Swedish West 

coast”. He also pointed out the importance of continuous work with the small details and 

that this cannot be compromised. In this sense they are making a modern version of their 

own story. He thinks it is a concept that is easy for them to work with, and easy for the 

customers to understand. The cleaning and laundry manager told us how the Yacht Club-

profile has developed over the last couple of years. Throughout this period they have gotten 

complements such as Villa JC Stevens that has aided the impersonation of the hotel. The 

small shop in the lobby, where sailing brands such as Pelle P and Gant are sold, is adding to 

the feeling of relaxed elegance that they want to be known for.  

The conference hostess mentioned the nightlife that they offer on weekends. This is one side 

of Stenungsbaden that attracts many guests, while the other side is the relaxation that the 

Bluewater spa offers.  

None of the interviewed employees could state the vision and the mission word by word. It 

seemed easier for them to express it in terms of values. Courage, enthusiasm and to make 

customers want to return, by giving them a better day, were mentioned by several, as being 

part of Choice Hotels’ goal. Relaxed elegance was the two words that most of them used to 

explain Stenungsbaden’s profile. The private booker did not know it by heart either but 

brought a note with the hotel’s actual vision “They should be proud, creating human beings 

that release energy because they dare too and want to give of themselves”. She also 

explained the need for them to be flexible, since they have plenty of different events that 

sometimes overlap each other. The sales manager made a joke about how we had to turn 

the recorder off, since he did not know the vision and mission by heart. He too, knew the 

content of, it but had difficulties expressing it. He added that the employees have great 

freedom to make a lot of own decisions, and that customers never should have to wait for 

decisions to come from above. The conference hostess said that one vision is that the staff 

should be themselves and dare to share this with the customers, while the private 

salesperson did not want to answer such questions at all, since he did not know the answer 

well enough, and referred to the marketing manager.  

When the interviewees where asked to describe the hotel with three words; sportiness, 

elegance and relaxation were mentioned. The cleaning and laundry manager thought this 
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was a difficult question but ended up mentioning the same characteristics as the others, 

while the private booker mentioned Newport-style, coastline and a broad offering. The 

conference hostess added sailing and summer to the previous mentioned words. The same 

words came up when the atmosphere was discussed. All of the interviewees continued to 

mention relaxed elegance and sportiness. The private salesperson stated that they want 

customer to feel at home and able to wear the old sweatpants they use in their own houses. 

The cleaning and laundry manager expressed that she thinks that the location does much for 

the atmosphere. The ocean is a great part of the concept and she also thinks that the history 

of Stenungsbaden shines through everywhere. The private booker agreed and said that they 

probably have the ocean to thank for a lot. She also said that there is a great atmosphere 

among the employees and that there is no sense of hierarchy, when they engage at staff-

events.  

Visual expressions 

The sales manager told us that Stenungsbaden’s intention was to create a Swedish version of 

Newport and set a typical Swedish passenger-ferry-romantic tone. He said that Ralph 

Lauren, who was first to materialize the American east coast-ideal and create a successful 

brand from it, inspired them.  

A term that came up a lot was “yachtify”, an expression that they have coined themselves 

and registered as theirs. It is a word that involves all the parts that Stenungsbaden values; 

elegance, sportiness, a golden edge, relaxation. This summarizes their profile and is a way to 

load their brand with valued attributes. They offer guests to get “yachtified” in all ways; 

“yachtify” your room, your meeting, your weekend, yourself etcetera.  

The conference hostess told us that the staff rather than suits, wear sailing-inspired clothes 

which adds to the hotel’s profile. The clothes symbolize part of the “yachtifying” and so does 

other marketing material. The cleaning and laundry manager pointed out that the lobby-

shop is one of many ways to strengthen their concept. She added that they have a consistent 

theme throughout the entire hotel and that the concept permeates every part of it. The 

ocean-view was also brought up as something that strengthens the theme and makes it 

more genuine.  
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The private salesperson said that one thing that communicates the relaxed elegance of 

Stenungsbaden, is the fact that they never tell guests what to do; one can have a drink in the 

spa and mix the party with relaxation. He also explained that it is unusual among similar 

facilities to offer the mix that they have. He stated that at Stenungsbaden, “one builds up in 

the spa during the day and breaks this down in the bar at night”. The spa is something that 

they need to make more people aware of, since the hotel mainly has been well known and 

notorious for its party side.  

The interviewees were asked to name three interior design details that were representative 

for the hotel’s style. The Newport- theme, JC Stevens and the ocean were mentioned. Both 

the sales manager and the private booker brought up the specific boat-lamps in the 

restaurant and the horizontal wooden panelling on the walls. The Bluewater-font on the spa-

wall and the sailing-pictures were also mentioned, as well as the marine colors used 

everywhere. The cleaning and laundry manager brought up the big fireplace in the lobby and 

the room-categories and the private salesperson mentioned the dark wood on the floor and 

certain furniture. The spa is designed to resemble the sports area of an Ivy League 

University’s. 

Employee behavior 

The conference hostess explained that they have recieved directives from management 

about how to treat the customers. They should always be professional and meet customers 

with a smile, which she thought was a criterion common for all people that work in the 

service business. The cleaning and laundry manager was of another opinion and stated that 

they did not have any clear directives from management. She told that it was done in a more 

subtle way, by “yachtifying” the entire staff. They are offered to take part in sailing classes 

and learn to navigate to be able to communicate the intended message. She added that this 

obviously happens to different degrees, the manager is a lot more yachtified than the porter. 

The cleaning and laundry manager stated “it is important to yachtify the employees for them 

to yachtify the customers, so that they leave here being yachtified”.  

The conference hostess told us that the goal is to treat all guests the same, no matter who it 

is or where one is from. She added that they want all customers to remember how well they 

were taken care of, all the way from the reception to the housekeepers, and that they 
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seemed to have been successful, according to customer feedback commenting the really 

nice cleaners.  

The sales manager said that by exceeding customers’ expectations the price would not seem 

high. Everything should be slightly better than expected, the food a little tastier and the staff 

a little more welcoming. He also said that the management has told them to think of work in 

terms of “on stage, off stage”, meaning that they should leave their personal problems at 

home. When we asked more about this he offered to give us an employee-guidebook. 

The private booker brought a note with everything she wanted to tell us, so she would not 

forget anything. She had written down that the staff always should radiate a lot of energy 

and that they should see the customer and possible problems directly. She expressed how 

this could be done practically; “If someone comes in with golf clubs one can print the golf 

times while he comes through the door so that he has them when he reaches the reception”. 

By doing this she thinks that the guests may feel impressed and welcomed.  

Other influences on customers’ perception 

The conference hostess mentioned the customer’s mood as a critical factor for how one 

experiences the stay at Stenungsbaden. In her perspective this is what will decide if one has 

a positive visit or not. The sales manager agreed with this and said that one’s mood is the 

main influence on an experience. He also explained that customers could combine their 

bookings in a way that suits their wallet and wants, activities can be added etcetera. The 

private salesperson also agrees with this and says that it is up to each and everyone to have 

fun.  

The sales manager said that customers definitely affect each other at a hotel and that this is 

what is characteristic for the business. He said “everyone is in the factory and production and 

consumption happens simultaneously”. This means that the guests are a big part of the 

product and the experience, which cause a careful consideration of who the guest should be. 

He gave an example of how this works practically and explained that they would not accept 

a stag-party since this may ruin the atmosphere. The private salesperson also emphasized 

the importance of getting the “right” customers. The private booker too, thought that the 

guests affect each other in many ways. They all have dinner in the same dining room and she 

too, mentioned the pool and the dance floor as places where they may interact. The 



51 
 

conference hostess did not know if the customers interact with each other to any extent, 

while the private salesperson stated that most groups stick to themselves and only interact 

with other groups at night.  

Both the conference hostess and the booker said that this is not anything that 

Stenungsbaden consciously work with. Despite that, the pool and the bar area are places 

where it may be easy for customers to meet. The cleaning and laundry manager was of a 

different opinion. She viewed the fact that they actively place customers in a certain part of 

the hotel to suit their individual needs, as a sign of that Stenungsbaden consciously work 

with this. Spa-guests may for example be separated from those that are going to the 

nightclub. Also she told us about a welcome meeting that they sometimes have. Here all 

customers will meet and get introduced to the schedule of the day, as well as get a short 

description of the hotel’s story. The private salesperson said that they create possibilities for 

people to have fun. They offer a wide range of activities and the hotel can be visited both as 

a resort and as a place for pure accommodation. A way for Stenungsbaden to get the “right” 

target customer to come there is through network-meetings that they organize.  

The private booker stated that they want customers to notice the employees and the 

impression that they make. Customers have a lot of alternatives to choose from when 

arranging their visit. It is an active choice that depends on what the intention is. She 

explained that if someone is there for a party weekend that may not spend as much on a 

room and more money in the bar.  

4.2.3 Information from questionnaires 

At Stenungsbaden 10 questionnaires were collected. Four of the respondents were women 

and six were men. Half of the respondents were between 41-50 years old, three persons 

were 31-40 years old and the other two respondents were between 21-30 years old.  

The employees at Stenungsbaden had major problems collecting the questionnaires and 

claim that guests were unwilling to answer them, due to the complicated layout and the fact 

that we were not there ourselves to talk to them. This is something we are aware of as an 

influencing factor.  
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Stenungsbaden; the hotel 

Stenungsbaden clearly communicates a very marine profile, and the majority of the 

respondents expressed this when they were asked about the theme. One person was aware 

of the catch phrase: “Yachtify yourself” while another woman explained it at a more detailed 

level and said that the theme reminded her of ocean liner-romance from the early 1900’s. 

Sailing, the ocean, spa and sportiness were other words that were brought up. All of the 

answers were very short; mainly just one or two words.  

Five of the respondents did not know at all where the theme came from or what 

Stenungsbaden’s background is. Out of the rest, one person said that it always has been a 

sailors’-nest, while a woman stated that it origins from the romantic ocean liner-period. A 

third person said “it has a harmonious story that lets one have an active lifestyle and that 

expresses marine happiness to live”. Only one out of ten respondents mentioned America’s 

Cup and the previous owner’s engagement in the competition. Yet another man said that it 

has been a place for rich people to get drunk during the sixties.  

The respondents were then asked to describe Stenungsbaden with three words. The most 

frequently mentioned words were sportiness and the ocean. It was also a range of other 

words that came up, such as elegance, luxury, professionalism and sailing.  

None of the respondents had any negative feelings from their stay at Stenungsbaden. Five of 

them said that they felt calm and relaxed during their stay and four people said that they got 

positive feelings from their stay. One woman explained that it reminded her of vacations, 

lazy days in the sun and party. Another woman told us that her view of the hotel was shaped 

during the sixties, when her grandfather used to drive by with her. They also described the 

atmosphere as harmonious and relaxed. One person expressed it in terms of “classical 

American”, while another said that it was a marine atmosphere in a luxurious environment. 

When asked what they will remember the most from their visit at Stenungsbaden, two 

people mentioned the view of the ocean. Other things that came up were the food, the staff 

and the conferences that some people took part in.  

Visual expressions 

All of the respondents could give examples of interior design connections to this theme. One 

man said “there is a clear red thread with the staff clothing and the interior in rooms”. Two 
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respondents stated that there could be no misunderstandings regarding the theme; the 

props, clothes and the environment make it very clear. The typical sailing-colors, such as 

white, blue and red, were also brought up, as well as the décor, i.e. paintings of boats. The 

paneling and the wallpaper also helped to give the guests a “boat”-feeling. 

The respondents were then asked to mention three interior design details that they thought 

could represent Stenungsbaden. The staff clothing, as well as the wall-papers where brought 

up yet again. Also, material on sofas and cushions were mentioned. The special boat-lamps 

and the boat-ropes that one use when sailing were mentioned too. One man chose the sail 

at the hotel entrance while a woman mentioned the restaurant’s name. The floor was also 

brought up and resembled a woman of nice boat decks. One person did not answer this 

question. 

Employee behavior 

When commenting on the theme’s connection to the employees the answers were less 

detailed. They were told to be well dressed and wear sailing-inspired clothes but four out of 

ten respondents expressed that they could not see any connection. One woman said that 

the clothes do match the surroundings but that the staff lacks the marine language. When 

further asked about the employees’ behavior, six people said that they were taken care of in 

the best possible way and that they want to come back. Three of the respondents claimed 

that the employees’ did not affect their stay at all while a woman said that they make the 

place less remarkable, in a good sense, it does not make one feel awkward.  

 

Other influences on customers’ perception 

Six out of ten persons stated that the other guests did not affect them in any way. One man 

said that the conference was fully booked which contributed to a party spirit. Another 

respondent said that he barely noticed the other guests, while a third person said that they 

were all there on the same terms which made them feel like friends.   

Half of the respondents did not answer the question about to what extent they have been 

able to affect their stay themselves. Two men took part in conferences and explained that 

someone else booked their stay and they did not take part in this. Two other persons said 
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that they could affect it in plenty of ways and that everything that one possibly could need 

or want to do is there. One woman said that she could affect it to 100 %.  
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5. Analysis 
In this chapter we will connect the theoretical chapter to the empirical data and compare 

data collected from employees and customers.  

 

The hotels 

rdley (2006) and Fog et al. (2006) both argue that storytelling may help 

employees to get a common view of why a company exists and what 

distinguishes it. This may stem from clear communication from management 

and result in a consistent communication in customer interactions. The employees at 

Såstaholm all had the same knowledge and view of the hotel. They all seemed genuinely 

affectionate about protecting Höstsol’s legacy. All of the employees could tell us about 

PEGA, which summarizes Såstaholm's values. They told us that it summarizes a way of living 

for them and that it had a lot more to do with soft values than pure hardware. The guests 

seemed to agree with this and pointed out the employees’ role far more than functional 

elements, such as beds.  

  

 Corporate identity has the ability to describe what an organization is, does and stands for. 

This is achieved when it is used properly and communicated in a consistent way, Melewar & 

Jenkins (2002), Melewar et al. (2005), Melewar & Saunders (2000). After carrying out the 

questionnaires we have come to realize that this is something that Stenungsbaden will have 

to continue to work with. The employees at Stenungsbaden did not have a common picture 

of their hotel and told us several different versions of small details of the story. None of 

them could easily express the hotel’s vision and values. We interpret the refusal from some 

of them as yet another sign of the lack of knowledge about the hotel and its values. All of the 

employees had difficulties to put their knowledge into words and generally seemed unsure 

of the underlying purpose of the hotel. This is something that has affected the way 

customers interpret the hotel.  

 

Image is what every customer feels about an organization, based on one's own experiences 

and observations, Bernstein (1985). It is also described as the immediate picture of a 

company that appears in a person's mind, Gray & Balmer (1998). All of the customers 

summarized Såstaholm with pretty much the same three words; theatre-inspired, personal 

A 
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and professional. In agreement with the theory the employees seemed to have managed to 

communicate the overall theme to the customers. All of the respondents knew that 

Såstaholm has a theatre-based story. The majority of them also had more detailed 

knowledge about Höstsol’s existence while some mainly focused on the glamour and 

coziness that permeates the hotel. This leads us to think that the story has aided staff in 

their common view of the hotel and communication of it to customers.  

 

All of the employees at Stenungsbaden knew that they wanted to communicate relaxed 

exclusivity, but they did not know for what reason or what this message is based on. The 

customers were well aware of the marine theme, but neither did they know any of the 

details behind the hotel, which we think is rather natural. If the employees do not know 

enough to communicate a clear story to the customers, they will not know anything more 

than what the pure physical surroundings tell them, e.g. the theme. This corresponds to the 

theories presented above, regarding how management needs to establish a common 

understanding of the background internally. In Stenungsbaden's case it might be particularly 

important to establish a common internal understanding in order to teach the guests about 

the theme since it, at a first glance, only seems to be marine- inspired. Only one customer 

knew about the participation in America’s cup and she was around when it took place.  

 

When both employees and customers were asked to describe the hotel with three words, 

they were pretty general rather than specifically connected to Stenungsbaden’s story. Only 

one customer referred to the theme as classical American, which corresponds to the 

intended Newport-style that Stenungsbaden wants to be known for. One other customer 

was aware of their catch phrase “yachtify” which is meant to summarize the concept in one 

word. We think that this problem may be based on the fact that Stenungsbaden has a rather 

unfocused offering. They want to offer their customers everything at the same time and this 

causes difficulties in being consistent. It may be due to the fact that not everyone in the staff 

has access to the same information as well as that Stylt Trampoli still takes care of the 

majority of the marketing material and the interior design. To hire an external consultant for 

these things may make it hard for the employees to feel like they are a part of the story 

development. This corresponds to what we show in our model it is important to involve the 
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employees in the enhancement of the corporate identity and story formation, and by hiring 

an external consultant for this, the employees may feel left out.  

 

One employee at Stenungsbaden told us that he thinks that they could reach almost all kinds 

of customers with their offering, but that this is nothing that they intend to do. Although 

such statement was made, we argue that the offer still is too broad and hard to define. 

Having such broad offering does lead to attraction of a wide range of customer groups, even 

if it is not the intention of the company. We ask ourselves if it even is possible for one 

company to satisfy that many different customers and how one should be able to make all of 

them recognize their own values in the offering. One reason that the customers did not 

know about the background story might be because they do not belong to the target group. 

As the employees stated they try to attract a very broad group of people such as people 

coming for the night-club, spa guests, families with children, golfers etcetera. This might lead 

to that they are not attracting their target group at all, which we conclude should be people 

interested in sailing and that are fascinated by the story about America’s Cup. We can also 

draw a parallel to what our model points out. It is critical to shape the offering after the 

target groups’ identity in order for them to be able to identify themselves with the company 

and feel that they value the same things. Here it becomes evident that communication with 

customers needs to be based on understanding of the target group identity.  

  

The atmosphere provides stimuli that enable the customer to recognize the attributes that 

defines the organization, Wall & Berry (2007). Kotler (1973) says that the atmosphere 

sometimes is even more influential than the offering itself. The employees at Såstaholm 

described the wanted atmosphere to be warm, relaxed and playful and all three words were 

used by customers too. Several customers mentioned the feeling of history in the 

atmosphere as well. By working with all the visual expressions like Såstaholm does, they 

manage to create and maintain the history in the building; helping their guests to get the 

intended feeling. But by consciously trying to be playful, relaxed and a little theatrical 

sometimes, these feelings are also placed in the atmosphere and perceived by the guests. 

The employees and the guests at Stenungsbaden both described the atmosphere in many 

different ways all from Newport-style to relaxed elegance, history and sportiness. It seems to 

us like the “yachtifying”-process may have to be taken even further than it is right now. The 
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interior design at Stenungsbaden clearly communicates the marine theme, even though it 

does not give many clues about the exact story, while the employees do not seem to 

contribute to it. They do take well care of the guests, but not in a way that points out the 

uniqueness of the hotel. We think that the fact that there was nothing in their behavior that 

differentiated them from other nice hotels may have contributed to the low number of 

answered questionnaires. While the personnel at Såstaholm developed a rather personal 

relation to their customers, Stenungsbaden did not quite manage to create a relationship 

with them. The employees at Stenungsbaden tried to collect the questionnaires by handing 

them out when the guests checked in and asked for them in return at the checkout. 

Handing them out at the check in, before a relationship between Stenungsbaden and the 

guests had been established, probably affected the guests' willingness to answer the 

questionnaire. The low number of answered questionnaires may also prove the fact that the 

guests did not understand that there was a connection between the hotel and a story and 

therefore found it hard to answer the questions.   

  

Visual expressions  

Ryu & Jang (2008), Karaosmanoglu & Melewar (2006) and Mukherjee & He (2008) all write 

about how visual attributes help to differentiate and position a company as one unity. 

Bernstein (1986) also mentions that the elements of corporate identity are the only thing 

that the company itself can influence and Wakefield & Blodgett (1994) state that the 

environment has proven to be a powerful influence on customers’ emotions. Both 

Såstaholm and Stenungsbaden have taken help from the consultancy Stylt Trampoli to 

create the physical surroundings at the hotels. They have both tried to connect their story to 

their interior design but to varying success.  Såstaholm had a huge amount of small and 

funny details that enhanced the impression of a little craziness and playfulness. The staff is 

encouraged to put a twist on things and it seems as if they have managed to get through to 

their customers in this respect. Both employees and customers brought up boas, the 

manuscripts in the hotel rooms, the business cards and the characteristic colors as attributes 

that define Såstaholm. Guests mentioned that they thought that the interior design did help 

to enhance the theatre-theme and they could easily connect them to each other. This 

corresponds to theories by Mossberg (2003) and Bitner (1992), who both state that the 

servicescape provide tangible clues about a company and its offering.  
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Stenungsbaden also has a very consistent interior design with a marine theme right through 

it. It is unmistakable and something that all guests seemed aware of. Most of them also 

noticed that the employees wore sailing-inspired clothes rather than suits. Only one of them 

characterized it as American though. We feel that this is a very common theme that may be 

hard to appreciate as genuine without knowing the story behind it. Also, they have based 

their interior design on several other brands such as Gant and Ralph Lauren, which make it 

appear as a rip-off rather than something specific for Stenungsbaden. Here too, both 

employees and customers mentioned the same attributes. They brought up the lamps, the 

coloring, the floor and the panelling. One guest even stated that there was a clear red thread 

throughout the hotel. It seems to us, that Stenungsbaden has been successful in making the 

hotel characterized as marine, but not so much Newport out of all the different styles within 

this genre. Carú & Cova (2007) claim that attention must be paid to the physical 

environment and this is something that both hotels have done, to varying degrees of 

success. Both hotels' servicescapes have managed to create a permeating theme in 

correspondence to what Mossberg (2008) states, but the question is to what degree it 

communicates the hotel’s story. In the experience industry the story is part of the offering 

and Mossberg (2008) means that therefore it is critical that the servicescape not only 

communicate the overall theme but also the actual story. This is something that we think 

highly contributed to the lack of knowledge about the story among Stenungsbaden’s 

customers. There are not enough tangible and obvious clues in the physical surroundings for 

them to realize that America's Cup has something to do with Stenungsbaden.  

  

Employee behavior 

By clearly expressing the features that define an organization, management may be able to 

create a focus and commitment among the employees, Downey (1986). We think that 

despite the fact that there were few directives from management regarding employee 

behavior at Såstaholm, this has succeeded. Everyone had the same opinion of how 

customers should be treated. One of the employees stated that ”one lives in Såstaholm’s 

heart and soul” which we think is very characteristic for this hotel. All the employees are 

extremely fond of their work and enjoy being there every day. This is evident when speaking 

to them and also reflected in customers’ responses. One third of the respondents did say 

that the employees had very good knowledge of the hotels background and one person even 
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stated that the staff “radiates happiness”. By telling customers about the hotel with passion 

and energy the employees managed to spread a feeling of joy and happiness among them 

and also make them excited about the theme. It is critical to establish passion among the 

employees. It will make it easier for them to promote the offer to customers and they will 

feel like they are an important part of the organization, Fog et al. (2006). This is obvious 

when it comes to Såstaholm. The customers stated that the employees in one way or 

another affected their stay in a positive way. This was done through information based on 

feelings and a warm treatment of the guests. This corresponds to what the employees told 

us about how they want to touch and affect people rather than impress them. Employees 

stated that they feel extremely proud over the product that they offer which may explain the 

success of their customer communication. This corresponds to Simmons (2006) and 

Wakefield & Blodgett's (1999) theories about how storytelling can be used to create 

emotions among people that one wants to influence. We can also draw parallels to the 

theory presented by Fog et al. (2006). They claim that stories can establish passion among 

the employees, which then will make them feel as if they are part of something bigger. This 

seems to be what has happened at Såstaholm. Management has managed to engage their 

employees in an extraordinary way and they all have become emotionally attached to the 

hotel.  

  

What management really intends for customers to remember is the story about Höstsol and 

the theatre-aspect, which they clearly succeeded with. There were several others of the 

intended things, such as feeling like stars, which the customers actually did mention as 

something they will remember. This too corresponds to theories by Simmons (2006) and 

Shank in McLellan (2006), who claims that stories can create imaginable footprints in 

peoples’ minds. Denning (2001) also explains that stories can enhance memories and it 

seems as if that is the situation at Såstaholm.  

  

At Stenungsbaden we encountered several different views regarding management directives 

for employee behavior. Some people said that there were no such directives while another 

person said that there were directives in terms of how to greet customers, etcetera. The 

ones that did not think of it as directives explained that it were subtle ways of “yachtifying” 

the entire staff. Although actions, such as offering sailing classes, are taken to make sure 
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that the employees express the same “yachtified” appearance it does not seem to have been 

completely successful. One customer stated that the employees did wear sailing-inspired 

clothes but that they could not handle the marine language. There seems to have been a 

lack in taking the story the whole way and make sure it really permeates the whole 

organization. Another member of staff told us that they have gotten directives that could be 

summarized by “on stage, off stage”. It expressed that they should leave their personal lives 

at the threshold and be purely professional at work. This is a distinct difference from 

Såstaholm where staff is encouraged to be personal and be themselves. We think that such 

directives may influence the employees to a high degree and make it easier for them to 

communicate with the customers in an honest and engaged way. A sign of this was when 

some of the customers stated that the employees did not affect their stay at Stenungsbaden 

at all. We think that another reason for this might be that several employees said that a 

customer’s experience mainly depends on the customer him-/herself; that it all comes down 

to the individual’s mood and that it is up to every person to have fun. This may be one 

reason to why the customers did not think that the employees affected their stay to a high 

degree.  

 

 Other influences 

For customers to be able to affect their own experience is critical when it concerns 

experiences, Mossberg (2003). Storytelling is told to be one way to give customers this 

control and to create involvement, Patterson & Brown (2005). The employees at Såstaholm 

thought that there were plenty of ways for customers to affect their stay at the hotel. It 

seems as if the respondents did not quite understand the question about how they could 

affect their stay. Only eight out of eighteen answered the question at all. In association with 

the theory Såstaholm has managed to involve the customers in the creation of the 

experience while they did not quite seem to have managed to engage them in the actual 

storytelling-part yet. We think that, if Såstaholm continues to work in the same way they will 

achieve this within a short period of time. The fact that they include their theme in their 

activities and not just in their interior design contributes to enhance the storytelling. They 

got all the prerequisites that they need in order to succeed with this part of their operation 

too. They intentionally work to make all their activities theatre-inspired and this is an 

example of how their story once again manages to permeate most parts of the organization. 
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Both hotels seemed aware of the importance of involving the customers in the design of 

their stay and work consciously to give the customers as many ways as possible to affect the 

visit. The employees at Stenungsbaden stated that their customers have a lot of alternatives 

to choose from when designing their stay. Although there were three persons that did 

explain that they could affect their stay to a high extent.  

  

Mossberg (2003) and Martin & Pranter (1989) state that it is common for companies within 

the experience business to design the physical environment so that it encourages customer-

to-customer interactions. This is because it is common for customers to influence each other 

and to be as important as the personal and the environment, Mossberg (2003). Apart from 

the obvious places for interaction, such as the lobby and bar, Såstaholm has created two 

rooms; Backstage and Cabaret that is connected to their theme. These are always open for 

everybody. They encourage their guests to go there and interact with each other but stress 

the importance of not forcing anyone. The guests mentioned Backstage as a memorable 

element but most guests answered that they had not been influenced much by the other 

guests even though the ones who said they had had been it in a positive way.  Some of the 

respondents said that it had not been many other guests during their stay and therefore the 

opportunities for interaction naturally diminished. Other guests said that they had bought a 

weekend package and were maybe not interested in interacting with other guests. But since 

the employees talked so much more about Backstage than the guests this could indicate 

that the guests are not informed enough about it or it could also indicate that Backstage and 

Cabaret is more popular among the conference guests who can go there as a group.  

  

Stenungsbaden does not have a platform for customer interaction. Here too, the employees 

disagreed with each other regarding an issue. Some people said that the employees do not 

consciously work with enhancing this kind of interaction. Some of them did however 

mention the pool area in the spa and the bar as places where people can interact with each 

other. The answering guests said that the other guests had not affected them. The cleaning 

and laundry manager said that they try to place all the spa guests together as far away from 

the night club guests as possible but this is not for the sake of interaction, more of the 

contrary; that they do not want guests with different purposes to disturb each other. 

Neither the meeting places nor the adjustments can be connected to their Newport theme. 
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These adjustments are not anything that will enhance the guests’ interpretation of the 

hotel’s story. The guests will probably not even notice this but might have done if it was not 

taken care of. Såstaholm also makes these pre-adjustments for customers and also give a 

party of guests the opportunity to dine in a separate room.  

  

Storytelling; the term 

Throughout this thesis we have chosen to term this special kind of communication 

storytelling. As mentioned in our theoretical chapter a new view is currently being 

developed. This view rather want to think of it as story enacting, Philipson in Zineldin (2010) 

and after carrying out this empirical study we have seen tendencies of this being more 

appropriate. Mainly at Såstaholm they rather enact than simply tell their story. They involve 

all parts of the organization in the communication of their story and let it be part of 

everything in their offering, from the design of the rooms to the theme of the activities that 

they offer and the scholarship that they hand out. This could be a helpful standpoint for 

Stenungsbaden when they further develop the communication of their story. By letting the 

story shine through every single little thing that one does, it is easier for the customer to 

distinguish it.  
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6. Conclusions 
he purpose of this study is to increase knowledge about how experience 

companies can communicate their identity through storytelling. Based on our 

theoretical chapter and empirical findings, the results of the study indicate that: 

  

 In order for customers to get the intended corporate image, companies need to build 

their identity and story on target group knowledge. This corresponds to the model we 

have presented in this thesis.  

 Storytelling in the experience industry is dependent on emotional engagement among all 

employees. It is not enough for employees to know what to communicate; they also 

need to know why and where the message stems from. Everyone needs to be involved in 

the story development, which has to be a continuous process.    

 Storytelling is a very useful way to express an organization’s identity, but for it to work it 

is critical to let the story permeate all parts of the organization, all the way from visual 

expressions and employees to activities.  

 Visual expressions, such as the servicescape, are probably the most obvious way for 

customers to acknowledge a theme. But this is also everything that the visual 

expressions can communicate. For customers to be able to grasp the actual story and for 

it to become part of the experience, the employees are crucial.  They need to interact 

and share their knowledge and passion with the customers.  

 Since all parts of the company as well as all employees need to be involved in the 

expression of the story, it leads us to conclude that story enacting is a more suitable term 

for the expression of the corporate identity of experience companies.   

T 
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7. Reflections 

 We realize that there may be delimitation in that we, as private persons, may be able 

to relate to a higher degree with some of the interviewees than others due to better 

chemistry during the interviews. This may have affected the outcome of the analysis.  

 We did not manage to get the same number of responded questionnaires at the two 

hotels. This was out of hands for us. We claim that the different amount of 

questionnaires was of little importance, since the answers we did receive indicated 

the same things.  

 The questionnaire contained open questions, which may have affected the guests, in 

case they did not quite understand the questions. We did gain needed information 

but recognize that some questions could be rephrased to lower confusion. 

8. Suggestions for further research 
This thesis was done to increase knowledge about how storytelling can be used to express 

corporate identity within the experience industry. We also intended to involve customers in 

such research for the first time and look into how they actually perceive the communication. 

This is a first attempt to gather information from customers regarding the issue.   

We suggest that further empirical studies need to be carried out, both within the same 

industry and in other branches of trade. This will gain more insight to how companies can 

express their identity in the intended way, by using storytelling. One could also look into 

other parts of storytelling. We have focused on visual expressions and employee behavior, 

but suggest that research regarding other criteria would be interesting, for understanding of 

their affect on corporate image.  
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Appendix 1 Summation of the empirical data 
 

    SÅSTAHOLM   STENUNGSBADEN 

Area of 
interest 

  Employees Customers   Employees Customers 

Core story 

  5/5 gave the same 
impression of the 
hotel.  
Theatre-inspired, 
storytelling, obvious 
affection. 

18/18 were aware of 
the theatre-theme.  
Some specified in 
terms of film-
connection (6/18), 
retired actors (5/18).  
Also glitter and 
glamour and history. 

  6/6 were aware 
of the overall 
story. Newport-
inspired yacht 
club.   
"We are 
specialized in 
being flexible".  

10/10 marine profile.  
Some specified in 
terms of "yachtify 
yourself", ocean 
liner-romance or 
sportiness.   

Background 

  5/5 knew the history 
about Höstsol. 
Everybody knew the 
details of it.  

15/18 knew about 
Höstsol in one way 
or another. 
 3/18 no answer.  

  6/6 knew the 
general features 
but gave 
different 
versions of small 
details about 
America's Cup.  

5/10 knew about the 
sailing- history; one 
specified it in terms 
of ocean-liner and 
one with America's 
Cup.  
5/10 no answer. 

Vision, 
mission, 
values 

  5/5 knew the 
content of the vision 
and mission; 
strengthen private 
market, become 
obvious choice, be 
professional yet 
personal and playful. 
Protect Höstsol's 
legacy. 
Values; PEGA 
(Personality, 
Engagement, Joy 
and 
Businesslikeness) - a 
way of living.   

    5/5 could not 
express the 
vision and 
mission in 
words.  
3/5 did not 
answer.  
Values; courage, 
enthusiasm, 
relaxed elegance 
- could be 
summarized in 
"Yachtify 
yourself". 

  

Atmosphere 

  Warm and 
welcoming feeling at 
the hotel.  
Relaxed and playful.  

10/18 said it was a 
calm atmosphere. 
Other words 
mentioned were 
pleasant, informal, 
playful, theatrical 
and glamorous. 
 "If walls could talk". 

  Relaxed 
elegance, 
homely feeling.  
The ocean is 
critical.  

The marine, luxurious 
and harmonious 
atmosphere was 
mentioned by 2/10 
each.  
One person called it 
"Classical American”.       
2/10 no answer.  

3 
descriptive 

words 

  Theatre-inspired, 
personal and 
professional, 
innovative, joy and 
quality.  
"A little crazy".  

10/18 said friendly 
and nice.  
9/18 mentioned 
charming and 
beautiful, "Glory of 
stars".  
4/18 mentioned the 
thought of history.  
1/18 no answer. 

  Sportiness, 
elegance and 
relaxation. 
Newport-style, 
coast line and 
sailing. Broad 
offering was 
mentioned by 
one employee. 

Sportiness and the 
ocean (4/10 each). 
Also mentioned 
elegance, luxury and 
nice. 
 1/10 no answer. 
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Visual 
expressions 

  The interior is 
designed to enhance 
the story.  
Art deco, the 
furniture, theatre-
related details, 
manuscripts, 
business cards, 
wallpaper - twists 
everywhere. 

18/18 saw a strong 
connection, the 
interior enhanced 
the theme.  
14/18 mentioned 
paintings, portraits, 
 10/18 said wall-
papers and 
 8/18 art deco 
furniture.  Coloring, 
small theatre-details 
and Backstage was 
brought up. 
Glamorous 
impression.  

  Swedish version 
of Newport.  
The ocean was 
mentioned as 
well as boat-
lamps and the 
paneling. 
 Also said 
marine colors, 
the lobby-shop 
and Villa JC 
Stevens.  

9/10 could give 
examples of interior 
design connections 
to the theme. 
 3/10 mentioned 
wall-papers and 
textiles,  
2/10 mentioned the 
staffs' clothes. Other 
visual things brought 
up were sailing-
colors, paneling and 
boat-lamps.  
1/10 no answer. 

Employees 

  Everybody agreed 
on that they had few 
directives but had a 
common view of 
customer treatment. 
Should be personal 
but not private. 
 All of them felt 
proud; “one lives in 
Såstaholm’s heart 
and soul”.  

14/18 said that the 
employees were 
engaged and 
helpful, and 
enhanced the theme 
and the overall visit. 
 6/18 mentioned the 
employees' good 
knowledge of, and 
willingness to share, 
small historical 
anecdotes.  
"Classy but not 
strict".    
1/18 no answer. 

  Different 
opinions about 
the degree of 
directives.  
Examples of 
directives; be 
professional and 
smile, treat all 
customers 
equal, exceed 
expectations 
and think “on 
stage, off 
stage”.  
The more subtle 
way; “yachtify” 
the staff and 
customers. 

Some guests 
mentioned that they 
were well taken care 
of and the staff's 
clothes (6/10 each).  
4/10 could not see a 
connection to the 
theme and  
3/10 was not 
affected by the 
employees at all. 
They lack the marine 
language.  

Customer 
feelings 

    8/18 felt happiness.  
Other common 
words were; 
peacefulness and 
coziness (4/18 
each).  
Personal and high 
service-level were 
also mentioned. 
 "As a guest you feel 
important". 
 1/18 no answer. 

    5/10 felt calm and 
relaxed. 
 4/10 said positive.   
Other common 
words were; luxury 
and vacation.  

Customer 
influence 

  Customers can 
shape the 
experience by not 
having to book 
activities (of which 
many are inspired by 
the story) in 
advance.  
Always try to 
accommodate 
customer wants; "if 
they want to have 

10/18 no answer. 
4/18 gave examples 
of how they could 
customize; they 
consulted the staff 
and took part in 
tours. 
 The rest had not 
customized 
anything.  

  3/6 said that the 
customer’s 
mood is the 
most critical 
factor. 
 "It is up to each 
and everyone to 
have fun".  
Also offers many 
alternatives to 
suit everyone's 
wallet and 

5/10 no answer. 3/10 
expressed that they 
could influence a lot, 
2/10 did not need to 
customize their visit. 
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lunch at 7pm, we let 
them".  

wants. 

Customer  
interaction 

  5/5 said that 
customers affect 
each other a lot.  
Backstage and 
Cabaret are 
platforms for this.  
Also offer the 
possibility to be 
completely 
separated.  

12/18 were not 
affected by other 
guests.  
3/18 had a positive 
experience; "guests 
contributed to an 
informal and nice 
atmosphere".                    
3/18 no answer.  

  3/6 thought that 
customers 
definitely affect 
each other, 
"characteristic 
for the 
business".  
Takes place in 
pool and bar 
area.  
2/6 said that 
guests do not 
affect each 
other. 
 They do not 
work actively 
with this but do 
focus on getting 
the "right" 
customers.  
1/6 did not 
know. 

4/10 were not 
influenced at all. 
Others said that the 
rest of the guests 
contributed to a 
party spirit, it was a 
nice mix of people.  
3/10 no answer.  

Customer 
memories 

  Want customers to 
remember the high 
quality, the theatre-
aspect and the story 
about Höstsol.  
They want to touch 
people and make 
them "feel like a 
star". The food is 
also memorable but 
not part of the main 
offering. 

9/18 will remember 
the food and wine. 
8/18 pointed out the 
employees' 
treatment and 
service. 
 7/18 mentioned in- 
and outdoor 
surroundings. 
Customers also 
brought up 
Backstage, the 
theatre-theme and 
the individual room 
interiors.  

  Want customers 
to remember 
how well they 
were taken care 
of and that they 
have got what 
they paid for.  
Also mentioned 
the jaccuzi and 
the world-
renowned 
bartender, as 
well as the 
staff's 
"yachtification".  

3/10 mentioned the 
ocean-view. 
Customers would 
also remember the 
food, staff and spa 
(2/10 each).  
2/10 no answer.  

 


